
GLIDDEN GETS YOU GOING®



Blue, Inc. will reinvigorate the Glidden™ brand within Walmart® stores with an 
integrated advertising campaign that educates, informs and inspires the target 
segments: the youthful DIY renter, at the start of her newly found independence 
finds inspiration through the world around her, but struggles to afford what she 
wants to create; the Walmart® paint shopper juggles the needs of her young children 
and her home, so the convenience of Walmart® allows her to accomplish her daily 
goals, despite her lack of trust in the quality of products that Walmart® offers ; and, 
the DIY homeowner is tough, experienced and has tackled many DIY projects. He 
expects durability from his finished projects, a quality he doesn’t quite expect from 
Walmart®. For each unique segment, Blue, Inc.’s campaign will tap into their skills 
and experiences to help them create a finished project that they will be proud of, 
regardless of proficiency.

Blue, Inc.’s campaign, guided by insight from primary research, will solve the issues 
of poor product knowledge and inferior customer relations within Walmart® stores. 
Using cutting edge technology, Glidden™ will push the boundaries of consumer 
expectations for not only Walmart®, but for any retailer in the country. Consumers 
will be exposed to the Glidden™ brand throughout the Walmart® store, with imagery 
that not only leads the target to Glidden™, but also sparks creativity about what they 
can accomplish when they purchase Glidden™ products. 

The Glidden™ brand, through the use of a unified face and voice, will educate 
and support the target segments. With our campaign, training will be available at 
any time, providing the know-how to make any project a success. Increased use 
of sponsored blogs will provide creative inspiration for new projects. The ease-of-
use and availability of the product, supported by new sources of inspiration, will 
encourage the consumer to purchase a gallon of paint and create whatever their 
imagination desires.

Through a partnership with Better Homes and Gardens at  Walmart®, Blue, Inc.’s 
campaign improves awareness and acceptance of Glidden™, and reaches our 
inexperienced consumers. As they grow with Glidden™ and their demands for 
professional quality paints become prevalent, the transition to the Glidden™ Brilliance 
Collection will be a natural progression.

Blue, Inc.’s campaign will reinvent Glidden™ as more than a paint brand. It will be 
the brand that helps consumers, inspires consumers, and grows with consumers. 
Glidden™ will see an increase in brand value, as will Walmart®. The target consumers 
of Glidden™ will gain confidence in their skills, will expand their willingness to try 
new painting projects and will perceive the Glidden™ brand to be the natural choice 
for all their future painting needs. 
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Focus Group and survey deTaILs
Valuable insights were gained from focus group research with our first segment of young, renting DIY 
shoppers. They were asked to discuss their general attitudes about designing and decorating their living 
space, and their specific attitudes about paint. We explored brands, retailers and sources of inspiration, 
including digital and online resources. These results are particularly relevant because of the long-term 
opportunities; this campaign will create a positive relationship with these young DIYers that will last for 
years to come.  We also used surveys to gather information about our target market. 138 people were 
surveyed, from various demographics. Key findings are as follows:

prIMary researcH
Objective – Learn how our target audience thinks, feels and acts as it relates to the paint industry, 
competitors of Glidden™ and their sources of inspiration for painting projects. Our goal was to identify 
ways in which Glidden™ can better reach the target audience.

Blue, Inc. conducted primary research via a paper survey primarily with closed-ended questions, as well 
as a focus group. Secondary research was collected to gain insight about our competitors and how they 
are serving the target market, specifically through social media.

WaLMarT® 

Do not shop at Walmart®.

Show considerable resistance to the store in 
general.

Think Walmart® is “cheap, crowded and has a 
poor atmosphere.”

Do not know Walmart® sells paint.

Would shop for paint at Walmart® if the 
brands were the same as home improvement 
stores with the same variety of selection.

deTerMInInG FacTors 

Rely heavily on color swatches when making 
their paint choice.

Avoid the most inexpensive paint brands, but 
high-end, expensive paint is also out of the 
question.

consuMer servIce 

Value having someone in-store to help them.

Would never buy paint online.

Trust home improvement stores like Home 
Depot and Lowe’s more than other retailers.

process 

Have no formal training when it comes to 
painting; many learned through trial and error.

 Think  YouTube videos are helpful.

Do not paint in the winter, and do most of their 
projects in the summer and fall.

Get inspiration from Pinterest, magazine 
articles, HGTV and other houses.
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socIaL MedIa usaGe/enGaGeMenT oF coMpeTITors
Facebook

Consumers, primarily through Facebook accounts, ask questions of the company and the company will 
respond. The company itself will post images of painted rooms, jokes, inspiration boards and release 
new colors on their Facebook pages. Facebook is also a popular way to promote things like competitions 
and sweepstakes for loyal consumers.

TWITTer

The retweeting of consumer projects is another popular practice, and gets the consumer more involved. 
The competitors also ask consumers for their opinions, like “What color should this room be?”

secondary researcH
Objective – To gain further insight on our competitors, target market and brand engagement. Our goal 
was to uncover opportunities for the improvement of the brand engagement efforts of Glidden™.

Founded in 1875, Glidden™ has grown into one of America’s largest paint manufacturers. The company 
only sold varnish originally, but has since moved on to paint. Glidden™ is currently owned by 
AzkoNobel, but PPG Industries will soon be the parent company of Glidden™.  They are headquartered 
in Strongsville, Ohio.

Mission Statement: “The Glidden™ Paint brand offers a rich tradition of innovation and color inspiration, 
and has consistently embodied quality and performance.”

Glidden™ is one of the lesser known paint brands compared to its competitors, and this affects the 
perceived quality of the brand. Being associated with Walmart® is a hurdle in terms of quality perception, 
as well.

coMpany anaLysIs: GLIdden™

survey InsIGHTs
The survey participants who consider themselves capable of “painting like a pro” associate positively 
with Glidden™ (ranked 3rd in unaided recall) but not with Walmart®.  They associate paint with specialty 
paint stores like Sherwin Williams® and home centers like Lowe's®. People who claim to be DIYers aren’t 
always experts in every aspect of the painting process, and many aren’t knowledgeable about supplies 
such as brushes and rollers.

