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Abstract 

This thesis is concerned with the ingredient branding of the Bluetooth brand. Chapter one and two of this thesis contain the introduction to the Bluetooth Special Interest Group - an owner of the Bluetooth brand and the Bluetooth wireless technology. Furthermore, it evaluates the Bluetooth brand knowledge and discusses the prior and current communication activities launched by the Bluetooth SIG in order to increase the consumer awareness and familiarity with the Bluetooth enabled devices. A chapter three contains an ingredient branding strategy for Bluetooth, identifies the target groups, and defines the messaging, objectives and the tools and tactics. Furthermore, it also includes a budget for the branding campaign. 
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1 Introduction

1.1 Motivation 

Bluetooth Special Interest Group (SIG), a non-profit, trade organization set up in 1994 by Ericsson, consists of leaders of the telecommunications, computing and network industries. Bluetooth SIG is a legal owner of the Bluetooth brand and is driving the development of the Bluetooth wireless technology, a low-cost short range wireless specification for connecting various mobile products (Bluetooth Backgrounder, 2006). 

A few years after its development, Bluetooth has become the largest radio-based technology after GSM and has established itself on the wireless market (Edlund, 2005, p.1). In November last year the number of Bluetooth devices in the world reached one billion (“Bluetooth® Wireless Technology Surpasses One Billion Devices”, 2007). In the past, the variety of Bluetooth enabled products has rapidly increased and now Bluetooth can be found in devices including cameras, mp3 payers, photo frames, printers and toys. 

The Bluetooth Brand Equity Study conducted by Millward Brown declared that the consumer awareness on Bluetooth brand has grown significantly over the years and continues to grow in popularity with an average of 81 per cent of consumers’ awareness of the technology in 2006. However, the same study also shows, consequently year after year, that in spite of the high general awareness on Bluetooth, the consumers are not familiar with the majority of Bluetooth user applications or devices nor with the benefits of the technology. 
Since 2003, Bluetooth SIG has been engaged in the communication activities to promote the brand and to the educate consumers on Bluetooth enabled products and applications. Activities such as Experience Icon Program or Blue Demo Days were meant to highlight many uses of the Bluetooth wireless technology and a wide array of the Bluetooth enabled devices available on the market. Nevertheless, the consumers are still mainly familiar with no more than one end-user application: the mobile phone-headset. The communication activities of Bluetooth SIG in terms of educating consumers on the Bluetooth applications and devices have not been effective in increasing the consumer awareness.

Therefore, this research was initiated to explain the low consumer awareness and familiarity with the Bluetooth enabled devices and applications and the ineffectiveness of the communication activities of Bluetooth SIG. 
1.2 Central Question 

What is the reason for the low consumer awareness on the Bluetooth enabled products and applications and what is their knowledge and awareness of the Bluetooth brand? 
1.3 Subquestions 

· What is the general consumer awareness on the Bluetooth brand? 

· What is the consumer awareness on Bluetooth applications and Bluetooth enabled devices?

· What is the consumer brand knowledge? 

· What are the Bluetooth SIG’s prior and current communication activities launched to increase the awareness and familiarity with Bluetooth brand and Bluetooth enabled products and applications? 

· What is the reason for the ineffectiveness of the prior and current communication activities? 

1.4 Research Methods

The research methods that were used in this thesis are desk research, in-depth interviews and short interviews. Through these methods the primary (in depth and short interviews) and secondary (desk research) research were acquired to maximize the effectiveness of the outcome. 

To gain more information on the organization, Bluetooth wireless technology, Bluetooth enabled devices and applications; a desk research that consisted of a study of the internal documents of Bluetooth SIG, Bluetooth SIG official website and membership website was conducted. Furthermore, the results of the Millward Brown Bluetooth Brand Equity Study 2006 and 2007 were studied. To learn more on branding and mainly the ingredient branding, the books of Kevin Lane Keller and Jennifer Aaker and studies an ingredient branding of Intel were used. 
Furthermore, an interview with Anders Edlund, the Marketing Director of Bluetooth Special Interest Group was conducted in order to gain a deeper insight to the organization, the Bluetooth brand and the communication and marketing activities of Bluetooth SIG.  

In order to find out what the brand image of Bluetooth was and see what the consumer awareness and familiarity with the Bluetooth enabled devices and applications, series of semi-structured short interviews with 30 persons from a different European countries were conducted. Furthermore, I had an opportunity to speak to Cristina Sanz, the Marketing Director of Parrot while she was visiting the Porter Novelli office in Brussels. Parrot is a Golden Associate Member of the Bluetooth SIG active in the Car Working Group and “one of the few companies to develop the Bluetooth wireless technology stack” (Parrot, Inc, 2007, “About Parrot, Parrot technology” section). 

2 Situation Analysis

2.1 About the Bluetooth SIG

Bluetooth Special Interest Group (SIG) is a non-profit, trade organization that is comprised of “leaders in the telecommunications, computing and network industries” (BLUETOOTH, 2007, “About the Bluetooth SIG” section). Bluetooth SIG is driving the development of the Bluetooth wireless technology which is a low-cost short range wireless specification for connecting various mobile products (BLUETOOTH, 2007, “Learn” section). Although Bluetooth SIG has several employees including an Executive Director; it is primarily a volunteer organization that is run by employees from the member companies. These individuals support a number of working groups which focus on specific areas, including Audio/Video, Automation, Car, Core Specification, GNSS, HID, ISDN, Medical Devices, PAN, Printing, Still Image and UDI (Bluetooth Backgrounder, 2006). Furthermore, Bluetooth SIG also maintains expert groups, such as Security, Telephony and Usability (Incisor, 2006, “Incisor Annual Review of Wireless Technologies” section, p.9-10). 

Any company that uses the Bluetooth technology in any way is obliged to become a member. There are over 7,000 companies that are currently members of the Bluetooth SIG (BLUETOOTH, 2007, “About the Bluetooth SIG/Membership Overview” section).  These companies are divided into three different member categories including Promoter Members, Associate Members and Adopter Members. 

Promoter Members include the following companies: Agere Systems, Ericsson Technology Licensing AB, Intel Corporation, Lenovo, Microsoft Corporation, Motorola, Nokia, and Toshiba Corporation. These member companies are very much engaged not only in the technical but also in the strategic development of Bluetooth technology (BLUETOOTH, 2007, “Bluetooth SIG Promoter Members” section).  Furthermore, the Promoter Members sit in the Board of Directors as well as Bluetooth Qualification Review Board (BQRB) in addition to the Committees and Working Groups that guide the development and promotion of the Bluetooth wireless technology (BLUETOOTH, 2007, “Bluetooth SIG Promoter Members” section). 

In addition to the ability of using the published Bluetooth Specification, Associate Members may work with other Associate and Promoter Members on enhancements to the core specification along with profile specifications. Furthermore, they may review specifications before these are available to the public and pay reduced fees for qualification listings.  Associate members pay an annual fee (BLUETOOTH, 2007, “Bluetooth SIG Associate Members” section).

Adopter Members just as the Associate Members are allowed to publish Bluetooth specifications and Bluetooth SIG trademarks; however do not have the opportunity to contribute to the work of other members nor do they gain the access to the unpublished Bluetooth wireless technology specifications (BLUETOOTH, 2007, “Bluetooth SIG Adopter Members” section). 

The mission of Bluetooth SIG is to “develop, publish and promote the preferred short-range specification for connecting mobile products, and to administer a qualification program that fosters interoperability for a positive user experience” (BLUETOOTH, 2007, “SIG Quick Facts” section).

