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Research background and objectives 

ÛWe observed a lot of insecurity among brands when it came to choosing, validating or checking and verifying the 
performance of their claim. 

 

ÛHere are the main questions which inspired this research: 

ÛDoes a brand need a claim? 

ÛWhat can a brand expect from a claim? 

Û(Ï× ÔÏ ÔÅÓÔ Á ÂÒÁÎÄ ÃÌÁÉÍ ÔÏ ÓÈÏÒÔÃÕÔ ȰÃÏÇÎÉÔÉÖÅÌÙ ÐÒÏÃÅÓÓÅÄȟ ÒÁÔÉÏÎÁÌȟ ÓÍÁÒÔ ÁÎÓ×ÅÒÓȱȩ 

ÛWhat if we asked consumers to make their inner pictures visible when confronted with a claim? 

 

ÛWe found a way to engage consumers emotionally, quickly and playfully whilst listening carefully to their verbatim while 
giving instructions to a professional actor. Discover more on the next pages ! 
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Research design focused on Brand Claim  
while respecting the Corporate Identity 

Û 58 different brand slogans  

Û 14 different categories such as food, household appliances, automotive, 
health and beauty, retail, etc.  

Û 46 consumers interviewed, aged 17 to 71 years old, men and women, good 
mix of social classes 

Û The single slogans were printed on cards together with the corresponding 
brand logo (full CI). 

ÛAll cards split into 5 rotations, one set of cards included 11-12 brands. 

ÛEach respondent assessed one set of cards and picked the brands in a 
random order. 

Û The interviews took place on 3 different days in Mannheim. 
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More than 20 hours of video material to analyze! 
A total of 6,000 pictures, poses taken and expressions portrayed! 
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A set-up based on the dynamic interaction of the consumer  
with an actor at his/her service 

ÛRespondents slipped into the role of director and 
instructed our actor to show a specific facial expression 
or pose, in order to express the brand slogan as they, 
the consumers, would understand/ picture it in their 
mind. 

Û The actor then had to demonstrate the respective 
slogan only using body language and facial expression 
ɀ no verbal dialogue allowed. 

ÛParticipants were required to describe the slogan in 
their own words, so that the actor was able to portray 
it.  
IMPORTANT: They were asked not to use the words of 
the slogan and not to reveal the brand. 
)Ô ȰÆÏÒÃÅÄȱ ÔÈÅÍ ÔÏ ÐÁÒÁÐÈÒÁÓÅ ÁÎÄ go beyond the 
usual vocabulary. 

5 

The actor was a puppet in the ÃÏÎÓÕÍÅÒÓȭ ÈÁÎÄÓȢ  
He was instructed to follow orders and not to interpret anything himself.  
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Assessing brand claims:  
What the pantomime methodology reveals 
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ÛThe methodology is very efficient to understand: 

- If consumers understand the claim or not 

-The emotions they project onto it 

-The images that come to their minds 

 

ÛIt is good to check brand awareness (even if it was 
not the objective of this research) 

 

ÛPictures and verbatim complement each other 

 

ÛThe verbatim is rich and full of anecdotes because 
consumers are not allowed to mention the brand. 
It requires them to go beyond the usual rational 
description. 

 

ÛWe often had the case of consumers describing 
situations involving the products or the category 
instead of focusing on the meaning of the claim.  

We then had to analyze if it was due to a strong 
category halo effect (making it hard to focus on 
something other than the category script, for 
instance driving cars or putting food/ drinks/ 
cigarettes into the mouth)  

ȣÏÒ ÉÆ ÉÔ ×ÁÓ ÂÅÃÁÕÓÅ ÔÈÅ ÃÌÁÉÍ ×ÁÓ complicated 
to understand 

 

 



A quick and cost-efficient methodology 
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Quick diagnosis 

15 participants per day 15 mins per participant  
6 to 10 different claims/ 
brands per participant 

Up to 150 assessments per 
day 

6 to 10 participants are 
enough to see if there is a 

problem with a claim  



Reliable results and diagnosis 
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Reliable results 

Many clients confirmed that the results were in 
line with the results they obtained with more 

exhaustive studies 

Very intuitive and 
spontaneous method 

Not rationalized: Participants 
focus on what the actor is 

doing and forget what they 
are saying 

Having to create a picture 
forces them to be straight to 

the point and synthetic 

Direct validation of 
understanding, of clarity of 

the message, of homogeneity 
of results 

Which is remarkable given the fact that we 
recruited a broad target group, confirming our 
assumption that a claim is a public good and 
must be able to address everyone 

We recommend the 
method to test 
slogans, product 
names and to verify 
brand awareness 



Learning: What can you expect from 
a good claim? 



The level of brand awareness is the key to analyzing a slogan  

ÛIs a good slogan able to fill an unknown brand with content?  
The answer is no. 

 

ÛConsumers react emotionally  to brands that they know/ are familiar with.  

 

ÛWhen confronted with a brand that does not ring a bell ÔÏ ÔÈÅÍȟ ÏÒ ×ÈÅÎ ÔÈÅÙ ÄÏÎȭÔ know the category well, 
their first reaction was to assume that they could not do the exercise.  

