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POSITION: BORED BY ORTHODOXY
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AMBITION: A NEW COGNIFIVE
1OOLKHFFUR PEANNING




BUILT FROM SCRAPS AND STRAWS

‘People build brands as birds
puild nests, from scraps and
straws we chance upon.

- JEREMY BULLMORE,
Ecinnan J\WT
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ABSTR 1= 10 MINS
PHIL OPHY> 0 MINS
30CESS> 10 MINS
PRODUCTS=> 20 MIN
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PROCESS INFORMS
DRODUCTS




PRODUCTS INSPIRE, SELL &
tVALUATE CREATIVE IDEAS
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PLANNING 15 10
ADVERTISING
WITH RIGOR
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PLANNING CONSISTS OF
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DISTILLING INFORMATION INTO
INSIGHT AND RECOMMENDATIONS...
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PLANNING

£SO [ABLISHES
BOUNDARIES




AND VECTORS




TDIVIUIJELRELMIUNSHIPS

THIS IS MORE
THAN THIS




AND BOUNDARIES BETWEEN

COMPANY COMPETITOR
BRAND TARGET
CAUSE EFFECT
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INTERSECTIONS ARE RELATIONSRIPS

[LOOK FOR INSIGHTS & INSPIRATION]

GENIUSSTEALS.CO #WARCWEBINAR



AMATRIX IS A TOOL THAT CREATES MAPS
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VECTORS DEFINE
ABSTRACTIONS
AND AMOUNTS




GAPS EXPUSE OPPORTUNITIES
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BOUNDARIES AND VECTORS MODEL
CAUSE AND EFFECT
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BECAUSE THE DEFAULT MODEL 1S AIDA:

ATTENTION COGNITIVE STAGE
INTEREST
AFFECTIVE STAGE
DESIRE
ACTION BEHAVIOR STAGE
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WHICH CREATES THE MARKETING FUNNEL

AWARENESS ]—— BRAND [ATTITUDINAL] METRICS

INTEREST

PESIRE ENGAGEMENT METRICS
& SALES

ACTION
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[T EVOLVED FROM JANE NEWMAN:

To achieve our creative philosophy of relevant distinctiveness,

we've also applied that same creativity to how we structure
ourselves both internally and in dealing with clients.
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Convention Disruption® Vision
Recognizing and Surprising, positively Shared, clear view of
understanding the different way to achieve the future ahead.
market and industry the vision and
conventions accelerate business
growth
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OGILVY: THE BIG IDEAL

big 1dealls exist in the intersection between

two things. (Maybe more, but two big ones.)

BRANDS

 ideal BEST SELF

GENIUSSTEALS.CO #WARCWEBINAR



NAKED: TRUTHS

&here is a better way

The world of communications is bigger
than the world of avbertising

#WARCWEBINAR
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T Do W Before After

Motivation

Behavior Change Elements

motivation, ability, trigger
fear
famlltator'E M0t|Vat0rS Core Motivators
“Camoimplicity pleasurelpain,hopelfear,
> B e social acceptance/rejection
Qi ocualta 'e':wag,ce é «pain
§§ . 7_, lggers Simplicity Factors
= 5 -:“3 time, money, physical effort,
S 2 brain cycles, social deviance,
i non-routine
Low 0
Motivation Yo
facilitator, spark, signal
Hard to Do ability Easy to Do © 2008 BJ Fogg

www.BehaviorModel.org

I — T —

http://www.behaviormodel.org/
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http://www.behaviormodel.org/

ACTION ADVERTISING HELPS US UNDERSTAND
WHERE 10 FOCUS EFFORTS:

FACILITATE ABILITY &
OPPORTUNITY

USE SOCIAL NORMS &
INDIVIDUAL INCENTIVES
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IMPACT OF VARIANCE IN AGENCY
PHILOSOPHY FALLS
DISPROPORTIONALLY ON THE
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(ONSUMER  CATEBORY o DESIRED

CONVENTIONS BEHAVIOR
CLASSIC CULTURAL ACTION
PLANNING SRHECIE STRATEGY ~ ADVERTISING
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* Philosophy informs process; Process informs products

e All models are wrong, but some are useful

e The utility of any model is dependent on the problem at hand
* Charts help explain complex relationships and information

e Critical thinking is required
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PLANNING GUIDES THE PROCESS

v ‘ The Home for Planners & Strategists

- m Talks & Events | Awards 2017 Training Knowledge Membership About More

What is Account Planning for (Daddy)?*
And why you should have some.