In addition to the global headquarter in Bellevue, Washington, USA, Bluetooth SIG has also local offices based in Hong Kong and Sweden. The Bluetooth SIG staff consists of Executive Director Michael Foley, Ph.D., Marketing Director, and Anders Edlund and a few professionals in the field of marketing, engineering, and operations (BLUETOOTH, 2007, “About the Bluetooth SIG” section).  Furthermore, as mentioned earlier, there is a Board of Directors that comprises the volunteers from the Promoter companies. 

2.2 Bluetooth as a technology 

Bluetooth wireless technology is a short-range wireless standard that was developed in 1994 in Sweden by Sven Mattisson and Jaap Haartsen from Ericsson before being formalized by the Bluetooth Special Interest Group that included, besides Ericsson, IBM, Intel, Nokia and Toshiba (BLUETOMORROW, 2007, “What is Bluetooth Technology?” section). 

Bluetooth wireless technology is meant for the communication between portable or fixed electronic devices in situations when two or more of them are in proximity to each other without the requirement of high bandwidth (BLUETOOTH, 2007, “Learn” section). Bluetooth can be built into the devices or can be added by means of a USB adapter (BLUETOOTH, 2007, “Learn” section).

Most of the consumers when they hear about the Bluetooth wireless technology they immediately associate it with the mobile phone (Bluetooth® Brand Equity Study 2007, Millward Brown, “Bluetooth Brand Awareness by Product Category” section). However, the range of the Bluetooth products is much wider and includes headsets, computers, PDAs, printers, car applications, computer accessories, digital cameras, music players, stereo systems, photo frames, writs watches, jackets and even some medical devices. 

Since the assortment of Bluetooth enabled products is incredibly wide, there is a whole range of different Bluetooth user applications. The following applications can be considered as the most prevalent ones. 

Wireless communication between a mobile phone and a hands-free headset was one of the earliest Bluetooth applications and also the one that is still the most popular among the consumers.  To enable hands-free speaking, a mobile phone can also be wirelessly connected, for instance, to a car kit. 

A second very popular application is the ability to wirelessly transfer files from one location to another using Bluetooth. When using the Bluetooth wireless technology, one can not only send images, video, audio files but also contact details, calendar appointments and reminders. 

Bluetooth enables the wireless communication with PC input as well as output devices such as keyboard, mouse or even a printer. Bluetooth can also be used to connect wirelessly to Internet. 

Wireless music streaming allow the consumers to listen to the music wirelessly from mobile phones, media players, PCs or PDAs through Bluetooth enabled headphones, speakers as well as car or home stereos. 

Lately, the benefits of the technology have also been noticed by the game console producers such as Sony and Nintendo who has just implemented Bluetooth into their latest wireless controllers, Nintendo Wii and PlayStation 3. 

The technology is also used to replace a traditional wired serial communications in test equipment such as medical devices, GPS or traffic control devices (WIKIPEDIA, 2007, “List of Applications” section). 

There are many benefits of using the Bluetooth wireless technology. First of all, it eliminates the need for electronic devices and accessories to be connected via a wired connection as it connects them wirelessly. It is a globally available, universal wireless standard that can be found in a wide array of devices ranging from mobile phones to medical products (BLUETOOTH, 2007, “Learn/Bluetooth Technology Benefits” section). It is very easy to use as it does not require installation nor set up; the only thing a new user has to do is bring the two Bluetooth devices in proximity to each other. Furthermore, Bluetooth offers low power consumption, low cost as well as a built-in security including the PIN code authentication (BLUETOOTH, 2007, “Learn/Bluetooth Technology Benefits” section). 
Bluetooth wireless technology has a unique concept of “profiles” thanks to which using Bluetooth is exceptionally easy since there is no need to install the driver software but it is sufficient that the devices are in proximity to each other (BLUETOOTH,  2007, “Learn/Bluetooth Technology Benefits” section). Furthermore, there are many wireless technologies however Bluetooth is the only one that is found in a wide range of products and applications. 

Bluetooth is different from other wireless technologies mainly as it does not aim to create a long-range, high-bandwidth beast like Wi-Fi for example, but is meant to efficiently and easily transfer data to and from digital devices inducing keyboards, cameras, printers, headsets, speakers or mobiles in a consumers’ close environment. It creates a small world of wirelesses that is officially called Personal Area Networks (PANs). Bluetooth does not really have a direct competitor in the market. The only technology that could really become a competitor, Nokia’s Wibree forum, has just been taken over by Bluetooth SIG and will become one of the Bluetooth specifications (Wibree Forum Merges with Bluetooth SIG, June 2007, Bluetooth SIG Press Release). 
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2.3 Bluetooth as a Brand 
“A brand is a name, term, sign, symbol, or design, or a combination of them intended to identify the goods and services of one seller or group of seller and to differentiate them from those of competition”.

 (Keller, 1998)

The Bluetooth brand is a property of the Bluetooth Special Interest Group. The name “Bluetooth” and the logo were primarily used as a code name for the project of the development of the technology. The name remained and became the official trade name for that specific wireless technology standard. The name is the heart of the Bluetooth brand and was taken from the 10th century Danish King Harald Bluetooth who had been instrumental in uniting warring factions in parts of what is now Norway, Sweden, and Denmark (BLUETOOTH, 2007, “About the Bluetooth SIG” section). The developers felt that just as the Danish King united the factions, the technology unites different industries such as the computing, mobile phone, and automotive markets (BLUETOOTH, 2007, “About the Bluetooth SIG” section).
Nowadays with the whole new range of devices and Bluetooth applications, the unifying has also a different connotation namely connecting various innovative Bluetooth enabled products to create one Personal Area Network. 

The name and logo were used many years before the technology reached the end consumer products. Initially, the brand was not of a concern for the developers as Bluetooth SIG did not see the necessity of promoting the technology. That is why the name and logo were not created for marketing uses in the first place, however after a period of time it turned out that the they were very well chosen as they established itself in the technology world and the member companies started using the logo on the packages of their products as an added value to them(Bosmans, personal conversation, 25th of May 2007). However, it has also caused a misunderstanding among consumers on what Bluetooth actually was. 
2.3.1 Bluetooth Brand Knowledge 
Keller (1998) defines brand knowledge as “a function of awareness, which relates to consumers’ ability to recognize or recall the brand, and image, which consists of consumers’ perceptions and of associations for the brand”. Furthermore, according to Keller (1998) this brand knowledge can be broken up into two parts: brand awareness and brand image. 
2.3.1.1 Bluetooth Brand Awareness 

Brand awareness can be defined as “the proportion of the target customers that recall the brand” (“Brand Awareness”, 2007, Definition para. 4). 
In order to measure the brand awareness on Bluetooth, the Bluetooth Brand Equity Study has been used and there were 30 short, semi structured interviews conducted. 

Four years ago, Bluetooth SIG commissioned an independent research firm, Millward Brown, to conduct a Bluetooth Brand Equity Study among consumers. The study, in addition to information it provided on the customer awareness, was also meant to demonstrate the attitude and usage of Bluetooth wireless technologies. 

