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We're renaissant marketing.

We exist to shatter the perception of what a boutique agency
can achieve. Our nimble, resourceful, intimate, wise yet
forward-thinking approach is a force to be reckoned with.

Our mission is to unite the sage knowledge garnered from
our extensive and distinguished past with the powerful
tools and approaches of today, to generate notable results
and success for our clients.

Here's a glimpse at some of our experience
and the great results we've produced.
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First W/ﬂ%
brand awareness campaign

customer cares insight
Personal connections are the basis for choosing your salon service destination.

strategy

Leverage the impact of personal connections by creating an emotionally driven
campaign, bringing the First Choice Haircutters brand promise to life: community,
comfort and quality. “You Belong Here” exemplifies how communities are made up
of unique individuals with diverse backgrounds and interests; but what connects
everyone is a sense of belonging. First Choice Haircutters embraces this welcoming
position, and offers the community a place where they will always belong.

results

A notable 8% same-store year-over-year sales lift during the campaign period. The
broadcast assets and digital videos garnered over 3 million views with a 72%
completion rate, and salon location queries on the website were up 317%.
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https://youtu.be/vXs2JZ8ASt8
https://youtu.be/d_HHcIINm1w
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PHILIPS

market positioning campaign

customer cares insight
Women suffer through their hair removal routines because they have been

conditioned to believe that electric grooming tools aren't as effective as
traditional methods.

strategy

Women deserve to “feel electric” — both in their disposition and the tools they

use to get there. We wanted to tell women that it's time to shake up conventional
grooming routines — that the blade, waxing and other archaic methods are painful,
time consuming and costly. We achieved this by creating online videos featuring
Philips depilation products in an unexpected way; showcasing real women, candidly
discussing grooming challenges, followed by their enlightenment upon trying Philips
products that offer convenience and visibly impressive results.

results
A digital focus for this campaign proved rewarding:

* Online videos generated a combined total of over 1.6 million views and over
43,000 clicks

- Digital banners reached over 1.4 million and produced close to 23,000 clicks
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https://youtu.be/52unmCZ9apI
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MR.SUB
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brand development

customer cares insight
Consumers are tired of the machine-like experience of typical QSR environments.

strategy

Our deep dive revealed a loyal customer base, and the need to retain them while
attracting a new generation. Through our market positioning methodology, we
revealed key consumer insights, and identified and amplified existing attributes of
the brand that consumers were already attracted to. All of which were professed
through a new consumer experience, where we helped to ensure franchise-wide
adoption. A new, modernized (yet familiar) logo serves as a beacon at store level
to inform customers that there's something new. We were even able to influence
new menu item development.

results

In a declining market, MR. SUB saw:

 An 11% increase in same-store sales year-over-year (for over 5 years running)
* The addition of 27 new franchisees in year one alone
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brand repositioning

customer cares insight

While all competitors relegated themselves to the commaodity of their offering, not
one was staking claim in the powerfully emotive territory of “ally and partner”.

strategy

Make customers feel important while expressing Kraft’s passion for helping make
their businesses better. Create a human face for Kraft Foodservice and ensure to
deliver brand personality.

results

* Generated 13.5 million mass and targeted impressions
 +54% unique site visitors over the previous year

» 500 new sign ups of Kraft's KraftWorks program (+8%)

* Expanded reach to key chain customers, and the elusive
independent operator target
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brand poster print advertising manifesto video


https://youtu.be/2LF5-gNxtBw
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e><Jtreme“

live with flavour

brand repositioning

customer cares insight

Consumers are awaiting flavour enlightenment. They feel that “healthy food” can

only reach a certain level of richness and flavour.

strategy

Refresh the Extreme Pita brand positioning by shifting the focus to a generally
unclaimed territory in the QSR realm: flavour. We truncated the brand name to
‘Extreme’, which not only translates well through the food (since their offerings
expand far beyond pita), but also represents the beginning of an impressive
experience for guests. By designing a more contemporary logo, we made the
identity fresh and inviting. The “live with flavour” tag line was also created

to impart the brand’s new purpose onto new and existing guests. Custom
tools and presentations were developed to introduce the reinvigorated brand
to franchisees and other stakeholders to ensure system-wide adoption.

results
* +9% in same-store sales year over year for renovated locations
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brand repositioning

customer cares insight

The majority of consumers deem the experience at the main fried chicken QSR
competitor as inauthentic, both in attitude and food preparation.