We also found that the DIYers have more confidence when hearing a "voice of authority," like a 
knowledgeable sales associate in a paint specialty store. 

Finally, gender and age were not deterrents to DIYers, as both women and older consumers of both 
genders still want to paint and tackle other DIY projects.  
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benJaMIn Moore®

Founded by the Moore Brothers in 1883, the company began with just one product, but their paint 
lines have increased dramatically and are known for exceptional quality. Benjamin Moore® is owned by 
Berkshire Hathaway, and is headquartered in Montvale, New Jersey.

Mission Statement: “At Benjamin Moore®, we remain committed to the vision of our founder Benjamin 
Moore when he started his paint company in 1883: producing the highest-quality paints and finishes 
in the industry, and delivering them directly to our consumers through our nationwide network of 
knowledgeable, consumer-friendly retail store operators.”

This is one of the least known brands, as we encountered multiple people 
who had never heard of Benjamin Moore®. Those who had used it in the past 
were impressed by the quality. 

sHerWIn-WILLIaMs®

Founded by Henry Sherwin and Edward Williams in 1866, The Sherwin-Williams® Company has not only 
grown to be the largest producer of paints and coatings in the United States, but is among the largest 
producers in the world. Sherwin-Williams® is headquartered in Cleveland, Ohio.

Mission Statement: “The Sherwin-Williams® Company is committed to conducting business in an ethical 
and legal manner throughout the world.”
 
Sherwin-Williams® is one of the most known and well established brands 
with a larger selection than many other brands in stores. Advertisements 
are easily remembered because they are bright and fun.

beHr®

Founded in 1947, Behr® Process is one of the largest 
suppliers of paint and exterior wood care products 
in the United States.  Behr® manufactures paints, 
decorative finishes, primers, stains and surface 
preparation products. The Home Depot® is the 
only retailer of Behr® paint.  Behr® is a subsidiary 
of Masco Corporation and is based in Santa Ana, 
California.

Mission Statement: “We will provide products of 
superior quality and value that best fulfill the needs 
of our consumers in all Masco Coatings Group 
market areas. We will achieve this purpose through 
an organization and a working environment that 
attracts the finest people, fully develops and 
challenges our individual talents, encourages 
our free and spirited collaboration to drive the 
business ahead and maintains our company’s 
historic principles of integrity and doing the right 
thing.”

Behr® is seen as an innovative brand among the 
target market, and is seen as a high quality paint. 
The target audience brought up their paint+primer, 
color matching, advertisements, and booklets 
as elements that stand out 
about Behr®.

vaLspar®

Valspar® is a company that dates back to 1806. 
The company offers several paint colors and 
utilize social media to aid consumers in their 
painting endeavors. Valspar® partners with the 
community through Habitat for Humanity and 
The National Trust for Historic Preservation. 
Valspar® is based in Minneapolis, Minnesota.

Mission Statement: “To be the best coatings 
company in the world as judged by our 
consumers, shareholders, employees, 
suppliers and the communities in which we 
operate.”

Valspar® is a recognizable brand name, but 
the attributes of the paint were not as readily 
recognized. The target audience brought up 
their good quality and good variety of colors.

Valspar® is considered a “Middle of the road” 
paint brand, not cheap nor premium. 

®
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Rachel

The first segment is the renting DIY shopper — Rachel, a young 20-something just out of 
college, is renting her first apartment and still has a roommate. She is on a tight budget, 
but dreams of having a place straight out of a magazine. Rachel is a DIY novice; her skill 
level forces her to seek out additional information and advice — usually from specialty paint 
stores. The Glidden™ product that relates best to Rachel’s lifestyle is Glidden™ Better Homes 
and Gardens® paint. She wants great-looking updates for a price that suits her budget. With 
Glidden™ Better Homes and Gardens® paint, Rachel’s apartment has never looked better.

Kim

The second segment is the current Walmart® Paint Shopper — Kim, a home renter. Her young 
family keeps her busy, but she still desires a beautiful home. She already shops at Walmart®, 
but doesn’t think about it as a place to buy paint.  Kim has done a project here and there, but 
is still not confident in her skill set. Like Rachel, she seeks out advice from family, friends and 
specialty paint stores. With Kim’s growing family, she benefits most from using Glidden™ 
Better Homes and Gardens® paint. She likes the variety of color options, as well as the 
connection to one of her favorite forms of inspiration: Better Homes and Gardens® magazine. 

Jack

The third segment is the DIYer shopping at Walmart®, but not for paint — Jack, an empty-
nest homeowner, living with his wife.  His wife is a significant influence in his motivation 
to get projects done and he looks for maintenance that is built to last. Jack has experience 
with home projects and doesn’t need help from in-store employees. He trusts Walmart® for 
everyday household items, but when buying from a specialty store he knows his DIY project 
will be done right the first time. Jack’s projects will have the most success using the Glidden™ 
Brilliance Collection. The paint+primer option makes it easy for him to make simple updates 
that last.

These segments are diverse in nature, and require our campaign to keep them differentiated. 
While their skill levels differ, they each seek personal help and expertise from their shopping experience.  

sTrenGTHs 
Glidden™ is a forward thinking company with a 
strong history.

The Glidden™ and Better Homes and Gardens® 
brand partnership creates a holistic home 
decorating experience.

Glidden™ can take advantage of the fact that 
90% of the American population lives within 
15 miles of a Walmart®; it offers unprecedented 
consumer access.  

Weaknesses 
Consumers do not perceive Walmart® to be an 
option for home improvement projects.

Paint projects are perceived to be too large of an 
undertaking for the novice DIYer.

Walmart® lacks the knowledgeable staff that 
consumers crave from home improvement 
stores.

THreaTs 

Home improvement stores offer trained 
professionals to advise and instruct consumers. 

Increased price sensitivity, due to the recent 
economic recession, affects willingness to start a 
painting project.

opporTunITIes 

Growth in the DIY culture has led to consumer 
creativity and willingness to take on projects.

The fast pace of society inspires consumers to 
update and improve the atmosphere of their 
home.