The latest Millward Brown study that has polled 2700 consumers in the age 18-70 from five countries namely United States, United Kingdom, China (mainland), Germany, Japan and Taiwan has shown that an average of 81 per cent of consumers had heard of Bluetooth technology (Bluetooth® Brand Equity Study 2007, Millward Brown, “Bluetooth Brand Name Awareness” section). The total awareness on Bluetooth was very high, with 96 per cent in the UK, 93 per cent in China, 89 per cent in Taiwan, 88 per cent in Germany and 74 per cent in US and slightly lower in Japan, namely 46 per cent (Bluetooth® Brand Equity Study 2007, Millward Brown, “Bluetooth Brand Name Awareness” section). When taking in consideration the results of the Bluetooth consumer awareness study by Millward Brown from the last four years that can be found on the graphs below, it can be seen that the total consumer awareness on the Bluetooth wireless technology has grown significantly. The recognition of the Bluetooth logo was also particularly high (Bluetooth® Brand Equity Study 2007, Millward Brown, “Bluetooth Logo Recognition” section).
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Figure 1 Bluetooth Brand Name Awareness. Bluetooth® Brand Equity Study 2007, Millward Brown.
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Although, as the figures from the study showed, a significant number of the consumers know the Bluetooth brand, the numbers also demonstrated that a high number of consumers are not aware of the wide range of the Bluetooth wireless technology applications and products (Bluetooth® Brand Equity Study 2007, Millward Brown, “Bluetooth Brand Awareness by Product Category” section).
In the survey, the Bluetooth wireless technology awareness has also been studied in reference to the different product categories including Mobile Phones, Headsets, PDAs, Computers, Cars and Game Devices. 
The figures demonstrated that the consumer awareness was the highest with the Mobile Phones (72%) followed by Headsets (53%), Computers (52%) and PDAs (51%).  The awareness on Bluetooth technology was significantly lower in the other two categories. Only 25 per cent of the consumers were familiar with the Bluetooth car applications and even less, 22 per cent, were aware of the Bluetooth enabled game devices. 
The same conclusion can be derived from the interviews conducted in order to gain a deeper insight to the Bluetooth awareness and image. As the majority of the interviewees have heard of Bluetooth it can be said that the general awareness was very high (93%). However, when the product categories such as car applications, music devices, imaging devices (photo camera, photo frame), input devices (keyboard and mouse) or printers were taken into account, the awareness was radically lower. The interviewees with few exceptions were not familiar with the products in the above mentioned categories; the only interviewees that knew a certain Bluetooth device were in most cases owners of it. 
To conclude, it can be said that the general awareness on Bluetooth is very high however the awareness of the specific products categories is notably lower. 
2.3.1.2 Bluetooth Brand Image  

“Perception about a brand as reflected by the brand associations held in consumer memory”
(Keller, 2003, p.3) 

Both, the Millward Brown and the series of interviews conducted showed that the main association that consumers have with Bluetooth is a mobile phone followed by a headset. It can be seen that the consumers have little understanding of what the technology actually is. The interviewees were also not aware what benefits Bluetooth or Bluetooth enabled products can offer them or in what situations it can be used.  
Bluetooth is not considered as a brand by the consumers but as a technology, a function they have on their mobile phones. When asked what Bluetooth was, most of the interviewees responded it was a function they had on their mobile phone or citing one of my interviewees “a thing that that enables me to send photos to other mobile phones or connect to headset”. 

Consumers do recognize the logo and the name however it is hard for them to associate it with anything else but a mobile phone or a headset. They all see Bluetooth as technology or a function and not as a brand.  There is a lack of an “attention getter” when Bluetooth is concerned. There is no tagline, word nor characteristic that consumers immediately link with Bluetooth. 

It can also be seen that consumers do not have any brand relationship with Bluetooth, which is not surprising as according to George (2002), consumers must firstly know and understand the brand’s benefits before establishing any relationship with a brand. As seen from the interviews, the consumers do not know nor understand these (p.1). 
2.4 Prior and Current Communication Activities 
Bluetooth SIG in the early days spent most of its energy and resources building and developing the specification of the Bluetooth wireless technology and in a second stage, in a global evangelizing and educational marketing and communication program. The small, dynamic organizational structure grew alongside the success of Bluetooth wireless technology into the more mature, stable organization it is today.  When Bluetooth has become the largest radio-based technology after GSM and established itself on the wireless market, Bluetooth SIG started realizing that marketing and communication were vital to the success of Bluetooth and the further development of the market depended in a big part on the customer awareness and familiarity with the technology. 
For such reason, Bluetooth SIG has launched communication activities that were meant to familiarize consumers with the technology as well as various user applications and devices. The main activity in regards to the user applications and Bluetooth enabled devices, is the Experience Icon Program launched on the 14th of June 2006. Its goal was to help the customers understand the different uses of Bluetooth products and change the limited perception of Bluetooth being just the a technology that connect the mobile phone to the headset into a perception of Bluetooth being present in many of the daily life devices providing everyday solutions at work, home and anywhere one go. 

Bluetooth SIG wanted to enhance visibility of the many functionalities of Bluetooth by putting the images of different Icons on the packages of the Bluetooth enabled devices. It was meant to increase the understanding of functionalities and to ensure that two devices will perform a particular application. Mike Foley, the Executive Director of Bluetooth SIG said “We found it beneficial to simplify the way member companies illustrate their products’ capabilities which in turn will simplify the way consumers understand functionalities of their devices, making the Bluetooth technology experience an even easier one for everyone.” (Bluetooth SIG Launches New Program for Enhanced Visibility Of Bluetooth Functionality, June 2006, Bluetooth SIG Press Release).  The program consists of five Icons including Print, Headset, Input, Transfer and Music. 
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The program was launched by sending a press release to the technology and consumer press and afterwards by presenting the Icons during fairs including 3GSM in Barcelona and CeBIT in Hannover.  Moreover, Anders Edlund gave various interviews about the program to the technology press in Europe.  

In order to generate more attention to the previously launched Experience Icon Program, Bluetooth SIG declared months July to November the Bluetooth Months meaning that every month had one Icon as a “star” for example November was a Bluetooth Music Month. The only tool that was used in this program was the press release sent to the press with the majority being the tech press. 

The third main activity initiated to increase the consumer awareness on the Bluetooth applications and devices was the Blue Demons Tour, a road show that started in 2005 with the goal of creating an outgoing relationship with consumer media journalists at top-tier publications and secure placement for Bluetooth wireless technology messaging and products (Bosmans, personal conversation, 28th of May 2007). Until now there have been over twenty Blue Demons Days in different countries in Europe including Barcelona, Berlin, Milan, Stockholm, Warsaw and Moscow. During the event, the member companies of Bluetooth SIG gave live demonstrations of their Bluetooth enabled products and the invited journalists had an opportunity to discover the newest Bluetooth user application. There were between eight to seventeen journalists attending each Blue Demon Day (PN Activities Report for Bluetooth SIG, 2006).  
The activities launched by Bluetooth SIG have not been very successful when the consumer awareness on Bluetooth devices is concerned. The activities were mainly launched to increase the consumer awareness on various Bluetooth applications and Bluetooth enabled devices however when taking into consideration the research results it can be seen that awareness remains low. 
The tools used by Bluetooth SIG and the way of communication with the consumers were ineffective as they did not reach them nor grabbed the consumers’ attention. According to Cristina Sanz, the Marketing Director of Parrot, the ineffectiveness of reaching the consumers with the communication activities is caused by the way Bluetooth is presented to the public. Sanz is convinced that the industry in their communication activities talks too much about technology and focuses too much on the very tech press. “We all talk about technology, but an average person, not like you and me, but just an average consumer is frightened by new technologies. The more we talk about technology the more they are frightened. We need to go away from talking just about products and their specifications. We need to start telling a story around the products” said Sanz.  