 

ÛThey felt the need to have what the brand was about explained to them. 

 

ÛThe slogan, even if it is very good, will not be enough to raise interest in the brand if it is unknown or not 
attractive to the consumer. 
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The slogan needs to resonate with the respective category drivers 

ÛAnother main success factor: The relevance of the message within the respective category, has to meet the 
needs and desires which eventually drive the purchase 
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$)9 ÆÏÒ ÍÅÎ ÏÒȣ "ÅÁÕÔÙ ÆÏÒ ×ÏÍÅÎ 

 

Û)ÔȭÓ ÁÂÏÕÔ ÐÒÉÄÅȟ ÓÅÌÆ-esteem, self-
confidence, narcissism 

 

When a DIY retailer starts to list the 
never ending things to do, it discourages 
the person in need of carrying out the 
tasks 

Food, drinks, cigarettes 

 

Û)ÔȭÓ ÁÂÏÕÔ ÏÒÁÌ ÐÌÅÁÓÕÒÅȟ ÅÎÊÏÙÍÅÎÔȟ 
possibly transgression 

 

When a brand for ready mix cakes talks 
about quality, consumers keep 
refocusing on taste  

Services and commodities (energy, 
ÂÁÎËÉÎÇȟ ÉÎÓÕÒÁÎÃÅȣɊ 

 

Û)ÔȭÓ ÁÂÏÕÔ ÅÆÆÉÃÁÃÙȟ ÒÅÌÉÁÂÉÌÉÔÙȟ ÓÁÆÅÔÙ 

 

When an electricity provider uses the 
word enthusiasm, it appears artificial 

! ÆÅ× ÅØÁÍÐÌÅÓȣ 



Descriptive, simple ɀ might be too 
inconspicuous but sometimes 
enough 

! ÇÏÏÄ ÓÌÏÇÁÎ ÃÁÎ ÄÅÌÉÖÅÒ Á ÌÏÔ ÏÆ ȰÅÎÄÏÒÓÅÍÅÎÔȱ ÔÏ Á ÂÒÁÎÄ 

ÛProvided that the brand is known, the slogan can reinforce it.  

ÛBrands use different strategies: 

22.10.2019 12 

Claims explaining the brand 

 

ÛȰOrangina, mit FruchfleischȦȱ 

ÛȰ3ÕÐÅÒ Natur Marktȱ 

ÛȰ$ÉÅ Gesundheitsmarkeȱ 

ÛȰFür jedes Aua ÇÉÂÔȭÓ ein 3/3ȱ 

 

Claims expressing quality (and/or 
superiority) 

 

ÛȰ3ÎÁÃË nicht irgendwasȱ 

ÛȰ7ÅÉÌ Sie es sich Wert sindȱ 

ÛȰ7ÈÁÔ ÅÌÓÅȩȱ 

ÛȰOhne Tefal. Ohne michȱ 

 

Claims expressing subtlety, mind 
set, attitude in life  

 

ÛȰ,ȭïÎÅÒÇÉÅ de la beautéȱ 

ÛȰHier bin ich Mensch. Hier kaufe 
ich einȱ 

ÛȰ!ÃÔ ÂÅÁÕÔÉÆÕÌȱ 

ÛȰ5ÎÄ ÄÁÓ Leben kann passierenȱ 

 

Classic strategy and compelling  
ɀ careful with negative framing 

Requires cognitive effort ɀ risk of 
high selection of potential 
audience 



Brands use other strategies to convince 
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Claims bringing emotion via pleasure of use 

 

ÛȰWir lieben Lebensmittelȱ 

ÛȰ7ÁÓ Tiere liebenȱ 

ÛȰFreude am Fahrenȱ 

Û ȰWieder Freude an Bewegungȱ 

ÛȰGéramont, ÃȭÅÓÔ ÂÏÎȦȱ 

Claims expressing efficacy  

 

ÛȰImmer besserȱ 

ÛȰTechnik fürs Lebenȱ 

ÛȰ(ÉÌÔÉȢ /ÕÔÐÅÒÆÏÒÍȢ /ÕÔÌÁÓÔȱ 

ÛȰ7ÅÎÎȭÓ gut werden ÍÕÓÓȱ 

ÛȰ7Ï Wirksamkeit wächstȱ 

ÛȰ4ÈÅ ÐÏ×ÅÒ ÏÆ ÌÉÆÅ 0ÌÁÎËÔÏÎȱ 

Claims calling for action, movement 

 

ÛȰ4ÈÅ ÆÕÔÕÒÅ ÉÎ ÍÏÔÉÏÎȱ 

ÛȰ-ÏÖÅ ÆÏÒ×ÁÒÄȢ 4ÏÇÅÔÈÅÒȱ 

ÛȰEs gibt immer etwas zu tunȱ 

ÛȰ*ÕÓÔ ÄÏ ÉÔȱ 

 

Promise of attraction, addiction, indulgence  
ɀ fits into categories of high personal 
involvement 

Promise of result ɀ but not always 
immediately transformed into an end-
benefit  

Promise of dynamism, progress, 
innovation ɀ might lack a link to the 
ÐÅÒÓÏÎÁÌ ÂÅÎÅÆÉÔ ɉȰ×ÈÁÔȭÓ ÉÎ ÉÔ ÆÏÒ ÍÅȱɊ 



Some learning about the tonality and semantic field chosen 

ÛIf the claim contains generic words (e.g.: ȰÔÅÃÈÎÏÌÏÇÙȱɊ ÉÔ ÓÅÅÍÓ abstract to consumers. Even if they cognitively 
understand the slogan, they have to go through concrete examples to picture its meaning. 

