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60% of B2B audiences rely on
brands rather than features

We’ll come back to this. Because, my stat-loving friend,
you’re in for a treat. For now, let’s talk GoCardless.

eFs O o
e o 56

They’'re a payment provider for companies requiring
recurring payments.

Their biggest legacy competitor is Direct Debit. Invented

in the 60s, the time of free love and Tupperware parties, -
the only time Donald-the-bricklayer needed recurring 2 285 a 35
payments was for his monthly Meccano magazine.

Today’s transactions are more streamlined; we (the great
unwashed) trust online payments more than labourers with
wads of fifties. Direct Debit is so archaic, and

fuck-a-duck they still want people to fax their mandate.

Small and regular

GoCardless has a digital-first approach. But so do their
competition; PayPal, Stripe, Square, Apple Pay, etc.
GoCardless have specialised in small monthly recurring
payments. And the business world is full of ‘em, because
it ain’t easy to pay cash for your Pornhub Premium.
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GoCardless wanted to aim for
Digital Native businesses

That’s those established from 2010; most likely a SaaS
business disrupting a category chocca-block full of old
legacy brands. They wanted brands such as Spotify, Zoom,
Netflix, HubSpot, Slack, Duolingo.. you get the idea.

Digital Native brands are growing fast

Not creeping along, no, they’re on a rollercoaster: they’re
so successful people are buying their products quicker than
Leo DiCaprio scans the Victoria’s Secret catwalk.

Like a victim of its own success, there comes with it some
potholes. These businesses are super cool, desirable and
popular - but the speed of growth means there just aren’t
proper payment systems in place to deal with that growth.

It’s a head scratcher

GoCardless pinpointed this addressable market in the UK, and
we took it straight into our brief. We aimed for the C-suite
of these businesses, those who were tired of fighting rising
costs and the headaches of taking payments as they were
growing. We needed to show GoCardless as their simple ‘Plug
and Play’ solution for payments.




A human problem

The audience: the C-Suite; the CEO, CTO, CFO and C3PO (just
kidding, Star Wars nuts). We needed to persuade them
GoCardless was a ‘buy not build’ option, that it was cheaper
and simpler to buy GoCardless than to build their own.

Business problems into human problems

We needed to show GoCardless knew their business, their
objectives. That they understood their exit plan; merger,
acquisition or IPO.

The problem is, the public don’t care
about GoCardless’ business problem.

They care about paying the kids schools fees, the value of
their startup, the product update they’re launching or
Friday night drinks. And the C-Suite is often too busy with
life and their day-to-day running of the business to think
about the important issue of getting paid.

Empathy

Payments are abso-fucking-lutely vital to growth. It
literally feeds the business. So how do you remind the
audience you ‘get’ that, you solve that, and you ‘get’ them?




The Idea

Our thoughts went back to when we were growing up.
The first person to notice was always Grandma at
Christmas. Grabbing you for a sloppy kiss in front
of everyone and shouting, “haven’t you grown!” and
“you’re growing soooo fast!” as she tugged at your
cheeks and spat her false teeth into her brandy.

So when we say fast-growing companies, we mean the
people who work in them. The employees. And they’re
growing sooo fast it can seem out of control.

Grandma giving you a tug

Pulling the CEO’s cheeks and telling them “You’re
growing sooo fast!” A moment recognised worldwide,
never lost in translation. Our casting direction
included ‘must have an elastic face’. Lovely!

The sticky wicket

Finance is quite a dry subject and people don'’t
want flippant jokes from a serious finance brand.
So our (slightly quirky) idea took a lot of
convincing to get approved.

But the client adeptly looked from the outside in
and saw the audience wanted a dynamic partner, not
a stereotypical safe/bland/beige finance company.

@ GoCardless

Whether you're taking payments in 1 country or 100 countries, GoCardless
can scale just as fast as you can grow.

