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FROM CHAOS TO CLARITY

My 10 Principles to Write a Brand Plan That Drives Choice, Direction, and Results.

Introduction
Growth is getting harder to find, and with stretched resources, choice & prioritisation are more
critical than ever.

However, the fatal flaw that too many marketers make as they navigate today's complexity and
chaos is that they are shortcutting their brand planning process.

They go straight into solution mode:

1. Without correctly diagnosing the issues that are stopping the brand from growing.
2. Without conducting a robust search for opportunities and capabilities that could help them

overcome these challenges.
3. Without making choices about which opportunities to pursue, and just as importantly,
which ones to leave behind.

This shortcut only leads you to one outcome.
The same plan as last year, but with new dates.

And your limited resources spread too thin to make an impact.

This e-book will demonstrate how necessary these first three steps are to ensure your strategy is
grounded in facts, insight & choice and your plan is actionable, achievable and will deliver the
results you desire.

This is the most significant and impactful change | implement with my clients during our work
together. They quickly realise that doing the hard yards upfront means you get a killer brand plan at
the end. So, what does that killer brand plan actually feel like?

There is no better feeling than the razor-sharp clarity and direction that a well-written Brand Plan
provides.

e You know what you need to achieve and how you will get there.

e You are armed with the right data and confident you have made informed choices about
which opportunities to pursue and which distractions to leave.

e You feel like you have placed your bets in the right place with your increasingly scarce
resources aligned with your strategic priorities



e You have assessed your options, made choices and laid down your action plan.

In this e-book, I'll often refer to my Brand Planning framework, Options to Action. This framework
has been built using my 20+ years of experience in Brand Management and has been proven
effective through the 180 brand plans | have guided as a consultant, across 30 categories and 20

markets.

DEFINE THE CHALLENGE

Review the current
category & brand
performance to

define the
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plan must answer
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FIND GROWTH OPTIONS

Conduct a targeted
situation
assessment to

uncover
&
that
could solve the
brand challenge

This four-phase framework ensures you:

MAKE CHOICES

the
growth options your
business & brand
has the capability
to action and win

Define the winning
for each
Strategic Priority

BRAND PLAN PROCESS

TAKE ACTION

Ideate across the
marketing mix to
develop
that will
deliver the
objectives and
solve the challenge

1. Properly define your scope: your brand challenge, hypothesis and ambition before you even

start. You don't want to get lost in the weeds!

2. Undertake a thorough and intentional situation assessment to uncover both breakthrough

and incremental core business growth opportunities systematically

3. Make informed, strategic choices about which of the above growth opportunities to pursue
and which to leave on the table, with enhanced assessment criteria including risk & resource

requirements.

4. Write your action plan that sets measurable objectives and actionable strategies to solve
your challenge and deliver results.
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Each step sounds straightforward, but the magic happens in the implementation - which is where
these ten principles come in.

Enjoy the read, and if you'd like to learn more about the Options to Action brand planning process,
please email me at anne@viamarca.com.au, and we can work together to develop a tailored
approach to crafting a better brand plan.

TEN PRINCIPLES TO WRITE A BETTER BRAND PLAN
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Principle #1: Why Do You Even Need a Brand Plan?

Yes, you do! I've got five reasons for you.

Clarity. Prioritisation. Direction. Results. Credibility.

The benefits of investing time and resources in strategic brand planning are significant.

A well-written brand plan should:

BE CONSUMER-CENTRIC YET COMMERCIALLY MINDED. The plan puts your consumers and their
needs at the heart of your growth agenda, with decisions made in the business's best commercial
interest.

CREATE CLARITY and DIRECTION: The plan creates a long-term vision & maps out a robust,
sustainable growth path for the whole business to get behind. Marketing leads the process, but the
entire business should be involved.

SAVE TIME: The plan provides razor-sharp clarity & purpose to make your day-to-day actions &
decision-making more effective & efficient. The time you invest in planning means you can move
faster and more confidently every other day of the year. Stop the churn and the chaos.

PRIORITISE: The plan will help you make choices & prioritise your focus. It will ensure that your
increasingly scarce resources and time are allocated to the initiatives that will have the greatest
impact. You can confidently ditch the time suckers.

SHOW IMPACT: The plan will ensure you set specific, realistic objectives and targets that you
can track and report the plan's achievements to demonstrate your contribution to the business and
reinforce Marketing and your brand assets as the growth engine of the business.

Yes, embarking on a brand planning process means locking yourself and the team away from the
day-to-day (which | know is a tough ask). But a few days out of the office, making choices and

creating direction helps you avoid a world of chaos and indecision every other day of the year.



Why do you need a Brand Plan?

+

Create Stop Churn.
Drive &
Demonstrate
Build of Marketing.




