Grand prix

Winner

Thejudgesaward the Grand
Prix to the entry that best
demonstrates marketing
excellence. But more than
simply rewarding the most
innovativeand effective
campaign, theaward goes to
thebrand thathas pushed
theboundaries of what
marketing canachieve.

For thisreason, the clear
winner thisyear was ICI
Paints, which has
completely transformed
its marketing function,
enabling it to take owner-
ship of thearduous task of
choosinga paint colour.

Sincesettingupits
advanced marketing
function, the company
hasexperienced increased
salesand market share,
while simultaneously
developing the skills of its
marketing team.

Traditionally,ICIwasa
product-driven paints
manufacturing company,
which had grown organi-
callyviaastrongbrand
presenceinalimited
number of marketsand
through variouslocal
acquisitions.

However, five years ago, it
faced acrisis. The business
was slowing down, with the
marketshare ofitsleading
brand, Dulux, declining
acrossseveral key markets.
In this climate, it was no
longer clear where future
growth would come from.

Dulux 4

The following year, its
new chief executive, David
Hamill, outlined an
ambitious agenda for the
firm to grow sales revenue
by 4% ayear over the next
threeyears.

Hisplaninvolved re-
orienting the companyto
become morebrand-led
and customer-centric.

The first step was creating
atool thatarticulated what
world-class marketing
looked like, which was then

used toscore ICI’s perform-
ance. This self-assessment
produced an average score
of 3/10.

Havingidentified the
key gapsin the company’s
capabilities, itbegan the
development of the ICI Way
of Marketing,a training
programme thatsought to
combineinternal best
practice with external,
world-class thinking.

A simpleset of processes
and tools was developed,

withactive involvement
from senior marketersand
leading practitionersto
ensure their engagement
and commitment.

The programme was
delivered to employees
throughleadership
workshops, designed to
engage and align ICI Paints’
marketing directorsacross
the world. Thiswas
supported byan online
tool-kit that provided easy
accessto thelatest thinking.

A globalbrand portfolio
strategy wasintroduced,
andaclear brand position-
ingdeveloped for all master
brands. Over sixmonths,
eachregionwasableto
determine which brandsit
needed tobuildandhow
these should be positioned.
Byearly2006,brand
positioninghad been
developed for all master
brandsin the ICI portfolio.

Inthe UK,anintegrated
Dulux campaign—We
know the coloursthatgo’ —
wastranslated across TV,
onlineand PR. The number
of peopleidentifying Dulux

as‘acolour expert’rose 21%.

ByDecember2007,1CI
wasthegloballeaderin
decorative paints, witha
compoundannual growth
rate of more than 5% over
threeyears.Italsohad
increased brand shareand
healthacross many of its
keymarkets.
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