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WHY? IS A SIMPLE QUESTION

It’s a question most often asked by innovators, leaders and innocents.
People who are never satisfied. Who are searching for the truth.
Who are looking for answers where many just see chaos. Those
who ask why look for both the big picture and the little things
that can make life simpler. People who ask why are willing to take
a chance. To make a difference. In today’s world we need to be
asking why much more.

PROCESS

Every marketing firm has a process, or they say they do. Ours is
based on a simple word: Why. Although it may look laborious, it’s
quite enlightening. The foundation of the Why Process is building
a Brand Pyramid that defines your company, its key attributes
and personality traits in order to determine the clear and
concise core value that will guide everything we do. Then, it’s all
about discipline: yours, and ours, and everyone who represents
your organization.

OBJECTIVE

This isn’t American Idol or some fancy art show – it’s business. You
are considering a marketing firm because you want to achieve more
of your goals. That’s why everything we do is about growing your
business, your market share and your revenues. There is no single
answer to every marketing program. Every plan is specifically designed
based on your goals and objectives. There are no templates or
one-size-fits-all solutions. It’s all about you.

CLIENTS

We work with some of the biggest brands in the world, but
we’ve also worked with some of the smallest companies that you
have yet to hear about. Our focus is building top brands, whether
that’s a local retailer or an international manufacturer that leads
its industry in sales, consumer confidence and brand awareness.
We have developed successful marketing programs for nonprofit
organizations, national brands, destinations, even .coms that
survived the burst. Bottom line: if you aspire to be a top brand in
your category, we should talk.

WHY

What do you do when you’re number one in your
industry and people think you are available in
“big boxes”?
When the research came back and told us almost 60% of consumers
thought STIHL power equipment was available in “big box” retailers
like Home Depot and Lowes we knew we had to do something –
something big. So we developed a national, integrated marketing
program that told consumers straight up that if they wanted the best
they should go to one of the 9,000 independent servicing STIHL
dealers. Guess what? It worked and continues to drive consumers
into its dealers.

WHY

How did a small family-owned resort in Bermuda become
the highest ranked resort in the Caribbean, Bahamas and
Bermuda by two national travel magazines?
The primary reason is that the Dodwell family, who own
The Reefs Resort & Club atop cliffs overlooking a private pink
beach, is committed to providing outstanding guest service
above and beyond other properties. In fact, some of their guests
have visited over 35 times, but you can’t get this type of global
attention just by providing great service. We developed an
integrated marketing program including digital, social and public
relations. Look for more accolades in your favorite bookstore.

WHY

Why would an organization stuffing backpacks
with the comforts of home out of a garage need
public relations?
When Meridian Group first started working with a small
philanthropy called Wounded Warrior Project, they were stuffing
backpacks to arrive by hospital bedsides of injured veterans. Today,
we’ve helped them grow to a respected national philanthropy.
Veterans are honored at college football games across the
country and national media covers their signature physical health
& wellness cycling program, Soldier Ride, welcomed each year by
the President at the White House.

WHY

How do you introduce the first five-star luxury
hotel opened on the East Coast in more than
20 years?
There are dozens of luxury hotels in the world and quite a few on
the East Coast. When we developed the brand for The Sanctuary
at Kiawah Island, it was something different. Instead of butlers
carrying silver, we discovered that people were attracted to
Kiawah because of the natural setting and wildlife. We developed an
integrated campaign based on nature at its finest, with images
of guests mimicking the natural inhabitants of the island. Our “zig”
versus the competitive set’s “zag” received a lot of attention and
occupancy levels soared.

WHY

How do you brand an automotive group that has
7 different names?
The name started with Greenbrier Chrysler Jeep. Then they
continued to expand to other auto brands. Then they attempted
to brand themselves as the Southern Hospitality Auto Group –
quite a mouthful. They came to us and we changed the name
to simply Southern Auto Group. Then we introduced a new
multimedia campaign focused on people and the southern way
of life, including a custom jingle. We’re still Driving Southern Style.

WHY

Why would an international manufacturer of
outdoor power equipment get behind a cause
marketing movement to buy local?
Maybe it’s because they only sell through independently owned,
local dealers. Or maybe because it will actually help to get
our economy back on track. With the power of STIHL we
created one of the largest buy local organizations in the country
with Independent We Stand. It’s all driven by a single website,
easy-to-use app, social marketing and a few full page ads in USA
Today. At last count, 100,000 people took the pledge to spend a
little more with the small business down the street.

WHY

Why would a local craft beer company use cans
instead of bottles?
Aside from retaining more flavor than bottles, cans are a unique
branding opportunity for a startup brewery. Our creative team
designed the debut cans for local craft brewery, Smartmouth,
to be unique, smart and clever, but also to reflect the brewery
itself, which is known for meticulous testing and features giant
chalkboard walls in their tasting room. Beer production has doubled
since the cans debuted over a year ago and the brewery is currently
expanding into regional markets. Smart beer. Smarter strategy.