Principle #2: Assess your Options before you Take Action

Have you tried to write a brand plan before and either gotten lost down a rabbit hole of data or
ended up with nothing new and the same plan as last year? This will likely happen if you don't
follow a logical and disciplined process.

| find that writing a better brand plan happens within two distinct and discrete phases:
1. ASSESS YOUR OPTIONS:

Properly define your scope, brand challenge and ambition before you start. Set the sandpit so
you know where to dig for answers, and don't get lost in the weeds.

Undertake a targeted situation assessment to systematically identify breakthrough and
incremental core business growth opportunities, based on facts and insight.

Choose & prioritise the opportunities your brand & business are best placed to win. Set
objectives that demonstrate what winning looks like.

2. WRITE YOUR ACTION PLAN:

You only start this phase after you have completed Phase 1 and gained leadership alignment for
your strategic priorities. This next phase involves ideating strategies and tactics required to achieve
your objectives, all grounded in the insights you uncovered and the choices you made in Phase 1.

However, many shortcut the process and go straight to the ACTION phase.

As a result, they have missed potential new growth opportunities because they didn't look wide or
deep enough before they chose their path. They end up with the same plan as last year, just with
new dates

OR

They have no insight or rationale to help them choose which opportunities to pursue, what goals
they want to set, and which strategies and tactics they should resource against. They end up with a
long list of initiatives and not enough resources behind any of them.



OPTIONS ACTION

Define the Challenge Set Winning Objectives
Find Growth Select Strategies

Make Choices Ideate Tactics
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Brand planning doesn't need to be arduous!

To the uninitiated, brand planning can seem arduous and take away precious time from the day-to-
day. But when it's done well and suits the business pace, it is efficient and effective. It helps you
make informed choices and set priorities. It creates clarity and a strong sense of direction. It makes
the day-to-day easier because you know what to focus on

Building the right process to suit your business needs and dynamics is so important.

e Some businesses already have existing brand and business planning processes they'd like to
improve. Others are starting from scratch — building processes and capabilities.

e Some businesses like to move at the speed of light. Others like time to investigate, think and
debate.

e Some have multiple stakeholders to take on the journey. Others, a small, agile team making
the calls.

e Some have simple problems to solve. Others have very complex issues to tackle.

It's worth bringing in a specialist with experience in designing a brand planning approach tailored to
your business and its current status. This will make the process more efficient and effective, and
result in killer brand plans.



Principle #3: Define the problem before you start the solution.

One of the most significant barriers preventing brand teams from creating a brand plan is their fear
of getting lost in a time-sucking rabbit hole of data and analysis, only to emerge with nothing new
or actionable.

Valid call. We have so much data and information available that it is easy to get lost in the weeds
and not find anything meaningful.

But | have found it won't happen if you define your BRAND CHALLENGE and AMBITION as your first
step to frame a more targeted, efficient diagnosis and planning process.

We've all heard the saying that if you have an hour to solve a problem, take 55 mins to define the
problem, and then you will only need 5 mins to solve it. | am a firm believer in this theory when it
comes to strategic planning.

Before you start writing any plan, take the time to fully understand and define the main problem or
challenge that the plan needs to address.

Set your Sandpit before you start digging for answers.




You can define the challenge by answering a few critical questions about your current commercial

performance, brand health and the broad market dynamics impacting its performance.

(o
Vpze.. DEFINE THE

| A What is the problem? Whaters

(the metrics)

©/ Why do you think itisa  wh ink are the underlying causes of the opportunity

The Challenge problem? (the cause)

How might you fix it?
(the hypothesis)

Once the challenge is identified, you can develop some working hypotheses on how to solve it and

set an ambition that states what success looks like once the challenge is solved.

The definition of this challenge, hypothesis and ambition becomes your SANDPIT, and it will:

e Guide a targeted, efficient situation assessment to uncover your growth opportunities. You
will know exactly where to dig for facts, insights, and answers, rather than searching
aimlessly in the Sahara Desert.

e |t will also guide your strategic choices and priorities throughout the process. You will not be
able to chase every opportunity you uncover, so choices must be made, and those that best
answer the Brand Challenge will rise to the top.

e Finally, you should refer back to your sandpit for guidance and context whenever you feel

like you are getting lost in the weeds or straying off course.

Defining the Challenge is the first step in the Options to Action process, and | have a set of tools to
help you ask the right questions to define your challenge, determine your hypotheses and set your
sandpit.
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Principle #4: Don’t neglect the Situation Assessment

The second step in the Options to Action brand planning process is a targeted and efficient
situation assessment guided by the Brand Challenge or Sandpit you defined in Step 1.

One of the most significant shifts for my clients is recognising the importance of a thorough
situation assessment before they write the plan so that they can make informed choices later in the
process.

By nature, we are action-oriented. We prefer to focus on what we already know and go straight
into solution mode.

So what happens when we dust off last year’s brand plans or just do a “quick workshop” to
brainstorm the jobs to be done this year?

We don’t find anything game-changing by going straight into action mode with our blinkers on.