Almost every communications agency (and their clients) benefits from a disciplined system for devising communications/advertising/commercial
strategy and enhancing its ability to produce outstanding creative solutions that will be effective in the marketplace. It is the planner's job to guide

or facilitate this process via the astute application of knowledge or consumer/market understanding. Only oops | mean Planners can do zees. And
why can planners do this?

Because planners are in a unique position in their jobs because they have an understanding of the audience through research expertise AND an
understanding of how it will be applied within their own business thus they provide a crucial bridge.

GENIUSSTEALS.CO #WARCWEBINAR


http://www.apg.org.uk/single-post/2001/04/02/What-is-Account-Planning-and-what-do-account-planners-do-exactly

JWT: THEIR 1T PLANNING PROCESS

THE PLANNING CYCLE

Why are
we-there?

Where could .
we be? 4 |
How could we
get there?
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SMILE, THERE'S A FEEDBACK LOOP
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INPUTS AND QUTPUTS

) COLLABORATION

BUSINESS
ANALYSIS

/
< / :
By channel what
are the actions/
CLIENT behaviors/ thoughts p
BRIEFING ——  CONUVER
: ENGAGEMENT
1/ —— What is the STRATEGY
G corresponding

' : message and action <
CONSUMER . gtl @
ENGAGEMENT Imperatives

PRE-AUDIT i CHANNEL B
: BRIEFING

CONNECTIONS

CO-ORDINATION POST-AUDIT

S —— —_————
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POLLARD'S PLANNING PROCESS

The simple way to do Ut &VERM“W“T‘" ADVERTSING LV_E‘ Cormuntmy \DEA

account planning

BeAna /PRODAC THITH

D 4|
il RS e

www.markpollard.net
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CLIENT »
BRIEF

PROJECT SCOPE;
BUSINESS OBJECTIVES
& THE CORPORATE
VERSION OF:

THEIR BRAND
PERSONALITY,
ORGANIZATIONAL
CULTURE, STRATEGIC
VISION, BRAND VISION
CLIENT RESEARCH;
COMPETITION,
COMPETITIVE
ANALYSIS, BIG DATA
ANALYSIS, ANALYTICS,
EXISTING METRICS &
CRM ANALYSIS

AGENCY RESEARCH;
OUTSIDE VIEW ON,
BRAND, COMPANY,
CLIENT COMPETITORS,
COMPETITIVE
ANALYSIS,
COMPETITIVE
LANDSCAPE

AGENCY RESEARCH
AND POV

) 2

THE »
PROBLEM

..»

AUDIENCE PERSONAS

HUMAN TRUTHS
BEHAVIORS AND EMOTIONS

REGARDING BRAND OR PROBLEM

) 2

INSIGHTS
& CONNECTING
TRUTHS

T

.

o0 » 00
A @ I

CULTURAL RELEVANCE & CULTURAL TRUTHS

BRAND TRUTHS

ANSWERING THE WHO, WHAT, WHEN, WHY AND HOW

TRANSLATE BUISNESS
OBJECTIVES TO
CREATIVE OBJECTIVES

CORE

STRATEGIC
IDEA

THE SINGLE THING
THAT WE WANT

PEOPLE TO DO OR
TAKE AWAY.

