creative director

specializing in branding
and business development

www.bernietrueblood.com
203.255.6000




brand development
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erchandising effectiveness prediction
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Compliance Monitoring System

CustoMiser

Modular Display System
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TURNING VISION  INTO REALITY
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brand development

Advertise
where they
get it.
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brand development

§% RockTenn

_

NMore in Store.
Less Out-of-Pocket.
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brand advertising
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Creative Best of Show

More in Store. Less Out-of-Pocket:

A RockTenn display delivers more of the wow factor. Like with this award-winning pallet display that
turns shoppers into stoppers and browsers into buyers for the Simply Asia®/ Thai Kitchen® brands. As
the leading producer of in-store displays, we bring you better insights, more innovative technologies

and greater efficiencies than anyone else. Maybe we can help you stand out in store?

Kathy McGowan-Carnes | 855-229-2163
www.rocktenndisplays.com

§% RockTenn
6 bernie trueblood




brand advertising

LidiiiiE LipiEie
path to purchase

lse. Maybe we can help you stand out in st

Kathy McGowan-Carnes | 855.229.2163

www.rocktenndisplays.com

’,‘ RockTenn More In Store. Less Out-of-Pocket®
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brand advertising

»
L

-

Game
e nger

A RockTenn display delivers more of the wow factor. Like this
eye-catching, interactive display for CoverGirl® inspired by
The Hunger Games: Catching Fire. As the leading producer of
in-store displays, we understand how to win in store. How to
translate insights into execution. And we have the people and
processes that can help you change the game.

Kathy McGowan-Carnes | 855.229.2163
www.rocktenndisplays.com

©2014 Rock-Tenn Shared Services, LLC, Norcross, GA. All rights reserved.

',‘ RockTenn More In Store Less Out-of-Pocket®
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brand differentiation

RockTenn
Merchandising

/) University

? n\ossary

KEY SHOPPER MARKETIR
NG ANL
S MERCHANDISING L‘I:I—INITIUNg

Master the Skillsets Required to
e the Road to Retail

Navigat
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brand differentiation

RETAIL %
NOVATION .
‘““CE NTER o
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brand development

shop™ €= NAl.com

NASCAR Proven Power for the Street
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ecommerce

NASCAFI Proven Power for the Street.

Shop HEMI Parts I Shop By Brand JLﬁ_ Arrington Partners _—J[ Customer Builds ]

Muscle Car and Corvette Nationals in Chicago SRS WEOMT Nt S

- fastest Challenger at the [ Watch the Arrington Per
See our 71 Cuda with a modern 426 HEMI here Charlotte Optima USCA race. e

i Home > Welcome to shopHEMI.com
\

The Magneti Mare
8dmm & 88mm Bille

Actual, 84mm or 88mm Bore and
mﬁmmm’-ﬂ

™ Click Here to find out how these new throttle bodies

/' Arrington Performance 426 /- Engines & Chrysler Vehicle Calibration

In the spirit of the classic 1960's Hemi 426 engines, the new Gen lll > =1 e =y
426 cubic inch HEMI is the must-have forged block for high-power - - : @

HEMI builds. Click here or the logo for a lot more! RANM

Arringte

_ g P
' ‘s | Thereis nott
— \ of your engir
: - HEMI, use tr
power with t

What Can We Help You Find For Your HEMI?
HEMI Engine Upgrades HEMI Power Adders : Bolt-On Upgrades

zﬁ
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brand advertising

i

Dodge by Peitty Power by shopHEMI

shopHEMI.com is proud to have played a part in the Petty's Garage interpretation
of their 2009 Challenger. The car was sold by Barrett-Jackson to benefit the Petty
Family Foundation charities. It was rebuilt from the ground up as a performance
street car, and features a custom racing-inspired body finished off in trademark
Petty Blue. The King and his crew turned to shopHEMI.com for the power.