WHY

How does a bakery that sells pound cakes to old ladies
get a face lift and tummy tuck?
Rowena’s has been around since Rowena Fullinwider started
making gourmet pound cakes in 1983. When she passed away,
sales began to crumble and the partners knew they had to do
something. We jumped in and redesigned their brand identity,
developed new packaging and built a new website. We introduced
Rowena’s to a new, younger and more affluent audience by
showing them that pound cakes can be both delicious and cool.

EVERYONE
LIKES IT ON

TOP.

WHY

Why would local New Yorkers and visitors head up to
the roof of a 90-year-old hotel in midtown New York?
When The Roosevelt in New York decided to turn their vacant
roof into an upscale outdoor lounge, they asked us for a strategy.
We came up with 46 reasons why people should head up to mad46
after work. Then we plastered the reasons all over Midtown,
with posters in store windows, on room keys, on social media
and even the front cover of the NY Post at select newsstands.
These days the lines to get in go all the way up to 45th Street.

WHY

Why is The Port of Virginia so crucial to the lives
of two-thirds of the nation’s population?
It is a catalyst for commerce in the Commonwealth, creating jobs
and moving in-coming and out-going cargo year round. But how do
you humanize cranes, ships, trains, barges and trucks? Our task on
this project was to humanize the port through its annual report. Our
creative team developed a cargo box shaped cover and we filled it
with the stories of the people who do business with the port and those
impacted by the cargo it handles daily. The award-winning annual
report is delivered to 9,500 stakeholders, economic development
leaders, customers and business leaders across the Commonwealth.

WHY

Why does a 100-year-old credit union have to act
like they are one hundred years old?
When BayPort Credit Union came to us their brand was old, stodgy
and extremely conservative. While retaining their status as serious
financial professionals we wanted to give them a softer perception.
We developed a campaign that used a little humor to lighten
up their brand: grown men playing with toy cars, kids picking out
their favorite ice cream and even delivering lots of homemade
cakes to the new neighbors down the street. Now that’s tasty!

I THOUGHT
HE WOULD KILL
MOMMY.

WHY

Why are there more cases of domestic abuse on
Super Bowl Sunday than any other day?
Because men are stupid when they’re drunk and their team loses or
even wins. Because of our work for a number of national nonprofit
organizations, Samaritan House came to us for a PSA campaign
that would get the message out about how devastating domestic
abuse can be. We hired actors to portray victims and spoke right
to the camera with statements like “I was treated like a piece of
furniture.”, “He treated the dog better than me.” and “I thought
he was going to kill Mommy.” Powerful words. Powerful results.

WHY

How do you put a legend like Ernest Hemingway
into a bottle?
Sometimes we do more than just the marketing. After securing
the exclusive license to use Hemingway’s name on specialty food
products we developed all the recipes based on his travels around
the world. Next up was the packaging, which involved sourcing
unique bottles that reflected a sense of history and developed
nomenclature and labels based on the destinations of France,
Spain, Africa, Cuba and Key West.
We introduced the product line at Fancy Food Show in New York
to 6,000 attendees. Oh yeah, all of this was accomplished in less
than 90 days.

WHY

Why would a troubled Florida resort hire an agency in
Virginia Beach?
First, because we really know the travel industry inside and out.
Second, because this property was in dire straits. They suffered
from three owners and four management companies in three
years. They earned a horrible reputation for the physical plant
and guest services and online reviews that were steaming hot
but not in a good way. We repositioned the resort with a new
identity, print and online campaign and a social media blitz that
hit home with travelers from the midwest to the northeast.
Occupancy has soared and now everyone at Sundial is smiling.

WE SHOULD TOTALLY HANG OUT.

WHY

Why should traveling families stay in a city
halfway between two popular destinations?
Because there’s a lot more to do in the City of Hampton than most
people know. Beautiful beaches, Virginia Air & Space Center and 400
years of rich history. We photographed over 20 authentic characters
to represent the city, from pirates to Olympic Gold Medalists, and
launched a digital, print and social campaign to get the word out. Guess
what? A lot more people are hanging out in Hampton these days.

VIRGINIA

WHY

Why would a three-story high rubber duck float in
downtown Norfolk?
To celebrate the reopening of the world-renowned Chrysler
Museum of Art. The museum commissioned a European artist
to bring his 40-foot duck to the opening. Days prior, small
rubber ducks mysteriously started showing up all over the area.
At 5 a.m. on a Saturday morning the duck showed up in the water.
TV stations were there, it was on the front page of the newspaper
and the duck had more Facebook friends than we do in a matter of
hours. Thousands of people showed up to take a selfie with our
favorite duck.

WHY

How do you market multi-million dollar homes
to affluent mouseketeers?
When Disney Imagineering decided to develop a high-end
residential community within the grounds of Disney World in
Orlando, they knew exactly who to call. From the primary and
secondary research, nomenclature and brand positioning, our
team guided the Disney executives from start to finish. The end
result is Golden Oaks Estates at Disney World. It turns out that
Disney aficionados love the destination enough to write a big
check and live happily ever after.

