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Question 2.2.3 (Weighting - 50%) (Word Zount 1800)

#

Please prvide full details of ho + your organisation wil' ensure ac:urate delivery of the services
detailed in Schedule 1 and Schedule 1A of the Entire \greement. Your resp nse shoul ' highlight
how you ill draw on the followi 1g activities to deliver :ffective public information, social
marketing and revenue generatisn, in orde to achieve and exceed the objectives of the
Framework Public body:

Target Audience insight

Strategic marketing planning

Develoament of a compelling creative st -ategy and brief

Develo>ment, production and delivery o "a well-targeted and engaging ap broach.|

Particular, attention should be given as to how these processes can be used and adapt :d to
deliver a range of marketing dis iplines including:

e Creative Advertising [

o Field Marketing [J

e Partne ship Marketing [

e Direct /Aarketing
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2.2.3. ENSURING ACCURATE SERVICE DELIVERY

#

To deliver a service relevant to the require 1ents set o i1t in Sched iles 1 and 1A, we will draw
on the sp cialist in-house skills f Union A lvertising {Advertising and Digital Marketin ),
Union Connect (Field and Part iership Marketing), an 1 Union Di-ect (Direct Marketing .

As an agency we have more that 20 years’ expertise i 1 all required forms of narketing services.

[redacted exempt.]

[2 lines redacted exempt.]

AUDIENCE INSIGHT

[2 lines redacted exempt.]
STRATE iIC MARKETING PLANNING
[2 lines redacted exempt.]

DEVELO 'MENT OF CREATIV : STRATEGY AND BRIEF
[1 line redacted exempt.]

DEVELO 'MENT, PRODUCTION & DELIVERY OF T \RGETED ENGAGING APPRO CH
[1 line redacted exempt.]

[2 lines redacted exempt.]
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[1 page redacted exempt.]
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Target Audience insight

#

We’re experienced in targeting a range of audiences from generic, e.g. lowe socio-eco omic
groups (S 3), to niche, e.g. General Practice Nurses (NHS Education for Scotland).

#

To deliver the required objectives and inform strategy, we use a variety of resources an | tools to
uncover insight.

Insight ieneration Method Application =~ Example

Cambai in analvsis — Eat Better Feel Better - successf Il
pal | y Advertising ‘Fussy Eater’ strand in '015 up-

previous campaigns. waighted in 2016.

Dataset analvsis — existin SNBTS — we built a donor lifecycle
client dataset)s, 9 Jirect/digital s :gmentatio 1 to maximise donatio 1s
' ad enhance retention.

- Digital Parti:ipation — Target Groip
Profiling tools. Qartnership/field Index data uncovered b arriers to
response.
Mental Welfire Commiission -
St:_;lkfaholder works’t_\op ~lo Advertising workshops identified eff 2ctive
gain ‘on the ground’ insight. language
Search ) tools .I'ke G.O ogle F *edGood Factor - search analysis
Trends aid audience interest . .
SRR for breastfeeding queries showed |
and beh viour insight. Jigital 4 Kk We developed
Search data provides igita am peak. We developed a screen
; . dimmer butt n for mums seeking help
informati >n on actual dori .
. Iring night feeds.
behaviour.
Primary research — Fr Glasgow City Council’s cycle
extensiv : experienced of . - n xtwork, we designed :o-creation
. o Advertising/digital Y
conducti 1g, commissioning research to gain insight from
and inter Jreting. residents.
Professional body
member ship . . - .
- , Insight led to creation of first-ever G
(IPA/IDM/DMA/IPM) — ield/partnership Road Safety VR activit .
report access on
research innovation.
Worldwi le Partners — our
independent agency For Scottish Enterprise, partner
network lelivers global Jigital/advertising | a jencies we ‘e approached to help
audience insight to inform identify audiences in Portugal.
thinking.
. L F >r SDS we taught ourselves to code
Experie ice — time in our - - :
. , Jigital/advertising | when targeti\g programmer
audiences’ world. a idiences
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We apply audience insight across all disciplines. For xample ou" donor segmentation ‘or
SNBTS ¢ mbines blood type ins ght and gi ring profile to drive highly person ilised direc:
marketing campaigns.

#

SNBTS: MULTI-CHANNEL COMMUNICATION STRATEGY

MULTI CHANNEL COMMUNICATIONS STRATEGY

SNBTS: “Right blood, right time” strategy and ¢ mmunications.

