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Dmastermind| Branding & Marketing your Business for Growth

Dmastermind offers Creative Consulting to
forward thinking business owners, businesses,
corporations and government institutions.

We achieve this through Data driven Strategy,
Business Intelligence, Integrated Marketing,
Creative Branding and Digital Design services.

Over the last 9 years, we have focused on
helping new start-ups and small to medium
scale businesses establish themselves

and grow.

wwaw.dmastermind.com | 0816 728 4166 | Plot 859, Bishop Aboyade Cole, VI, Lagos, Nigeria.



Dmastermind| Branding & Marketing your Business for Growth

Dmastermind in summary

Creative Consulting

Creatively Enabling Enabling Creativity

Advertising | Integrated Marketing Growth Strategy | Business Strategy & Modeling
Branding & Design | Creative Ideation & Innovation Brand & Marketing Strategy | Consumer Analytics & Insights
Communications & PR | Digital & Social Media Marketing Business Intelligence | Digital Integration
Print & OOH Marketing Org. redesign

vaww.dmastermind.com | 0816 728 4166 | Plot 859, Bishop Aboyade Cole, VI, Lagos, Nigeria.
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QOur Process

How we do what we do

Objective

Insight

Solution

Defining
Objectives

Problem
Framing
People and
Data Research

Find Insights

Develop
Ideas

Craft Strategy

v

Execute Plan
v

Measure
Success

We have crafted a tried and tested process
which enables us to;

- Correctly frame the challenge and define
the objective

- Truly understand the deep insights

- Develop relevant and evolving solutions

This process ensures we consistently deliver

winning solutions that guarantee serial success
in your objectives.

vaww. dmastermind com | 0816 728 4166 | Plot 859, Bishop Aboyade Cole, VI, Lagas, Nigeria.
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Dmastermind| Branding & Marketing your Business for Growth

Businesses we’ve enabled

Banking and Finance

FBNCapital i

Brand Positioning,
Marketing

Telecoms

1Y ntel

Branding, Integrated
Marketing, Website

GTBank

Guaranty Trust Bank plc

Advertising,
Website

INfinix

Digital Marketing

Health and Lifestyle

HealthPlus X

Love [ife! Feel greot!

Integrated Marketing,

Website and Strategy

ﬁ,‘.v;m.ﬁ.

Branding, Webhsite,
Interior Design

Branding, Website

Government
ASV LAR

Branding, Website,
Marketing

GeroCarey

Public Relations,
Branding

Food & Drink Retail

Branding, Sacial
Media Marketing

oLy

Branding, Sccial

Branding, Website
Media Marketing

Event Marketing

Legal
9 EDO STATE l d N
P — OOVERIEIIT 1 e 6@
Branding, Branding, Website Branding, Website
Social Mecia Event Marketing Intericr Design

Professional Services

Integrated Marketing

Public Relaticns

E
~
THE RISING 11D I\l\l\t LD

PERFORMANCE

Branding, Integrated
Marketing.

Branding, Website
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Government Institutions

AS§ LAR

Empowering lives
through Solar
Home Systems

Working with Asolar Nigeria, Azuri Technologies,
NDPHC and The office of the Vice President, we
were engaged to position the VP’s Launch Event
of the Solar systems in Wuna as a platform to
empower rural off-grid communities with solar
systems to improve their lives and families.

www.dmastermind.com | 0814 728 4166 | Plot 859, Bishop Aboyade Cole, VI, Lagos, Nigeria
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INfinix

Increase Infinix’s
brand loyalty,and
affinity on Soe€ial media.

We helped develop and implement an effective
online strategy to engage their audience. This
improved engagement rates by 100% across
their social media channels.

m www.dmastermind.com | 0816728 4166 | Plot 857, Bichop Aboyade Cole, VI, Lagos, Nigeria



Dmastermind| Branding & Marketing your Business for Growth

ABUNDANT
BROADBAND
COMING TO
LAGOS

Positioning

ork

I’s key strength by

eria’s 1st 4G Mobile

e execution represents

h this key market

assfully launched in Lagos

9, Bishop Aboyade Cole, VI, Lagos, Nigeria.
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HealthPlus X

Love life! Feel great!

