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V\/eloom‘e to
uncertainty !

This new context urges companies to
tackle unprecedented challenges in the
conduct of they business, which are

increasingly complex and even chaotic.

COMPLICATED

Potentially known challenges

Sense > analyze > respond

Benchmark practices

known challenges

Sense > categorize > respond

Best internal practices

New but coherent challenges

Probe > sense > respond

Emergent practices

New and incoherent challenges

Act > sense > respond

Novel practices

Cynefin Model
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At Ogilvy
Consulting

We believe that only through an
innovative approach can we find
new sources of growth,

by providing unique answers to
succeed tomorrow:

Creative consulting
Creative consulting

Creative consulting
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We answer all issues that
lie in the way of

sustainable value, —
by leveragmg thl:ee Growth Opportunity
fundamental pillars. Business Ambition

Brand Positioning
Sustainability
Strategic marketing

Product Portfolio

INNOVATION
INNOVATION

Prospective

Business modeling

Product/service design
Customer Experience

Innovation capabilities

Change management
Corporate culture

Employee engagement
(EVP, Brand to staff)

HUMAN & BEHAVIORAL SCIENCES
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The challenge tor start-ups
and scale-ups in the tuture:
moving from the first

followers to the majority.
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To meet this challenge,
people have to pick you
rather than a competitor.

LATE

HAJORITY HAJONITY
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A
DECISION FATIGUE

A proposition

SItiol proposition proposition

The quality of an individual's decisions deteriorates
when there are too many options open to him or her.

1 proposition
' proposition proposition

« | have too much information, | don't
know how to choose »

« | prefer simple and comprehensive
options to complex and ambiguous one »

proposition proposition

« I'm lost, | don't understand the offer »

« It's too confusing »
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The brand is the best tool
[0 grow
by leveraging customer choice.




An emotional brand leverages those cognitive bias in the best way),
by building a strong differentiation versus competitors.

This is the ideal tool to address human biases and thus emerge
in a saturated market.
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Name

Logo Visual cues

Value proposition Strategy

Because

a strong brand
goes beyond the
emerged part !

Ambition
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A strong brand has 6 superpowers’

THE BRAND IS A DRIVER OF ATTRACTION AND SATISFACTION

THE BRAND REASSURES AND PROTECTS

Clients
A strong brand leads to a better NPS, which leads to
more business. A strong brand creates loyalty, which

reduces price elasticity.
Impacted KPls: NPS, repeat business, churn, retention rate, etc.

Prospects
A strong brand adds value to its offer and creates more
leads, reducing the cost of acquisition while displaying

a higher price.
Impacted KPls: Spontaneous notoriety, app downloads, conversion
rates, etc.

Talents

A strong brand reduces recruitment costs and
multiplies employee engagement by 3, increasing
their productivity by 50%.

Impacted KPIs: Engagement rate, applications, turnover etc.

Globalization
A strong brand allows an easier internationalization
thanks to a better acquisition of notoriety in the

new market.

Impacted KPIs: notoriety in new countries, interest of the press
to cover the local launch etc.

Uncertainties

A strong brand gives management time to react
to the arrival of a newcomer, a delay in
Innovation, etc.

-0 0

Merger & Acquisition
(S In times of M&A , a strong target brand creates
f/ goodwill, and facilitates the potential integration.
FH u Impacted KPls: company valuation, increase in goodwiill,

cultural integration success rate, etc.

Ogilvy Consulting
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Apple
Amazon
Sézane
VWework
~acebook

Google

Airbnb
You

CREATIVITY
PLATFORM

RETAIL EXPERIENCE
COMMUNITY
CONNECTION
KNOWLEDGE

IMMERSION
f
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0%

of respondents consider that
companies today have a more
important role than governments
In creating a better future.

L'observatoire des marques dans la cité,
Havas Paris & CSA, 2020

1%

of respondents no longer
trust brands that put
profits over people during
the coronavirus crisis.

Edelman, 2020

3%

of respondents expect
companies to prioritize
people before products.

