Brand Reconstruction ™

branding and market research which saves
time & money and results in more consistent
strategic thinking and control for the client

Research & Communications

Agencies, which are costly,
inconsistent and difficult to control
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_rand in inépiring y. In January 204 Fia’s aret sare rose to i
highest in 20 months, in May that year sales were up 11.4% and the brand
continues to grow. In 2009 it is the world's 6th largest carmaker.

— Magnum: In the late 80’s, Cultural Imprint used their Encompass Research to
identify a new segment of consumer and an emerging trend in the ice cream
market. As a result, Magnum ice creams were developed and the brand now
sells over 1 billion ice creams every year worldwide.

— Lebara Mobile: In a collaborative Brand Essence workshop in 2005, LBI
identified a compelling insight that would give Lebara Mobile a new, more
consumer relevant direction for the future. In 2006 they were announced as the
UK’s 4t fastest growing private company by The Sunday Times ‘Fast Track 100
listing’ and continue to grow 50% year-on-year.

— Lego: In the early 90’s, the US division of Lego were failing to hit revenue
targets. Where previous consumer research had failed, Cultural Imprint's
Encompass Research was able to address the paradox that existed whereby
parents loved the brand but didn’t buy it and it was seen as ‘uncool’ by kids
themselves. As a result, US sales tripled in 18 months

For more information on Brand Reconstruction ™ please contact either:
Carole Lee — carole.lee@londonbrandinnovations.com

» www.londonbrandinnovations.com

Cristina Afors — cafors@culturalimprint.com

» www.culturalimprint.com




