
Five steps to brand growth
Successful brands share a number of common features. An  
honest appraisal of their current circumstances leads to the     
development of a differentiating strategy: one based on real    
insight. With an impactful execution of the strategy, financial 
commitment behind the campaign, and long term consistency, 
real growth was achieved. 
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In the 1970s, the IPA launched its Advertising Effectiveness 

Awards in the UK, designed to rigorously demonstrate the 

role of advertising in brand building and profit generation. 

We’ve analyzed the past five volumes of this body of work, 

and put it into the context of our own brand learnings. The 

output represents a unique insight into what winning brands 

have in common. All the brands mentioned in this paper 

have had successful financial outcomes to their campaigns. 

While the cases are primarily U.K. based, comparisons with 

analysis of our global databases demonstrate that the find-

ings have worldwide application.

Five main themes emerge from the analysis.

Understand where you are
The first step to brand growth is an honest evaluation of 

where your brand currently stands, together with an under-

standing of the market you are in. Qualitative research is 

widely used to gain the required insights, which tend to fall 

in four broad categories:

Understanding attitudes to the category
In focus group research for Felix cat food, even at the 

warm-up stage, it became hard to stop respondents relat-

ing stories about their cats’ mischievous behavior; it was the 

realization that owners enjoyed their cats’ exploits that was 

1.

the first step which led to the successful “Felix the cat” cam-

paign, featuring a “naughty” cat.

Understand the product
When Cravendale milk was launched, there were a num-

ber of product features which could be emphasized in the 

advertising – and early executions tried to cover them all. 

Research among buyers identified that taste was the key 

driver, and so this was made core to the brand’s position-

ing.

Understand the surrounding social issues
Research identified that attitudes towards health had 

shifted from a focus on a set of dietary habits, towards an 

overall approach to life, including food, exercise, and levels 

of stress. Linking this “stress-free” lifestyle to the Mediter-

ranean origin of the olive oil based spread Olivio, generated 

a powerful appeal for the brand.

Understanding the brand image
The Guardian newspaper was viewed in research as a dry, 

heavy, earnest newspaper. The decision was taken to give 

concrete reasons to demonstrate that the newspaper was 

different to this caricature.
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Develop a differentiated strategy
Difference
From the insight sprang the strategy. It will come as no 

surprise to learn that there was no single “magic strategy” 

which led to brand growth. Indeed, what did come through 

strongly was the need for differentiation, sometimes this 

came from emphasizing real product differences, but more 

often differentiation was achieved through tonal values or 

brand personality.

The Renault Clio was launched in the U.K. small car market 

in 1991. The characters in the ad, and its Provençal setting, 

were designed to convey stylish aspiration. Our image profil-

ing technique, developed to help identify brands’ strengths 

and weaknesses, shows the brand to have developed a dis-

tinctive “stylish” positioning.

Rational aff inity
There were often repositionings aimed at demonstrating 

a better understanding of consumers’ needs. Within this, 

there could be product reformulations which served as 

the advertising story, although these were by no means 

essential.

Emotional aff inity
Emotionally involving strategies were often adopted: a great 

example being the Surf detergent campaign using charac-

ters from the “Birds of a Feather” TV situation comedy. The 
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of the campaign’s success was its enjoyability (enjoyment 

levels were typically around 60 percent, compared with 25 

percent for Daz, its main competitor).

Challenge – setting the trends or growing more 

popular

Many of the brands improved perceptions of their compet-

itive standing as being more advanced (such as the mobile 

network Orange launching on a new technology platform), 

or simply being more popular (Budweiser beer was seen to 

be a growing brand).

Fame

Several of the campaigns set out to build “famous” cam-

paigns, often using PR to boost this. One of the more 

memorable of these in recent years is the Budweiser beer 

“Whassup” campaign, where, at its peak, the word “Whas-

sup” was likely to be uttered in any gathering of young 

people. Many of the campaigns achieved good boosts in 

saliency: Solvite jumped from 17 percent to 62 percent, 

Pizza Hut from 36 percent to 53 percent.

Price

Some campaigns took price perceptions head on; Volk-

swagen in particular built a whole campaign focused on the 

affordable prices of their cars. But it is also worth mention-

ing that, through the positionings they developed, many 

of the brands were able to improve their equity, allowing 

them to increase their prices relative to the competition as 

a result of the campaign.

Invest in it
It is worth emphasizing that most of these brands started 

off from a position of difficulty. They were facing increases 

in competition, own-label threats, and changing social 

trends. Nonetheless, in the face of these difficulties, many 

increased their marketing spend on the new strategies. 

For some, the spend more than doubled. Often this went 

hand-in-hand with tough sales targets; finance depart-

ments clearly need reassurances! However, the evidence 

3.

© Millward Brown October 2006Five steps to brand growth 2



from this work supports the conclusion reached by Mill-

ward Brown that brands with a strong share of voice are 

more likely to increase their market share.

Execute the strategy
The impor tance of impact
The quality of the creative has a major influence on the 

outcome. This article has already covered the significance 

of rational communication and entertainment values in ad-

vertising. Another factor to emerge is the importance of ad 

impact. Many of the winning brands achieved strong levels 

of ad awareness, partly through the increased spend, and 

partly through the efficiency of the advertising in generat-

ing ad awareness. Millward Brown measures this efficiency 

through the Awareness Index (AI) and we have found that 

the average AI for IPA award winners is twice as high as 

our overall average.
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Brands which increase their share of voice, with advertising 

that has more impact than the competition, stand a better 

chance of increasing their market share. Rather than think-

ing in terms of share of voice, it is often more useful to think 

in terms of share of hearing, when you want to build brand 

success.

Copy testing
The majority of winners quantitatively pre-tested their 

ads. If you are setting out on a long journey, you want to 

make sure your vehicle is up to the job. With the massive 

amounts spent on advertising today, and the central role 

of the creative in delivering ROI, it is imperative that the 

effectiveness of the advertising is maximized.

Consistency
We have long argued for the importance of consistency. This 

importance is attested to in these results. As one example, 

Stella Artois lager began TV advertising in the U.K. in 1991, 

with the execution “Jacques”. The campaign was still running 

when their award winning paper was written in 2000.  A 

typical feature of winning brands is that, having identified a 

successful approach, they stayed with it.

More details are available in the monograph “Driving Top 

Line Growth” published by WARC. It serves as a useful sum-

mary of the steps needed for brand growth. Contact your 

local Millward Brown office for more details. 
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Knowledge Points are drawn from the Millward Brown Knowledge Bank, 
consisting of our databases of 50,000 brand reports and 40,000 ads, as well 
as  1,000 case studies, 700 conference papers and magazine articles, and 
250 Learnings documents.

www.millwardbrown.com