New Insight

CREATIVE BRIEF FORMATION

» IDEATION » PLANNING »

New Insight

INCREASE
VISIBILITY

« CREATE
EXPERIENCES

COMMUNICATION EXECUTION

INCREASE
FAVORABILITY

T

LB 4

IDEAS DICTATE THE CONTENT & MEDIUM

STORIES THAT

' BUILD

STICK

TRADITIONAL, BROADCAST, MOBILE, 2ND SCREEN, SEO/SEM,

RETAIL, PR, OOH, SOCIAL, LONG-FORM CONTENT, BRANDED

EXPERIENCES, AND OTHER.

« @ @« «¢

T
- - I

WHAT ARE WE DOING
RIGHT, WHAT ARE WE
DOING WRONG?

REVIEW

LEARN & APPLY

WHAT CAN WE DO
NOW TO KEEP THE
CONVERSATION
GOING?

WHAT DID WE LEARN
THAT WE CAN APPLY
FOR NEXT TIME?

GENIUSSTEALS.CO

GENERAL STRATEGIC PROCESS
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GENIUS STEALS: BOAT :}

WORKSHOP
HAVING A BIT OF HAVING A BIT INITIAL
INSIGHTS
NEROFE A LOOK AROUND OF A THINK D InEpe RECOMMENDATIONS
WITH YOU
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THE 0.0.0.A. LOOP

Decision Action
(Hypothesis) (Test)
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* Help the agency create work - not create work for the agency
e Provide with guidance not enslave

e Establish clear inputs and outputs

e Define roles and responsibilities

e Be usable in both pitches and projects

e Establish a distinctive POV
* Be repeatable

GENIUSSTEALS.CO #WARCWEBINAR
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(THE ARTIFACTS OF PLANNING)

PROBLEM \
o INSIGHT
 PROPOSITION OR POSITIONING

*BFHEI’—[PAST]
Y NEXT
SLUTIC R (NEXT)
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“The greatest challenge to any thinker is stating the problem in a we
that will allow a solution” | George Bernard Shaw




A PROBLEM IS A DESIRE TO.GREATE
CHANGE. HOW YOU DEFINE APROBLEM
DETERMINES IF AND HOW YOU CAN SOLVE
T

GENIUSSTEALS.CO #WARCWEBINAR



STATE THE PROBLEM DESIRED FUTURE STATE
............................ roLL
DOES / DOES NOT : DOES / DOES NOT 5
WHO WHAT WHEN WHERE HOW 5 WHO WHAT WHEN WHERE HOW ;

RE-STATE THE PROBLEM

: RE-STATE THE PROBLEM COMBINING THE E
E CURRENT STATE & THE DESIRED STATE ,
{ - FOCUS ON ONE PROBLEM E
+ - ONEORTWO SENTENCES :

- DOES NOT SUGGEST A SOLUTION

--------------------------------

GENIUSSTEALS.CO [VIA THINKHOW ] WARCWEBINAR



PLANNING DEFINES THE PROBLEM

Realized Strategy SATISFYING
WANTS
& NEEDS

GENIUSSTEALS.CO #WARCWEBINAR



| HAVE SIX HONEST SERVING MEN

THEY TAUGHT ME ALL [ KNEW

| CALL TREM WHAT AND WHERE AND WHEN
AND HOW AND WHY AND WHO
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TARGET>BERAVIOR>APERTURE

SELL 25% MORE MAYO

SAME CUSTOMERS NEW CUSTOMERS

[frequency] [penetration]

USAGE OCCASIONS ARE CULTURALLY DETERMINED
- POSSIBLE GROWTH OPP

“"GET PEOPLE WHO LOVE MAYO TO PUT IT ON FRIES”
“GET PEOPLE WHO HAVE NEVER TRIED MAYO TO TRY IT ON SANDWICHES"

GENIUSSTEALS.CO #WARCWEBINAR



TRY RE-PHRASING IT:

When an executive asked employees to brainstorm

“ways to increase their productivity”,

all he got back were blank stares. When he rephrased his request as

“ways to make their jobs easier”,

he could barely keep up with the amount of suggestions.”

