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welcome to brandivity

Hello, we’re brandivity
Part of an award winning design and marketing facilities 
group formulated over 16 years ago
We bring together strategic thinking and creative 
excellence to empower brands, services, products and 
people through clever, appropriate and inspiring 
communication that quite simply speaks for itself
Communication is at the heart of every relationship
So whenever we help you communicate we make certain 
that the experience felt by all is human, professional and 
engaging - just like us!

part of the immaculate group



the perfect consultancy blend© brandivity 2010

challenging assumptions

Here’s an assumptions for you; the logo is the brand

The logo is simply a mark 

Not until it consistently signals the kind of opportunities to 
build relationships with its audience, can it even begin to 
become to be a brand

But yours it not the only brand looking for recognition - It’s 
noisy out there; How do you get yourself heard?

to strengthen the output
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more than just a logo
bringing your brand to life 

…but we don’t want to do that!
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Here’s an assumptions for you; the logo is the brand

The logo is simply a mark 

Not until it consistently signals the kind of opportunities to 
build relationships with its audience, can it even begin to 
become to be a brand

But yours it not the only brand looking for recognition - It’s 
noisy out there; How do you get yourself heard?

We could just make the bigger……but we don’t want to do that!

more than just a logo
bringing your brand to life 
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Consistency builds trust
Trust builds recognition
Recognition builds awareness
Awareness builds brands
Brands build businesses

We need to consistently ‘tell our story’ in a way that is 
engaging, memorable and relevant

more than just a logo
bringing your brand to life 
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Does that really work?

Think of red and a soft drink…

more than just a logo
bringing your brand to life 

We need to consistently ‘tell our story’ in a way that is 
engaging, memorable and relevant

What do you think? 

And whilst we are not all ‘Cokes’ or of this world, we can 
be recognised for what we offer within our own market 
place if we do not under estimate the power of consistency

What do you feel when you see this?…
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more than just a logo
bringing your brand to life 

And whilst we are not all ‘Cokes’ or of this world, we can 
be recognised for what we offer within our own market 
place if we do not under estimate the power of consistency
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challenging assumptions

Because we are all human
A simple truth that’s often lost in business

to strengthen the output

We never lose sight of it, because it’s only human for 
people to respond positively to experiences that they can 
relate to.
People respond to positive experiences.
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challenging assumptions

Brand leverage: definition

to strengthen the output

Source: McKinsey Quarterly - MAY 1999 • DAVID C. COURT, MARK G. LEITER, AND MARK A. LOCH

A brand can grow quickly if its owner builds on the 
foundation of performance, personality, and presence to 
create innovative strategies for expansion through focus or 
diversification.
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challenging assumptions

Brand leverage means using the initial brand platform to 
move into new opportunities

Brands can be:

•Focused - eg Gillette

•Diversified - eg Virgin

to strengthen the output
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challenging assumptions

Strategy for Diversified Brands

• Find and consistently reinforce the golden thread that 
links the business - eg Sony

• For Sony, the simple, elegant design of all its products is 
the golden thread. Design defines a core part of the 
brand’s personality and ensures that customers always 
experience the brand in a consistent way. 

to strengthen the output
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challenging assumptions

Sony diversification

to strengthen the output
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to strengthen the output
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challenging assumptions

Strategy for Focused Brands

•Own the category and lead in its development - eg Levis, 
Hoover, Viagra

•Establish the brand as truly pervasive by ‘swarming’ sales 
channels - eg Coca Cola

to strengthen the output

McKinsey Quarterly - MAY 1999 • DAVID C. COURT, MARK G. LEITER, AND MARK A. LOCH
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challenging assumptions

Coca-cola’s marketing channels 

to strengthen the output
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challenging assumptions

What are the Top 10 Global Brands?

to strengthen the output
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challenging assumptions

So what if you’re not Coca-Cola, IBM or Virgin?…

to strengthen the output
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challenging assumptions

How to utilize your brand to see direct commercial reality 
and return on investment?…

to strengthen the output

McKinsey Quarterly - MAY 1999 • DAVID C. COURT, MARK G. LEITER, AND MARK A. LOCH
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Stilnoct (zolpidem)

a case study for Stilnoct

case study in maximising branding to leverage sales

challenging assumptions to strengthen the output
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a case study for Stilnoct

Stilnoct (zolpidem) case study

Client perspective – Lisa Hansen
group product manager for CNS division, sanofi-aventis 
UK

Agency perspective – Phil Staff
creative director for Brandivity & immaculate

challenging assumptions to strengthen the output
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Stilnoct (zolpidem) – background to project

• sanofi-aventis pharmaceutical product

• ‘hypnotic’ – prescription only drug for insomnia

• launched in 1990 – was coming to the end of its 
exclusive UK patent

• already crowded market place - key competitors 
benzodiazepines (eg. Temazepam and Zopiclone)

• multiple ‘generic’ competition also poised to enter the 
market following patent expiry

a case study for Stilnoct
challenging assumptions to strengthen the output



the perfect consultancy blend© brandivity 2010

Stilnoct (zolpidem) – background to project

• target audience: 42,000x UK Doctors/GPs

• disappointing sales achieved

• not a new or interesting treatment area

• UK sales force of 50 direct to Doctors/GPs

• low access to Doctors by sales force (too busy/no need 
to see them)

a case study for Stilnoct
challenging assumptions to strengthen the output
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target audience understanding: Over Communication!