The economic recession has led to more price 
sensitive consumers who are more likely 
to complete home improvement projects 
themselves.
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Advertising will raise AWARENESS within Walmart® 
stores among DIYers ages 20-45  years old that Glidden™ 
paint offers a SIMPLE SOLUTION for all paint project 
needs.  The support will be the CONVENIENCE of 
product availability, EASE of envisioning their dream 
project and wide VARIETY of products offered.  The tone 
will be ENTHUSIASTIC and INSPIRING. 

dIGITaL MedIa sTraTeGy
The digital realm will be the primary means of communication outside of the Walmart® store. The DIY 
culture thrives online, where people search for inspiration, projects they can do themselves, and ways 
to share what they’ve created. Our first segment, Rachel, immerses herself in digital media and uses it 
as a way to gather inspiration for projects and share her results, so Glidden™ will utilize social media 
to provide content that builds affirming relationships with painters. Glidden™ will inspire creativity 
by connecting fans to the Glidden™ DIY blogs and will encourage curiosity in the newest Glidden™ 
product lines through promotion and product highlights. A Twitter how-to handle will also be created 
to assist inexperienced painters and give them the confidence they need to succeed with their projects.

Glidden™ will partner with three DIY bloggers, one for each of the target segments. Each blog will 
offer projects that have unique appeal to the specific wants, skills and tastes of each segment. Through 
the blogs, Glidden™ will spark the imagination of the consumer while still providing projects that are 
accessible, fun and appealing.

The new Glidden™YouTube Channel will be used in conjunction with the how-to  Twitter handle, answering 
questions and offering video help.  By allowing consumers to see how painting is done, rather than 
reading about it, Glidden™ will gain a stronger, more interactive connection with the consumer. Glidden™ 
will be known as the brand of paint that guides them through their projects, from beginning to end. 

A new Glidden™ app will feature how-to videos, supply lists for projects and the estimated time a 
project will take. Tips and reminders will help the novice DIYer successfully complete projects. This app 
will also allow users to share projects by linking to Instagram and other social media sites.

pubLIc reLaTIons sTraTeGy
Third party media outlets put Glidden™ on the public stage in ways that money can’t buy. To achieve 
our goal of boosting awareness of Glidden™ in Walmart®, we will use our social media sites and press 
releases to generate interest. We will gain consumer interest and respect by creating a positive brand 
image of Glidden™, providing  fluent two-way communications between consumer and company. 
Creating connections within communities and highlighting exciting new events, such as our partnership 
with the Property Brothers, will reach consumers on an individual level and make our brand more 
accessible.

Rachel Kim Jack

Rachel Kim Jack
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TradITIonaL MedIa sTraTeGy
Traditional media is important to the third segment, Jack, while still reaching Rachel and Kim. This 
strategy will focus on magazines, including tablet and website editions, while taking advantage of their 
high visual quality. More than 90% of all pages in a magazine are read and each reader looks at the 
magazine at least 2.5 times, giving this medium additional impact. To expand our traditional media 
reach, we will begin a partnership with HGTV’s Property Brothers. From this relationship, we will gain 
increased visibility and credibility by featuring Glidden™ paint on their TV show, as well as their website. 
In the future, this partnership can also be expanded to include radio, print and  TV advertisements.

cHarITy sTraTeGy
In order to illustrate the social responsibility of Glidden™ and heighten the company’s image, we will 
partner with charities and foundations. For this very short campaign, we will add to the existing Glidden™ 
partnership with Make-A-Wish® foundation by incorporating The Color Run™ and the Global Paint for 
Charity.  The Color Run™ is a 5k-road race in which colored powder is thrown at runners. The proceeds 
from the run are distributed to various local organizations in each participating city. The Color Run™ is 
a natural fit for Glidden™ because of the emphasis on color, and the event goes hand-in-hand with the 
tagline “Glidden gets you going®." Promotions will include a free t-shirt that appears to be plain white, 
but it actually features the Glidden™ logo in Ultra-Ever Dry. This technology allows the logo to be invisible 
until the rest of the t-shirt is covered in color. Additionally, Glidden™ will have a presence at the run with 
a recreational vehicle. This mobile unit will offer promotional materials such as the Glidden™ Ultra-Ever 
Dry shirt to increase visibility of the brand in the eyes of the attendees and the volunteers. Paintbrush-
shaped coupons for a free paint tester at  Walmart® will also be offered. This helps bring the consumer to 
the store and familiarize them with paint at Walmart®. The Global Paint for Charity sends leftover paint to 
developing nations to help beautify neighborhoods. This charity provides consumers with a way to dispose 
of extra paint, rather than taking it to a local hazardous waste drop-off location. Glidden™ will sponsor 
donation sites at Walmart® stores. These partnerships also provide Glidden™ with the ability to connect 
with the social media network of the charities, increasing visibility of Glidden™ among their users and fans.   

consuMer Trade sHoW sTraTeGy
Consumer trade shows are an untapped market for paint brands. Jack’s segment frequents these events 
because they offer expertise and fulfill his desire to do things right the first time. Glidden™ will build a 
presence at home and garden shows, offering demonstrations on painting techniques and sponsored 
speakers from Glidden™ — including the Property Brothers, who will be developing an association with 
the brand. Glidden™ will also feature winners of social media contests involving DIY projects that make 
creative use of paint. To increase awareness of Glidden™ at Walmart®, we will partner with Walmart® at 
these shows to help establish Walmart® as a home maintenance and décor destination in the eyes of our 
target market. We will also use our partnership with Better Homes and Gardens® to increase visibility 
and credibility with this audience.

concLusIon 
The greatest challenges of Glidden™ in Walmart® are that consumers desire instruction and skills from 
an in-store employee and do not recognize Walmart® as a home improvement store. Raising awareness 
outside of the store will let consumers know that you can now get paint at Walmart®, and it’s just as 
easy and dependable as a home improvement store. We can increase the credibility of Walmart® in 
the paint store market by enhancing the consumer experience inside the store with a new employee:  
Glidden Glenn™. S
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Rachel Kim Jack

Rachel Kim Jack

Kim Jack
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MEET GliddEn 
GlEnn™