 

ÛIf the vocabulary is very specialized (e.g.: Ȱ0Ï×ÅÒ ÏÆ ÌÉÆÅ 0ÌÁÎËÔÏÎȱɊȡ ÃÏÎÓÕÍÅÒÓ ÍÉÇÈÔ ÂÅ confused and have difficulties 
understanding or creating an image in their mind , therefore they might not feel concerned about it 

 

ÛIf the claim is abstract or philosophical (e.g.: Ȱ5ÎÄ ÄÁÓ Leben kann passierenȱɊȡ ÒÉÓË ÔÈÁÔ ÉÔ ÁÐÐÅÁÒÓ disconnected from 
the brand or that consumers have the feeling that they understand it but they struggle to explain it 

 

ÛIn case of claims trying to link two different topics/ actions ɉȰWirkt. NatürlichȢȱɊȟ ÃÏÎÓÕÍÅÒÓ ÔÅÎÄ ÔÏ ÆÏÃÕÓ ÏÎ ÏÎÅ alone. 

 

ÛForeign language: risk of misunderstanding and lack of involvement 

 

ÛWhen there is a subtlety  in the claim (word play, irony): risk that it is not understood by all 

 

ÛIf the slogan is phrased negatively, it risks creating a form of distance/ rejection 

22.10.2019 14 



,ÅÔȭÓ ÄÉÖÅ ÉÎÔÏ ÄÉÆÆÅÒÅÎÔ ÉÎÄÕÓÔÒÉÅÓ 
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Beauty, health and hygiene 



3ÌÏÇÁÎ ÆÉÔÔÉÎÇ ÉÎÔÏ ÏÎÅȭÓ ÐÅÒÓÏÎÁÌ ÄÅÓÉÒÅÓ 

Ȱ$ÅÅÐ ÓÁÔÉÓÆÁÃÔÉÏÎȟ ÅØÁÌÔÁÔÉÏÎ ÁÎÄ ÓÕÐÅÒÉÏÒÉÔÙȱ 

ÛVery well-known and evocative brand immediately linked to cosmetic products. 

ÛThe slogan supports the brand perception, but is apprehended differently. It seems to offer a surface of projection for the 
personal desires. 
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ÛRelaxation 

ÛComfort 

ÛWell-being 

ÛPromising premium 
quality 

Û Is worth paying more 
for 

Û Indulging oneself as a 
result 

ȵ$ÉÅ !ÕÇÅÎ ÓÃÈÌÉÅħÅÎ ÕÎÄ ÄÁÂÅÉ ÓÅÈÒ 
×ÏÈÌÉÇ ÕÎÄ ÅÎÔÓÐÁÎÎÔ ÇÕÃËÅÎȢȰ 
ȵ6ÅÒÍÉÔÔÅÌÔ ÍÉÒ ÅÉÎ ÇÕÔÅÓ 'ÅÆİÈÌȢȰ 
 

ȵ7ÉÒ ÉÎÖÅÓÔÉÅÒÅÎ ÅÉÎ ÂÉÓÓÃÈÅÎ ÍÅÈÒ 'ÅÌÄȟ ÕÍ 
ÕÎÓ ÅÔ×ÁÓ 'ÕÔÅÓ ÚÕ ÇĘÎÎÅÎȢȰ 

Providing a feeling of 
inner, deep satisfaction 

Providing a feeling of  
(product) superiority and personal reward 

Providing a feeling of exaltation  
and enthusiasm 

ȵ$Á ËÁÎÎÓÔ ÄÕ ÄÉÃÈ ÆÒÅÕÅÎȢ 3Ï ×ÉÅȡ  
ÁÌÌÅÓ ÓÕÐÅÒȦȰ 
 

ÛHappy/ smiling 
face 

Û Joy 



A difficult slogan of an unknown brand 

Ȱ3ÏÍÅÈÏ× ÒÅÌÁÔÅÄ ÔÏ ÂÅÁÕÔÙȱ 

ÛNo respondent knew the brand. Hence, most respondents were not able to explain the slogan without explanation. 

ÛHowever, the logo indicates that the brand is about cosmetics (color, the word Beauté and Paris) and therefore addresses 
women. But only very few participants can grasp a further meaning of the slogan. 
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ÛParticipants only focus on 
beauty, cosmetics, the 
female face, applying a 
product  

Û The products impact 
your whole life: they 
make you look more 
vibrant and give you 
energy and self-
confidence. 