2.5 SWOT Matrix

Strengths 
· High level of general brand awareness 

· Well established brand in the market with “mobile phone – headset application” 

· Global brand 

· Wide  range of Bluetooth enabled products 

Weaknesses 

· The ineffectiveness of the previous communication activities towards consumers 

· Lack of the awareness on Bluetooth devices and applications 

· Lack of knowledge on Bluetooth benefits and perceived value of Bluetooth 
· Lack of consumer education on benefits of Bluetooth  

· Lack of  strong, visible brand identity
Opportunities 

· Interest in Bluetooth enabled devices
· Great number of member companies including very strong brands like Logitech or Motorola
Threats 

· Commoditization of the wireless technology
	 
	Strengths
	Weaknesses

	Opportunities
	S-O strategies
Strength: High level of general brand awareness
Opportunity: Great number of member companies including very strong brands like Logitech or Motorola
Strategy: Engage the member companies in the advertising and PR activities, use their resources 
	W-O strategies

Weakness: Lack of knowledge on Bluetooth benefits and perceived value of Bluetooth
Opportunity: Interest in Bluetooth enabled devices
Strategy: Educate customers on the benefits of Bluetooth and the wide array of Bluetooth enabled products and applications 

	Threats
	S-T strategies

Strength: Wide range of Bluetooth enabled products
Threat: Commoditization of the wireless technology
Strategy: Educate consumers on the wide array of Bluetooth enabled products and user applications  
	W-T strategies

Weakness: Lack of  strong, visible brand identity
Threat: Commodization of the technology 
Strategy: Create strong brand identity and position the Bluetooth brand 


Table 1: SWOT Confrontation Matrix 

2.6 Bottlenecks 

· Lack of a strong, visible brand identity 

· Lack of a visible positioning of a Bluetooth brand

· Inaccurate brand image on Bluetooth 

· Lack of consumer awareness and familiarity with Bluetooth devices and applications 

· Lack of consumer awareness on the benefits of use and perceived value of Bluetooth wireless technology 

· Lack of consumer education on user scenarios and Bluetooth devices and their benefits  

· Ineffectiveness of the prior communication tools  

3 Communication Plan 

3.1  Ingredient Branding

Bluetooth is a wireless technology standard and not an end-user product, and for such reason we will be dealing here with an ingredient branding concept. Ingredient branding is a strategy that positions a brand of an ingredient of an end product as an essential component that makes the end product worth purchasing (George, 2002, p.1). 

According to Norris (1992), Bluetooth meets the two criteria necessary to initiate the  ingredient branding, firstly being a component of a product that cannot be bought nor consumed separately and secondly the brand name is used only for the specific ingredient and not end products as well. 

Many of the manufacturers and suppliers have already recognized the benefits of ingredient branding strategy and some has been very successful in its implementation.   Intel was one of the most successful companies to implement the ingredient branding into their strategy. Intel Inside campaign, was launched in 1991 representing for the first time ever a PC component manufacturer communicating directly to computer buyers (INTEL, 2007, “Intel Inside Program” section, para. 2). In their campaign designed to "educate both the retail sales associates and the consumers about the value of Intel microprocessors”, Intel collaborated with the manufacturers and convinced them to place the "Intel inside" logo unit in their advertising and other marketing material (Whitwel, 2005). Intel negotiated discounts with publishers and media organizations for the manufacturers that participated in the campaign (Whitwel, 2005). For such reason the manufacturers began co-branding their computers with Intel, the logo gained wider recognition, and it started to be perceived by consumers as a benefit in performance. Other companies providing the components for the end-user products, seeing the success of Intel’s program has followed and now many of them are just as well know as the end products brands for instance Dolby technology, Autoliv, Bosch or GORE-TEX. 

It has to be mentioned that Bluetooth can be considered as a special case of the ingredient branding as Bluetooth SIG is not a manufacturer of the Bluetooth chips however the “owner” of the Bluetooth wireless technology standard as well as the Bluetooth brand.  As mentioned in the introduction of the Bluetooth SIG, it is a non profit organization that consists of the member companies (manufacturers of Bluetooth enabled products) and has an assumed responsibility of guiding the development as well as promotion of that brand. 
In order to create a strong brand in any branding strategy, a brand identity must be established. 
3.2 Building the Bluetooth Brand Identity 
“Brand identity is a unique set of brand associations that the brand strategist desires to create or maintain. These associations represent what the brand stands for”
(Aaker, 1996, p. 68)

For the consumer to create an emotional association with the brand, they must firstly learn and understand the brand’s benefits (George, 2002, p.1).  According George (2002) these benefits “should be clear, credible, and easily identifiable, leveraging the ingredient to simplify a complex purchase process” (p.1). For Bluetooth, such benefits are definitely the ease of use, the global availability and its presence in a broad selection of product. Taking into consideration these benefits, a tag line Bluetooth ®. Easy Living. has been created, as the position to build the brand identity upon. 
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Bluetooth ®. Easy Living.

It is a very simple tag line however it reflects the main benefits that the use of Bluetooth can offer to its consumers. 
EASY: Many of the technologies are very complicated what can scare off the “average” consumer. Bluetooth is very easy to use and it is also one of its biggest strengths. Bluetooth does not require installation or set up; the only thing that a new user has to do is bring the two Bluetooth devices products within range of each other and once it is done the devices can connect and communicate. Therefore, it can be used by anyone who knows how to use a mobile phone or any other simple technology device. 

LIVING: Bluetooth can be used in everyday life as it is implemented is such a wide array of products - most of them of everyday use, such as mobile phones, headsets, music players, speakers, wrist watches, PCs or laptops. 

I feel that the combination of the two words perfectly illustrates the main advantages of Bluetooth. It reflects what Bluetooth SIG wants the consumer to think of Bluetooth: easy technology built in a wide array of applications that can be used anytime and anywhere transforming everyday tasks in everyday solutions. Once one incorporates Bluetooth in their life, it’s not one location - it’s everywhere. It’s not one applications - it’s many. 

There are three other words that I consider to be very important for the Bluetooth brand and therefore constitute a part of the Bluetooth brand identity. These words have been a part of Bluetooth for a long time however they have never been communicated to the outside world. These words are: 
 INNOVATION[image: image11.jpg]facebook
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 SIMPLICITY 

 FREEDOM
INNOVATION – It goes without saying that most of the Bluetooth products are very innovative and Bluetooth is always looking for opportunities to develop new, innovative devices. It is and has always been an essential characteristic of Bluetooth. 

SIMPLICITY – Since its development, Bluetooth SIG has been doing all it could to make the technology as simple as possible making it easy to use for anyone no matter age, education or gender.  
FREEDOM – Bluetooth gives its users freedom of communication. There is no need for cables so it provides a full freedom of movement. 
These three words will be used in the campaign in addition to the tag line Bluetooth ®. Easy Living. They will be incorporated in all the communication tools and tactics used in the campaign.
ICONS – Bluetooth Experience Icons were launched last year in order to help consumers understand what a Bluetooth enabled device can do and help consumers easily identify and buy compatible products. It is a great initiative of Bluetooth SIG towards a better consumer understanding of the technology however it has not reached the majority of the consumers.  None of my interviewees, for instance, have ever heard of the Bluetooth Icons. 
3.3 Building the relationship with consumers 

Once the brand identity is created, it must be communicated to the consumers. Many of the consumers still do not understand the ‘nuts and bolts’ of the Bluetooth technology therefore Bluetooth SIG have to focus on showing them how to integrate Bluetooth in their daily lives and how it can affect their lifestyles. As mentioned by Cristina Sanz, the Marketing Director of Parrot, consumers are afraid of new technologies therefore the more the industry talks about the technology the more it scares off the consumer. This campaign is meant to break down the technology barriers by showing to consumers the benefits of Bluetooth and how it can be used and incorporated in their daily life. 
Therefore, this branding campaign should be focused on a daily life activities and on how Bluetooth can be used in these activities and make one’s life easier by providing simple solutions to everyday problems. It should also show the consumer the ease of use of Bluetooth.  In the campaign there will be pictures/video of so called “average” consumer using various Bluetooth enabled products in the daily situations. This will give Bluetooth SIG the opportunity not only to show how easy it is to use Bluetooth but also the wide range of Bluetooth enabled products. 
From September till December 2007, the campaign will be launched in the so called BIG 5, namely UK, France, Germany, Italy and Spain. If the tools and tactics turn out to be successful, the campaign should be expanded to other countries in Europe and further afield. 
However, Bluetooth is an international brand and in this globalized world it is almost impossible to keep all the activities restricted to one area. Some of the activities (mainly PR activities) such as YouTube or Facebook profile for example cannot be kept within borders. 
3.4 Target Groups  
3.4.1 Consumers
What Bluetooth SIG wants to communicate is that Bluetooth can be used by everyone, everywhere and anytime. 

