
Welcome to Issue 1 of the Flumeletter, a short monthly digest of thinking
about brands and research curated by the team at Flume. 

We're sending you this because we've worked with you or exchanged emails
in the past, but if you'd rather not hear from us, just let us know.
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Flume news
AQR Qualitative Excellence Winners
We were delighted that our fearless leader Debbie took home
Prosper – the trophy awarded by AQR for Qualitative
Excellence – at the recent MRS awards, for our work with
Cranswick Convenience Foods. You can hear Debbie talk about
how we helped turn a declining category back into growth in a
webinar on  Thursday 19th January at 12 noon. You can
register for the webinar here. 

Business Impact - Highly Commended
We were highly commended at the MRS Awards in the
Business Impact (UK) category for our goals-based U&A on the
Food to Go Category with Samworth Brothers. You can read a
little about this case on our website – and if you’re interested in
understanding your category better, we recommend going
goals-based. It’s MRS-endorsed for business impact after all!

West Midlands Tech Awards -  Winners
As researchers we don't shout enough about utilising
technology. We took home the award for Professional Services
Tech by showcasing how we use online platforms to provide a
window into people's lives and tell simple, effective stories to
help brands grow.  We're all about that at Flume.  

http://www.flume.group/
https://us02web.zoom.us/webinar/register/WN_evOC0k62TSWGhaqhdpYtQA
https://www.flume.group/
https://www.flume.group/#work


We are delighted to have been invited to join a panel discussion at the MRS Insight Alchemy event on 14
March 2023, where the subject for debate will be 'How do we promote magic without undermining science?'.
Keep an eye out for more details next month. 
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And finally...
A date for your 2023 diary... 

If you’ve spent any time on LinkedIn in the last few weeks you’ll have probably noticed
every other post by people in our industry is about Christmas TV ads – discussion,
debate, rankings and ratings – all to try and decide who has “won” Christmas.

We love a good Christmas ad, and Christmas in the UK is as close as we have to a
Superbowl when it comes to advertising. So, we get it – it’s a fun subject to debate. But
we also feel like it’s a bit much, you know?

There’s a lot more to “winning” Christmas than having the best TV ad. One of our
favourite quotes is from Mark Ritson in Eat Your Greens where he says:

“I see marketing as three equal challenges of diagnosis, strategy and tactics. I see
communications as one quarter of the tactical challenge. That means it should be about
8% of the stuff we talk about in marketing. Why is it over 80%?”

At Christmas, it feels like it’s more like 95% of what we talk about.

So, next Christmas, let’s still talk about the ads, but let’s also talk about whose Christmas
marketing is a perfect (or disastrous) fit for their wider strategy. Who has launched new
products that their target audience really get, or that will bring new people into their
business? Let’s talk about who has nailed their Christmas merchandising and POS. Let’s
talk about who has delivered the best value at Christmas when money is so tight. Let’s
do some work (please!) on who has the best pigs in blankets. 

Because you’ve got to get all of that right to win at Christmas – as per the fourth of our
agency principles, the full mix matters.

There's more to Christmas than ads

https://www.mrsannualconference.com/
https://www.flume.group/#thinking