 

ȵ7ÉÒ ÓÉÎÄ ÊÅÔÚÔ ÅÉÎÅ &ÒÁÕ ÕÎÄ 
haben ein neues Produkt 
entdeckt. Und vor dem Spiegel 
×ÅÎÄÅÎ ×ÉÒ ÄÁÓ ÁÎȢȰ 

ȵ$Á ÇÅÈÔ ÅÓ ÕÍ 0ÒÏÄÕËÔÅȟ ÄÉÅ ÎÉÃÈÔ ÎÕÒ ÄÅÉÎ ?ÕħÅÒÅÓȟ ÓÏÎÄÅÒÎ ÁÕÃÈ 
deine ganzen Lebensqualitäten beeinflussen. Sowohl für dein 
ÓÔÒÁÈÌÅÎÄÅÓ !ÕÓÓÅÈÅÎȟ ÕÎÄ ÁÕÃÈ ÄÉÅ %ÎÅÒÇÉÅȟ ÄÉÅ ÈÉÎÚÕËÏÍÍÔȢȰ 

It is all about 
Ȱ"ÅÁÕÔÙ ÁÎÄ ÃÏÓÍÅÔÉÃÓȱ 

Only few respondents  are able to depict: 
Ȱ%ÎÅÒÇÙȟ ÑÕÁÌÉÔÙ ÏÆ ÌÉÆÅȟ ÓÅÌÆ-ÃÏÎÆÉÄÅÎÃÅȱ 



Underperforming slogan suffering from abstract content 

Ȱ"ÅÁÕÔÙȱ ×ÉÔÈÏÕÔ ȰÁÃÔȱ 

ÛThe slogan is not fully understood: Respondents depict different meanings but always ÎÅÇÌÅÃÔ ÔÈÅ ÁÓÐÅÃÔ ÏÆ Ȱ!ÃÔȱȢ 

19 

ÛA message about self-confidence, 
ÆÅÅÌÉÎÇ ÃÏÍÆÏÒÔÁÂÌÅ ÉÎ ÏÎÅȭÓ ÓËÉÎ 
and showing it. 

 

ȵDass man sich selbstbewusst fühlt, 
sich wohlfühlt in seinem Körper, und 
ÄÁÓ ÄÁÎÎ ÁÕÃÈ ÓÏ ÁÕÓÓÔÒÁÈÌÔȢȰ 

ȵ!ÂÅÒ ÍÏÒÇÅÎÓ ÇÅÈÔ ÍÁÎ ÓÏ 
ins Bad und vor den Spiegel, 
das ein oder andere wird dann 
ÉÎ /ÒÄÎÕÎÇ ÇÅÂÒÁÃÈÔȢȰ 

ȵ$ÉÅ ÔÙÐÉÓÃÈÅ -ÏÄÅÌ-Pose mit 
der Hand durch die Haare  und 
verträumt in die Kamera 
ÇÕÃËÅÎȢȰ 

For the majority: General comments about beauty 
A few consumers go further and interpret the message 

ÔÏ×ÁÒÄÓ ȰÆÅÅÌÉÎÇ ÓÅÌÆ-ÃÏÎÆÉÄÅÎÔȱ 

ÛStereotypes ÁÂÏÕÔ ÂÅÁÕÔÙ ɉÃÅÌÅÂÒÁÔÉÎÇ ÏÎÅȭÓ ÉÍÁÇÅ ÉÎ 
the mirror or fixing wrinkles/pimples). 
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Not a meaningful slogan, difficult to understand 

Ȱ4iny creatures swimming in the oceanȱ 

ÛHigh percentage of respondents who state that it is difficult  to depict the slogan or who even refrain from explaining.  
Only generic and also very brief description of  the category for those participants who do carry out the exercise.  

ÛDespite a rather well-known brand name, participants had a hard time creating inner pictures about it. 
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Û They refuse to explain 
the slogan. 

Û If they agree to depict 
the slogan, they 
actually only give a 
generic description of 
the category.  

Û Focus on life: a tree 

ÛDescription of tiny creatures 
swimming around  
to portray   
the plankton 

 

ȵ3ÃÈĘÎÈÅÉÔȢ 'ÅÐÆÌÅÇÔÈÅÉÔȢȰ 
ȵ$ÉÅ (ßÎÄÅ ÉÎÓ 'ÅÓÉÃÈÔ ÕÎÄ ÅÉÎÆÁÃÈ ÍÁÌ ÓÏ ËÌÅÉÎÅȟ 
ËÒÅÉÓÅÎÄÅ "Å×ÅÇÕÎÇÅÎ ÍÁÃÈÅÎȢȰ ȵ3Ï ÅÔ×ÁÓ ×ÉÅ ,ÅÂÅÎ ÏÄÅÒ ÅÉÎÅÎ "ÁÕÍ ÏÄÅÒ ÓÏ ÅÔ×ÁÓ ÄÁÒÓÔÅÌÌÅÎȢȰ 

Most respondents do not understand the slogan 
Only few respondents  understand   

and describe the slogan  



A slogan playing a secondary role behind the brand 

Ȱ2ÅÌÁØÉÎÇ ÐÒÏÄÕÃÔÓȱ ÆÏÒ ÙÏÕÎÇÓÔÅÒÓ ÖÓȢ ȰÔÈÅÒÁÐÅÕÔÉÃȱ for 
seniors 

ÛAll respondents know the brand ÁÎÄ ÔÈÅ ÓÌÏÇÁÎ ÄÏÅÓÎȭÔ ÃÁÕÓÅ ÁÎÙ ÉÍÍÅÄÉÁÔÅ ÐÒÏÂÌÅÍ ÏÆ ÕÎÄÅÒÓÔÁÎÄÉÎÇȢ 

ÛHowever, the slogan is not meaningful enough to motivate targets with low brand affinity. 