Restructure the
marketing team &
processes, and help
position HealthPlus to
break new frontiers

in Africa.

We enabled them with Marketing Structure &
Organogram design, Marketing Process re-
engineering, Digital Marketing
Communications and E-commerce
development.

PIGERES, Bishop Aboyade Cole, Vi, Lagos, Nigeria.
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Factory |

We created the Brand
Communications
strategy, In-store
Branding and Social

Marketing Campaign.

www. dmastermind.com | 0816 728 4166 | Plot 859, Bishop Aboyade Cole, VI, Lagos, Nigeria
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L
sx*

ARTiSAN

UTCHERY AND PROVIDORE

Giving life to a Food
Brand with Heart

The Artisan Butchery came to us with a truly
unigue product, and we travelled the birthing
road together from bare bones research, to
identity design, to celebrating their very first
Exhibition event!

w weaw. dmastermind.com | 0816 728 4166 | Flat B59, Bishop Aboyade Cole, VI, Lagos, Nigeria
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Dmastermind| Branding & Marketing your Business for Growt h

THE MSME CHALLENGE

82% of our clients are MSMEs & SMEs.
This is deliberate because we see the
opportunities the sector offers.

From our experience with past clients,
we have been able to identify the key
challenges most MSMEs face.
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SME Stats in Nigeria

Studies by the IFC show that approximately.,

Of this number,

96% of Nigerian about 99.87% of
businesses are MSMEs in SMEs contribute
MSMEs Nigeria are about half (48%)
compared to 53% microenterprises. of the entire GDP
in the US and With a total in Nigeria.
65% in Europe number of about
37.4 million

9 out of 10 small businesses fail within 5 years, largely
due to lack of Funding & Right Growth strategy
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SMEs’ Top Priorities Top 3 priorities for Small Businesses are :
Marketing & Sales, Managing cash flow & Getting

funding to grow business.

Exhibit 1. Marketing & sales and managing cash flow are top priorities for small businesses
Ranking of priofities when running a small business

Marketing and sales

Managing cash flow

Anancing to run and grow your business

Complance wieh federal and provincal regulaeions

Artracting and retaining employoes

Identifying and managing rsurable risks 6%
Procecting business from bwsuits and legations 6%
Other 3%
0% % 10% 15% 20% 5%
. 152 rank (%)
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SMEs’ Hierarchy of Needs

SELF ACTUALISATION NEEDS

A raison d'étre - e.g corporate social
responsibility (CSR), thought leadership

RELATIONSHIP NEEDS

Customer intimacy,
employee engagement

DEVELOPMENT NEEDS

Growth, profitability, people, an extended
offer, marketing

SURVIVAL NEEDS
Access to funds, core product promises, ability
to a transact, customer, a salesperson

RECOGNITION NEEDS )
Brand, market leadership,
diversification, expansion )

STRUCTURAL NEEDS A

Departments, systems,

a reporting structure )

Implemented by...

CORPORATE SOCIAL
RESPONSIBILITY, MARKETING

BUSINESS DEVELOPMENT, PR,
MARKETING, R&D

OPERATIONS, HR, H&S, LEGAL,
MARKETING, PURCHASING, IT

MARKETING, SALES,
ACCOUNT MANAGEMENT, HR

FINANCE, MARKETING

FINANCE, PRODUCTION, SALES
MARKETING
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Getting your Branding right

1.Brand & Audience research
2.Brand development & Consistency

3.Service delivery

Objective > Human centred Insight > Measurable Solution

Defining Objectives > Problem Framing > People and Data Research > Find Insights > Develop Ideas > Craft Strategy > Execution plan > Measure Success

S
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Insights

T

“SME and MSMEs -
you are your brand;
due to the personal
and relational nature
of your service
delivery”
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Getting your Branding right
Research

Know your
market &

audience

CONTEXT
{technology, industry
demographics, regulation, and so on)
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Insights

“Today’s brands can't just sell things.
They need to stand for something
more” Feter Firth

Preferred brands are an
expression of self.

