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‘ C was founded in 1997 by Preeti Vyas, to deliver integrated Design
solutions to a burgeoning Indian market. With the vision to transform
the marketplace using Strategic Design and cutting-edge communication

solutions, VGC has worked with some of India's biggest brands while creating
value through Design.

Operating from Mumbai and Bengaluru, our team works with passion and
verve to deliver innovative solutions; right from developing strategy to
completing a superior creative expression across all media vehicles. We
have a creative reputation for ensuring a high return on investment through
intelligent and innovative solutions. We believe, only that Design which is
good for your business is good Design.

VGC has grown to become one of India’'s most recognized and sought after
consultancies. We are ranked among the top four Indian Design agencies by
The Economics Times, featured in the Brand Trust Report and our work for
Nitesh Fisher Island won an award at the International Property Awards, 2012.
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JL Morisons Baby Dreams

 Baby Dreamsis one of the main brands of the J L Morison
Group which was launched with a whole range of baby / CO
mother care products
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* Forvariousreasons, most of the products were d|Scont|nued ) pa -y
but limited assortment of feeding bottles and teats, soap and ’

talc were retained (_)\J
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* The group decided to give the brand a complete overhaulin
terms of its aesthetics and also in terms of the complete
brand DNA to be competitive in the market place

« With the new brand the group wanted to launch more than
30 products and new premium range



Client Brief

A strong for Morison's Baby Dreams
Present Morison's Mother & Baby carerange as a that
createsa which willencompass the mother/

child bonding during that phase of a woman's life & make her child rearing
journey a pleasant one.

A distinct



Objectives

Make for higher recognitionin target audiences which favourably influences
their choices

Clearly define the brand architecture
Enable the brand to establishitself more successfully in new markets
Establish credibility through core values

Sustain and maximize the length of time for this positioning



Our Process

Interviews and

. Critical Areas
Interactions

|dentified and Recommendations
Analysed

Market Survey
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Key stakeholders — internal / external
sales team
retailers







Inferences

Consumers

Mother
Father

Purchase drivers

Availability

Visibility — via communication
and packaging

Reputation

Pricing

Occasion

Need based
Bulk
Gifts

Influencers

Retailer
Communication
Peer group
Elders

Other products




Word of mouth, one of the most effective
communication vehicle

It is a category ruled by emotional decisions;
all brands play in the same area



Brand Pillars

My choices make me the smartest mom in the world

My child deserves the best

| love my baby more than anything in the world

QUALITY




The smart choice of loving
parents we call it



New identity based on the positioning
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Product Categorization

Baby Teats

Regular Feeding Bottle
Baby Oil

Baby Soap

Diapers

Pacifiers

Water Teethers
Silicone Teethers
Designer Feeding Bottle
Designer Pacifiers
Comb and Brush

Nose Cleaner tube
Disposable diapers

Health N

Hygiene

Health N Hygiene

Anti-Bacterial Wet Tissue
Wipes

Tooth Brush

Bottle & Teat Brush

Liquid cleanser

Sterlising Tablet

MaTime

Stretchmark Cream
Breast Pump

Breast Pads

Breast Feeding Support
pillows

Cooling Feet Gel



Product Category — Color Palette

Health N
Hygiene




Challenges

One of the biggest challenge in the category across all markets is lack of
awareness and education in minds of the consumers and retailers, to enable
them to make a conscious choice



Our packaging solutions
addressed both these issues



Introducing Luv & Khushi




Growing up with Luv and Khushi

Our mascots, Luv and Khushi were created as key
communication tools that held conversations with
the child’'s mother through the product packaging
since advertising for these products is against
government policy.



Growing up with Luv and Khushi

As we offer products for different age groups, the dynamic
mascots were used at different stages of their growth.

In effect, Luv and Khushi grew along with the child using
the products.




Baby Dreams - Before




Detailed Packaging - Front
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Age Group
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description

Luv & Khushi -

Interacting with
the products

Feature List



Trust Symbol

Morisons’

Main Branding

babydreacms
PrOduct Name : COOL BUDDY , P \ ::‘:“hl':mlm.ddwuknmm"

*Four central incisces (cutters) that
start appesnng at around 6-7 months.
+ Feur mwone side ncisors that sppsar
Morisons Cool Buddy is an :trm-d_n months !
educational, soothing and i BACL kb A

playful water filled toy teether. e — it o L uv an d K h us h | ' S

= ” water esther is soecially appear between 16 & 20 months.
Developed with the finest quality shopsd o n eany B0 S + Foat atfer batk malars that appest

Product Description ik o it | | e 30 e conversation

i wathing efact on som &
R s ricto o o LUV : Yes. And these teethers saothe
KHUSHI 1 OF coursa | da ther sare & tender gums.

o | | i about the product,

A Few Things to Remember S pe—— 15 water toathars, making tneshing

el | Bt I IEST its features

Elving it to the baby. rang= ol siicore heeiters

* Rinse teethers with warm water & mild enfled Toolh Buddy

soap before & after every usa. KMUSHI - Tou've misssd wnmething a nd beneﬁts-
= Store n acool dry place when teethers. Luv Rty Then o0 tell me.

are not in use. KMUSHI  Morsons's promee of
* Do ot bail ar freeze the teethers.

they also give
other product info.

ou & me, e lesting Liw
= Dispose leether il punciured o tom £ Khushi

due 1o frequent use,
* To be given 1o the haby only under an

. adulls

Things to Remember — B 151070
* Water hlled inside may become

unsanitary due to change inclimatic

conditions and temperatures.