He’s helpful. He’s friendly. And most of all: he’s there for the consumer. Glenn is involved in every 
aspect of Glidden™. He encourages people to pursue their DIY dreams from the pages of popular 
magazines. He answers common questions via helpful Internet how-to videos. He greets Walmart® 
consumers as they enter the Glidden™ aisle and assists them with all of their painting needs. Glenn 
makes Glidden™ more than a name. He brings the Glidden™ brand home with the consumer and 
reminds them that Glidden™ is always there for them, from the inception of the DIY idea to the 
feeling of success when a big project is finally complete. Whether it’s a question about what base 
of paint to purchase or how to add stylish elements to a room, Glenn’s got you covered. He has all 
the knowledge and tools that the consumer needs to get going. 
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Our research shows that the greatest weakness for Walmart® is the lack of knowledgeable in-store 
staff. Our research has also shown that the Midwest is a strong believer of self-improvement and self-
renovation. We will be improving the in-store experience in nine key Midwest stores as test markets to 
create the strongest connection with our target.  To improve the in-store experience, we will utilize the 
Better Homes and Gardens® partnership, as well as implement new technologies to answer consumer 
questions. While the Glidden™ Brilliance collection offers a premium product, our research shows that 
the price point of the Better Homes and Gardens® line is better suited to our segments. Plus, Better Homes 
and Gardens® is already established in Walmart® stores. Better Homes and Gardens® currently has “My 
Color Finder” on their website, which allows consumers to experiment with different color combinations 
in a simulated room. We will co-brand with this feature to include the paint swatch numbers of Glidden™ 
Brilliance Collection and Glidden™ Better Homes and Gardens® paints (currently not featured on the 
website) and a call to action stating the availability of Glidden™ at Walmart® stores.  

These images depict the new paint section in 
Walmart® stores. The new DIY Center and How-To 
Hotspot are the heart of this renovated area.

In-store floor decals will lead Walmart® consumers to the 
paint section where they will find a store within a store: 
The DIY Center.  This new paint section layout has the 
tone of a professional paint center, with all the necessary 
tools, paint and information to get the project done. These 
renovations show faith in the future of Glidden™ paint 
at  Walmart® stores, and that Glidden™ understands 
the needs of the consumer.  The DIY Center is a focal 
point of the new Walmart® paint section. It provides 
small project ideas and inspiration for the creative 
consumer. Additionally, we will use other Better Homes 
and Gardens® home decorating products in the store to 
provide inspiration in The DIY Center, thus expanding 
this partnership and creating cross recognition. 

For each Glidden™ product there will be an augmented 
reality hotspot that consumers can scan with their 
smartphone to download a video. This AR video provides 
information about the product and its basic applications 
and uses. This knowledge will increase consumer 
confidence that they made the right purchase for their 
painting needs. The main feature of The DIY Center is 
the "How-to Hotspot," an interactive display that serves 
as a digital customer service representative to provide 
assistance.  Consumers will have the option to talk to 
an animated version of Glenn, who responds to basic 
questions, or have a Skype call with a member of Glenn’s 
team.  The representatives on Glenn’s team will be on 
call for Walmart® customers with specific working hours. 
Glenn’s team will create a simple and personalized 
experience with Glidden™ through Walmart®. This line 
of communication provides the information that the 
DIYer craves.

This floor decal will be placed in various aisles in 
Walmart®, directing the consumer's attention to the 
new Glidden™ paint section.
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Augmented Reality (AR) will promote Glidden™ to the next level of innovation. An AR application, found 
within the Glidden on the go™ app starring Glidden Glenn™, answers questions consumers have in-
store (such as, what type of paint base works best for their project), and frames Glidden™ as a company 
that cares enough to predict their consumer’s needs. The busy Walmart® atmosphere can sometimes 
leave consumers searching for answers with nowhere to turn. AR hotspots, placed directly on the paint 
cans, will bridge the uncertainty gap and leave the consumer feeling satisfied that they are purchasing 
the right product. Hotspots will also be placed on the print advertisements so consumers always have 
easy access to his wealth of information. By using AR across different media, we are both encouraging 
consumers to go to Walmart®, as well as reassuring them that they are making a smart painting decision. 

Oh, hey there. I see 
you’re looking at the 
Glidden™ Brilliance 

Collection Paint + Primer.

CU Glidden Glenn™
GLENN: It seems you’re 
interested in the flat base. 
That must mean you’re 
looking to hide some 
imperfections in your home.

MS Glidden Glenn™ 
GLENN: Trying to conceal 
that hole in the wall? Is your 
drywall not the best it could 
be? You’re in the right place. 

MS Glidden Glenn™
GLENN:  Glidden™ Brilliance 
Collection with a flat base 
will help you get rid of pesky 
nicks or scratches. 

MS Glidden Glenn™ 
GLENN: But keep in mind 
this type of paint won’t 
wash well, so keep it away 
from high traffic areas 
where water or children are 
involved.

MS Glidden Glenn™ 
GLENN: What are you still 
listening to me for? Grab a 
hold of this paint and get 
going.
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[ PAINT CAN & PAINT CHIPS ]

The top of the Glidden™ paint can will receive an additional sticker connecting the consumer to our Augmented Reality app. The 
consumer will use their Glidden on the go™ app  to scan Glidden Glenn™, which will lead them to helpful videos describing the 
difference between various types of paint. The sticker is a cost effective and quick way to connect with the consumer while still 
using the existing package design. 

Every color has a personality, and Glidden™ paints should be treated as such. With a modern design 
and peppy copy, the paint chips appeal to the consumer’s appreciation for individuality. The color the 
consumer chooses should speak to them; the redesigned paint chips actually will. Whether the consumers 
are purchasing a color that reminds them of home or one that inspires them to get outside their comfort 
zone, the new Glidden™ paint chip will have them entertained and excited to complete their project. 

PURE PERIWINKLE
Some call me “lavender,” some call 
me “violet” and some prefer to call me 
“heliotrope.” Some just call me plain ol' 
“purple.” Don’t let the names fool you. 
Remember what I, Pure Periwinkle, am 
usually associated with—success, love and 
wealth. Choose me and your DIY projects 
will reflect the life you lead.

Tropical Lagoon

Fresh Pineapple

Regal Purple

Wild Truffle

Granite Grey WGG06

GLB03

WGV27

WGY25

WGB08

Questions?
1-800-Glidden
www.Glidden.com
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Glidden gets you going®

Scan my image using 
the Glidden on the 
go™ app for product 
details.