22.10.2019 21 

Û Lying in the 
bath tub 

ÛPleasant, 
relaxing 
effect, 
well-being 

Û Therapeutic, rehab, 
body pain 

ÛExpecting a medicinal 
product to help them 
feel better/ to recover 

ȵ$Õ ÌÉÅÇÓÔ ÉÎ ÄÅÒ "ÁÄÅ×ÁÎÎÅȢ (ÁÓÔ ÄÉÒ ÅÉÎ 
Vollbad einlaufen lassen, mit ätherischen Ölen. 
%Ó ÉÓÔ ×ÏÈÌÔÕÅÎÄ ÕÎÄ ÅÎÔÓÐÁÎÎÅÎÄȢȰ 

ȵ%ÉÎÅ -ÅÄÉÚÉÎȟ ÅÉÎ 0ÒÏÄÕËÔȟ ÅÉÎÅ 3ÁÌÂÅ ÕÎÄ 
freue mich dann, dass es mir vielleicht etwas 
besser geht, wenn ich das genommen, 
ÅÉÎÇÅÒÉÅÂÅÎȟ ÉÎÈÁÌÉÅÒÔ ÈÁÂÅȢȰ 

ÛNatural products, on a natural basis, 
not chemical, essential oils 

The slogan states the (already well-
known) natural aspect of the brand 

ȵ)ÓÔ ÅÉÎ 0ÒÏÄÕËÔ ÁÕÆ ÎÁÔİÒÌÉÃÈÅÒ "ÁÓÉÓȢ 
Ein Produkt, das ohne Firlefanz rein 
natürlich wirkt. Keine Chemie, keine 
ÔÅÃÈÎÉÓÃÈÅÎ (ÁÎÄÌÕÎÇÅÎȢȰ 

Young women (<40) focus on  
the relaxing effect 

Older targets envision a therapeutic effect 
in case of physical pain  

The efficacy aspect is interpreted differently depending on age 



A complicated slogan that leads you down the wrong path 

Ȱ2ÅÌÁØÉÎÇȟ ÆÅÅÌÉÎÇ  ÁÔ ÅÁÓÅȱ 
ÛThe brand logo is not recognized by the majority of respondents. The moderator had to say Ȱ7ÅÉÇÈÔ 7ÁÔÃÈÅÒÓȱ ÏÕÔ ÌÏÕÄ . 

ÛThe slogan is only partially processed since most respondents only focus on Wellness ÁÎÄ ÄÏÎȭÔ ÉÎÔÅÇÒÁÔÅ ÔÈÅ Work dimension.  

ÛIn addition, wellness is understood as a (passive) status of well-being but loosing weight (which is what is related to the brand) 
is to do with having an (active) attitude related to fitness and working out . 
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ÛDoing wellness 

ÛRelaxing 

Û Feeling at ease 

ÛNot feeling any pain 

ÛYou are dissatisfied so you set a goal and 
you are proud once you have achieved it. 

ȵ%ÒÇÏÎÏÍÉÓÃÈȟ ÇÕÔ ÆİÒ ÄÅÎ 2İÃËÅÎ ÖÉÅÌÌÅÉÃÈÔȢ $Õ ÁÒÂÅÉÔÅÓÔ ÁÍ 
#ÏÍÐÕÔÅÒȢ $ÉÒ ÇÅÈÔ ÅÓ ÇÕÔȢ $Õ ÈÁÓÔ ËÅÉÎÅ 3ÃÈÍÅÒÚÅÎȢȰ 
ȵ:ÕÆÒÉÅÄÅÎ ÓÃÈÁÕÅÎȟ ÇÌİÃËÌÉÃÈȟ ÁÌÓ ×ÅÎÎ 3ÉÅ ÇÅÒÁÄÅ ÅÉÎÅÎ 
Wellness-!ÕÆÅÎÔÈÁÌÔ ÈÉÎÔÅÒ ÓÉÃÈ ÈÁÂÅÎȢȰ 

ȵ.ÅÕÅ :ÉÅÌÅ ÓÅÔÚÅÎȟ -ÏÔÉÖÁÔÉÏÎȟ 3ÅÌÂÓÔÂÅ×ÕÓÓÔÓÅÉÎȟ :ÉÅÌÅ ÅÒÒÅÉÃÈÅÎȟ 
ÎÅÕÅ 6ÏÒÓßÔÚÅ ÓÃÈÁÆÆÅÎȟ ÅÉÎÅÎ &ÏÒÔÓÃÈÒÉÔÔ ÇÅÓÃÈÁÆÆÔ ÈÁÂÅÎȟ ÓÔÏÌÚ ÓÅÉÎȢȰ 

