
POWERFUL  
GENIUS/STEALS

PROPOSITIONS



What is 

a proposition?
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WHAT IS A POWERFUL PROPOSITION?

key selling proposition // unique selling proposition  

single minded proposition// emotional selling proposition 


 key message // one memorable thing // tension

// the one essential truth // the promise // 


the single most important thing 

THE IDEA BEHIND THE IDEA
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WHAT IS A POWERFUL PROPOSITION?

Communications objective

Product benefits


Insight

Brand Personality/Character


Target audience

Typically, this sentence combines or results from the five 
essential ingredients of the creative brief
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BRAND PROP VS CREATIVE PROP
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BRAND PROP VS CREATIVE PROP
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THE KEY THING IS FOCUS

(( one thing about the brand or the consumer or the culture ))

ONE BRIEF = ONE SINGLE THING
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IN CLASSIC PLANNING, YOU MIGHT START HERE…



What are some 
examples of 
powerful 
propositions?
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BUT IT’S A CREATIVE ACT

“Consumer Message”

 

Shoes made as per 
your lifestyle and 

choices


Hmmmm
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BUT IT’S A CREATIVE ACT

“Single most persuasive 
idea we can convey”  

Though you might not be 
looking down, others are.
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SWISS ARMY KNIFE

Essential equipment for 
life’s daily adventures


Source: Edward Boches
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VOLKSWAGEN

Low speed crashes hurt 
more than you realize


Source: Edward Boches
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CHARMIN

Charmin makes your 
bathroom experience 

more comfortable

Source: Edward Boches
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OREOOreo is celebrating being 100 years old — 
but we’re still young at heart
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WEETABIX

‘Any-Which-Way-a-Bix’

Weetabix can be enjoyed any which way

“cost less than £5,000 to execute”


“one of the most talked about 
brand campaigns of the year”


spontaneous brand awareness 
increased by 40% compared to 
last year + the brand saw a 15% 
increase in sales”



What are some 
ways in?
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WHEN PROPS BECOME CONSUMER-FACING

Just do it. (Consumer)

We’re #2. We try harder. (Competitive)


When it absolutely positively has to be there overnight. (Benefit)

The milk chocolate that melts in your mouth, not in your hand. (Benefit)


A diamond is forever. (Culture)
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A FEW WAYS IN…
- Summarize your brief in a sentence

- Combine a truth about the company with a human insight 

- Write in short words with active verbs

- Surprise people; Write something unexpected

- Get / To / By
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GET / TO / BY : EXPLAINED

“Get" is all about who you are trying to win over. “Get... your target audience”. 


“To” is all about your business objective, what are you trying to do? “To do what... 
to commercially impact our brand”. 


“By” is all about your marketing objectives. What mindset shift do you want to create 
from your communication. How do you want to change people’s feelings and thoughts 
about your brand? This is about getting people to purchase your brand by telling them 
something that seduces and persuades them. 


Source: ProQuoAI
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GET / TO / BY : AIRBNB EXA

Insight: Travelers want to feel like a local—the stay is only half the journey.

Get: Travelers who are underwhelmed with hotel packaged experiences

To: See Airbnb Adventures as a way to turn every destination into a local raw experience

By: Showing that local experts give way to unusual adventures and communities.

Source: Julian Cole
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GET / TO / BY : SPOTIFY EXA
GET: Gen Xers music lovers

WHO: think Spotify is a music streaming 
platform designed for the youth

TO: Reconsider Spotify as a song library for all 
music listeners, including them

BY: Showing that Spotify allows them to 
reconnect with good times no matter how much 
the world may have changed

Source: Julian Cole



The Branston 
Pickle Case 
Study
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BRANSTON PICKLE: A FORGOTTEN ICON

Source: WARC Case Study
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OUTSPENT & STRUGGLING FOR SALIENCE

Source: WARC Case Study
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PREVIOUS  CAMPAIGNS WERE 

INCONSISTENT & PRODUCT FOCUSED

Source: WARC Case Study



Source: WARC Case Study



Source: WARC Case Study
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A FORGOTTEN ICON > AN EMOTIONAL THROWBACK

Source: WARC Case Study





Source: WARC Case Study



Source: WARC Case Study



Source: WARC Case Study



Video Examples
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Febreze

https://www.youtube.com/watch?v=Ea79IcPW47M 

https://www.youtube.com/watch?v=Ea79IcPW47M
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Febreze

what’s the proposition?
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Febreze: breathe happy

With Febreze, all you’ll 
notice is the freshness/

scent….so you will 
breathe happy no matter 

proposition FROM THE BRIEF

style:

pure messaging
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Febreze

BREATHE HAPPY



GeniusSteals.cohttps://www.youtube.com/watch?v=63dI_lIPM7k 

https://www.youtube.com/watch?v=63dI_lIPM7k
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honda hate

what’s the proposition?
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honda hate

positive hate
(why hate doesn’t always suck)

the proposition

tension
style
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skoda MAKES HAPPY DRIVERS

https://www.youtube.com/watch?v=EIGrM8AwUHc 

https://www.youtube.com/watch?v=EIGrM8AwUHc
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skoda

what’s the proposition?
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skoda MAKES HAPPY DRIVERS

beautifully made cars
the proposition

classic advertising
style



https://www.youtube.com/watch?v=_ve4M4UsJQo
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cog

what’s the proposition?

