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INTRODUCTION

This report will analyze and determine the effectiveness of launching a new product in the
chocolate confectionery market.

This will cover the choices made about the Product, Segmentation, Target audience, the

positioning of the product in the market, the Advertising campaigns used, and the macro-
environmental factors that could affect our launching product.

OBJECTIVES OF THE PROJECT

With this project the team aims to develop a new advertising plan for a new chocolate
confectionery brand in the market.

The advertising plan will include a wide range of original, creative ideas and will introduce 3
types of Adverts by using and managing 2 media formats and any extra supportive material.

The team aims to identify, explain and justify the communications plan, according to the
audience, message itself and all media criteria.

Moreover, the team will use the appropriate theories and literature learned to support all the
ideas and decisions while designing the product.

OBJECTIVES OF THE PRODUCT

The team will create a product with the main objective to increase awareness and differentiate
the product from other potential competitors (Fill, 2011).

With this set objective the team is seeking to succeed in the market and overcome potential
threats coming along the way.




1. THE PRODUCT

BRAND NAME

LOOP

The name of a brand is a relevant factor to take in mind. The name had to represent the main
objectives of the brand and also stand out and stick into people’s mind.

Morphological factor

The chosen name - LOOP was carefully considered and chosen after 5 main ideas (See figure
2). “Loop” was taken from its representation of the lollipop itself. Two first and two last letters
from the word “Lollipop” created the word “Loop” (Lollipop)

This gives the Team a chance not just to communicate their brand and name but also to show
them how it is linked to the product shape and characteristics.

Semiotics

The signifier which would be the word LOOP is perceived as similar or an imitation of the
signified (which would be the word COOL).

This is because both words look similar and sound similar too (REFERENCE).

Psychological factor

The choice was made according to the playfulness of the word itself. The team’s goal was to
create a recognizable, short and simple name which could be easy to remember and talk about.
The teams choice was mainly filtered by which name could easily stick into consumers mind for
a longer period of time.

In addition to this, name “Loop” could easily play with the word “cool”, which is suitable for the
team’s objectives, since the target audience for the product are aiming to be cool, fun, young
and free spirits.
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Figure 1: Brainstorming ideas about the product's name and logo
throughout the project
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Figure 2: Final Logo of the brand LOOP

Evaluation of the Semiotics of the Logo

From a semiotic approach, a logo is considered an icon, thus, by definition, a communicative
act (Lury, 2004).

In order to add value to the LOOP brand, the company had to design a logo that clearly
communicates the brand values and USPs. To do so the brand had to become iconic.

Evolution of the Logo

In order to efficiently reach this objective, the brand’s logo went through several changes before
taking its final form (See Appendix 1). The first idea for the logo was illustrated by a lollipop
wearing Ray-Ban-like glasses along with the brand’s name in multi-coloured & glittery font (See
appendix 2).

This seemed a reasonably good start as the product’s name has a short and symmetric form.
However, considering the main objective — to create an iconic logo — this form did not
encompass sufficiently the main brand USPs, as it seemed untidy and outdated.

As such, the team came up with a first logo design (see Appendix 3) to embody all brand values
in a modern and urban look. The team combined the main elements of the brand, including the
lollipop shaped letters, in a flat design coupled with bright colours in order to stand out.

The first version of the logo proved to be too cluttered — too many elements coupled together —
in comparison with the competition (Cadbury, Chupa Chups, and Kinder).

Consequently, the team decided to design the final form of the logo (Figure 2) by simplifying the
second version. In order for the LOOP logo to stand out, be memorable and convey the desired
message to the target audience, the only elements kept were the Ray-Ban-like sunglasses
frame and the brand’s name in a distinctive font.




Loop brand name displayed in
Bauhaus 93 font, known for its

distinctive art deco feel and Electric coloured Ray-Ban- like glasses
memorable design (Fonts.com, 2015). frame — Wayfarer model redesigned

was rebellious and edgy since 2007
(Brunelli, 2007) — directly reflect the
brand’s USPs: Cool, Young, Fun, Active.
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Figure 3: LOOP Logo

Design Colours
The logo adopts a flat design, Design uses the Cyan (associated
heavily used in today’s graphic with the sky —freedom) and
and web designs. It promotes Magenta (associated with passion)
a modern and urban colours — primary subtractive
appearance. colours (Feisner, 2006) — for the
electric, young and vibrant aspect.




SLOGAN
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Sentence significance & Impact

The brand plays with the word “LOOP” replacing the original word “Cool” with it. If done
properly, this will help the consumer to automatically associate the product with an image of
coolness, wild, outgoing and free.

The sentence also plays with the over tone of “Daring” and “tempting”. With this slogan the
brand individually asks to its consumer if they are cool enough to try the product.

The question “Are you LOOP enough” dares consumers to try it. And considering the target
audience as rebellious and rule-breakers, it is an appealing slogan to them.

It is also a very catchy, simple and fun sentence to play with. It is very flexible and goes very
well with the target audience as well as with the advertising campaigns used.

Consumer behavior implications

As said before, the slogan appeals to the target audience not just because of its consistency
and morphology but also psychologically. Theories such as the conditioning association of
Pavlov and the Ideal Self can be applied to it (See Consumer Characteristics for an in-depth
explanation of these theories).

Semiotics

Basing the slogan in a semiotic reference, and as mentioned before in the Logo, the signifier
which would be the word LOOP is perceived as similar or an imitation of the signified (which
would be the word COOL) when this one is replaced. This is because both words look and
sound similar which makes it and Icon (Lury, 2004).