Glidden gets you going®

Gl875 Gl390

SEXY PINK
Getting ready for the first soiree at your 
new place? Hosting new friends and 
strangers alike allows you to carve out 
a dynamic social status—turning nickels 
and dimes into platinum and gold—as 
only a style guru can. Sexy Pink goes on 
smooth and stays with you long after 
the party is over. What’s the delay? Your 
guests are waiting.

Shell White

Palest Lavender

Bubblegum Pink

Nautical Blue

Pebble Grey WGG06

GLB03

WGV27

WGY25

WGB08

Questions?
1-800-Glidden
www.Glidden.com

Glidden gets you going®
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facebook Search for people, places and things     Morgan Werch    Home              X      

Glidden gets you going®

Glidden gets you going®

Glidden
16,100 likes   56 talking about this.

Official Page for Glidden™ Paint. We’ve made it fun and 
simple to add color to your life. Glidden gets you going®

Home Decor

About Photos Glidden Glenn Likes Following

Official Page for Glidden™ Paint. We’ve made it fun 
and simple to add color to your life. Start now.

The website redesign creates an image for Glidden™ that is both mature and approachable. The photo 
carousel on the main page highlights important aspects of the site, such as Glidden Glenn™, color 
options and inspiration ideas. This makes it easy for the consumer to find exactly what they are looking 
for in both an attractive and functional way. The bottom toolbar has links to each of the three blogs, 
allowing the consumer easy access to even more ways to use Glidden™ products. Creating a user-
friendly site with a modern design keeps Glidden™ up-to-date with the current trends and overall, is 
appealing to the consumer. 

Tweets

Following

Followers

Favorites

Lists

Tweets

START NOW.

store locatorhow to color products

Glidden Quailty

Interior Paints

Exterior Paints

The Glidden Collections

Contact Us | Media | Site Map | Terms, Conditions and Privacy Policy | Color Accuracy

stay connected download the app and start now get inspired

Who to follow  Refresh  View all 
Walmart®  @Walmart®

Follow

American Advertising Federation  @AAF
Follow

Drake University Blue Inc.  @DUBlueInc.
Follow

@GliddenGlenn

The official page of Glidden™ Glenn.

Just because I say, “do it yourself,” doesn’t mean I’m not going to 
help you every step of the way. But, it is up to you to #getgoing.

Glidden Glenn

Glidden Glenn @GliddenGlenn

Did you see me in #Walmart®? With Glidden™’s new augmented 
reality app, now I can help you in the aisle with a simple point of 
your phone  #getgoing.

To learn more about Glidden™ products and DIY projects, follow 
me. I will be tweeting helpful videos and tips to make DIY life 
easier. #getgoing.

In addition to the official Glidden™ 
Facebook page where people can 
highlight their projects, Glidden 
Glenn™ has his very own Twitter 
handle. He  engages the consumer 
by tweeting ideas, how-tos and 
questions about future projects. 

Glidden gets you going®

STORE LOCATORHOW TO COLOR PRODUCTS
Glidden™ Quailty

Interior Paints

Exterior Paints

The Glidden™ Collections

Contact Us   |   Media   |   Site Map   |   Terms, Conditions and Privacy Policy   |   Color Accuracy

stay connected download the app and get going get inspired

Glidden Glenn @GliddenGlenn

Glidden Glenn @GliddenGlenn
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THe novIce (seGMenT one) 

This segment is least experienced in painting, lacks confidence and prefers simple projects. This blog 
offers simple solutions by Glidden™,  inspiring readers to work through the painting process themselves 
with Glidden™ as a friendly mentor. 

THe aMaTeur (seGMenT TWo)

The second blog is specifically created for current Walmart® paint shoppers who are not entirely confident 
in their painting skills, but typically enjoy the creative process. The blog offers consumers a way to 
envision dream projects and helps them make those dreams come true using Glidden™.

THe veTeran (seGMenT THree)

The final blog is dedicated to the experienced painter looking for simple, efficient solutions to common 
household problems. This consumer is more concerned about the maintenance of their house and wants 
to get things done quickly. Therefore, Walmart® is favored because it has one-stop convenience. 

HOW-TO ABOUT CONTACT

New House on the Block
PHOTO GALLERY

  Do you know that woman you pass by at your local grocery store 
who is pushing around one of those giant plastic buggies that look like a 
little hippy car attached to a metal cart? Sticky hands and sharp screams 
fly out from the windows. You know… that lady that smells like glue and 
cinnamon and wears a purple juice stained t-shirt that she got from her 
husband on her dreaded twenty-ninth birthday, but still wears because 
most of her husband’s and her money goes to keeping their children 
happy? That’s me.
  Nice to meet you, I’m Emily. My children are what make my life 
colorful. They make my life interesting, joyful and totally worth it. 
  I am a frequent Pinterest user who you’ll only see pinning at night 
when my little monsters are sleeping. But my husband, Jeffrey, and I 
love to spend our Saturdays working together on various home design 
projects. Well, he loves watching football. I love making him move 
furniture and take me shopping!
  But this is my blog about how I, a mother of two beautiful, yet 
sometimes chaotic, children, maintain the appearance of my house. I 
look forward to sharing with you the projects and efforts I endure to 
keep our house looking like our home. 

The blogs share the 
benefits of Glidden™ 
directly with consumers 
by showing products in 
use on projects. Better 
Homes and Gardens® 
products will also be 
tied into the blog posts 
in order to promote the 
partnership and connect 
Glidden™ with a trusted 
DIY brand. Glidden™ 
hits each segment with 
specific projects he or 
she will appreciate.

HOW-TO ABOUT CONTACT
STARTING SIMPLY

Hi! I am Laura and I have a great passion for DIY projects. I love creating 
as well as redecorating things that are old or crappy and transform them 
into fun and exciting pieces! I am currently studying in Minneapolis as an 
undergraduate so budget is my main concern. Hope that by reading my 
blog will give you useful tips and get you started on your first DIY project!

MY INSPIRATION

CRAFTING
QUEENHOME ABOUT CONTACTHOW-TO

Hello friends!

My name is Darcy Dodge, but I also go by mom, DIYer, gardener, baker, and my 
personal favorite, grandma. This blog is about my home. 