WHY

Why would we turn to conservation artists in Asia
and a film production company in Australia to
promote a zoo in Virginia?
Because the Virginia Zoo was opening its newest exhibit, Trail of
the Tiger, featuring animals from all over Southeastern Asia. The
zoo is also dedicated to wildlife preservation, so reaching out
to illustrators from across the globe just made sense. We also
tracked down a film producer in Australia who uses all natural
materials to create a video style that replicates the ancient lost art
of Wayang Kulit. We utilized the art and film to create a multimedia
campaign that has had the turnstiles spinning at the Virginia Zoo
ever since.

WHY

What is a Belgian restaurant doing in downtown
Annapolis and how do you pronounce it?
When the Loews Hotel in Annapolis called and said they needed
help with marketing their new restaurant BAROAK, they didn’t
even know how to pronounce it. The concept was kind of Belgian,
kind of a craft beer bar and kind of a family restaurant – with
“kind of ” no focus at all. We had a job to do. We took a negative
and spun it into a strategy playing with the name every which
way but loose. Everyone was actually intrigued by the name and
the multi-focused concept and now mussels and craft beer are
being consumed in mass quantities.

WHY

Why would a premier retirement living
community partner with a regional
medical center?
Maybe it’s because Atlantic Shores cares about their residents
total wellness and Chesapeake Regional Healthcare was able to
provide around the clock care when it became necessary. Working
together they could make a great community better, stronger and
healthier. The target audiences are loyal newspaper readers, so
we developed a series of full page ads to spread the word and of
course, increase the revenues of both organizations.

OF COURSE THEY’RE REAL.
I’VE SEEN THEM IN 3D.
Schedule your mammogram today, call 757.312.6137
or visit chesapeakeregional.com/mammogram to find out more.

BREAST CENTER

WHY

Why would a hospital make breast cancer a
laughing matter?
Maybe because in a world where the “c” word usually brings a
tear to the eye, Chesapeake Regional Healthcare found a way to
instead bring laughter and smiles. The Bra-Ha-Ha is a seriously
uplifting experience that helps raise awareness and funds for
breast cancer screenings by encouraging community members to
create and submit a uniquely decorated bra for judging during an
awards show and auction. Meridian Group launched an integrated
campaign that plastered these beautiful and eccentric bras across
billboards, in mailboxes, and across the internet. Today, the BraHa-Ha has helped save hundreds with improved breast health and
breast cancer detection rates in the area’s underserved population.

Texting while driving is
dangerous and illegal

WHY

How does a personal injury law firm double their
caseload without ever speaking a word?
While every other law firm yells, screams and even insults the
public with their brash television commercials, we decided that
Huffman & Huffman should just shut up! We delivered a series
of spots without any voiceover and instead focused on powerful
on-screen messaging that doubled their caseload. Sometimes
silence is golden.

HUFFMAN
HUFFMAN
B R O T H E R S - I N - L A W,

P. L. L. C.

WHY

There are plenty of mega agencies that would
do anything to work for one of the largest
auto makers in the world. Why did they call
Meridian Group?
We were a little surprised when the big boys from Fiat Chrysler
called us. But it turns out they were so impressed with some of
the work we’ve done for STIHL they decided to give us a shot
at working on their national fleet division. We delivered some
imaginative, yet hard hitting messaging that hit their sweet spot
and continues to drive fleet sales nationwide. Sometimes a David
is a lot smarter than a Goliath.

WHY

How has a small group of wine enthusiasts been
able to host one of the largest wine events on the
East Coast?
It started over 25 years ago when a small group of wine lovers got
together to raise money for underprivileged students in coastal
Virginia. Now, the Chesapeake Bay Wine Classic Foundation is the
largest food and wine event on the Eastern seaboard, and raises
millions of dollars for college scholarships annually. We completed
all of the Foundation’s campaign work pro bono, and as a result,
thousands of young people have a college education. It warms our
hearts almost as much a 2008 Margaux.

WHY

Why would a 40-year-old, family-owned
oil company jump into the heating and air
conditioning business?
Because unless you own a very old home, oil heat is no longer an
option. We helped the Miller family launch a HVAC entity that has
taken over the competition by developing a multimedia campaign
that promotes a locally owned company that homeowners can
trust. In a category that’s not always known for integrity and
customer service, Millers’ messaging was a cut above the rest of
the competition. Why? – because Mr. Miller said so!

WHY NOW?

There has never been a better time to take a hard look at your
company’s marketing efforts. What messages are you sending
to your customers and why? Ask your marketing team or
your agency, and if they give you the right answers, stay put.
If they don’t, call Meridian Group. We promise you’ll get honest
no-nonsense advice from a team of professionals who will always
point you in the right direction. And if it ain’t fun, then we’re not
the agency for you.

For more information on how a simple word like Why can generate
the attention and revenues your business deserves,
contact Joe Takach at 757.340.7425 or drop him a line at
joe@themeridiangroup.com
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