Our work for Children’s Hearing Scotland was devel »ped from the insight that we needed to
appeal to volunteer’s intrinsic motivations (i.e. benefits to themselves) whilst keepin j better
outcomes for children as the k iy ‘benefit’.

YOU COULD
BEALL
THAT'S

BETWEEN

Vg Wbotis
D hearin

t scotland

The campai yn was deployed across dvertising, digital, partnership and field. Results exceeded targe by +64%.
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|
To aid str itegy development, our audience insight analysis includes identification of barriers and

CREATIVE SERVICES

opportunities to the desired behaviour change or commercial >utcome:

PARTNERSHIP BARRIERS AND OPPORTUNITIES

BARRIER OPPORTUNITY

PARTNERSHIP MARKETING SOLUTION

Network nudge: We are influenced by the
behaviour of those around us.
Optimistic bias: People believe "bad

Social sharing: Use partners’ community
spaces (e.g. Asda local boards) to highlight
positive local experiences.

things happen to other people.”

Leading potentially to ignoring Healthier )

messaging. Timely prompts: We are more likely to
undertake an activity if given a prompt at the
right moment.

Contextual partner placement: Prioritise
assets accessed prior to target behaviour.
E.g. Facebook iBeacons at chemists,
when health is top of mind.

Example ap >roach to opportunities and barriers for ealthier portfolio.

Strategic narketing planning

[redacted exempt.]
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Our strate 3y for EBFB identified clear roles for each ¢ annel to deliver an int 2grated initiative with
multiple, complementary elements includin | partnerships, field, a Ivertising and digital.

EAT BETTER STRATEGIC MARKETING
’\r‘ PLANNING SUMMARY

OBJECTIVE: MOTIVATE, SUPPORT AND ENABLE AUDIENCE TO
EAT MORE HEALTHILY

TERRITORY: EASIER HEALTHIER FOOD FOR YOUR BUSY LIFE

ADVERTISING PARTNERSHIP

Awareness; motivate Overcome individual Exploit partner Support and enable
and support barriers via various channels/ authority via tailored content
audience tools/ signposts for breadth and EL L RGT
depth engagement

PR: Amplify and localise via editorial content and health relevance

Communica ions strategy overview.

Activation of Strategic Marketing Planning

Ir eneeER
. - FEEL BETTER 4

Recpes often Fiangy Hres Mty o0 I s ek
ko i

" Handy Hints

B Cooking tasty, headthy mesls for yout tamily does 1 need i cost you lot of time
e i, yoou's o 7

ey wv y igh W ey even

AT R ..., ..

Files Hints

iF =3 2
—— TIP "2 —

Freezypeasy ,(

e ——

Freeze dinners at the weekend for
less hassle on a school night.

The campai 1n motivated 35% of our audience to tak * action.
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Strategic narketing planning includes a focus on messaging: having analysed audience data, we
recommend messaging to both :ngage the audience and deliver the objectives of the PSB.

[redacted exempt.]

ERT BETTER

gty PRARTNERSHIP RCTIVITY

LBt
o Lol =) OuER 1374986+

U0 mw
RAND TWITTER RERCH

I+ DEEP PARTHER RELRTIONSHIPS
ENGRGEMENT MITH 40+ COMMUMITY ORGANISATIONS

e
SCOTMID -.-EQ;JL _.
| sPar{y A
ws..  RETURN ON INVESTMENT =£1: £23 .
‘:‘Qﬁﬁgﬁr [UNSONCONNECT)

Measureme /ROl infographic from EB B evaluation.
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Development of a compelling cr :ative strategy and bri 3f

#

We develop compelling creative strategie i based on audience insights, competitive analysis
and emer |ing trends. We asses; creative t >rritories fo- their abilit/ to deliver against objectives,
working with you or through audience testing.

[1 page redacted exempt.]
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[redacted exempt.]

The creative team works closely with Planning to deliv 2r on the a jreed territory, ensuring
accurate delivery across all iden:ified channels.

This may involve creative testing, sense ch zcking thro igh client/stakeholders, or live te iting via
A/B splits - which our Planning team facilitate and deliver.

As example output, we created VisitScotland’s first- 2ver single global creative strat :gy.
Harnessing Scotland’s spirit as an intangible, almos magical f :eling. The first nine 1onths
have deli ered the highest-eve levels of visitor eng \gement and industry referrals.