Most respondents understand wellness as a passive action 
Ȱ&ÅÅÌÉÎÇ ×ÅÌÌȟ ÁÔ ÅÁÓÅȱ 

Only a few younger respondents  get the intention of 
Ȱ!ÃÈÉÅÖÉÎÇ Á ÇÏÁÌȟ ÍÁËÉÎÇ ÐÒÏÇÒÅÓÓȱ 



Difficult slogan reaching young and old people differently  

Ȱ3ÔÁÙ ÈÅÁÌÔÈÙȟ ÂÕÔ ÉÆ ÙÏÕ ÇÅÔ ÓÉÃËȟ ÙÏÕ ×ÉÌÌ ÂÅ ÈÅÌÐÅÄȱ 

Û It is not an easy slogan to portray because it does not describe an action, but the generic category (health insurance)  
ÛVery few consumers understand the word play insisting on health instead of disease (Gesundheitskasse vs. Krankenkasse) 
Û There is a clear difference of interpretation between younger (<40) and older (>40) participants:  
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ÛNature, movement, sports: 
keeping in good shape helps 
you stay healthy 

ÛHealth prevention (pro-active): 
they do not mention negative 
words like disease 

 

Û Feeling safe, protected and 
supported when confronted 
with health problems 

Û The brand is reliable and 
competent (however: this could 
apply to the category in 
general!) 

ȵ-ÁÎ ÉÓÔ ÉÎ ÄÅÒ .ÁÔÕÒ ÕÎÔÅÒ×ÅÇÓȰ 
ȵ$Õ ×ÉÌÌÓÔ 3ÐÏÒÔ ÍÁÃÈÅÎ ÆİÒ ÄÅÉÎÅ 'ÅÓÕÎÄÈÅÉÔȰ 
ȵ$Õ ÈÁÓÔ ÎÕÒ ÄÉÅ 'ÅÓÕÎÄÈÅÉÔ ÉÍ +ÏÐÆȰ 

 

ȵ-ÁÎ ÉÓÔ ÁÂÇÅÓÉÃÈÅÒÔȰ 
ȵ*ÅÍÁÎÄ ÁÎÄÅÒÅÓ ÈÉÌÆÔ ÍÉÒȟ ×ÅÎÎ ÅÓ ÍÉÒ ÓÃÈÌÅÃÈÔ ÇÅÈÔȰ  
ȵ3ÅÈÒ ÓÅÒÉĘÓ ÇÕÃËÅÎ ÕÎÄ !ÒÍÅ ÖÅÒÓÃÈÒßÎËÅÎȰ 

Younger participants get the prevention message 
4ÈÅ ÓÌÏÇÁÎ ÍÅÁÎÓȡ ȰÓÔÁÙ ÈÅÁÌÔÈÙȱ 

Older participants focus their attention on the curative aspect 
4ÈÅ ÓÌÏÇÁÎ ÍÅÁÎÓȡ Ȱ×Å ÐÒÏÔÅÃÔ ÙÏÕȱ 



Slogan with a clear, but introvert message 

Ȱ2ÅÃÏÖÅÒÉÎÇ ÔÈÅ ×ÅÌÌ-ÂÅÉÎÇȱ 

Û The interpretation of the claim is very similar among all the targets (age and gender) and conveys its message 
Û For some of the older respondents, the claim is not easy to portray because of its deep, inner (hidden) dimension 
Û0ÌÅÁÓÅ ÎÏÔÅ ÔÈÁÔ ÙÏÕÎÇ ÍÅÎ ÄÏÎȭÔ ËÎÏ× ÔÈÅ ÂÒÁÎÄ 
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ÛA drug to relieve 
pain or 
discomfort  

ȵ+ÅÎÎÓÔ ÄÕ ÄÁÓ 'ÅÆİÈÌȟ ×ÅÎÎ ÄÕ ÎÉÃÈÔ ËÁÃËÅÎ ËÏÎÎÔÅÓÔ ÕÎÄ ÄÁÎÎ 
konntest du auf einmal und du fühlst dich total entspannt? So, wie 
ÎÁÃÈ ÅÉÎÅÒ 6ÅÒÓÔÏÐÆÕÎÇȰ 
ȵ3ÉÅ ÓÉÎÄ ÅÒÌÅÉÃÈÔÅÒÔȟ ÄÁÓÓ ÅÓ ÉÈÎÅÎ ÂÅÓÓÅÒ ÇÅÈÔȰ 

 

 

A medicinal, curative product against pain or discomfort 

ÛWith a relaxing,  
calming effect 

Û)ÔȭÓ ÁÂÏÕÔ ÂÅÉÎÇ ÉÎ ÔÏÕÃÈ ×ÉÔÈ 
ÏÎÅȭÓ body signals (encouraging 
people to listen to their body 
when not feeling well) 

ȵ!ÕÆ ÓÅÉÎÅ 'ÅÆİÈÌÅ ÁÃÈÔÅÎȟ ÉÎ ÓÉÃÈ ÈÉÎÅÉÎÈÏÒÃÈÅÎȰ  
ȵ!ÕÆ ÓÅÉÎÅ %ÍÏÔÉÏÎÅÎ ÓÃÈÁÕÅÎȰ 
ȵ)ÎÎÅÒÅÓ ÈĘÒÅÎȰ 

On a side note, the slogan expresses the depth  
of the inner voice 



Difficult and intellectual slogan torn between 2 promises 

Ȱ1ÕÉÃË 2ÅÌÉÅÆ ÖÓȢ 3ÌÏ× 2ÅÃÏÖÅÒÙȱ 

Û The brand is not known among the younger targets (<40), which makes it difficult to engage with the claim.  
Older targets (>60) feel close enough to the brand to associate content to the claim. 