A

This is our modern twist on the classic Arrington Velocity Cold Air Intake. These The Arrington Cast 80mm Throttle Body
426 that dominated NASCAR, and the carbon fiber intake units take full advan- has a full 90mm bore, and iz a direct bolt
road in the muscle-car era. With up.to tage of the airflow capabilities of our on replacement for the stock 80mm unit.
600 HP and 560 Fi-lbs. of Torque, a throttle bodies or boost the horsepower These throttle bodies interface with the
30% Increase over the stock 6.1 HEMI. output of a stock throttle setup. stock computer.

Shop™ =N com

Nascar Proven Power for the Street.

866.844.1245

i
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brand advertising

sher 4

Put a little something
in your sleigh.

YOUR PREMIER SOURCE FOR HEMI PERFORMANCE PARTS & MOTORS © 866.844.1245

é bernie trueblood




brand advertising

Don't Drive Sauced.

Shop fC=NAR .o

Nascar Proven Power for the Street.

866.844.1245

é bernie trueblood




brand advertising
:30 TELEVISION SPOT: “The Cure is Near”

Hearing Health Foundation
[

:‘:::;'-Jl'g:; SFX: (Absolute Silence)

VO: This little chick has hearing loss. It can
be lonely. Sad. And often accompanied by
ringing in the ears. Even loss of balance.

SFX: (soft thud)

Hearing Loss But there’s good news. Because birds have ...
Tinnitus
Off Balance

ACT: (Chick Stands Up) SFX: (Single Chirp)
... an almost magical way of regenerating
their inner-ear cells to restore hearing. So
they can live a happy, chirpy lifestyle.
SFX: (Double Chirp)

Birds
e ; Imagine if science could achieve the same
_—

:::l"'r:_ﬁv miracle with people! Well, at Hearing Health
Foundation, we support research that is

J doing just that.

N

Imagine If

Visit us ... at h-h-f-dot-o-r-g and learn more
about the cure for hearing loss and tinnitus.
SFX: (chorus of chicks chirping)

.
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branding at the moment of truth
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branding at the moment of truth

self checkout impulse fixture
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branding at the moment of truth

the moment
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promotional brand support
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promotional brand support

™ ITOOCE)

™ QURLY s

BOSS BURGER, COKE*
FRER FRIR¢
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promotional brand support

Save $19 . © i Save $1% . @ | Save $1%. ©

CHH =" or six 2 packs

F e

h jf-rj.i *

259 B1426
%25 1 0 B1424 -

1
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|
|
|
|
I
|
1
|
|
1
1
|
1
|
1
F]

B14
o}
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B

B1427
1]

275
B14&27
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promotional brand support

Tired of trying

-y

T

.
L T
IE ==

to squeeze into

» v r S
by » -

X,

Introducing
IBM Custom Solutions

é bernie trueblood




trade exhibitions
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Shopper Marketing
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Your P-O-P POWERHOUSE

Visit us at GlobalShop
Booth 4219
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custom publishing
24-PAGE MAGAZINE

On-Site Insight

Turning Shoppers into Stoppers. And Browsers Into Buyers.

—

Collaboraion: How AT&T
qnd Walmart Getit her

MNow you can know ifitworks...
before you invest

Understanding macro trends
that will influence how we
go to market

Insight into Innovation Gallery

6 bernie trueblood




digital marketing

SNV On-Site Insight ot

January 2016

The Tripping Point: Hold on to
Your Marketing Plans!

The concept of "Black Friday" became very gray in 2015 — and

with it, the future of traditional brick-and-mortar retailing.

A total of 151 million

people shopped during the

critical five days between
Thanksgiving and Cyber
Monday, according to the
National Retail
Foundation. But this year,
there was a decided shift
in the types of shopping
trips they took. Holiday
shoppers were just as
likely to have shopped
from the comfort of their

homes than from the inconvenience of a crowded retail store.

s ~alii A
Be sure to visit our booth at
GlobalShop 2016
Learn More. ..