EVERYONE: It can be used by children, teenagers, parents or businessmen as it can be found in so many devices. 

EVERYWHERE AND ANYTIME: It does not matter whether you are inside or outside, at home, office or gym, plane, train or bus, Beijing or New York – you can create your PAN everywhere and anytime. 

That is why the main target group are general consumers with basic technology knowledge, meaning anyone who can use the mobile phone or turn on the computer. 

As not all of the general consumers can be approached in the same way or with the same medium I have decided to categorize this target group in four subgroups. These are: 
Digital natives – digital natives are the first generation to grow up with the new technology meaning they have spent most of their lives surrounded by and using computers, videogames, digital music players, video cameras, mobile phones, and all the other toys and tools of the digital age (Prensky, 2001, para. 3). Although their spending power is not the highest, they are the ones who are open to them therefore most probable to implement the new technologies. As the digital natives spent a lot of time online, the easiest way to reach them is through online activities. 
Businessmen/women – Bluetooth products are designed to improve the efficiency of work and to enable the business people to be mobile when working. In today’s world without borders, many people travel all over the world for business and therefore need simple and effective solutions to work efficiently while away. Businessmen/women can be reached through daily press, business magazines as well as online. 
Women – women are considered to be less technology oriented and although some women understand and can use the new technologies just as good or even better than men, there is still a significant number of women who see technology as a scary thing. However, Bluetooth is not only very simple in use and can be used even by those who do not consider themselves as electronic buffs but also can be found in many fancy looking products such as the Parrot photo frames. Women can be reached through the consumer magazines (lifestyle, beauty, interior design), daily press, online and TV. 
Family – Bluetooth can be used by all the members of the family and make the family life easier and more fun. In the broad array of products, any member of the family will find something for themselves. Not many are aware of it but Bluetooth products can even be used by children for example the Lego Mindstorm or gaming consoles. Family consists of a few persons with different lifestyles (including the groups above), that is why they can be reached through the same channels as mentioned above.  
3.4.2 Members 

The member companies are very important in the campaign as they are the manufacturers of the end products and therefore will be affected by the branding campaign of Bluetooth. Bluetooth SIG has thousands of member companies and therefore should try to collaborate primarily with the Promoter Members and the golden Associate Members and in the second place with the Adopter Members. 
3.5 Objectives  

· Bluetooth SIG wants the consumers to think of Bluetooth as an easy way of connecting various devices wirelessly at home, work or everywhere they go 
· Bluetooth SIG wants the consumers to know the broad range of Bluetooth enabled devices and the possibilities they bring 
· Bluetooth SIG want the consumer to know how to integrate Bluetooth devices into their daily lives gloomy 
· Bluetooth SIG wants the consumers to know the benefits of the use of Bluetooth wireless technology 

· Bluetooth SIG wants to extend its relationship with consumers to a more direct and interactive level 
· Bluetooth SIG wants the members to understand the new Bluetooth identity and incorporate them in their marketing activities
3.6 Messages 

· Bluetooth is a simple technology that can be used by everyone

· Bluetooth can be used anywhere: at home, work, gym, garden, airplane, train and any other place you want to use it 
· Bluetooth adapts to how YOU work and how YOU live, transforming everyday tasks into everyday solutions! 

· Bluetooth gives you freedom 

· Through Bluetooth, multiple devices ranging from phones, PCs, to cameras and wristwatches can be made to work together 

· Bluetooth devices are easy to pair and they work easily together 

· Bluetooth devices are a part of a modern lifestyle   

3.7 Tools and tactics
3.7.1 Members
Just like Intel did with the manufacturers of the computers, Bluetooth SIG should collaborate with the member companies to make the branding campaign a success. Before addressing the consumers, Bluetooth SIG should first address the members in order to inform them about the new brand identity. It is very important that the members understand the new Bluetooth brand identity and incorporate it in the marketing of their own, Bluetooth enabled devices. 
If the campaign will be successful, the member companies will significantly benefit from the Bluetooth brand as it will enhance the image, perceived quality and add an extra value to the their products. The new Bluetooth brand will then most probably strengthen the manufacturer’s brand and help them become more competitive in the market. 

For Bluetooth SIG this collaboration will bring great benefits as many of the members are very strong brands in the electronic/technology market what will immediately attract more attention. Moreover, many of the member companies have contracts with the so called trend setters, for instance David Beckham is a global ambassador of Motorola, one of the Promoter members of Bluetooth SIG. 
This target group is international therefore the companies in the whole world (most of them are international anyway) will be addressed and informed.  

3.7.1.1  Bluetooth Brand Book

The Bluetooth Brand Book already exists however at the moment it mainly contains the guidelines on how to use the Bluetooth trademarks namely the Bluetooth word mark, the Bluetooth figure mark and the Bluetooth combination mark. 
The new Bluetooth Brand Book should contain information on the new brand identity; explain its purpose, new tagline and the words used in the campaign. Furthermore, it should contain photos that will be used in the branding campaign. 
The objective of the Bluetooth Brand Book is to help member companies understand the new brand identity and invite and attract them to join the campaign. The new Bluetooth Brand Book should be uploaded on the membership website www.bluetooth.org and sent to the contact persons of all members. It should be done one week before the start of the campaign, on the 25th of July. 
3.7.1.2 SIGnature magazine 

Another way to reach the members and promote the new Bluetooth identity to them is by the use of SIGnature, quarterly business-to-business publication of Bluetooth SIG that has been launched earlier this year. 

The new Bluetooth identity should be a theme of the next issue and should be introduced by Mike Foley in the Foreword. On page 5, there would be an article explaining the brand concept and the reason for the campaign. 
Furthermore, there will be one page advertisement (the ones to be used in daily press and magazines) presenting a photo.

The objective is the same as the release of the new Bluetooth Brand Book namely, helping member companies understand the new brand identity and inviting/attracting them to join the campaign.

3.7.1.3 EXTRA BENEFITS FOR MEMBERS 
Bluetooth SIG offers many benefits to its members, depending on their status. For the companies that will decide to actively engage in the new Bluetooth branding campaign Bluetooth SIG could offer extra benefits. 
These would have to be discussed and decided upon with the whole Board of Directors therefore it is difficult to make a proposal however Bluetooth SIG should definitely take it into consideration and discuss the options. 