ÛHowever, the slogan is intellectual  and not very intuitive since it is split into two (contradictory?) parts: efficacy and growth 
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ÛA cure which works  
ÛRelieving and relaxing 
ÛRecovery from pain or 

discomfort 
ÛWell-being and satisfaction 

 

 

ÛA natural product, made from plants and 
without chemical ingredients 

Û It works slowly ÌÉËÅ Á ȰÔÒÅÅ ÇÒÏ×ÉÎÇȱ 

 

 

 

ȵ$Õ ÈÁÓÔ ÅÔ×ÁÓ ÇÅÔÁÎ ÕÎÄ ÅÓ ÈÁÔ ÆÕÎËÔÉÏÎÉÅÒÔȰ 
ȵ+ÅÉÎÅ 3ÃÈÍÅÒÚÅÎ ÍÅÈÒȰ 
ȵ3Ï ÅÎÔÓÐÁÎÎÔȟ ÄÁÓÓ ÍÁÎ ÆÁÓÔ ÅÉÎÓÃÈÌßÆÔȰ 

Decoding 2: Growth of a plant => natural but also gradual 

ȵ%Ó ÇÅÈÔ ÕÍ 0ÆÌÁÎÚÅÎ ÆİÒ ÍÅÄÉÚÉÎÉÓÃÈÅ :×ÅÃËÅȰ 
ȵ7Ï ÍÁÎ ÎÉÃÈÔ ÕÎÂÅÄÉÎÇÔ #ÈÅÍÉÅ ÄÁÚÕ ÂÒÁÕÃÈÔȰ 

ȵ$Õ ÆİÈÌÓÔ $ÉÃÈ etwas ÂÅÓÓÅÒȰ 

Decoding 1: Focus on efficacy in the claim 



Slogan easily translated into: 

Ȱ! ÓÏÌÕÔÉÏÎ ÆÏÒ ÓÍÁÌÌ ÉÎÊÕÒÉÅÓȱ 

Û The participants showed no difficulty  portraying the claim: it was quickly developed with a lot of story-telling  
ÛVery clear message, which fits to the brand and the product 
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ȵ7ÅÎÎ ÄÕ ÉÒÇÅÎÄ×Ï ÈÉÎÆßÌÌÓÔȟ ÄÁÎÎ ÂÒÁÕÃÈÓÔ (ÉÌÆÅȢ $ÁÓ ÉÓÔ ÓÏ ×ÁÓ 
ËÌÅÉÎÅÓȟ ÆİÒ ËÌÅÉÎÅÒÅ 6ÅÒÌÅÔÚÕÎÇÅÎȰ 
ȵ%ÉÎ !ÕÔÏÆÁÈÒÅÒ ÉÓÔ ÕÎÔÅÒ×ÅÇÓ ɉȣɊȟ ÅÉÎ 2ÁÄÆÁÈÒÅÒ ÉÓÔ ÌÅÉÃÈÔ ÇÅÓÔİÒÚÔ 
ɉȣɊ ÉÃÈ ÈÏÌÅ ÍÅÉÎÅ 2ÅÔÔÕÎÇÓÂÏØ ÁÕÓ ÄÅÍ !ÕÔÏ ɉȣɊ ÉÃÈ ÈÁÂÅ ÄÁÓ 
ÒÉÃÈÔÉÇÅ ÇÅÆÕÎÄÅÎȡ ÅÉÎ ÔÏÌÌÅÓ 0ÆÌÁÓÔÅÒȰ 

ÛEasy and practical solution for every kind of small accident or small 
emergencies at home, at work or on the go 

Û Feeling of being helped or being able to offer help to someone 
else 
 

Solution for small injuries 



A clear slogan ɀ easy to understand and to depict! 