strategy

After 45 years in the Canadian QSR landscape, the Mary Brown's brand needed
redefining. Armed with consumer insights, we learned that Mary Brown's delivers
on their promise of providing an unpretentious, reliable and genuine experience.
The growth opportunity we seized was to clearly articulate their brand at every
touchpoint, starting with the newly created “Honest to Goodness” positioning.
With this clearly defined brand now in place, Mary Brown'’s is poised to double its
number of locations over the next five years.

results

* +15% in overall sales

* +11% in customer counts

* +9.8% in same store sales

* +8.4% in same store customer counts

* Franchise store-count grew to 125, from 84 over a 2-year period
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television campaign

Famous Chicken & Taters!

Honest fo Goodmess

package design in-store pos logo redesign & tag line


https://youtu.be/KygrYKg-NEE
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integrated campaign

customer cares insight

While all natural products are immensely important to consumers, it's widely
believed that canned fish is processed and packed with preservatives.

strategy

To inform consumers that sometimes, you can't judge a book by it's cover —
especially when it comes to Clover Leaf All Natural Tuna in Water products, which
are “as natural as fresh”. This clever campaign drives awareness to the healthy
benefits of canned fish, presenting it as comparable to the freshest ingredients
found in the produce section of your local grocery store. The

“trace-my-catch” logo was developed to call out the initiative of identifying exactly
where the tuna in the can was caught — furthering the expression of “All Natural”.

results
With combined media/marketing efforts, Clover Leaf achieved a lift in sales of
+16% for the year.
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https://youtu.be/z1Np2JBTNgw

integrated campaign

customer cares insight

When involved in a collision, vehicle owners don't know they actually have the right
to choose where to take their vehicle for repairs, without repercussion.

strategy

Insurance companies, tow-truck drivers — everyone seems to have their own
interests in mind after you've been in an accident. Through the power of video, and
an online education centre, we made BMW owners aware of the vultures out there
and that, ultimately, they choose where their BMW gets repaired. Hey, if your
insurance is covering it, why not restore it to its original factory specifications?

results

» Certified Collision Repair Centre (CCRC) owner/operators claimed an
approximate increase of 20% in the number of customers who had specifically
asked for their car to be repaired at a CCRC



watch the video

online video

SURPRISES
FROM ,
COLLISIONS

CAN'T BE

AVOIDED.

SURPRISES .,
FROM RANDOM -5
BODY SHOPS, 7
CAN BE.

0' HOVER TO LEARN MORE

digital media website


https://youtu.be/rk5C9RpOH4M
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DEVELOPED WITH DERMATOLOGISTS

integrated campaign

customer cares insight

People with skin conditions are skeptical of claims and the dermatologist
certifications touted by skin care brands and feel that they “just have to live with it”.

strategy

We leveraged the emotion behind this insight and repositioned the brand purpose

to deliver on both the physical and emotional relief the audience desired. By
approaching the challenge in this more relatable manner, and through practical tools
such as our “Barrier Rating” quiz, CeraVe achieved a massive lift in brand awareness,
grew sales by 75%, and now represents the #2 selling lotion in Canada.

results

This dynamic campaign increased product sales by 75% through the duration
of the campaign, in addition to:

* 4,500 quiz completions, exceeding plan by more than 4x
* +100,000 positive social media reviews and testimonials were shared
« 22 million impressions, overachieving pace by almost 12 million
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https://youtu.be/SSvKTYwZwwM
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PHILIPS

integrated promotional campaign

customer cares insight
Young men are bent on ego-stroking gratification.

strategy

Develop a promotion that has enough quirk to grab the attention of the elusive
18-24 year-old target, and encourage them to participate by creating a platform
where they can indulge their egos and win the ultimate prize of an actual sculpted
bust of their signature groomed look.

results

From interactive activations to online ads, this campaign saw success
in the following ways:

+ Achieved 5% sales growth

+ Achieved a +2% share in the male grooming products category
 Generated over 31,681 impressions from activations

+ 50,000+ views on YouTube pre-roll

* +70,000 unique contest site page views, over 166,000 total
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Cuisipro.

brand repositioning

customer cares insight
Foodies hunger for show-off-worthy kitchen tools that make work effortless.

strategy

Make Cuisipro stand out in the extremely competitive kitchen tool category by
claiming that its attributes are so desirable and effective, and that it's the number
one choice among foodies—and food—alike.

results
+ 27% increase in year-over-year sales

« +17% additional retail listings over the previous period
« +382,000 website page views as versus the prior year
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Creative gallery.