3.8 Consumers  

3.8.1 Advertising 

Advertising is suitable to help consumers to know brands and their benefits and effective for fast brand building. For such reason I consider it to be an appropriate tool to use in the case of the branding campaign of Bluetooth. 
3.8.1.1 TV SPOTS

5 different 30 sec. TV spots showing one family and people in their environment presenting different daily life situations.  During the TV spots there will our three main words flying through the screen and at the end there will be a male voice saying Bluetooth ®. Easy Living. and the tag line will also appear on the screen at the same time as the Bluetooth logo. Advertisements are to be shown in so called BIG 5 on the channels presented below. These TV channels are the most popular commercial channels in each country. 
UK – ITV1 
Germany – RTL  

Italy – Mediaset 

Spain – Antena 3 

France – TF1 (one of two most popular channels in France). 
First TV spot – showing a family. Mom making a photo with Bluetooth enabled photo camera of the baby and sending it to the Bluetooth enabled photo frame that stands in the central point of the living room on the fireplace. Dad saying goodbye to mum, baby and their older son (age 12) and daughter (age 18) that are playing tennis on the new Nintendo Wii and another son in the age of 10 is playing with the Bluetooth Logo.   

Target group: 

· Tier 1 FAMILY 

· Tier 2 WOMEN 

Second TV spot – as a continuation of the first one, dad getting to his car turning on the Bluetooth enabled car kit and calling his assistant at work to check the address of the location of this appointment at. We can see the assistant using her Bluetooth enabled keyboard and mouse with her laptop to search for the location and gives dad the location. 

Target group: 

· Tier 1 BUSINESSMEN/WOMEN 

· Tier 2 FAMILY 

Third TV spot – the daughter goes to the party with her friends where a DJ battle takes place. DJs are using the Bluetooth enabled sound systems to stream music. When she wakes up in the morning she sends via Bluetooth the song played by the DJ to her phone and sings it. 

Target group: 

· Tier 1 DIGITAL NATIVES  
· Tier 2 FAMILY 

Fourth TV spot – baby sleeps, mum is walking around the house talking on the phone using a headset while doing many other things (picking up toys, watering the plants, cooking) and the 12 year old son is playing with the Bluetooth Lego.  Furthermore, in the house you can see various Bluetooth enabled products integrated into the interior design, a photo frame on the fireplace, sound system on the shelves from which music is softly playing. 
Target group: 

· Tier 1 WOMEN  

· Tier 2 FAMILY 

Fifth TV spot – the family goes on holidays, they get in the car and dad sends the location address from his PDA to the Bluetooth enabled personal navigation system. Second scene, they are in the holiday’s house and the daughter is listening to the music that she streams from her music player to the small Bluetooth enabled sound system and dad connects to Internet through Bluetooth using his mobile to check the weather for the day. 
Target group: 

· FAMILY 
3.8.1.2 ADVERTISING IN THE DAILY PRESS AND MAGAZINES
Bluetooth SIG should advertise in the magazines. There should be 5 advertisements created picturing photos of different daily situations with a headline Bluetooth ®. Easy Living. Bluetooth has already a great data base of photos presenting various daily situations. These photos can be used for the creation of the advertisements. 
For each target group a different media would be used to advertise Bluetooth. 

Digital Natives – These advertisements would be posted online. As digital natives spend most of their time on Internet, the advertisements will be placed online. 

Businessmen/women – business magazines and journals, business online forums as well as daily newspapers. 

Women – The two main “trend setters” when a womens world is considered namely the Cosmopolitan and Glamour.  

Family – Daily newspapers, but also the above 

Below the list of the magazines where the advertisements should be placed can be found: 
Daily press: Daily Telegraph (UK), Bild (Germany), Le Monde (France), Corriere della Sera (Italy), El País (Spain). 
Magazines: Cosmopolitan (UK, Germany, France, Italy, Spain); Glamour (UK, Germany, France, Italy, Spain)

Business Magazines: The Business (UK), Handelsblatt (Germany), Les Echos (France), L’Espresso (Italy), Gaceta de los Negocios (Spain)

Online: Facebook, Bluetooth Blog, Bluetooth website 
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Family  

I have created one example of an advertisement (see Appendix). This is of course just an example of an advertisement that I made to illustrate the basic idea.  The actual advertisements would be created by a production office of Porter Novelli that is situated in Ghent. 
Where? Europe (Big 5)

When? September 2007 – December 2007 

For whom? All  consumer groups 
3.8.1.3 BANNER ON MSN MESSANGER
A 234x60 MSN-Banner of 10 sec should be placed on the MSN Messenger. MSN Messenger is used by almost any person that has a computer and makes use of Internet. It is one of the main ways of communication between and currently has approximately 180 million active users per month (MICROSOFT, “About MSN Messenger” section). The reach and the audience profile of the MSN-banner as indicated on MSN Website (“Advertise/MSN Life Messenger/Audience Profile” section) can be seen below: 

Reach 

Unique Users: 25,663,000

Page Views: 
27,240,000

Time Spent: 
1h 20m
The banner would transfer the consumers to the Bluetooth website section Connect where different scenarios and products of Bluetooth can be found. 
Where? Europe/International

When? September 2007 – December 2007 

For whom? All consumer groups  

Desired outcome? 

50.000 hits  

3.8.2 Public Relations  

Bluetooth SIG has been using PR as a communication tool for quite a long time now. The PR activities of Bluetooth have been successful when the technology press is concerned and when major technological developments has been announced. However, the time has come for Bluetooth SIG to use a new efficient approach to PR and use it more efficiently when communicating to the consumers. 

3.8.2.1 PRESS RELEASE 

When writing the press release announcing the start of the new branding campaign of Bluetooth, Bluetooth SIG should consider changing the writing style for this particular press release. Bluetooth SIG press releases are written in a very formal way using very technical language. That comes mainly as the press releases have been usually addressed and sent out to the technological press. 
This press release should be more informal, less technology-focused and include a few photos that will be used during the campaign (one photo per each target group). The reason and purpose of the campaign and activities that will follow should be explained in the press release. 
The press release should be sent out on a day of the start of the campaign to the European press (dailies, tech, and consumer). 
Where? Europe

When? 1st of September 2007

For whom? All consumer groups  

Desired outcome? 

Minimum 50 articles in online and printed media 

3.8.2.2 WEBSITE 

The website should be adjusted to the new identity. The new pictures should be placed on the website in addition to the link to the YouTube account and the Facebook profile. Furthermore, the videos of the TV spots should be uploaded. Also the new Bluetooth Brand Book should be uploaded. 
Where? Europe/International 
When? End of August/to be ready 1st of September (refreshed)
For whom? All consumer groups  

Desired outcome? 

500.000 views 

3.8.2.3 BLUETOOTH BLOG 
Blogging has become very popular in the last years and it is now considered to be an inseparable part of the communications landscape. Not all companies integrate blogging into their communication strategy as many find it scary at first sight for the fact that the content of a blog cannot be completely controlled. However, blogs are worth taking a risk as some of  “the best known weblogs attract the kind of traffic that even big name e-commerce sites would be jealous of” (BBC, Ask Bruce, “What is Blogging?” section).
There is a number of rules to make blogging successful, however these are well known by the technology team of Porter Novelli as well as Mike Foley. Porter Novelli with its two blogging specialists has great experience in the creation and maintenance of blogs. Mike Foley, the CEO of SIG has his own blog however it is a very technical blog and is addresses mainly to the members and the technology journalists. The blog will have as its purpose create an interactive and more intense relationship with the consumers as blogging will enable Bluetooth SIG to interact with the consumers on a more personal level. 
The blog should be written under the name of Anders Edlund, firstly because Mike Foley already has his own blog which could be confusing and secondly as it is Anders who is the “visible Bluetooth person” in Europe. 
Where? Europe/International 

When? September 2007 – December 2007 

For whom? Digital Natives/All 
Desired outcome? 
1000 Visits a Day 

5000 RSS Subscribers 
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3.8.2.4 BLUETOOTH ON
One would have to be living under a rock not to have heard of YouTube and hard pressed to find someone that has not viewed a clip on the Internet video sharing site. YouTube, founded in 2005, is a leader in online video that allows everyone to watch and to upload videos on the www.youtube.com website as well as generally across Internet through blogs, email or other websites. (YouTube, 2007, “About YouTiube” section). Currently around 100 million videos are downloaded each day (Kirkpatrick, 2006). 