= Both JLMorison India Ltd & Arihant
Industries accepts no responsibility for
any loss or damage suffered by any
person as a result of the use or misuse

BABY NEEDS

MASTI TIME

of these

g HEALTH & HYGIENE
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Paced Product Range

Batch Mo :

e Graphic

or emall lo customercared|imarison.com.

MANUFACTURED BY
Arihant Industries, 57 (243 1, Bhenslor Ind Estate,
Mani Daman, Daman 396 210, India.
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DESIGNER FEEDER

POLYCARBONATE
FEEDING BOTTLE
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Regular Bottles
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Designer Bottles
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Royal Bottles




Mini Feeder
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PoochiFeeding Cup

Sty |

Morisons Poochie Feeder Cup is a Bundle of !1}';

Luv & Khushi. - . o e
-grad Mons ons FEEDING CUP

Developed with the finest quality food-grade

éd;'promim.wassureyuu complete safety and bu b? dreUUS

heatth, Mareover, the playful and friendly designs on
ur Poochie cups make feeding time fun and enjoyable
for your lttle bundle of oy,

A Few Things to Remember

—

+ Clean your baby's Paachie cup with Iukewarm
waterbefore & after each use.

+ Sterilize the poochie CUp in warm water before use.

+Donot useany abrasive cleg
anti-bacterial cleaners,

+ Before each yse, Inspect the

& dispose if any,
+ Do not store the (<1
Souree of heat ag gy

ning agents or any other
product for signs of

punder diract sunlight or near 3
is could damage the praduct,
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Teethers
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Bottle Cleaning Brushes
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our above product range includes bottles and
accessories designed to aid your baby’s healthy
growth at various stages
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SMARTER MUM’S CHOICE

Growing with luv and khushi




The packaging of each product formed a platform to communicate and
educate the user about the product and its value proposition. Our mascots,
Luv and Khushi as key communication tools held conversations with the
child's mother through the product packaging since advertising for these
productsis against government policy. The packaging was strategically
designed so as to work well with both general and modern trade.

The new packaging resulted in a higher shelf throw in stores.

With the launch of the new identity and packaging, the company saw
anincrease of 15% in sales as well as greater brand visibility and
familiarity. This was achieved without an advertising campaign,
indicating conversion of walk-ins who could have settled for any
brand available in-store.

This entire re-branding exercise won JL Morisons Baby Dreams
a Designomics Award for Best Packaging in 2012,



Client Speak



“l think that in terms of the new and
refreshed identity being memorable and
the associations it has created around it,
in terms of the fact that it binds people
together even within the organization, it
has worked wonders for us in more ways
than one.”

Kumar Mangalam Birla, Chairman
ADITYA BIRLA GROUP

"VGC have been the catalyst and the
drivers of the Editorial Design Change
at Impact magazine. We approached
them for a design change but they went
beyond the brief, pushed and backed
for suggested changes, got involved in
all aspects and got us to believe in it
and implement it. Since then, we have
received humungous positive feedback
for the product."

“With their first strategy presentation, VGC has kept “I have received

their promise of fresh, out of the box creative thinking, accolades for the quality
firmly rooted in sound strategy. We were impressed with and content of the

the process, research and ideation to deliver quality communication and newly
solutions at this stage, which otherwise might have crafted brand name, for

taken three stages to achieve.”

“We commenced a project for Foster’s with
VGC recently. In the eighteen months | have
spent in the country | have not come across
as many good ideas and fresh thinking as

| saw in 30 minutes of their presentation.

| wish VGC’s Bangalore operations well in its
new journey.”

Derek Hugh Jones, Director Marketing
SABMILLER INDIA

which the real credit goes
to team VGC”

Neha Hiranandani, Director
HOUSE OF HIRANANDAN!I

“VGC'’s reputation for Branding
Services is very strong. VGC has
done an impressive job of creating
a Brand Design Portfolio for the
transition of Madura Garments to
Madura Fashion and Lifestyle.”

Pranab Barua, CEO
MADURA FASHION & LIFESTYLE




SOME OF THE CLIENTS POWERED BY VGC SINCE 1997

ADITYA BIRLA GROUP
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Vyas Giannetti Creative Pvt. Ltd. | Integrated Design Consultancy | E creative@vgc.in | W vgc.in