WestRock
Merchandising

University

Master the skillsets required
to navigate the Road to
Retail.

Learn More. ..
View previous articles of the
On-Site Insight newsletter

Go...

Subscribe

According to the NRF, while 102 million shoppers visited stores over the long

holiday weekend, 103 million people shopped online. So hold onto your

marketing plans, because the retail industry has just blown past the proverbial

tipping point - the moment when e-commerce shopping trips have become just
as important as the more traditional kind. Think of it as the “tripping” point.

Why are shoppers shifting their trips online? The answer is no more
complicated than this: it's getting easier and more convenient to do so. This fact

6 bernie trueblood




advertorial

Collaborative Think Tank

State-of-the-art

facility of fers

streamlined

approach to

display design for :
Bentonville based — — -

RockTenn center at 113 SE 22nd Street is moments from Walmart headquarters,
brand marketers

pliers have

3 to s ) insight, ol
with the dif

ficult ormation and graphic assets
2d-equity : > tapped to foster

22nd Street In

Business
5 literally a retaill solutions Director, “That is r
o : Brand marl
and v 3

2 markeiplace,

and expedite bler I Insignt Brands with Walmart

It features orocess.” wation, and Shoppers

tect j ding a wirtue :
h concepts can be

to Coliom ist a littl uch we
added t > t reminder that
1 unigue &
, and exec

: 3 Z —

RockTenn pours insight, innovation Simulation software features a Getting quickly from design to

and execution into its merchandising computerized 360° Walmart store layout  production is a RockTenn specialty.

designs for Walmart. into which design concepts can be The company is a totally integrated
inserted to visualize them in advance. producer of in-store merchandising.

Mancy Collom | 479-464-4924
www.rocktenndisplays.com

#% RockTenn

bernie trueblood




advertorial

INDUSTRY REPORT

% RockTenn

Improving the Efficiency Ell
of Your In-Store Spend

Shopper mnrkeling is a strategic investment. Here are O\TER"IE“T.

seven keys to managing your budgets for the long haul. =
MEASUREMENT MATTERS

A’X du}' dl:'{ﬂn'l g_l'.l I:\'I\' wh‘.l‘u:-ui: ID:K})ET proess TEIEH’{‘ i]ll(l.li [:‘I'L]IIHC ¥11l!5- plgej :!‘-3

mCTERses, OT 2 NEw app for .'ihuppi THT, T Some virtual wallet full of virtual

CREATIVE USE OF TECHNOLOGY

per marketing budgets - and we're talking real maney, this time. [t may be pages 4-5

money. Kach new idea damors for its share of your ever-stretched shop-

tempting Lo cut other costs a.]rm:_"lhu path to purchase, i:n:lu:iing that most
COLLABORATION FOR COMPLIANCE

Although digital rets most of the buzz right now, it should be remem- pages 6-7

mmpontant ofline items, your in-store duci_li-_'-n‘l:mi:ll. media.

bered that, u‘cr_-rdm-g 1o Forrester Research, more than 90% of all retai

Kﬂﬂs fﬂ.il] C'Lllf" ]nal& at a llr.r_'l—;l m‘J—I‘[b:]I.'uT store. I-l-'}ll'.‘ pn!rfel'lL:l-gL‘S are even
h";bET ﬁ." r;l_\-" |m|\'}|-]:§ COTESLITRET zr"'l‘dﬁ -11127915 a reason d']il. }.Tlx-tﬂf SL'
CGamble still embraces the “Store Back™ philosophy: “We think about the
store first and work our way back.”

In short, the |:|::1]1 [1+] |:|urd'1;|5|: still ends in-store, so #t’s more important
than ever to manage that part of your budget wisely. Helping you dojust
L}]ai = L})ﬂ' I]Ur}):]‘.‘ﬂ ':|{(hi‘ tl)'efla] m;]t‘ln. ﬁr.ﬁill!“:lfl.‘d I].\' !Ll:ll:.kll-[.'nn.