Over the years, my home has gathered many distinct meanings from the special 
people who have entered it, lived in it or merely passed through it. It is where my 
husband and I learned to live as one, where my beautiful children grew up, and 
where my seven grandchildren love to explore and play hide-and-seek. To each, 
my home is faithful and unchanging, holding past and future memories. My kids 
live several states away, but every time they come to visit, the smells, the creaks, 
and that sturdy wooden chair in the living room, which has only moved for the 
vacuum, brings them back to when they were ten. It reminds them of life when it 
was not so hard or so complicated and smelled like fresh cut grass and lemonade.  

Isn’t that the beautiful thing about going home? 

And amazingly, it is still home to my wonderful husband, John, and me after thirty-
five years of marriage. The floral wallpaper still hangs in my girls’ old bedroom, 
and the basement floor has a large red square outline left by my son’s 8th grade 
painting project. 

Yes, I am old. 

But living in an old house has made renovation a huge and constant project for 
us over the years. Owning an older house tends to come with frequent obstacles. 
But, each snag has become a sort of adventure. My husband and I love finding 
new ways to fix our household problems. It has become our hobby to update the 
house, while always keeping our house the home it has always been. Of course, 
the people who live in a house make a home, but it is also about the aesthetic 
experience that we love so much. 

I cannot wait for you to experience my home. We will learn new methods of starting 
and completing each home improvement task together, so that your house might 
become your home and stay your home. Let’s start now. 
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CU Glidden Glenn™
GLENN: Today I’ll be 
demonstrating the correct 
method for removing 
painter’s tape from your 
freshly finished walls.

MS of Glidden Glenn™
GLENN: Start by gently 
touching your fingertip to 
the paint. Paint won’t dry 
immediately, so make sure 
you’ve let it sit for about 1 
to 2 hours before testing the 
dryness.

Glidden Glenn™ continues to reach consumers through the Helpful How-To YouTube series. These 
are step-by-step videos that help the consumer answer basic questions. Glidden™ is reaching out to 
consumers and giving them the information they need from a friendly face, so they don’t have to search 
for a trustworthy source. Because consumers will see Glenn throughout this campaign, they will become 
comfortable with him and will prefer his friendly, helpful demeanor to a simple block of text found on a 
random website. The YouTube series is an easy and effective way to promote the Glidden™ brand while 
giving the consumers the results they desire. 

MS Glidden Glenn™
GLENN: Hi there. I’m Glenn 
and I’m here to help you 
start and complete all your 
Glidden™ DIY painting 
projects. With the techniques 
and tips the Glidden™ team 
can offer you, all your DIY 
projects will be simple and 
personal.
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MS  Glidden Glenn™
GLENN: If the paint is not 
sticky or wet, you’re good 
to go. If it is, have some 
patience and come back in an 
hour.

MS Glidden Glenn™
GLENN: Next, find the edge 
and begin peeling the tape 
straight up. Use your other 
hand as a guide.

MS Glidden Glenn™
GLENN: Once you have a 
good grasp on the tape, hold 
the tape at a 90-degree angle 
from...

MS of Glidden Glenn™
GLENN: Keep going with 
this process throughout your 
room and...

MS Glidden Glenn™
GLENN: If you’re looking 
for additional tips and 
techniques, be sure to check 
out the Glidden™   YouTube 
channel for more helpful 
how-tos.

MS Glidden Glenn™
Glenn: Thanks for watching 
and I’ll see you next time 
when we will bring you 
more ways to get going with 
Glidden™.

CU Glidden Glenn™
GLENN: If you peel too 
quickly, you might crack or 
smudge the paint. So be 
careful.

CU Glidden Glenn™
GLENN: ... the surface and 
peel it off at a steady pace. 
Work with it until you find a 
comfortable speed.

CU Glidden Glenn™
GLENN: ... you’ll have a 
personal and professional 
looking space, completely 
done by you.



[ PRINT & COLOR RUN ]
C

R
E

A
T

IV
E

16

Print advertising introduces Glidden Glenn™ to 
consumers and encourages them to learn more about 
Glidden™ products at Walmart®. His image is an 
Augmented Reality hotspot, which takes consumers 
to Glenn’s how-to videos. Placed in the print and tablet 
editions of key magazines, the print advertisement 
encourages consumers to purchase Glidden™ paint 
at  Walmart® because it will make their dream a 
reality. A version of these ads will also be placed on 
the websites of these publications. These ads will be 
placed regionally in the following cities: Des Moines, 
IA; Chicago, IL; Indianapolis, IN; Grand Rapids, MI; 
Minneapolis, MN; Kansas City, MO; St. Louis, MO; 
Omaha, NE;  and, Milwaukee, WI.

A colorful billboard promotes the Glidden™ partnership with 
The Color Run™. The image captures qualities valued by 
both organizations: fun and function. The Color Run™ and 
Glidden™ want consumers to reach their goals, but they also 
want them to enjoy the process. The Glidden™ presence at 
The Color Run™ will be enhanced by the presence of a 
Glidden™branded recreational vehicle. It will serve as a 
place to get promotional items from Glidden™, including free 
t-shirts and coupons for paint testers at Walmart®. Glidden™ 
experts will also be available to provide visitors with more 
information about Glidden™. 

From how-to videos to DIY inspiration, Glenn is here to assist with 
all your painting needs. His helpful tips ensure that your dream 
project becomes a reality. To meet Glenn, use the Glidden on the 
go™ app to scan his image. You'll discover more ways to get going. 

 

Glidden gets you going®

available at:

From how-to videos to DIY
inspiration, Glenn is here to assist 
with all your painting needs. 
His helpful tips ensure that your
dream project becomes a reality. To 
meet Glenn, use the Glidden on the 
go™ app to scan his image. You’ll 
discover more ways to get going.

MEET GLIDDEN GLENNTM

Glidden gets you going®

AVAILABLE AT:
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Issue
Walmart® is not seen as  a 
destination for paint. Only 66% 
of DIY consumers are aware that 
Walmart® even sells paint, let 
alone Glidden™ paint. Other than 
the paint department, Walmart® 
has growing revenue. We dig 
deeper into why this is the case. 