Edelman, 2020
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When your brand is strong,
it becomes a powerful north star
to drive growth throughout
your organization.
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From a brand...
which is part of the marketing strategy

Marketing,
Communication

Brand . Cust.‘omeij
relationship

/ Distribution

Business . HR
Strategy

Legal

N\

Finance

\4

Innovation

Ot (R&D, Tech)

70 a brand...

which acts at the heart of the company's strategy to
contribute to business performance

Marketing,
Communication

Customer
relationship

/ Distribution

Business | Brand > HR
Strategy

Legal

N\

Finance
v

Innovation
(R&D, Tech)

CSR

Ogilvy Consulting
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Marketing,
Communication

Customer
relationship

/ Distribution

Business HR
Strategy

Legal

N\

Finance

CSR Innovation (R&D, Tech)
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(0

of purchases are based on
non-rational criteria
(in front of price and
product features)

“Idon't kmow who you are.

T
< ©

[ don't know your company.

[ don't know your company's product.
[ don't know what your company stands for.
[ don't know your company's customers.
{ don't know your company's record.

[ don't know your company's reputation.

Now-what was il you wanted fo sefl me?"

MORAL: Sales start before your salesman calls—with business publication advertising.

McGRAW-HILL MAGAZINES

EUSINEES - PHCFESSIONAL - TECHNICAL
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Marketing,
Communication

Customer
relationship

Distribution

Business
Strategy

Legal

N\

Finance

CSR Innovation (R&D, Tech)

Ogilvy Consulting
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Marketing,
Communication

Customer
relationship

/ Distribution

Business
Strategy

Legal

N\

Finance

CSR Innovation (R&D, Tech)
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Marketing,
Communication

Customer
relationship

/ Distribution

Business IR

Strategy

Finance

CSR Innovation (R&D, Tech)

Ogilvy Consulting

30



-

T\
HERM

PARIS

(A,
_J)_

31



Marketing,
Communication

Customer
relationship

/ Distribution

Business IR
Strategy

Legal

N\

CSR Innovation (R&D, Tech)
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BRANDZ™ STRONG BRANDS PORTFOLIO VS. S&P 500 VS. MSCI WORLD INDEX

The value of the BrandZ™ Strong Brands Portfolio increased 124.9 percent between April 2006 BrandZ™
and April 2017, outperforming both the S&P 500 and the MSCI World Index. ‘l 2 4 9%
Q
h 4
S&P500

82.17

MSCI

34.9”

WY

2007 2008 2009 2010 2011 2012 20135 2014 2015 2016 2017

Source: Kantar Millward Brown / BrandZ™
The BrandZ™ Strong Brands Portfolio is a subset of the BrandZ™ Top 100 Most Valuable Global Brands. Ogilvy Consulting 33



Operating income - 2006 to 2017 Revenue - 2006 to 2017

20 000
300 000
15 000 13 818
; 12 697
2 11 271 11498 115671 250 000
-
2 10000
C
c g 200 000
\CO- 5
- g
> 5000 =
g o ;3) 150 000
o
= 100 000
-5 000 -4 069
2006 2007 2008 2009 2010 2011 2012 2013 2014 | 2015 | 2016 2017 50 000
Year 0
Source Additional Information: 2006 200/ 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017
Volkswagen Worldwide

O Statista 2013
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Marketing,
Communication

Customer
relationship

/ Distribution

Business IR

Strategy

Legal

Finance

CSR Innovation (R&D, Tech)

Ogilvy Consulting 36



v, mey
I ARAMAAN )

WAy
Swany)
L )

-
SHARLING

Ogilvy Consulting 37



BMW X VOLVO

/ Family safety

Individual enjoyment
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Ethical choice concerning the self-driving car

Mercedes-Benz

« If the self-driving car is defective, we will
prioritize saving the largest number of
poeple. »

« If the self-driving car is defective, we
will always keep the driver safe. »

Ogilvy Consulting 39



Marketing,
Communication

Customer
relationship

/ Distribution

Business R
Strategy

Legal

N\

Finance

Innovation (R&D, Tech)
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REIMAGINE

PATAGONIA

REDUCE

WE make useful gear YOU don't buy what
that lasts a long time  you don’t need

REPAIR

WE help you repair ' YOU pledge to fix
your Patagonia gear itif it's broken

REUSE

WE help find a home YOU sell or pass
for Patagonia gear it on to someone
you no longer need who needs it

RECYCLE

WE will take back YOU pledge to
your Patagonia gear keep your stuff
thatis worn out  out of landfills

REIMAGINE

TOGETHER

we reimagine the world where we
take only what our planet can replace




« Your brand is the single
most important investment
you can make in your
business »
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Thank you.

Odilvy



