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“Ideas that engage are key currency in today’s crowded 
brand world.” 
 
 
Fun	
  &	
  Wellness?	
  
 
	
  	
  	
  	
  	
  	
  No	
  doubt	
  health	
  and	
  wellness	
  is	
  a	
  megatrend	
  of	
  our	
  times.	
  
And	
  of	
  course,	
  fun	
  experiences	
  can	
  drive	
  consumer	
  
brand	
  engagement.	
  Along	
  with	
  Anthem!	
  the	
  global	
  
branding/design	
  agency,	
  we	
  developed	
  a	
  new,	
  resonant	
  brand	
  
positioning	
  for	
  Primo	
  Beverage	
  Systems…….a	
  strategy	
  that	
  blends	
  both	
  

fun	
  &	
  wellness	
  into	
  a	
  tasty	
  brand	
  
positioning	
  for	
  middle	
  American	
  moms	
  and	
  
their	
  families.	
  
	
  
	
  
We	
  then	
  leveraged	
  this	
  platform	
  into	
  
Primo’s	
  launch	
  of	
  revolutionary	
  home	
  
beverage	
  makers	
  as	
  well	
  as	
  Primo’s	
  

innovative	
  water	
  dispenser	
  line…	
  all	
  under	
  the	
  tag	
  “Better	
  Living	
  at	
  
your	
  Fingertips.”	
  Who	
  says	
  mom	
  can’t	
  take	
  care	
  of	
  the	
  family	
  unit	
  and	
  
everyone	
  have	
  a	
  little	
  fun	
  along	
  the	
  way?	
  
	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
   Here’s	
  to	
  Better	
  Living,	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
   Doug	
  Shouse	
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Find Your “True North”  
 
We exist in a 24/7 onslaught of posts, tweets, and 
relentless commentary from “experts”…all coming to us 
more as screams than whispers. Info and data are coming 
out of our ears. Has there ever been a greater need for 
synthesis, clar ity, and focus in brand marketing?...ever a 
greater need to discover and promote a brand’s singular 
“true north” posit ioning idea and experience? 
 
It’s l ike the taste of a perfect peach – a singular, in-the-
moment experience that stands out from everything else in 
a meaningful and emotional way. That’s your “true north” 
brand intent! 
 
Here are a few that impress me (and aren’t the usual ly 
suspects on everyone’s best of breed branding l ists). 
	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
   	
  
	
  -­‐	
  Exclusive	
  Fitness	
  Experience	
  	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  -­‐	
  Euro	
  Cheap	
  Chic	
  
	
  
	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
   	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  -­‐	
  Anti-­‐Aging	
  for	
  All	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  -­‐	
  Canadian	
  Crafted	
  Lager	
  	
  	
  
	
  
	
  
	
  
Stand	
  For	
  Something,	
  
Doug	
  Shouse	
  	
  	
  	
  	
  	
  	
  	
  	
  
doug@dsmkg.com	
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Oooo-Ahhh, Another Shiny Toy  
	
  
One	
  of	
  my	
  least	
  favorite	
  things	
  about	
  marketing	
  (and	
  marketers)	
  is	
  
what	
  I	
  call	
  the	
  “shiny	
  toy	
  syndrome”;	
  i.e.	
  the	
  infatuation	
  with	
  and	
  blind	
  
rush	
  to,	
  the	
  latest	
  new	
  thing.	
  Brands	
  gotta	
  blog,	
  right?...even	
  if	
  the	
  
content	
  is	
  stale	
  and	
  un-­‐engaging.	
  Facebook?	
  Of	
  course!...paired	
  with	
  
some	
  heavy-­‐handed	
  selling.	
  

QR	
  codes	
  are	
  one	
  of	
  the	
  most	
  recent	
  shiny	
  toys,	
  although	
  we	
  can	
  argue	
  
that	
  the	
  pure	
  novelty	
  is	
  over.	
  This	
  hasn’t	
  stopped	
  marketers	
  from	
  
slapping	
  codes	
  on	
  every	
  imaginable	
  piece	
  of	
  their	
  marketing	
  mix,	
  
whether	
  it	
  engages	
  or	
  not.	
  
	
  
While	
  many	
  QR	
  codes	
  are	
  superfluous,	
  here’s	
  a	
  few	
  refreshing	
  
examples.	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
   	
  
Calvin	
  Klein	
  Outdoor	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Heineken	
  Coaster	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Heinz	
  Packaging	
  
	
  	
  (New	
  Product	
  Video)	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  (Bar	
  Programs)	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  (Promo	
  for	
  New	
  	
  	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Plant-­‐Based	
  Bottle)	
  
	
  

	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
   	
  
	
   	
   NBA	
  Store	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  Red	
  Cross	
  Japanese	
  Tsunami	
  Relief	
  
	
   	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  (Traffic	
  Builder)	
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Shine	
  and	
  Engage,	
  
Doug	
  Shouse	
  	
  	
  	
  	
  	
  	
  	
  	
  
doug@dsmkg.com	
  



	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
   	
  

300 S. Stratford Rd. Suite A • Winston-Salem, NC 27103 ⏐ 336.406.2229 • Fax: 336.331.3890 
Doug@DSmkg.com • www.DSmkg.com 

ENGAGING MARKETING  (NO. 16 IN A SERIES) 
 
Promotions are the "Rodney Dangerfield" of brand building. They get no respect in 
their ability to build brand equity and create a deeper consumer connection to brands. I 
suspect the ubiquity of price promotions driving short term volume, and perhaps 
eroding long term brand value, overwhelm those that do create meaning and 
emotion.....Well, maybe the exception is one of my all-time favs, Crazy Eddie--- 
www.youtube.com/watch?v=4yYGoO5imyY. 
 
From the big, integrated initiatives to the short and sweet engagements, here are a few 
promotions that reflect the unique combination of creating action AND emotional 
relevance. How?...by reinforcing the brand story, showcasing functional and 
emotional benefits, inspiring consumers to loyalty and advocacy.   

       
 
     Heineken Cup   Tabasco Nation   

     “The most prestigious  “Spreading the hot qualities” 
      in European Rugby” 

      
      Surry Tourism Weekend 

    “Drag and drop your own Surry experience” 
 
I tell 'ya, promotions get no respect!	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
Doug	
  Shouse	
  	
  	
  	
  	
  	
  	
  	
  
	
  	
  	
  doug@dsmkg.com	
  

	
  
	
  

(Okay, just one Rodney one-liner: " My psychiatrist told me I was crazy and I said I want a second 
opinion. He said okay, you're ugly too.")	
  