MessaGe
Glidden™ is trying to improve 
their sales within Walmart®. 
Instead of just grocery shopping 
at Walmart®, we want consumers 
to look to Walmart® for all their 
painting supplies. 

sub-MessaGe
The Walmart® paint department is 
geared toward DIYers.

FACT:  D IYers comprise an 
estimated 45% of all paint sales, 
whereas the Pro/Trade segment 
represents 55% of all paint sales. 

FACT:  The number of DIYers 
has increased since the economic 
downfall of 2007. 

sub-MessaGe
Although it will be more expensive 
to partner with a DIY show such as 
Property Brothers, the benefits will 
be worth it in the long run. 

FACT: The show receives about 
$100,000 worth of sponsored 
products, which are then 
advertised in the show. 

F A C T :  Pr o p e r t y  B r o t h e r s 
supports the motto of Walmart®: 
“Save money.  L i ve  better.”  
Instead of buying a new house,  
Property Brothers encourages 
people to renovate their existing 
homes, which in turn, saves 
consumers money. 

Contact: Blue, Inc.     FOR IMMEDIATE RELEASE
Tel: 555-555-5555
Email: dublueinc@gmail.com

Glidden™ JOINS THE FAMILY
Glidden™ paint announces its partnership with the Property Brothers

Des Moines, IA (February 27, 2014)- Glidden™ Paint will start a new partnership with the Property 
Brothers this spring. To kick off their collaboration with the brothers, they will be utilizing their 
partnership with Better Homes and Gardens® at the Minneapolis Home and Garden Show on February 
26 through March 2, 2014. 

Glidden™ will be holding a press conference in Minneapolis at this time to coincide with home 
enthusiasts anxious to start the home improvement season. Home enthusiasts aren’t the only ones who 
are excited; Glidden™ is excited to display the new DIY Center within Walmart® to not only the Property 
Brothers, but also their fans. The first show featuring Glidden™ products is due to air on May 12, 2014. 

“The great thing for us is that we want to educate viewers on how to build their dream home,” said 
Jonathan Scott, host of HGTV’s Property Brothers. 

Glidden™ chose to partner with the Property Brothers because it will increase the company’s credibility 
and also create more widespread exposure. Glidden™ benefits from the target audience appeal of the 
Property Brothers and their expertise in the DIY genre. 

If you have any questions or concerns you may contact Alexander Noonan at dublueinc@gmail.com, or 
call 555-555-5555. 

###

overaLL obJecTIve
Increase social media presence.  Companies who have a blog 
have up to 55% more traffic than those companies who do not 
have blogs.

bLoG sTraTeGy
Increase blog traffic by 20% over the course of the campaign.   
Tactic: Create a DIY blog with posts from Glidden™ 
representatives and also Glidden™ consumers.  

Facebook sTraTeGy 
Increase interactivity.
Tactic: Encourage Glidden™ consumers to share their own 
projects to inspire other Glidden™ consumers and create 
conversation.

InsTaGraM sTraTeGy
Provide inspirational visuals for Glidden™ consumers. 
Tactic: Post a picture of a DIY Glidden™ project everyday. 

GLIdden GLenn™ TWITTer sTraTeGy
Increase interactivity by providing personal consumer services.
Tactic: Glidden Glenn™ answers questions our followers have 
about Glidden™. 

pInTeresT sTraTeGy
An opportunity to immerse themselves in the painting process 
from inspiration to how-to, to sharing their own projects. 
Tactic: Create diverse boards, catering to different steps of the 
painting process. 
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We will reach the first segment through advertisements in People magazine. To reach the second segment, 
we will use Better Homes and Gardens, Midwest Living, and Southern Living. The third segment will be 
reached by advertising in This Old House and Martha Stewart Living. Full page ads will be featured 
every month of the campaign. The only exception is a 1/3-page ad that will run in People magazine in 
September. Magazine advertisements will be run regionally in the Midwest states we have selected, and 
will include placements on magazine websites and in tablet editions.

Billboard ads will be placed strategically in Midwest cities that have remodeled Walmart® stores and are 
hosting The Color Run™.

MEDIUM
Print
Magazines * (Total GRP: 214/mo.)
Total Impressions per Month

Television
HGTV - Property Brothers (Total GRP: 130/mo.)
Total Impressions per Month

Outdoor
Billboard - All Targeted Cities** (Total GRP: 626/mo.)
Total Impressions per Month
Billboard - Select Cities
Total Impressions per Month 

PROMOTIONS
Sponsorships
Color Run Sponsorship
Mobile Unit Vehicle used at Color Run events
Sponsored Products for Property Brothers
Tradeshows
Total Impressions per Month

In-Store Redesign (Cost for total Stores)
Floor Decals
DIY Center Point-of Purchase Displays
Interactive Multitouch Boards

Redesign/Production
Paint Chip 
Paint Can Hot Spot Sticker

Social Media/Web Enhancements 
Website Redesign
Blogs

Promotional Discounts - Coupons

Production Costs

Contingency

TOTAL

*Better Homes and Gardens, Midwest Living, This Old House, Southern Living, People 
Magazine, Martha Stewart Living.
**Des Moines, Minneapolis, Milwaukee, Kansas City, St. Louis, Omaha, Indianapolis, 
Chicago, and Grand Rapids. 

May June July August September TOTAL IMPRESSIONS TOTAL COST

$               2,377,510
21,182,180

7,500,000

939,743,440

111,000         20,000

242,918,400

         92,207,600

242,918,400219,125,320 142,573,720

  1,500,000   1,500,000   1,500,000   1,500,000   1,500,000

   4,236,436   4,236,436    4,236,436  4,236,436          4,236,436

        52,000          27,000         12,000

$     475,502

$       82,000

$         1,955

$       10,000

$           800

$    250,000

$      20,000

  $            2,975 

  $       200,000 $                 200,000

$    5,280,257 $    874,272 $    884,782 $    792,782   $      2,149,277

  $     1,200,000 $              1,200,000

$    200,000

$     150,000

$ 2,500,000

$      50,000

$       20,000

$ 1,500,000

$       20,000

$   475,502

$     82,000

$        4,970

$      20,000

$           800

$    250,000

$        1,000
$      20,000 $      20,000

$        1,000
$      20,000

$           800

$    250,000

$         5,480

$      20,000

$    475,502

$      82,000 $      82,000 $           82,000

$         5,480

$      30,000

$            800

$    250,000

$        1,000
$      20,000   $         20,000

   $              800

$      20,000 $      20,000

$  475,502   $         475,502

$                 410,000

$                   20,860

$                   80,000
$                 153,000
$                 100,000
$                   80,000

$                   20,000
$              2,500,000
$              1,500,000

$                   50,000

$                     4,000

$              1,000,000

$           9,895,370968,536,620

$                 200,000

$                   10,960
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Television advertisements will be quite scarce, as we will only be advertising on HGTV during the program 
Property Brothers. Advertising during this program is a key step in building a partnership with Drew and 
Jonathan Scott, the two hosts of the show.