The Bluetooth SIG can use YouTube to increase the consumer outreach and reach more people with their new branding campaign. The SIG should create an profile named Bluetooth ®. Easy Living. on YouTube. The site should be organized in a way that is consistent with news and messaging aimed at consumers. 

Bluetooth SIG should put the advertisements on the YouTube in addition to other, longer movies it already has as they had been made by Porter Novelli for various occasions. One of such examples is a short movie on two teenagers that presents the use of most of the Bluetooth applications and how can they be incorporated into the teenagers’ lifestyle. This movie has been made for the Bluetooth SIG All Hands meeting 2007. 

In addition to the press release, the presence of the Bluetooth ®. Easy Living. on YouTube should be promoted by a number of viral tactics. It can be announced the Bluetooth SIG’s website, membership website, on Mike Foleys blog, member companies blogs (for example Parrot’s blog http://www.parrot.biz/blog/) and in the member newsletter as well as the new SIG magazine. 

Furthermore, Bluetooth SIG should announce a YouTube video competition: anyone can join by creating their own viral movie promoting the Bluetooth technology (using one or more Bluetooth enabled devices). Then the participants will upload the movies on a special place of the Bluetooth YouTube profile. Bluetooth SIG would let people vote and the movies with the most votes will be the winners.  The competition will be announced on the Bluetooth profile on YouTube, on Facebook, on the Bluetooth.com site as well as on the blogs (Bluetooth blog and Parrot blog). There will be three winners and all of them will receive a prize. First prize would be a Parrot Party, a second prize a 7” Photo Frame, second prize and a third prize 3,5” Photo Frame. Winning movies will of course be posted on the YouTube profile, Bluetooth blog, Bluetooth.com website and announced with the press release. The competition like the one above is a cheap way of creating hype and the main benefit will be the interactive contact with the audience.   
Where? Europe/International
When? September 2007 – December 2007 

For whom? Digital Natives 

Desired outcome? 

50.000 views 

At least 150 videos created for the YouTube competition. 
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BLUETOOTH ON
Facebook is “a social utility that connects people with friends and others who work, study and live around them”. People use Facebook to keep up with friends, upload an unlimited number of photos, share links and videos, and learn more about the people they meet” (FACEBOOK, 2007, “About Facebook” section). 

Facebook is extremely popular and in February 2007 reached the number of 25 million members worldwide, the number that is growing 3% per week with 100,000 new users per day (Facebook Statistics, 2007). Facebook is used by people of all ages with the fastest growing population is the age group of 25 and over and the 50 per cent of the users coming back to the site every day  (Facebook Statistics, 2007). It has already been used by many companies, small and big, as a great tool that offers free marketing in addition to the very interactive relationship with the consumers.  

Bluetooth SIG should create a group on Facebook called Bluetooth. The group will include the TV spots created for the campaign, other movies that will also be posted on YouTube and different photos such as the house photos and other photos of different applications and Bluetooth enabled devices. Each group has their own discussion board which gives the consumers an opportunity to discuss movies uploaded on the site or any other subject related to Bluetooth wireless technology in addition to the possibility of asking questions. 

The advantages of creating a “Bluetooth” group on Facebook are meeting the consumers in their own environment and creating a direct contact with them. Bluetooth SIG will be able to see who are the people interested in the Bluetooth wireless technology, the devices and the applications. 

Moreover, a Facebook competition should take place as well. Only this time it would be a photo competition. Anyone from Facebook can join the competition by joining the Bluetooth group and uploading a holiday picture featuring one’s favorite Bluetooth device. The “craziest” pictures will be chosen by Bluetooth SIG/Porter Novelli and the winner will receive a Bluetooth enabled Kodak photo camera and an Olivetti my way printer (as well Bluetooth enabled).  Similarly to the video competition, the photo competition is an inexpensive way of creating hype and interacting with the audience.   

Where? Europe/International 
When? September 2007 – December 2007 

For whom? Digital Natives 

Desired outcome? 

700 members of the group 

15 posts from the group members 

3.8.2.6 BLUETOOTH @ HOME

Many of the Bluetooth devices can be used as at home, not only the devices like mobile phones, headsets or laptops but some of the devices can actually be a part of the interior design of a house. As Bluetooth gives the consumers freedom from cables it also means that they are free to design their homes and home offices the way they want. One simple example, if one needs a printer but do not have room on their desk, they can put it on the shelf or even in the closet (as the printer does not have to be attached in any way to the computer). Therefore, Bluetooth SIG should try to reach the Interior Design Magazines, Lifestyle Magazines as well as other magazines that have a home/interior design section included to show how Bluetooth can be integrated in the interior design of one’s house. 

Photos taken by a professional photographer of Porter Novelli in various houses, namely an apartment, a studio and a house to show that Bluetooth fits in any housing type should be sent to the magazines together with a short bylines article explaining how one can make their life easier by integrating Bluetooth to their house. The photos of the living room, teenager’s room, and study room should be taken and each of the three locations should present different styles, for example: modern, classic and Asian interior style. There should also be persons present in some of the pictures. The example of such pictures can be photos taken by Parrot for their monthly magazine. 
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The pictures should be sent to the magazines staring the tag line Bluetooth ®. Easy Living. and shortly describing in a catchy way on what can be found on the picture and how it works. 
Where? Europe 

When? September 2007 – December 2007 

For whom? Women and Family 

Desired outcome? 

Bylined article/Pictures published in at least 1 Interior Design Magazine per country  

Bylined article Pictures in at least 2 Lifestyle/Glossy Magazines per country 

3.8.2.7 BLUETOOTH @ WORK

Today’s businessmen do not only work in the office. In this globalized world with the international and multinational companies, many of the businessmen spend a significant part of their working time traveling. How great would it be to take your office with you, anywhere you go. Now with Bluetooth wireless solutions and the possibility to create a Personal Area Network, it is now possible. 

Bluetooth wireless technology can set one’s office free of nearly every other cable. Bluetooth technology is the key to efficiency for every businessman. With Bluetooth, one can pair a PDA with a computer, a computer to a variety of peripherals, a mobile phone to the landline phone and both to a wireless headset.  IT IS ALL ABOUT MAKING ONE’S PERSONAL AREA TRULY PERSONAL! 

Bluetooth should write a bylined article on how Bluetooth can bring more productivity at work and add photos of various scenarios of the use of Bluetooth in the business world and send it out to the business publications in Europe. 

Where? Europe 

When? September 2007 – December 2007 

For whom? Businessmen/women  

Desired outcome? 

Bylined article/Pictures published in at lease one Business Magazine per country  

3.9 Campaign in a nutshell 

	Activity 
	Target Group
	Objective
	Message
	Timeline 
	Evaluation 

	Bluetooth Brand Book
	Members
	Bluetooth SIG wants the members to understand the new Bluetooth identity and incorporate them in their marketing activities 
	n/a
	August-September 2007
	Number of members that decided to co-operate in the campaign

	SIGnature
	Members
	Same as previous
	n/a
	September 2007
	Number of members that decided to co-operate in the campaign

	Extra benefits for members
	Members 
	Same as previous
	n/a
	August – September 2007 
	Number of members that decided to co-operate in the campaign 

	TV spots 
	Consumer (all groups)
	To think of Bluetooth as an easy way of connecting various devices wirelessly at home, work or everywhere they go 

To know the broad range of Bluetooth enabled devices and the possibilities they bring 
To know the benefits of the use of Bluetooth wireless technology
	Bluetooth is a simple technology that can be used by everyone

Bluetooth can be used anywhere: at home, work, gym, garden, airplane, train and any other place you want to use it 

Bluetooth adapts to how YOU work and how YOU live, transforming everyday tasks into everyday solutions! 