a case study for Stilnoct
challenging assumptions to strengthen the output

Direct mailDirect mail

Requests Requests 
from patientsfrom patients

Rep detailingRep detailing

Direct to consumer Direct to consumer 
advertisingadvertising

PrescribingPrescribing
guidelines &guidelines &
protocolsprotocols

Journal adsJournal ads

Key opinion leadersKey opinion leaders

Medical educationMedical education
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TOO MANY MESSAGES!!!!

a case study for Stilnoct
challenging assumptions to strengthen the output
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Stilnoct (zolpidem) – background to project

• creative pitch between 3 agencies

• needed to demonstrate not only creativity through 
concepts, but also commercial reality of campaign

a case study for Stilnoct
challenging assumptions to strengthen the output
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Brief

1.with generic competition poised to flood into the 
market place, create some brand loyalty/name recall, 
for doctors to prescribe ‘Stilnoct’ rather than 
‘zolpidem’ in order to slow the expected loss in 
market share and hold onto sales!

2.to try to encourage access to/meetings with doctors 
for the sales force

3.plus motivate and revitalize the sales force to 
encourage prescription of ‘Stilnoct’

a case study for Stilnoct
challenging assumptions to strengthen the output
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previous marketing activities

• existing identity in market place for many years

• previous campaigns has used a visually memorable 
character, in red and white striped pyjamas called 
‘Sidney’!

• Doctors had been sent marketing materials 
previously via post and sales force

a case study for Stilnoct
challenging assumptions to strengthen the output
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further background to brief
•further key ingredients to add into the mix…

a case study for Stilnoct
challenging assumptions to strengthen the output

a client who was willing to be open minded, allowing 
the agency to experiment and push the boundaries 
within their market place

open communication between client and agency, to 
share ideas, brainstorming & market experience
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key decisions made at brainstorming stage
• strong ‘Cut Through’ required due to existing over 

communication to target audience
• treatment area was non-sensitive, so we could push 

the boundaries further and even use humour
• whilst strict guidelines had to be followed, B2C 

thinking could be brought in and used on a 
traditional B2B target audience

• reference to previous campaign a benefit to help 
consistency, but a fresh new campaign essential

a case study for Stilnoct
challenging assumptions to strengthen the output
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Existing branding attribute

‘Sidney’ - the key brand visual

a case study for Stilnoct
challenging assumptions to strengthen the output
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newly developed caricature 

a case study for Stilnoct
challenging assumptions to strengthen the output

visual reference 
to aid recall & 
consistency
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key part of the brief

• Create brand loyalty and brand name recall in target 
audience…

by creating a headline and lead for campaign that 
uses the brand name in a play on words!

a case study for Stilnoct
challenging assumptions to strengthen the output

Still Not Sleeping – problems not using the product

Stilnoct Sleeping – a perfect night’s sleep!
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a case study for Stilnoct
challenging assumptions to strengthen the output
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brand development -
campaign strategy -
campaign roll out -

literature -
support materials -

direct marketing -
campaign development -
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brand development -
campaign strategy -
campaign roll out -

literature -
support materials -

direct marketing -
campaign development -GIVE US

BACK OUR
JOBS !!!
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brand development -
campaign strategy -
campaign roll out -

literature -
support materials -

direct marketing -
campaign development -

The sheep went on to form a boy pop band



Introducing Baazone…
with Roaming Bleating

brand development -
campaign strategy -
campaign roll out -

literature -
support materials -

direct marketing -
campaign development -

a case study for Stilnoct
challenging assumptions to strengthen the output



Outcomes for Stilnoct

a case study for Stilnoct
challenging assumptions to strengthen the output

• 24% response to 42,000 UK GP mailing list & added new impetus to
campaign

• new materials extremely well received by sales force & GPs
• hugely increased sales force access to GPs with response piece 
• not only slowed decline in sales, but increased sales before & after 

expiry
• greatly exceeded expected sales targets
• ROI of approx 600% (detailed in next slide)
• high % of GP script post patent expiry in UK
• 4 marketing awards including Royal Mail DMA & PM award
• extended campaign for Ireland
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time (months)

new
 cam

paign 

U
K

 patent expiry

sales (£)

expected
sales without 
new campaign

expected sales
with new campaign

actual sales after
new campaign

Additional sales generated by 
campaign …line bending!



What can you take from this?
• understand your audience
• remember your audience are human and live in 

today’s real world
• be brave, be bold - don’t be afraid to try!
• Remember we all like to smile & laugh – even in 

business! It has been proven that a humourous 
statement is better remembered by the brain

a case study for Stilnoct
challenging assumptions to strengthen the output



thank you

If you have any further questions please contact:

Phil Staff
Brandivity
31 Southampton Row
London
WC1B 5HJ

telephone: +44 (0)8456 44 66 37
www.brandivity.net
an immaculate company

contact us
get in touch