GOCARDLESS

Turn growing pains into payment gains
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Time for some pillow talk, we love
unprompted awareness

Ohhh, now we’re getting into the proper nuts & bolts of
some marketing know-how. One for the brainiacs. As you
know, unpromoted awareness is when you ask the public to
name the brands they’ve heard of within a category.

The usual suspects

For payment merchants we expect to see the usual names
Paypal, Stripe, Direct Debit, Apple Pay and somewhere near
the end of that unprompted list, we’d find GoCardless.

Perfect launch pad

So GoCardless were in the top group, the bottom of that
top rung. Meaning two things, our efforts to this point
had worked, but going forwards it was a different game:

1. They'd have to outthink the competition, because
they definitely can’t outspend the big boys.

2. They have the credibility to behave like a big player
and can have the cheekiness of the new guy. A
perfect launch pad.




Average number of brands considered

® The aim should be ‘ensure we're one of the two brands’
What does this mean?

Number of brands considered

A whopping 90% of people consider just TWO One
brands when they’re purchasing something.
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Yep you read that right, just two brands. But Byron Sharp and Four

Jenni Romaniuk at The Ehrenberg-Bass Institute go further; F’."e

their research shows a category audience is split 95:5. :’x
even

So just 5% of a category’s audience are ever Averager number of brands considered
in ‘market’ at any one time.

And to top it all off, on the right you’ll see.. Meaningless features and functions

No discernible difference and no brand affinity

60% of audiences don’t care about features, instead
they rely on brands in the purchasing decision.

So let’s consider that funnel for brands. 90% of people

consider two brands - shit! And only 5% of their addressable

market is ever in market at any one time. Double shit! So the 860/ 600/
journey to persuade them to consider your brand starts way (o] (o
before they’re in market. And then when they’re weighing it all

up, 60% of audiences rely on brands rather than features.

Source (top chart): Jenni Eom%}iiu k., Building E\ls:i]‘,::ive tj':ar,d Assets 86% of B2B buyers admit to seeing 60% Of customers whO feh, a high
B to real difference between suppliers  brand connection are more likely to
and their product feature messaging.  buy their product, even if price is more.



https://www.warc.com/newsandopinion/news/brands_need_distinctive_assets/40501
https://sites.nielsen.com/yearinreview/2016/assets/pdfs/Nielsen_AnnualReport_2016.pdf

Not all doom ‘n’ gloom
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So by accepting the reality that audiences don’t g 3 7 You’re growing
sooo fast

care about a faster, better, stronger or cheaper
product, GoCardless massively increased their
chances of growing unprompted awareness.

Playing with the big boys

GoCardless only had one option available: grow
unprompted awareness for the medium to long term,
safe in the knowledge that if done with empathy
then those long-term bets would pay off big time.

Step into the boardroom

Put yourself in the shoes of the audience.. you’'re a
CEO, CFO or C3PO in a meeting about how customers
pay you. And someone says: “I can’t believe we
still use Direct Debit, there’s got to be a better
way to take recurring payments” .

At that point, the 1, 2, 3 or maybe even 10 years
GoCardless has spent building unprompted awareness
comes to fruition. Because you hear the CEO say
“Don’t GoCardless specialise in recurring payments
for fast-growing businesses? Give them a buzz”.

And that’s why Grandma'’s pulling someone’s cheeks.
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The results

This campaign delivered the best of both worlds,
achieving long term and short term.

Long term:

We increased unprompted
awareness by 4%.

Short term:

We created inbound sales
enquiries valued at £200m.

“If you want work that gets the
audience’s attention and builds for
the long term, then Mellor&Smith
are the team for you.”

Alex Mason, Senior Global Marketing Director, GoCardless
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London, HQ

81 Southwark Street
London

SE1 O0HX

United Kingdom

12 Rue La-Corbusier
1208

Geneve

Switzerland

66 Rue Noblemaire
Talloires

74290

France

MELLORANDSMITH.GOM

London bat-phone

+44 (0)203 633 2153

Send funny GIFs to

magic@mellorandsmith.com
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