Bluetooth gives you freedom 

Through Bluetooth, multiple devices ranging from phones, PCs, to cameras and wristwatches can be made to work together 

Bluetooth devices are easy to pair and they work easily together 

Bluetooth gives you freedom 

Bluetooth devices are a part of a modern lifestyle   
	Creation August 2007

On air September – December 2007 
	Brand Equity Survey created by PN for Bluetooth SIG among consumers in January 2008 checking the Bluetooth brand image and the recall of the messages

Number of the viewers that have seen them 

	Advertising in dailies and magazines 
	Consumer (all groups)
	To know the broad range of Bluetooth enabled devices and the possibilities they bring
To know how to integrate Bluetooth devices into their daily lives
	Bluetooth is a simple technology that can be used by everyone

Bluetooth can be used anywhere: at home, work, gym, garden, airplane, train and any other place you want to use it 

Through Bluetooth, multiple devices ranging from phones, PCs, to cameras and wristwatches can be made to work together 
	Creation August 2007

On air September – December 2007 
	Brand Equity Survey created by PN for Bluetooth SIG among consumers in January 2008 checking the Bluetooth brand image and the recall of the messages


	Banner 
	All consumer groups 
	n/a
	n/a
	Creation August 2007

Online September – December 2007
	Number of hits  


	Press Release
	All 
	Inform about the campaign, the new identity 
	n/a
	
	Media coverage that resulted from the press release 

	Website 
	All 
	All
	All
	August 2007 
	Number of page impressions 


	Bluetooth Blog
	Consumer (all groups)
	To extend its relationship with consumers to a more direct and interactive level 

To know the broad range of Bluetooth enabled devices and the possibilities they bring 
To know how to integrate Bluetooth devices into their daily lives
	Bluetooth devices are a part of a modern lifestyle

Through Bluetooth, multiple devices ranging from phones, PCs, to cameras and wristwatches can be made to work together 


	September – December 2007 
	Number of page impressions 
Number of RSS Subscribers

Number of posts on the blog 

Analysis of the posts 

	Bluetooth on YouTube
	Consumer (mainly Digital Natives)
	To extend its relationship with consumers to a more direct and interactive level 

To know the broad range of Bluetooth enabled devices and the possibilities they bring
To know how to integrate Bluetooth devices into their daily lives
	Bluetooth devices are a part of a modern lifestyle   

Through Bluetooth, multiple devices ranging from phones, PCs, to cameras and wristwatches can be made to work together 


	September – December 2007
Competition September 2007
	Number of views of the Bluetooth SIG profile
Number of videos viewed

Number of the videos uploaded by the consumers as a participation in the video competition 



	Bluetooth on Facebook 
	Consumer (mainly Digital Natives) 
	To extend its relationship with consumers to a more direct and interactive level 

To know the broad range of Bluetooth enabled devices and the possibilities they bring 

To know how to integrate Bluetooth devices into their daily lives
	Bluetooth devices are a part of a modern lifestyle   

Through Bluetooth, multiple devices ranging from phones, PCs, to cameras and wristwatches can be made to work together
	September – December 2007
Competition September 2007
	Number of users that joined the Bluetooth SIG group 

Number of posts on the discussion board 

Number of photos uploaded as a part of the photo competition

	Bluetooth@Home
	Consumer (mainly women)
	To know the broad range of Bluetooth enabled devices and the possibilities they bring
To know how to integrate Bluetooth devices into their daily lives
	Bluetooth devices are a part of a modern lifestyle   
Bluetooth can be used anywhere (in this case at home)


	September 2007 – sending out 
September – December 2007 – follow up 
	Media coverage in Interior Design magazines 

Media coverage in Lifestyle magazines

	Bluetooth@Work 
	Consumer (Businessmen/women) 
	To think of Bluetooth as an easy way of connecting various devices wirelessly at home, work or everywhere they go 

To know how to integrate Bluetooth devices into their daily lives


	Bluetooth can be used anywhere

Bluetooth adapts to how YOU work and how YOU live, transforming everyday tasks into everyday solutions! 

Bluetooth gives you freedom 
	September 2007 – sending out 

September – December 2007 – follow up
	Media coverage in the business magazines



Table 2: Campaign in a nutshell 

3.10 Budget 

	Bluetooth ®. Easy Living. 

	Proposed budget (€)
	Costs 
	Fees*

	Bluetooth Brand Book  

	Writing 
	
	12hx€143 = €1716

	Layout  
	
	20hx€170 = €3400

	

	SIGnature 

	Writing 
	
	6hx€143 = €858

	

	Extra benefits for members  

	n/a

	

	TV Spots

	Filming and editing 
	€7500 x 5 = € 37500
	

	Advertisements on air 
	€2.822.400**
	

	

	Advertisements

	Photo shoot (two days photo shoot + editing PN photographer) 
	€1500+€300 = €1800  
	

	Creation 
	
	30hx€170=€5100

	 Advertisements placement 
	€6500x40(8x5)+ €6500x30  = 455.000***   
	

	

	Banner on  MSN Messenger 

	

	Creation  
	
	8x€170=€1360

	Placement 
	€10.000x4=€40.000
	

	

	Press Release 

	Writing and sending out  
	 
	10hx€143=€1430

	Follow up 
	
	10hx€143=€1430

	

	Website  

	Refreshment 
	
	8x€170=€1360

	Maintenance 
	
	2x€143x16 = €4576

	

	Bluetooth Blog 

	Creation 
	 
	5hx€143 = €715

	Coordination
	
	2hx€143x16weeks = €4576

	Blog space 
	€160 (one year)
	

	

	Bluetooth on YouTube 

	Coordination 
	 
	8x143x6 = €6864

	Prizes for winners
	Sponsored by member company
	

	

	Bluetooth on Facebook  

	Coordination 
	 
	      8x€143x6 = €6864 


	Prizes for winners 
	Sponsored by member company
	

	

	Bluetooth @ Home 
 

	Photo shoot (one day photographer PN +editing) 
	€ 750 photography + € 300 editing
	

	Writing an article 
	
	4x€143 = €572

	Creation of media list 
	
	2hx€143 = €286

	 Sending out and follow-up 
	
	10x143 = €1430  

	  

	Bluetooth @ Work

 

	Photo shoot (one day photographer PN +editing) 
	€ 750 photography + € 300 editing
	

	Writing an article 
	
	4x€143 = €572

	Creation of media list 
	
	2hx€143 = €286

	 Sending out and follow-up 
	
	10x€143 = €1430  

	

	Evaluation, team calls, meetings, reporting 
	
	€11000

	TOTAL
	€3.321.460
	€55.825


Table 3: Budget
*143 – an average rate for one hour of consultant at Porter Novelli
  170 – an average rate for one hour Art Director at Porter Novelli
**Approximate estimation of the cost of the TV Spots 

3 x €660 = 1980– in the noon  

1 x €6.300 = 6.300 – Saturday morning 

1 x €27.000 = 27.000 – evening program 
Total €35.280

€35.280 x 16 weeks x 5 countries = €2.822.400 
Advertisements 

€6500 – an average price of a one pager 

€6500x40(dailies: 8times meaning every second Saturdayx5countries) + €6500x30 (magazines)   = 455.000***   
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