‘Isn’t it great when things just work?’
creative linebonus:



To create the feeling you get when you open the drawer on 
a really expensive compact disc player

the proposition

messages aren’t always key

style

feeling



https://www.youtube.com/watch?v=0_bx8bnCoiU
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sony bravia: balls

what’s the proposition?
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sony bravia balls

“Sony Bravia Brings Incredible

Colour Into Your Life”

the proposition

question/challenge
style



Additional 
Examples



Which one is better?
Propositions

#BallsyBrands

Heinz makes everyday
food so much more

exciting

Heinz is a good compliment
to your food that adds

great flavor



Heinz 

makes 
everyday
food so much 
more
exciting

54Confidential – Not to be reproduced or disseminated other than to the intended recipient#BallsyBrands Adapted from Doug Kessler, Rob Campbell & Arjan Kapteijns



Which one is better?
Propositions

Tonka toys are indestructible Tonka toys last a long time

#BallsyBrands



Tonka toys

Are 
indestructible

56Confidential – Not to be reproduced or disseminated other than to the intended recipient



Which one is better?
Propositions

Lego stimulates your
child’s left brain

Lego allows your children
to be creative

#BallsyBrands



Lego

Fuels a child’s 
imagination

58Confidential – Not to be reproduced or disseminated other than to the intended recipient



Replicating & 
Evaluating
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THE ICEBREAKER
First, give participants 30 seconds to pick an item of furniture that they're familiar with.


Then, give participants 4-5 minutes to describe this item to someone who has never seen or 
experienced it before. They won’t be able to share any visuals, instead they only have their words. 

Acknowledge that for some people this will feel like an especially long amount of time, while others 
may find that they could keep writing long after the buzzer goes off.


After that writing block, ask participants to sum up their chosen item in a single sentence. This 
could be their favorite sentence from what they’ve written, or it might be a culmination of the 

paragraph/stream of consciousness style writing. 


As a large group, share what you picked and your one sentence description. You may choose to 
discuss what descriptions were more memorable and why, or ask participants to share why they 

think this was the starting activity of the day. 
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NOW WHAT?Now that you know propositions can go by many names, and now that 
you’ve seen some examples of how they come to life, it’s time to practice. 

We’ll use the following workspace to think through propositions. 
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NOW WHAT?

Remember, when you're running this for your team, you may opt to choose other 
celebrity voices that are more on brand. 


Consider what celebrity would represent your brand. 

Who would be their celebrity best friend? 


Their celebrity mom? 

Who would be the talk show host you’d be most excited to see talking about your brand?


Etc
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EVALUATING PROPS

Three questions to consider:

1. Is your proposition more than 

marketing speak? 

2. Is your proposition energetic?

3. Is your proposition evocative?


“I think a good single-
minded proposition is 

imbued with some sort of 
energy. It’s loaded 

language. It’s provocative 
and evocative.” 


- Creative Director
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EVALUATING PROPS

Three questions to consider:

1. Does your proposition 

provide stimulus for jumping 
off?


2. Does your proposition include 
a verb?


3. Does it clarify or convolute 
what you’re trying to do?


“A good single-minded 
proposition immediately 
clarifies AND elevates. It 
works as a jumping off 
point. Creatives start 

riffing. Everyone puts their 
lens on it and they begin to 

see how it can be a 
campaign.” 


- Chief Creative Officer
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EVALUATING PROPS
Three questions to consider:


1. Does your proposition act as a 
summary of the creative brief?


2. Does your proposition imbue the 
brand personality?


3. Does it give consumers a reason 
to enter a relationship with you? 
(Then, try the Socratic method: 
Why is THAT important to you? 
Why is THAT important to you? 
Etc)


“A good single minded 
proposition takes a 12-lane 

highway down to a one-
lane road” 


- Group Creative Director
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EVALUATING PROPS

Three questions to consider:

1. Is your proposition memorable?

2. Does your proposition evoke a 

feeling of  “I’ve never heard it 
said like that before?”


3. What emotions does your 
proposition evoke?


“Look to comedy. Comedy 
is truth and that’s what a 

good single-minded 
proposition achieves. The 

reason you laugh is 
because you’ve never 

heard it that way before. 
The joke is an insight about 

human nature.” 

- Group Creative Director



geniussteals.co 67

ASKING THE RIGHT QUESTIONS

When you’re evaluating, you might start the questions with IS

(EX: Is this proposition memorable?)


But when you’re discussing, you should reframe/start with HOW

(EX: How is this proposition memorable?)




Thanks!


