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WHY CREATIVE IS IMPORTANT

Memorability

Effectiveness

Brand love

Increased reach (lower media spend)



SOME GREAT CREATIVE CAMPAIGNS

ALWAYS FIRST
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OME GREAT CREATIVE CAMPAIGNS

WE’RE SORRY




SOME GREAT CREATIVE CAMPAIGNS




SOME GREAT CREATIVE CAMPAIGNS

Think small.

Presenting Amerika's tlowent fourback,
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SOME GREAT CREATIVE CAMPAIGNS

SMELL LIKE A MAN, MAN.

Otd Spice




SOME GREAT CREATIVE CAMPAIGNS

ND YOUR GREATNESS.
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ND YOUR GREATNESS.

NESS IS ONLY
R THE CHOSEN FEW,
FOR THE SUPERSTARS.
THE TRUTH IS, GREATNESS
IS FOR US ALL. THIS IS
NOT ABOUT LOWERING
EXPECTATIONS; IT'S
ABOUT RAISING THEM
FOR EVERY LAST ONE
OF US. GREATNESS IS
NOT IN ONE SPECIAL
PLACE, AND IT'S NOT
IN ONE SPECIAL
PERSON. GREATNE
IS WHEREVE|

SOMEBODY |

UR GRE
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TRADITIONAL CAMPAIGN APPROACHES RESULT IN LOCALISED PEAKS OF
ACTIVITY AND EFFECTIVENESS




ACT LIKE A CONTENT MARKETER

ACT LIKE AN
ADVERTISER
(Visibility)

LIKE ACONTENT
MARKETER
(Engagement)




CONTENT TYPES

What content do you want to PUSH to a big, broad audience?

What would be your Super Bowl moment?

A brand may have only a few hero moments in a year, such as major product
launch events or industry tent-poles.

The content you develop on a regular basis to give a fresh perspective
on your target’s passion points.

(E.g. verticalised content about a product line.)
This is often staaaered throuahout the vear.

What is your audience actively searching for
regarding your brand or industry?

What can serve as your 365-day- relevant, always-on,
PULL content programming?

E.g. product tutorials, how-to content, customer
service. etc.



CONTENT

Passive

Advertising
Insight
Entertainment
Information
Guides

News
Advocacy

Active

Competitions
Events
Experiences
Utility / functional
UGC

Community

Cause / Movement
Trial

Challenge

Incentive)
Presence)
Memory)
Practical tools)
Participation)

(Self worth)
(Satisfaction)
(Achievement)




CHANNELS
PAID

(E.G. OUTDOOR, PPC,
DISPLAY)

OWNED

(E.G. WEBSITE
SOCIAL
CHANNELS)

EARNED

(SOCIAL MEDIA, PR)

EVENTS

DIRECT | AUNGHES, SEMINARS

(E.G. EMAIL, TRADE SHOWS)

DIRECT MAIL)




What are your

Learn about the business assets
audience
C HAN N ELS Use Research What are your
Tools to Build marketing assets
Audience
Persona

=,

Understand Define YOUT
Your .
Audience

Audience’s
Buying habits

Define Your
Business
Goals

What Is Your Budget

What Are Your
Goals

Keep this in mind
whenever you create
new content

Choosing the
best digital Come up with
SEQ & ma rketmg

Conten channel
9 o\

Marketing

Stick to the
most profitable

S Test channels
Advertising
channels
Social $o-c)fdinate
media our
Organic b Campaigns
Campaigns Maximize
and Paid Email Your
Ads Marketing .Custprjtw.er
Acquisition
Analyze ROI
on each
channel

Refine Your
Campaigns

Gather
feedback Learn from
users'
behavior



CHANNELS

Lead
Awareness — |
(Generation
l
Interest
I Lead
Consideration Nurture
I
Intent
l
Evaluation
| — Sales

Purchase
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Prepared by AB for Caterpillar
All content is confidential and not to be shared.
For more information please contact henry@ab-uk.com
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