Retailer non-compliance hurting ROI? There's an answer for that.
Cetting killed with custom changes for regional campaigns? Start thinking
strategically. Is reducing waste and the carbon footpring still just a alking

point at yoar c-:-mpan}".'" It's time to star I.a]k'ml; 1o new ]:-c-z-p].r_-.

To learn more, please visat us at www.rocktenndisplays.com ®

SHORT-RUN MFG'ing POWER
pape 8

MODULARITY'S MAGIC
pape 9

STREAMLINING the SUPPLY CHAIN
page 10

= SUSTAINABLE SAYINGS

page 11

A supplemnent to Shopper Marketing magazine.

6 bernie trueblood




white papers

Merchandising University
White Paper

Efficient Delivery of
In-Store Shopper
Solutions
A review of successful permanent

merchandising program development,
prepared exclusively for

3
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pitch coaching

YOU GET
ONE SHOT.

BHTCOMMUNICATIONS

_— ~_
- e

y N/ \

. PREPARATION |

' PRESENTATION j

4

-
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pitch coaching

THE BLOODY TRUTH

bernie

trueblood PITCHING PRATFALLS

reasons why we lost the new-business pitch

DIEOIINE 1 Neglected to have a prospect pre-meeting, so we didn‘t find out that:
(3 It was a “cattle call,” an exploratory, not a serious search;
(3 The prospect’ s budgets couldn’t have supported our service model;
(O Their location is not conducive to regular personal contact;
(O The incumbent was pre-destined to win, we were being used as a benchmark;
(3 Another competitor had an insurmountable competitive edge;
(3 Failed to understand their (1 hidden agenda (3 pain (J reason for the RFP.
(3 Did not determine their evaluation [ process (I criteria.
(O The time allotted was not enough for us to adequately prepare.

PREPARATION (3 Neglected to identify and cultivate an inside supporter.
(3 Forgot to profile the attendees (I fans (1 foes 1 pecking order.
(3 Didn’t understand how our prospect goes to market.
(0 Neglected to do research with customers, vendors, insiders et al.
O Failed to present recommendations driven by fresh insight.
(3 Didn’t connect our cases and creative concepts to their needs/fever/issues.

PROPOSITION (3 Presented notions that unrealistically exceeded their ability to execute.
(3 Proposed a costing plan with no obvious value proposition.
(3 Failed to differentiate ourselves from competition.

CASTING (3 Didn’t match one of our personalities to each of theirs.
O Brought only presenters, not real people who would actually work the business.
(3 Didn’t have an assigned presenting role for everyone on our team.

PRESENTATION O Didn'’t anticipate the limitations of the room.
(3 Stumbled over the material due to lack of rehearsal, we “read from the wall.”
O Transitioned poorly between presenters due to lack of rehearsal.
(3 Didn't discharge “obvious concerns,” e.g.: you’ re too big; small; inexperienced.
(3 Failed to convey our personal excitement about the opportunity.
(3 Dwelled on our [ case histories [ process, instead of creating relationships.
(3 Talked about us rather than them, (3 didn’t speak their language.
O Never engaged them, or aroused them to ask questions.
(3 Failed to use reversals in order to understand a question before answering.
O Answered questions several times, as though we had no single point of view.
(3 Failed to create a defining moment.
(3 Didn’t know when to stop.

FOLLOW-UP (3 Didn’t get a post-game analysis from our insider supporter.
(3 Failed to keep their interest kindled with day-after, continuity reminders.