“Iconic brands engage ke

issues percolating in society (not just
conventional category benefits). They
do so by championing an ideology”

“The Brand'’s role is no longer just to
broadcast, but to listen, participate and
inspire action” Juliet Chen
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Getting your Branding right
Brand identity & consistency

Craft the
right story




Executing your Marketing
excellently

1.Research
2.Audience
3.Channels
4.Execution
5.Measurement




Sell the

value of
your story
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Getting your Marketing right
Value proposition and position

You need to Every product When somebody
matter to lies somewhere incorporates
somebody before on a spectrum of your product
you can matter to meaning. v into their lives,
everyone. v what happens? v

Tom Chi
Meaning beats marketing

Have you found the real ‘life’ value in your
product or service? — Now channel it
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Getting your
Marketing right
Channels &

Execution

Be There

You've got to anticipate the micro-moments
for users in your industry and then commit
to being there to help when those moments occur.

Be Useful

You've got to be relevant to consumers’
needs in the moment and connect people
to the answers they're looking for.

BiQuick

They're called micro-moments for a reason.
Mobile users want to know, go, and buy swiftly.
Your mobile experience has to be fast and frictionless.




Dmastermind| Branding & Marketing your Business for Growth

I-Want-to-Know Moments

Someone is exploring or researching, but not yet in purchase
mode. They want useful information and maybe even
inspiration, not the hard sell.

Curiosity can be triggered by anything and satisfied at any time.

of smartphone users turn

6 6 o to their smartphones to learn
70 more about something they saw
in a TV commercial.'®

I-Want-to-Do Moments

These may come before or after the purchase. Either way,
these are "how to” moments when people want help with
getting things done or trying something new. Being there
with the right content is key.

We seek instruction for just about everything.

O Searches related to “how to”
/ 1\ on YouTube are growing
O 70% year-over-year.'®

I-Want-to-Go Moments

People are looking for a local business or are considering
buying a product at a local store. Being there means
getting your physical business in their consideration set
in that moment.

Our digital lives connect us to our physical world.

“Near me" searches have
grown 2X in the past year."”

I-Want-to-Buy Moments

These are huge, of course. Someone is ready to make

a purchase and may need help deciding what or how to buy.
You can't assume they'll seek you out; you have to be there
with the right information to seal the deal.

Mobile assists in purchases across channels.

of smartphone users

820/0 consult their phone

while in a store.'®
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Our Life with Mobile T 1
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Let’s finish off with a short
Small business brand & marketing success story...

Meet Remi:

« She’s a professional butcher who
learnt the trade in one of UK’s
finest institutions.

« She left her job to begin her
business and was confused about
a lot of things;
« How do | set up?
* Where should | set up?
 Who is my core target
audience?
« Should | focus on sausages
or all types of meat?
+ How will | handle distribution? (
How do | price competitively?
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We started with research...
Market Research

Demog

Market Research

aphy Product Preference
GENDER SPLIT

Age Distribation

£

Processed Meat - Overall Preference of Sausage Type - Scale

3w Preference sa% g Of 1-5 6%
“_Lo- B0% -
- i@
o w chicken
S d e S tean o mbeef
W Beef Burger Meat
w Chicken BusgerMeat o =park
ulamb
Chicken Nuggets
2% wturkey
MARRIFD VS SINGILF WSausage
0%

5 we
0% of thes Larpet yudienos gre betyween 31 e
and 50 which is the primary target market
followed by 20-30 and 51-60yrs. Audience 1=

Iy ferr nd married people As expected, Sausages are the most preferred processed meat followed by Bacon. Chicken
Varwd

o sausage is the most popular type of sausage in most of the examined markets.

