
Business at its best

MARKETING

3 things that brands must expect from their3 things that brands must expect from their
marketing and agency par tnermarketing and agency par tner
December 27, 2019

Nayani Vivekaandamorthy is  vice pres ident of regional bus iness  development at Rapp

 
By Nayani Vivekaandamorthy

A compelling campaign used to be enough. That was back when brands could get by on surface-level marketing
efforts and customer promotions. But those days are over.

Now, consumers expect more social responsibility from brands. In some cases, they are even willing to pay for it.

Today's consumers view the brands they support as extensions of themselves. They appreciate those brands that
choose to stand for something better yet, some things in the context of social responsibility while also championing
all-important factors such as diversity and inclusion.

People today want to see the diversity in advertising that they see in their day-to-day lives. They want to see diverse
representation in leadership positions. They want to know that brands constantly consider and explore the various
perspectives and values they see reflected in their worlds.

Meeting customer needs
Some brands get it, and they are demonstrating their commitment to diversity in their offerings and their messaging.

While perhaps best known for the stereotypically feminine Barbie doll, Mattel recently launched a new line of
gender-neutral, makeup-free Creatable World dolls for children who identify as transgender or nonbinary.

Cosmetics company Ulta is putting a huge focus on diversity not just in how it goes to market and its campaigns, but
also in its brand identity and value.

Ulta champions diversity, which you can see in the composition of its  teams that reflect the community.

The company further promotes diversity and inclusion with programs to support employees with different
backgrounds and needs, such as increasing short-term disability pay from 60 percent to 80 percent and offering
tuition reimbursement.

Athletic apparel brand Outdoor Voices has taken a body-positive approach with its advertising, showing men and
women of various shapes and sizes in its marketing materials.
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women of various shapes and sizes in its marketing materials.

It is  this kind of thinking that can help brands stay connected to the real world and show they care about including
depictions of real people.

Because people expect so much from today's brands, campaigns that are tonally offbase or unfocused will not have
what it takes to excel.

To appeal to diverse demographics, brands should work with partners who get it, too.

By seeking those agencies that have similar makeups to those of consumers, brands can ensure their efforts are
aligned with the market they are targeting. The best partners will be ones who walk the walk when it comes to
diversity and inclusion.

To forge the best marketing relationship for your brand, look for these three qualities in a partner:

One who values different voices
Today's consumers are massively diverse and socially conscious. Most importantly, they are willing to spend more
if they agree with a brand's values.

Consider the Nielsen report findings that more than half of online consumers around the world are likely to pay
more for products from companies committed to social responsibility.

Choose a partner that shows it understands the value in having a range of voices at the table.

When people of color, women, people with disabilities, and those in the LGBTQIA+ community are represented in
leadership positions, for example, it illustrates that the organization does more than just pay lip service to diversity
and inclusion.

One that does more than hit quotas
It is  not enough for a partner to have quotas that make it appear as thought it gets it. The potential partner needs to
actually believe in diversity and express that belief through concrete initiatives.

Partnering with organizations such as The One Club can help achieve this. The One Club's Creative Boot Camp is a
traveling diversity program that works to develop the next generation of advertising and design creatives from a long
list of backgrounds.

Supporting these kinds of initiatives helps foster diversity in the industry while making an impact on the world at
large.

One with foresight
Brands need to have a full view of how their behavior or expressions can be interpreted by people of various walks
of life.

It is  important that brands have the team in place to understand this fully, so that they can avoid unintended mistakes
and setbacks, drawing negative attention to their brand.

A partner who has its finger on the pulse of what is trending and culturally appropriate can help you avoid such
missteps.

When a diverse group of people are collaborating on a project, their unique perspectives can help shape messaging
in a positive direction.

Because so many beauty companies have gotten it wrong over the years, consider how the agency that created
CoverGirl's  new tagline of "I am what I make up" deployed a team led by two minority creative directors.

IDENTIFYING A PARTNER with clear and unique ideas for promoting diversity and inclusion in marketing can go a
long way for brands.

Find those who are forward-thinking and those who know the value of incorporating different voices, as well as
those who see diversity as more than checking a box.

Viewing the world through a different lens not only helps brands connect with consumers, but it helps them drive
profits, too.

Nayani Vivekaandamorthy is vice president of regional business development at Rapp, New York. Reach her at
nayani.vive@rapp.com.
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