The campai 1n used advertising, digital, direct marketing and partn 3rships.
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For QMS >ur compelling creati re strategy - dramati .ing short cooking times - changed
perceptio 1s of Scotch Lamb a id attracted new lam ) lovers. R :tailers reported a +7 3% uplift.

#

Advertising, direct marketing and digital assets.

11
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Accurate service delivery

#

We ensur : accurate service through:

¢ Excelle nce in creative, accouit manage nent and p ‘oduction, via experienced staff

¢ Stringe 1t project management and sign-off procedures, includiag briefing documents, timing
plans and quality checks

e Compli ance to advertising standards thr »ugh Clear :ast and C \P

o Access to Legal Advisory serices at the IPA, IPM and DMA.

Engaging creative

We ensur : our approach is well targeted by putting the audience at the heart of creative
developm 2nt.

We delive - an engaging approach by creating output that is innovative, affective and relevant -
attributes shown as key to buildiag long-ter n effectiveness.

VisitScotland: Cinematic films ind intimate mini-documentaries captured locals talking about
what Scotland’s spirit means to them - supported by s :gment specific direct marketing. Total
views surpassed 62m. 70% of UK, USA an | Germany audience said they’d >e more lik :ly to visit
after seeing the campaign.
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Food Sta 1dards Scotland: Pink Chicken was create | to educate young males about cooking
BBQ chic <en properly. Disruptive video c bntent, ‘pathe’ style riadio and innovative iobile
(Adludio) :nsured engagement.

#

NOTHING

SPOILS

T
3

K!r\ & Vi
l' “HH\]L\\

(Tl} \llll‘ 1I1\1.|.t l[\_lq

sy

VisitScotl ind: Pioneered Parall ax 3D technique brought VisitScotland’s ¢ ymmunity to life.
Total vie 's surpassed 2.5m.

Join the conversation
VISITSCOTLAND.COM/COMMUNITY
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SDS Digital World: Created a :onstantly ‘hanging id 2ntity, to reflect the dynamic natu e of the
digital world.

WHAT IF

Scottish )evelopment Interna ional: Innovative DM to promote Scotland as a cost-effective
location elicited a remarkable 39% response.

Savour the very bost thy
Seotland has to offer

=4 SCOTTISH
Enjoy the same
== quality.
In a package that
costs a lot less.

ctr
Al
% s !'

s P THE MACALLAN
e 18 YEAR OLD

SINGLE MALT WHisky

Loak no further than
Scatland ta cut back on
casts, not your standards.

= SCOTTISH

&Tw e

OF Finey

SCOTTISH DEVELOPMENT INTERNATIONAL - LEGAL PROCESS OUTSOURCING DIRECT MAIL

Let’s Get On: Field and partner ;hip got 23,000 peopl : to experience the internet for th : first time
— many in rural areas.
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The M
than oo '!;‘__ oasiar

PR A HE BRI L e B -

AR R ET

Road Saf :ty Scotland: partner ;hips with 101 organis ations allowed targeting of a difficult-to-
reach audience. Activation included an innovative gob » light outside of pubs.

e

PARTNERS INCLUDED: ]:ﬁ?ﬂigm:?lqwﬂgﬂ |

dontriskit.info

(= Y

REACHED
THADUGH

PARTNERS FROM 5TH DECEMBER

THE BEST APPROACH IS

¥ 444 60,000

PHYSICAL COLLATERAL
£ Soagecoach *é PIECES DISTRIBUTED

Photography

We work with a roster of photographers from across S >otland, and monitor emerging talent. We
ensure all appropriate permissioas for print and digital, and access where re juired by clients.

Achieving and exceeding objectives

A well-targeted and engaging approach helps achieve and exceed objectives.

As eviden zed by our extensive rork for Public Sector 3odies, we deliver effectively acr iss public
informatio 1, social marketing an i revenue |eneration:

[redacted exempt.]
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Our achie rements in achieving ind exceed ing objectives is reflected in our awards success:

THEBMUM

{scomet  SCOTTISH CREATIVE AWARDS 2000 - 2016 |Union]

AWARDS

18

13

I Awards M Commendations Top Agency

Our Scottish Creative Awards - top age 1cy 12 times.

17





