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LIFE IMAGERY

Moist turkey.
Theu

800.793.0093
wwwdacorcom/Uniqucl

Variable color examples

Application of Ad:
1.Celebration

Touch Point: Champagne cork

Life Imagery: Opened bottle of
Champagne on the counter,

two half-full flutes, WineSteward with
one empty slot

Dacor Product: Epicure WineSteward
2.Sweet Dream

Touch Point: Chocolate chips

Life Imagery: Child's hand reaching for
acookie on a

cookie sheet

Dacor Product: Millennia Wall Oven,
Cookie Sheets,

Measuring Cups, Measuring Spoons
3.HaveaSlice

Touch Point: Slice of pizza

Life Imagery: Pizza cooling on baking
stone on counter

Dacor Product: Epicure Range, Baking

Stone, GlideRack,
Signature Gourmet Cookware
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The Life of the Kitchen®

After review of their existing
marketing materials and competitor
analysis, Copia had identified Dacor’s
campaign was missing “Life” in their
visual as well as messaging element
prevalent in their tagline.

Our suggestions were adopted for
the 2006 campaign to reinforce the
tagline “The Life of the Kitchen.”

1: Client presentation demonstrating
competition analysis, recommended
POP displays from our results of the
secret shopper experience, and ROI
trending analysis diagram to align on
monitoring and measures for success

N

: Creative and production management
were called for to set design and
photoshoot the featured grill

:: DACOR

Dacor is a leader in the luxury market for high-
end kitchen appliances. The Dacor brand and
its products are recognized for its sleek look
and feel, design and functionality. Dacor has
heavily relied on its dealer network to build the
consumer connection and break through the
clutter from its major competitors including
Thermador and Viking.

Goals:

e Builda connection between
the brand and the consumer

® Increaseloyalty and buyer validation
into the Dacor family

e Distinguishthe brand attributes through
distinct messaging and creative

® Increase brand recognition and market share

PROCESS AND STRATEGY:

Our extensive process included a thorough competitive
product, campaign and communication analysis on
making the consumer connection, profiling the primary
and secondary markets, formal research and review on
buying behaviors and key decision indicators within the
luxury kitchen market and a secret shopper excursion.
Taking into consideration our findings and outcomes,
Copia Creative prepared a range of strategic and
creative solutions that ranged from the dealer level to
the consumer connection and incorporated point of
purchase displays and a series of strategic initiatives
ranging from public relations, interactive and media.

CREATIVE SOLUTIONS:

Copia Creative developed a new business for Dacor
complete with naming, branding and strategy.
Everything Dacor became the business entity to
expand the reach from appliances to all things Dacor,
including accessories and complementary products.
The business is designed to be both a marketing
vehicle and new revenue stream. Starting with a low
risk, high benefit solution, Copia Creative mapped out
an online purchasing program and marketing campaign
including inbox promotion, direct mail and print and
online media. We positioned Everything Dacor to
serve the dealer and the consumer with the following:



Online tool to help in the sales process
without needing to hold inventory for accessories and
allowing them to login and ship direct to consumer.

Become part of the Dacor family. Extend
our quality of appliances throughout the kitchen and
household essentials with the convenience of ordering
online from Dacor and shipping direct to you.

Our creative interface included interactive animation
to reinforce the Dacor brand and a range of features
to highlight the company’s image and value.

EVERYTHING FOR

Our marketing and creative campaign included the
following elements:

Create marketing collateral to
introduce the Dacor consumer to the online store with
support materials including a consumer accessory
catalog, inbox promotion and POP displays.

Develop a program for the after
buy experience. The program included direct to
home communications incorporating the warranty
database into the process flow.

Accessories
to accompany new product launches and build
relationships direct to consumers.

Generate a monthly
newsletter highlighting recipes, tips and product
highlights based on seasonal consumer interests and
Dacor product development.

In developing a sub-brand Collectivity we identified measurable results to track
and new business entity, our and monitor. Our monthly management includes
dlacor OnVaLue . . 3 B .
strategically crafted messages analysis of traffic, conversions and time spend to
combined with stylized animation recommend and continue to evolve the site content,
P— highlighted key attributes with an design and marketing. We have successfully achieved
(C— appeal to Dacor’s luxury market.

the following:
¢ Increased channels of direct distribution

1: www.everythingdacor.com

o | h h high | f sal
CC Shopping and original design ncreased revenue through higher volume of sales

were integral in developing the new ® Increased margins through direct to consumer sales
business entity and ecommerce store ® Increasedbrand awareness through exposure of
for Everything Dacor. Dacor’s accessories
2: Our package, product brochure and e Developedrelationships with consumers,
recipe cards are designed to introduce which lends itself to follow through post sales

and promote Everything Dacor. and repeat sales

w

: Corporate newsletter was designed
to align all Dacor affiliates on new
products, enforce value statement and
position Dacor as a trendsetter.

As our client boasted,