%000 Bt Communications

CREATIVE BUSINESS DEVELOPMENT

©2017, bht lic
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pitch presentations

ConAgra
©]{elele

Food you love

The Very Best

.!
"‘l’“m“‘“"ﬁb Expression

BUSINESS

EXPRESSIONS®  Of Your Business
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pitch presentations

DerL MoNTE Foobps

More in Store.
Less Out-of-Pocket
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pitch presentations

JOHN FRIEDA

LONDON PARIS NEW YORK

NELQAVEVES
at the moment
of truth

6 bernie trueblood
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NARKET CHECK
RETAIL INTELLIGENCE

Your Eyes and Ears at Retail




pitch presentations

In-Store Innovation

WestRock / General Mills
Mid-Year Meeting

< WestRock

6 bernie trueblood




pitch presentations

MOBILITY

GROUND LEVEL
INNOVATION

Prepared for
General Mills ISDT

47X KAPSTONE
AN VERC S| ) (

Insights to Impulse ™

Retail Snapshot

Prepared for
General Mills ISDT

5 Memberssavean &l

, extra

10%¢

off items '?_f, L
with yellow
SALE signs.

AN VERC

474 KAPSTONE

Insights to Impulse ™
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sales meetings

Vince Lombardi

different.
Act
ino19tib.

Welcome to Chicago!
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Bernard H. Trueblood

Award-winning creative director and marketing strategist,
Bernie likes to say that he helps clients “sell more stuff.” He
is a specialist at branding, selling and marketing integration.

One of the few people to have held the top chair in Sales, Marketing and Creative. So he
can not only help create your brand selling proposition, he also can help sell it — to both
your Management and to your Customers.

Bernie not only helps clients get new business, he often helps them deliver against the
promises made. As the CEO of one agency client said: “he’ s not only our pitching coach,
he may be the best utility infielder in the game.” He is able to direct projects from concept
to execution. Clients look to him for:

- Branding: analysis; positioning.

- Business Development: process; pitch strategy, proposal content

- Selling: messaging; materials; systems; training.

- Creative: words; ideas; brainstorming.

Recent clients include: ExtraDev IT; Dunn Paper; Grey Global; Hallmark Cards; J. Walter
Thompson; Kapstone Paper; Leasing Technologies; MediaCart Holdings,; Pendergast
Partners; Pfizer Central Research; Reader s Digest; RockTenn; and Ryan Partnership.

Brand creative assignments have included: Arrington engines; Audi cars; Bacardi spirits;
Banana Boat sunscreen; Colortile stores; Corning cookware; Depend underwear; General
Cigar; Hardee s restaurants; Heineken beer; IBM computers; Jim Beam whisky; Lipton tea;
Mars chocolate; Pepsi co-marketing; Pfizer research; Pittsburgh Penguins hockey; Procter &
Gamble shopper marketing; Quaker cereals; Ragu sauce; Sea*Doo boats; Schick shaving;
ShopRite stores; Trident gum, Tropicana beverages; and Weight Watchers foods.

Career Highlights:
BHT Communications President and Chief Creative Officer
Focus Marketing Agency Co-Founder and Chief Creative Officer
Bic Pen VP Marketing
Warner-Lambert Group Product Manager
Richardson-Vicks Top Salesperson

Credits:

Author - Promo Primer® and Glossary of Database Marketing®

Accredited - Professional Direct Marketer (University of Missouri)

Contributing Editor - Promo, eMarketing, Shopper Marketing and HUB magazines
Speaker - APMA, DMA, CGT, Promo Expo, Fordham, Syracuse, et al.

Industry Accolades - include Reggie, POPAI, Echo and PRO awards



credits
With much thanks to our many partners in
inspiration and development , especially:

» Design: Darryl Waddell, Sheng-Fu Lee,
Marcia Valoria and Rick Schum,
RockTenn; Buffalo Portuese and Meg
Tallon, ZingHow; Emilio Ruiz, Silver Lion;
Jason Unger, Parabolic; Patti Osborne;
Ed Wisinski, WestRock
Production: Al Barillaro, Big Sisters
Watching; Rusty Ford, ProducerFord;
Danny Oakley, Out-of-Our-Minds;
Digital: Rachel Goette and Ali Hasbach,
Truefire;

btrue@aol.com 203.255.6000 bernietrueblood.com