Insights from Research

Meet your Audience - Summary

* There's general preference for frozen meat across income groups. This means that the business
needs to have facilities for packaging and cold storage for storing and packaging
... | e Sausage and Bacon are the market leaders in terms of processed meat consumed
The Coles «  English Breakfast Lovers
S . They love Lnglish Dreakias:
Family in Lekki * There’s a clear preference for Zartech across most income groups. A
«  High Disposable Income * There’s preference for Golden Phoenix among the highest income group. Their market share rises
John & Ada They are mostly middie level to as income rises showing it is perceived as a luxury brand
Newly Marriad semiar level mansgers and Competition [ lPrinces_ shows : di:ninishing market share as income rises (value brand). It places first among the
couple in Ajsh business owrers 2o they have lowest income ban
reascoable dapossble income and
Richard are ready 1o pay for guality * Supermarkets are the option of choice because they offer the one stop shop advantage N\
) * Online customers tend to order their meat from online retailers who sell packaged items and have
Briton « High Standard of Liva a wide range of other items like supermarkets. E.g. Supermart, Egole. This further confirms
They are well ex; |.mo;|m way convenience and availability as determining factors
Nicole above everage by Mgerian g"“s“m: « Shopping online rises as income levels rise as expected.
UK-bam with standerds.  Specialty stores are the option when all buyers need is processed meat.
Family n Ikejs * Specialty processed meat shops will find it hard to scale as they don’t have options J
3
* Ajah, Ikoyi, Lekki/Oniru and lkeja seem to be the most appropriate locations in terms of Commercial
viability based on channel preference, spend, frequency of purchase and product choice. Locations
are listed in order of best to least appropriate
J
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We then defined her business model/strategy...

Growth Strategy

Physical Location
Marketing and Customer Experience

Build a brand thatis |ne sl bl
which showed high :mogﬁi:: s for taste g
consumption levels Run very efficient
of processed meat | Invest in personalized | operations by

Start from high
value locations like
VI-Ajah environs,

Funding

and then move to | customer experience | Ke€ping costs as :':l:'lttr:leart;vr::\ arid
the mainland to engender repeat lean as possible. domestic
sales and referrals. Build enough development
Also adapt smart customerbaseto | finance
marketing to build | optimize fixed organizations to
continuous patrcnage capital investment efficiently access

Build a network of capital
relationships with
sales offline and
online sales channels

With focused execution of strategy, the business can create long-term value
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And her brand strategy —
Positioning, Persona & Message

Defining the what, how and why
- Summary

What we do -

Processec

Artisanal
using higt
ingredien
comprom
continent
Nigerian 1

To Trigger
excitemel
customer.

Brand Persona
Looking at the different Brand Archetypes

T Sage
A - - The Bplover

Goak Te belp th s wor e gl PP — o

Cwd= T e baory whwlew ool b gt — N N
E e iy awl v s i

Trae Ve v e i p— -
e L Tran Ewmiedgrabie Lmied L At Mg ARSL
Baw g Gotiedeke i, wmare ol iamitien, A rdee B
e, sriete, by i v lniigivis Ui Mia - —y—

waNTEE Wb, gu I L R 0

Defining our Message

What are we saying....Our Slogan/Promise

¥our spece will creste an pererce

Taste the ¥our Mezt has nostalg  for past esperiarces and wil be
Experience PaTt of new aspariences
e laate itsdlwl o v urigue g v

Cralted | '
Cralted fur the This speais to your oalt and mastery of the buchery

best Meal busnens with t~e utmate em of gurg pecple o grest ol
fh‘p(iﬂ once round oper e - lale, gedity, ok, sue, de ey el

Home of Great
Toasty Crafted
Meat

This comzires 2 gozd mix of Grey: Tacke and Your Wastery
ol guites fro= cne plece, The Artaen Sutchery
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We created her brand identity...

bl
T W THE %  ——9
ARTISAWY

BUTCHERY AND PROVIDORE

COLOURS | seconpary

The secondary colours of The Artisan
Butchery brand are used mainty as
accents, highlights and for product
coour coding.