GENIUSSTEALS.CO #WARCWEBINAR
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MCCANN: PLANNING TOOL

(Conceptual Target) Societal trends

Who do we target?
What drives them?

What trends/beliefs matter?

DEMAND IDEA

Brand equities, values, beliefs
Product advantages
What makes us different?

How do we stand out?

GENIUSSTEALS | - WARCWEBINAR



WHEN [T COMES T0 DEFINING PROBLEMS:
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INSIGHTS REUUIRE CONSTANT l

2 _WHAT?

N &

STIONING

AT K
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ARTICULATIONS CREATE INSIGHT

THE POWER OF A PENETRATING
ACUTE FRESH, DEEP OBSERVATION
OBSERVATION PERSPECTIVE, ABOUT CONSUMER
AND DEDUCTION, FOCUSED, BEHAVIOR THAT CAN
DISCERNMENT, DIRECTIONAL BE APPLIED TO
AND PERCEPTION UNLOCK GROWTH
WIKIPEDIA NAKED COMMS DIAGED
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INSIGHT MANIFESTS WHEN
RELATIONSHIPS ARE MADE
BETWEEN OBJECTS AND ACTIONS
THAT CAN HELP SOLVE PROBLEMS
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Y

ABLE PREDICTIONS

INTERESTING 74 </ GENERATIVE
(NON-OBVIOUS) (HAS IMPLICATIONS)
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HOW YOU SAY [T MATTERS:

Words can be
more impactful

than

violence

Consumers of a similar
typology exhibit similar

Polaroid came
just take pictu
create socia

behavior

asdon't
es, they

activity

Thepenis
mightier than
the sword

Birds of a feather
flock together

A Polaroid camera
is social lubricant

GENIUSSTEALS.CO
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ON INSIGHTS:
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A VALUE PROPOSITION IS THE
INTERSECTION BETWEEN CUSTOMER'S
NEEDS AND COMPANY'S STRENGTHS
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DERIVE PROPOSITIONS FROM PRODUCTS

a Emotional benefits Emotional
How does that make them feel? benefits
Rational benefits Look at rational benefit,

In consumer’s voice, asking, “so how does

answer, “so, what do | get?” that make me feel?"
Rational benefits
What do consumers get?
Brand features
e What does your brand do?

Define

Product
features Target and insights consumer
Product-focused strengths, What do consumers want? Define target, need states,
claims, differences or enemies and insights.

unique offerings.
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IBWAS INTERPRETATION

There are 6 registers or potential areas of focus for communication:

T f

symbol
of rhe brand-

awareness

GENIUSSTEALS.CO

The reason to
believe: what
the product
has, does, the
DNA of the
brand

The benefit to the

consumer,
rational or
emotional

The world, real
or not, buult

or.ound the
brand

The brand’s

valves/
attitudes/

convictions

lts role in life
of the
consumer, or
in sociefy

#WARCWEBINAR



FOR i OUR /&=
— Y IS THE ONLY '
WHICH PROVIDES THAT /s

main benefit

U N I_I KE primary competitor
WHICH PROVIDES

competitor’'s main benefit

CHANPORY RITH
GENIUSSTEALS WARCWEBINAR




FEBREZ

. WITH FEBREZE, ALL YOU'LL
'NOTICES THE FRESHNESS/
- SCENT...S0 YOU WILL

-BREATHE HAPPY NO MATTER
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NGS BETTER.

-

Certily

TASTE THE FEELING"

GENIUSSTEALS.CO WARCWEBINAR
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KEY TAKEAWAYS
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SIGN UP FOR PART 2..

WARC.COM/WEBINARS

D US YOUR ARTIFACTS :] |

HELLO@GENIUSSTEALS.CO

oUBSCRIBE TO OUR NEWSLETTER!

GENIUSSTEALS.CO/SUBSCRIBE
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