ISED AND UPDATED
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such as Gucci and Jimmy Choo. To fight go_m., Cole mmmb.ﬂmww S
ew technology from its parent company, Z__R.“ and engineereq
a breakthrough design of cushioned mozn.,_bwr high-heeled shqeg.
With this invention, high heels werent just for Town Ca._
cruising socialites and masochists. Women .a<ro do crazy things

s with Prestige. One appearance

like walk could now wear shoe :
on Oprah later, and the early designs were sold out across the

country.

|d Use the Passion Tactic:

How Prestige Brands Cou

Be Insightful, Distinguished, and |

o Connect with your
customers through
enthusiasm over higher

standards. ADVANTAGE! TACTIC: -
PRESTIGE PASSION

n the Know

o Choose the right style,
approach, and words to
solve your audience’s
pain points.

¢ Show in-the-know

% Ty Create messages that are:
expertise by tipping off Insightful
clients to insider industry Distinguished
news and events. In the Know

The Smell of Success

When Rolls-Royce started manufacturing vehicles using Jeather-
clad plastic instead of wood, customers knew something wasn't
right. The car just didn’t smell the same. While owners couldn’t
see the plastic, they also couldn’t smell the wood. Once the com-
pany determined the problem, they created a scent to match the
1965 Rolls-Royce Silver Cloud. Ah, the smell of success.
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What if your brand had a signature scent to reinforce your

3 x,mnﬁnﬁnmw mﬁmﬁuoﬂo Airlines has created a strong visual brand
; %ﬂag and a 83,038 perfume for flight attendants—which is
Jlso used on the hot towels served to tired travelers

mﬁ_mo Brands Could Use the Power Tactic:

H EQ”_.,OMBUQ:ZP and Results Oriented

emand higher results

)M EVEryone on your
Rw:&.._‘»nm reward them
for their achievements.

o Set the bar by measuring S ONiR
customer satisfaction.

o Overdeliver in specific
ways for key clients and

TACTIC:

, @ﬁomvmoﬁ.
Create messages that are:

Respected
Competitive
Results Oriented

The Ultimate Driving . . . Plane?

wgﬁx.mnmnﬁnm making cars because it wasn’t allowed to make planes
after World War I. That led to “the ultimate driving machine.” If
a P.ammmm brand can grow respect, how could your brand grow its
presence by applying the Power tactic?