They are not to be used in largs doses or
 base or background clours,

Nty leek Spupind Rt iz
160D WE0121C WEEEISE
BIE6G 5837 R141G298 8 R120 %3 %
CIME*IEN [ONTOYEDRAS [ONIYIRE M
CasrCream nlag Savoury Herd
i stoess LI
RESGIIBMN IGO0 LRI LR Y]
COMSIERD { IYSTR 26 CINOYSTR S
Dwitest sk | I Freth G Mo (o
S0FAEM RS (i
226148 R10G1wHe Forls L
CaM22* 18K | | LIENDYSBR A £5
Jeefy Nam umerk: st 3
ps00ae 1Sl e
1O1GSBN Bi9G 65832 RI08C6Ta 4S5
COMMYEBR S CONSOYEBR 4 CONIEYSERSH

ICONOGRAPHY

Spedal iconography, has been created
for the TAB brand, beginning from the
cons native 1o the TAB logo, but
extencing beyand that

£ach of the main icons represent the
basis for a very variegated range of
combinaticns representing the ever
ncreasing product range of TAB,

"l“&
&:"\@’5

SOMAE ICON COMBINATIONS
B6 8% PN b= P
¥ ] ’ n ” )
"I ERTRY 2T
U barwnat feage 2 Uremobed ek ey 1 Wedtauh A M dwianBage § Selasdipe

S, & Chowk Bowt Sargen. 7, Clrods Pk Lamnacos. | Clre (hekn S,
@ Bakos Feared Swages W) Carbedond S, 11 Vergeer ' magee 13 Ted 2o v Sanagee
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We designed other brand collateral...

4

v 4800 4 PATTIES

Artisan Uniforms
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We designed other brand collateral...

»
# GIFT VOUCHER
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We designed other brand collateral...
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We designed her website...

ARTISAY

WHO WE AR

The Artisan Butchery was founded

from the genuine need for | 11y

produced flavoursome meat options

Give us a call on:

+234 (0) 818 028 3300
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We helped set up her social
media and PR events...

ARTISAN

Will be at

GTBANK

FﬁD
DREN

COME, TASTE THE
EXPERIENCE!

Great tasting premium sausages, bacon,
burgers and meatballs.

THE ARTI
surcuem
PROVIDORE

Date: April 29th, 30th & May 1st, 2018
Time: 10am - 9pm (daily)
Venue: Plot 1, Water Corporation Drive,
Oniru, Victoria Island, Lagos




Dmastermind| Branding & Marketing your Business for Growth

Today the brand has launched and has now
opened its second store in 1yr...

ArTisan e

WR HALAL PRODUCTS ARE

o Now
PNM\.ABI.I’. l A BUIA

"

~Gd). S W A
u_mh‘hm&o—_“
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And the customers are loving it...

Remz! How you dey? Ordered from
the artisan today and | have to
commend you! Everything was
fresh and packaged so neatly! | love
it!

Thank you so much darling

Ov

Keep up the dope work hon and
may God continue to bless you!

Amenamen A, . ...

| was extremely impressed with
your packaging and presentation,
which showed me your attention to
detail, which | always appreciate.
But | was truly wowed after the taste
test revealed perfect sausages!
No excessive water or fat, just
light ,proper delicious sausages. A
top draw product. Very well done.

11:45 AM

| ordered the american burger,
Cumberland sausages, chicken
sausages, pork sausages and had
them made today. Order arrived
almost immediately and Every bite
was a promise kept. Very, very
tasty. No more freezing sausages
from abroad as we now have them
a call away.

Good job and well done.

Thanks Remi.

Tried the Cumberland and pork
sausages yesterday and they were
delish!!! | gave my mum to taste
and give her opinion without telling
her who it came from and when |
told her later she was blown away!

Well done boo!!!

The kids had burgers last night and
enjoyed it though iwas more of a
pork sausage fan and wacked the
whole thing...

Just want to say [ reclly enjoyed the

bacon and sausages

05:11

My son will never eat sausages but
he asked for sausage for school this

morning

09:12

Will definitely be coming back ;-



- Whatsapp(chatonly) 0818 711 7406



