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Georgia Pacific

Vision

To help people 
improve their lives by 

providing products and 
services they value

more highly than their 
alternatives, and to do 

so while consuming 
fewer resources

https://kochind.sharepoint.com/sites/mbm/MBM%20eCatalog/value%20creation.aspx
https://kochind.sharepoint.com/sites/mbm/MBM%20eCatalog/Eliminating%20Waste.aspx


Consumer Challenge and Opportunity
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Role of Brand 
Building

Build/reinforce a brand’s 
unique value proposition, 
bringing consumers 
through the consumer 
journey  funnel and drive 
both short-term 
(demand) and long-term 
objectives (loyalty, 
advocacy)



Integrated Business Planning
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Measure
Clear metrics and timing for 
optimization/pivot

Evaluate Evaluate as part of integrated business plan

Define
Define role of marketing strategy and  
investment to achieve

Clear Start with a clear business  objective
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Key POVs for Marketing Investment

Holistic

Part of holistic 
investment alternatives 
to drive a short and long 

term objectives

Timeframe 

Invest in over 3+ years 
to see long-term 

benefits

Benchmarks

Compare against 
industry and 

competitive benchmarks 

Measure

Measure effectiveness 
based on objective

Measure efficiency on 
both short- and long-

term ROI.
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Measuring Along the Way
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Leading Indicators Lagging Indicators

• Inputs - measure progress

• Harder to measure, but 
easier to directly influence

• Indicate directional change

• Measure activities 
necessary to achieve a 
goal

• Outputs - measure results

• Rearview mirror

• Outcomes of campaigns 
and initiatives

• Financial and customer 
related:
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Example:  COVID Response

• Pandemic drove a surge 
in demand  and 
consumer needs 
changed rapidly

• Investment shift to focus 
on driving awareness 
and connecting with 
consumers during this 
challenging time

Video Link

https://www.youtube.com/watch?v=96i3txeB37Y&feature=youtu.be
https://www.youtube.com/watch?v=pjTvlarmKjs


Social Media
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Example: Sparkle® 

• Brand was not track to 
deliver long term 
objectives in $ share or 
HH penetration

• Re - evaluated holistic 
investments needed to 
achieve  objectives

• Rebalanced value 
proposition with 
marketing investment



Sparkle® More Sheets
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Key Principles

Start with a 
clear objective

Hold yourself 
accountable to 

the metrics

Proactively 
communicate

Build 
relationships


