
2/24/2009COMPASS - 2009 1
L

everag
in

g
 B

ran
d

 V
alu

e
COMPASS 



How did the brands lose its value?
4.2% decline in 8 months!
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Consumer Willingness to spend
India – Mindshare/IMRB Study – Feb 2009
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Impact of Inflation on Category Purchase 
India – Mindshare/IMRB Study
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Top 10 Trends in Consumption
World Wide

Value = Quality

Housewives as Chief Thrift Officers (CTOs)

Home-centered lifestyle

Focus on Well-being
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Death of bling

Web as the “cheap sanctuary” and “word of mouse”

Parallel return to real world and real buddies

Lipstick effect on self-treating over large purchases

Thrift is “green”

Age of uncertainty/Live for the present



And a Power Brand must be able to 
shape/influence this environment
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Personality & Presence makes a brand 
“ Power Brand”

Incremental Awareness Distinctive value Personality
Metrics Proposition

Name

Brand

Power Brand

Metrics Proposition

Consistent Delivery Presence

Communication
aligned with delivery

Incremental Purchase Loyalty Increased
benefits Traffic Premium Prices leverage

opportunities 



Shaping Media Environment

Sports

Events/Properties

Online

Out of HomeOut of Home

Entertainment/Music

Ambassadors

Upmarket/Rural



Diversity is the biggest challenge
Markets, Consumers and now Categories!

Shift in Category preference

Unusual situations requires unusual responses

At a fundamental level to reprioritize

Reprioritize
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Reprioritize

Markets – Micromarket

Consumer Segments – Beyond demographics

Advertising Vehicles – Cost Per Contact