Ȱ(ÁÐÐÉÎÅÓÓ ÔÏ ÍÏÖÅ ÆÒÅÅÌÙȱ 
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ÛWell-known brand which shows no difficulty  in portrayal 
ÛClear message: enjoying life without pain 
 

 
 

ȵ3ÃÈ×ÕÎÇÖÏÌÌÅ "Å×ÅÇÕÎÇȰ  
ȵ%ÉÎ 3ÃÈÍÅÒÚÍÉÔÔÅÌȟ ×ÏÄÕÒÃÈ ÍÁÎ ×ÉÅÄÅÒÕÍ ,ÅÂÅÎÓÆÒÅÕÄÅ ÅÒÌÁÎÇÔȟ ×ÏÄÕÒÃÈ ÍÁÎ ×ÉÅÄÅÒ ÄÉÅ 
"Å×ÅÇÌÉÃÈËÅÉÔ ÍÉÔÅÒÌÁÎÇÔȟ ÖÉÅÌÌÅÉÃÈÔ ÅÉÎ ÂÉÓÓÃÈÅÎ ÔÁÎÚÅÎȟ ÓÏ ÅÉÎÅ 0ÉÒÏÕÅÔÔÅȰ 

Free movement without pain 

ÛNo pain 
Û Free movement 
Û Freedom  
ÛHappiness 
ÛDancing 

 



Two messages that flow into a single idea  

Ȱ,ÉÆÅ ÂÁÌÁÎÃÅ ÉÓ ÔÈÅ ËÅÙ ÔÏ ÈÅÁÌÔÈȱ 

ÛBrand with low awareness (independent of age and gender) 
Û4ÈÅ ÃÌÁÉÍ ÃÁÎ ÂÅ ÄÉÖÉÄÅÄ ÉÎÔÏ Ô×Ï ÐÁÒÔÓȡ Ȱ$ÉÅ Gesundheitsmarkeȱ ÁÎÄ ȰLeben in gesunder ÂÁÌÁÎÃÅȱ 
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ÛDescribed by very few participants (too 
descriptive, not very engaging)  

ÛRecovery from an uncomfortable health 
situation (satisfaction, happiness) 

Die Gesundheitsmarke 

Û For most of the participants, the claim 
expresses life balance, health and vitality 

ÛPracticing sports, yoga, having a good 
ÎÉÇÈÔȭÓ sleep and a balanced diet help you to 
stay healthy 
 
 
 

ȵ6ÉÔÁÌÉÔßÔ ÕÎÄ 'ÅÓÕÎÄÈÅÉÔȱ 
ȵ%ÉÎÅ 9ÏÇÁ-0ÏÓÅȰ 
ȵ,ÏÃËÅÒȟ ÇÅÓÕÎÄȟ ÆÒĘÈÌÉÃÈȟ ÎÁÃÈ ÄÅÍ !ÕÆÓÔÅÈÅÎȟ 
beim Frühstück mit der ersten Tasse Kaffee, die 
6ÉÔÁÍÉÎÔÁÂÌÅÔÔÅȰ 

ȵ!ÌÓÏ ÒÉÃÈÔÉÇ ÇÌİÃËÌÉÃÈȟ ÄÁÓÓ ÅÓ ÉÈÎÅÎ ÊÅÔÚÔ 
ÂÅÓÓÅÒ ÇÅÈÔȰ 

Leben in gesunder Balance 



Equivocal claim, low engagement level and brand support 

ȰÆÅÅÌÉÎÇ ÈÁÐÐÙȾ ÓÁÆÅȟ ÃÁÌÍȾ ÆÕÌÌ ÏÆ ÅÎÅÒÇÙȱ 

Û There is some confusion among the respondents about the brand image (no sharp contours, rather old) and portfolio  (Natural 
cosmetics? Detergents, stain removers? Drugs for stomach pain? -ÅÎȭÓ products?) 

ÛGenerally, respondents struggled to translate the claim into an attitude, an expression or an actionȡ ȰÉÔȭÓ ËÉÎÄ ÏÆ ÐÈÉÌÏÓÏÐÈÉÃÁÌȱ 
ÛOnly 1 out of 7 participants understood the slogan in the way it was originally conceived [let life happen] 
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ȵ$ÉÅ !ÕÇÅÎ ÚÕ ÓÃÈÌÉÅħÅÎȟ ÄÉÅ (ßÎÄÅ ÎÅÂÅÎ ÄÅÎ 
Körper als würdest du gerade auf so einer Bühne 
stehen und dir frischer Wind entgegen wehen 
×İÒÄÅȢ 'ÅÎÁÕȟ ÓÏ ÇÁÎÚ ÅÎÔÓÐÁÎÎÔȦȰ 
ȵ%ÉÎÅ ÇÅ×ÉÓÓÅ ,ÅÉÃÈÔÉÇËÅÉÔȟ ÁÕÃÈ ÓÏ ÖÉÅÌÌÅÉÃÈÔ ÅÉÎ 
kleines Lächeln im Gesicht, und trotzdem ein 
ÂÉÓÓÃÈÅÎ ÓÅÌÂÓÔÂÅ×ÕÓÓÔȰ 

ȵ7ÉÅ ÅÉÎ 
Aufputsch-
mittel, gibt 
einem einen 
gewissen 
Auftrieb, einen 
Aufschub, um 
das Beste aus 
dem Tag zu 
ÍÁÃÈÅÎȰ 

Enjoy, seize the day! 

ȵ$Á ×İÒÄÅ ÉÃÈ ÅÉÎ 
weißes Hemd 
anziehen. 
Ziemlich sauber, 
aber trotzdem 
keine Angst vor 
dem Anpacken. 
Nach dem Motto: 
kann ja eh nichts 
ÐÁÓÓÉÅÒÅÎȢȰ 

Relax, be content Take it easy, be spontaneous 