Beyond our expertise in positioning brands more powerfully
in market, we have a genuine love for the craft of design and
art direction, copywriting, making digital things, and delighting
audiences at events.

Have a look at our experience in creating
some beautiful and effective things.

»



Full menu refresh complete with photography and full design
standards to help shift the perception of the brand.

menu design
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PSA campaign consisted of three unique spots. Complete media strategy and
planning. Negotiated over 2 million free impressions across all platforms.

television campaign


https://youtu.be/j97o_SOgwSY
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National digital contest to promote Canada 150 and engage the nation’s
community of riders, resulting in a photo mosaic of 20,000+ images.

promotional marketing
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Limited time offer campaigns, consist of in-store, out-of-home, and radio. listen to the radio spot

LTO campaigns



https://youtu.be/dXDySicRpxk
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Integrated digital campaign with full media planning and strategy.

omnichannel campaign


https://youtu.be/ovJg5Cd7N2o
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accessible collateral
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Complete package redesign to bring consistency and shelf presence to the brand.

package design



RICOH
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B2B print series to identify Ricoh’s presence in business, beyond multi-function copiers.

advertising campaign
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https://youtu.be/OMtSnjSw9Uk

Integrated digital campaign with full media planning and strategy. Supported by out-of-home, radio and print.

omnichannel campaign
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B2B video series to support new menu item creation.

online video series


https://youtu.be/7W0s_64RUl8
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Conducted design development workshops to identify an emotional connection with
Canadians, and lay a foundation for future DM communications.
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Brand and merchandise awareness campaign. Supported by print, radio, and out-of-home.

omnichannel campaign



KraftHeinz

Integrated campaign supported by print and digital media.

omnichannel campaign
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Fully responsive UX, Ul, CMS and content development of the corporate site, featuring over 400 SKUs.
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Design and layout development for after-market merchandise.

print collateral
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Brand positioning development and articulation, including design standards, tone, character and language de inition.

brand development and identity



Point-of-sale video development, complimented by a coordinated direct mail campaign.

direct /in-store
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Consumer-facing in-office support piece, supplemented with a full B2B
direct marketing campaign directed to Eye Care Professionals

omnichannel campaign



package design



Qudss

natural®

B s pRiEETR LS

COMNMTELCST

i
g

Farafl prvr P prris A e e ks of
et :-\,--u o b sy b w8 e e

WOMEN'S HEALTH

packaging

promotional marketing



canada

< oUre




For those who
always demand 100%,

the rewanrd is power.

Thas Harcks Powar Evanit i &n fidv. m

Thishs's Mo DEALor Uina 1o fesad yourssl with povwer. Eum'r

SR [

el

advertisement

HONDA

Theira " N bl i L e, ——
o riverd yoir el wih Do,

direct

é ...r

o L

s it i s el et i T

website

national sales event




NATIONAL
i DRY srvoesces

package design



o

WINDERMERE

M AN O R

L

B %
WINDEREMEER _.__u\.l._. #.-

real estate marketing



-~

CLARET

real estate marketing




W EVERYDAY. GETAWAY

o / !r

> isl

i A
n

— =i En[n}r lakeside l'n."ing, without the pril:-r:.

o iy e P o eeady o oy e B sl 4 F s o

o i soen R sad 1 biears Ao 1 Onoge Byl g A O P
o e v v e B RSl rvwig b S o ol e v s e i ey o T e et
T iy b g s il Pl Chibueid Vet feeldy g, orreeds dasind
Py Faep ol ) cir Ciberiy Jubg o P Pl o' Keree: ol mwere posor ciwade Segee

M. 38, 4F, 45 AND 55 %
SIMCALES FROMA THE HIGH SZGGS

Ak abect cur ML e avalohle uporadie:

i
F
-
: St — —
III:"‘!;:im! .-IIHI'| 1“1- :—’:hﬂm:nuuimrml:::um '\."E:,_\I___‘.E.f.j

i

/\ KYLEMORE

% 'COMMUNITIES.COM

EVERYTRAY, GETAWN

real estate marketing




For more case studies and to learn about our powerful market positioning method, (s)avant, visit

renaissant.ca


https://renaissant.ca
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