Traditional media, as our primary vehicle, will be measured by aided and unaided recall tests and will 
increase brand recall by 5% over the course of the campaign. 

Campaign metrics provide Blue, Inc. solid evidence to maintain or modify executions. Glidden™ has foresight 
to plan in a short time frame and Blue, Inc., is comfortable adjusting our tactics utilizing our contingency 
fund to expand or modify campaign elements.

MEDIUM
Print
Magazines * (Total GRP: 214/mo.)
Total Impressions per Month

Television
HGTV - Property Brothers (Total GRP: 130/mo.)
Total Impressions per Month

Outdoor
Billboard - All Targeted Cities** (Total GRP: 626/mo.)
Total Impressions per Month
Billboard - Select Cities
Total Impressions per Month 

PROMOTIONS
Sponsorships
Color Run Sponsorship
Mobile Unit Vehicle used at Color Run events
Sponsored Products for Property Brothers
Tradeshows
Total Impressions per Month

In-Store Redesign (Cost for total Stores)
Floor Decals
DIY Center Point-of Purchase Displays
Interactive Multitouch Boards

Redesign/Production
Paint Chip 
Paint Can Hot Spot Sticker

Social Media/Web Enhancements 
Website Redesign
Blogs

Promotional Discounts - Coupons

Production Costs

Contingency

TOTAL

*Better Homes and Gardens, Midwest Living, This Old House, Southern Living, People 
Magazine, Martha Stewart Living.
**Des Moines, Minneapolis, Milwaukee, Kansas City, St. Louis, Omaha, Indianapolis, 
Chicago, and Grand Rapids. 

May June July August September TOTAL IMPRESSIONS TOTAL COST

$               2,377,510
21,182,180

7,500,000

939,743,440

111,000         20,000

242,918,400

         92,207,600

242,918,400219,125,320 142,573,720

  1,500,000   1,500,000   1,500,000   1,500,000   1,500,000

   4,236,436   4,236,436    4,236,436  4,236,436          4,236,436

        52,000          27,000         12,000

$     475,502

$       82,000

$         1,955

$       10,000

$           800

$    250,000

$      20,000

  $            2,975 

  $       200,000 $                 200,000

$    5,280,257 $    874,272 $    884,782 $    792,782   $      2,149,277

  $     1,200,000 $              1,200,000

$    200,000

$     150,000

$ 2,500,000

$      50,000

$       20,000

$ 1,500,000

$       20,000

$   475,502

$     82,000

$        4,970

$      20,000

$           800

$    250,000

$        1,000
$      20,000 $      20,000

$        1,000
$      20,000

$           800

$    250,000

$         5,480

$      20,000

$    475,502

$      82,000 $      82,000 $           82,000

$         5,480

$      30,000

$            800

$    250,000

$        1,000
$      20,000   $         20,000

   $              800

$      20,000 $      20,000

$  475,502   $         475,502

$                 410,000

$                   20,860

$                   80,000
$                 153,000
$                 100,000
$                   80,000

$                   20,000
$              2,500,000
$              1,500,000

$                   50,000

$                     4,000

$              1,000,000

$           9,895,370968,536,620

$                 200,000

$                   10,960
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SOCIAl MedIA
To measure the effectiveness of our social 
media strategy, we will look for a 25% increase 
in Glidden™ followers and a 10% increase of 
social media loyalty (involvement in 2 or more 
social media). 

ChArITIeS 
By tracking coupon redemptions we can 
measure the effectiveness of bringing people 
in store. We seek a 3% redemption rate as 
acceptable. Monitoring the donations for the 
Global Paint for Charity will provide insight as 
to the effectiveness of the partnership.

PrOPerTy BrOTherS 
We will measure the success of the Property 
Brothers partnership by using an aided recall 
test, which will determine if we have raised 
awareness of Glidden™ by 15% by the end of 
the campaign.

TrAde ShOwS
The success of trade shows can be measured by 
walk through rates as well as tracking specific 
hash tags on Twitter and Instagram. We will also 
measure the participation of demonstrations 
and involvement with Glidden™ by quantifying 
participation and collecting consumer contact 
information.

IN-STOre
The usage rate of the How-to Hotspot, as well as 
a short question survey at the end of each use, 
will prove the effectiveness of these displays. 
A sales increase of 10% and an increase in 
simultaneous purchases of Better Homes and 
Gardens® products and Glidden™ paint will be 
measured using scanner data.
 

AUGMeNTed reAlITy
We will track hotspot scans to assess the 
effectiveness of AR.

weBSITe 

Over the course of our campaign we will 
increase unique visitors to our website by 10% 
and increase in traffic by 15%.
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CONCLUSION
Blue, Inc.’s campaign builds on the consumers’ desire to gain skill, create simple yet inspired 
projects, and feel a sense of pride in their work. Glidden™ will be known as both the quality brand 
sold at Walmart® and as the paint that guides consumers to the successful completion of their 
goal. Traditional media, digital and social interactions and innovative in-store experiences, will 
grow awareness of Glidden™. With this awareness comes consumer confidence in Glidden™ at 
Walmart®. Sales will grow, and a willingness to upgrade to Glidden™ Brilliance Collection will 
evolve. You will develop a life-long relationship with your consumer that will set a new standard to 
which your competitors will aspire. All that is required of you is to say yes to our campaign, and 
seen how Blue, Inc. gets you going.
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