We miss all the rich growth opportunities and potential new threats that this ever-changing market
presents to us.

The benefit of a proper situation assessment means you will:

EXPAND your frame of reference to uncover new growth opportunities that you would
otherwise miss if you went into solution mode too quickly.

Provide the EVIDENCE to support & justify your choices. The heart of strategy is making choices.
The evidence will help you sharpen your plan and priorities so you place your resources where they

will make the most significant impact.

Ensure the plan’s EFFECTIVENESS because you used data and insight, not assumption.
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Perks of a Situation Assessment:

your growth horizons

to inform choices

via data not
assumption

The world around us is changing so quickly that an external market assessment is the first task you
must undertake because this is where you will find the BIG, BREAKTHROUGH growth opportunities
and the INCREMENTAL CORE BUSINESS OPTIMISATIONS that are critical to keep your engine-room
running.

Only then do you assess inside the organisation for the capabilities available to unlock that growth
(or the barriers that might prevent you from doing so).

An outside-in approach will help you uncover game-changing insights to feed a brand plan that
delivers breakthrough growth and sharpens your core business.

When | start planning with my clients, they are fluent in what is happening inside their company
because they live and breathe it daily. It is quite the shift to stop thinking about your business and
take a hard, unbiased look at what is happening outside your four walls in the marketplace.

When marketing teams are stretched thin and consumed by business-as-usual, there's a natural
tendency to default to incremental thinking. We focus on what we know, missing the bigger
breakthrough opportunities that could transform our business.
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That's why the Options to Action process deliberately separates two types of growth:
1. Breakthrough Growth Platforms (BGP)

The game-changing opportunities - new demand pools, new consumer segments, adjacent
categories, or completely new offerings that could unlock significant growth.

2. Incremental Core Optimisation (ICO)

The gap-filling opportunities - improvements to your core business: existing products, better
execution in current channels, or optimising what you're already doing well.

When teams take the time to be intentional about growth discovery, they uncover opportunities
they would have missed by going straight into solution mode.

“Your opportunity to grow is
found in the market

Your capability to unlock that
growth is found the
company
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Principle #5: Unique insights lead to unique strategies

The role of the Situation Assessment is to uncover unique insights and opportunities that will feed
breakthrough growth strategies.

But despite having oodles of data at our disposal, it is still very hard to find that golden egg.
That one unique, rich and actionable insight that delivers breakthrough brand growth.
Why?

Because we all have access to the same data as our competitors.

This means the magic needs to happen in the way we CONNECT THE DOTS and
look beyond the obvious to find these unique breakthrough insights

> It's in the way we bundle and connect facts from multiple sources to form logical conclusions.
> It's in the questions we ask when finding the "'WHY".
> It's in the choices we make when we determine the 'SO WHAT' we will do about it.

If you spend the time to do a proper situation assessment, you will uncover those unique insights
that lead to unique strategy.

But you need to look hard for new news and dive deep beyond the obvious observations.
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The best way to do this is by "diving the insights iceberg".

= CONCLUSIONS

= INSIGHTS

Always start with the WHAT, i.e. the facts at the top of the iceberg. Because you can't argue with
facts and evidence! They will ensure your strategy and brand plan is credible and backed by
rationale.

But facts are just the tip of the iceberg, and you must always dive deeper.

You must connect the dots between your facts to form conclusions and find the "WHY".

e WHY are consumers behaving the way they are, affecting the sales or market share facts
you are seeing?

e WHY is a competitor brand growing while yours isn't? What are the competitor's offers or
actions that are driving this growth?

e WHY is one category or segment thriving and others are struggling?

Ask WHY until it hurts

And then, finally, you dig deeper again and ask SO WHAT will we do about it?

How will you use this information to write a strategy to take advantage of the changing consumer
behaviour or overcome the competitive threat?

Converting the What into the Why and the So What is a critical marketing capability. It requires a
disciplined thought process | call "Connect the Dots" to convert the facts into insights effectively.

15



Principle #6: Strategy is making choices & setting priorities

| often meet with clients who have written a fair strategic plan full of ideas. But they are struggling
to get traction and deliver the promised results. Not because the opportunities weren't real and the
strategies/tactics weren't right.

It is because they are trying to do too much and don't have the right prioritisation and resource
allocation in place. The small pebbles are sucking up time and resources that should be put behind
the big rocks.

It's a great reminder that while we can go through the process of writing strategic brand plans, we
can't forget the core fundamentals underlying the discipline of strategy development.

Strategy is Making Choices.
—  Which growth opportunities should we pursue?
— Which strategies and tactics will we prioritise and take action on?
—  What level of investment will we make behind each?
— And most importantly, what will we choose not to do!

Making choices is the most critical part of the planning process, but it is also the most challenging
part. Make the right choice, and you'll deliver the results. Make the wrong choice, and you may
waste a lot of time and money.

Where to Play > How to Win

I am a huge fan of Roger Martin's "Where to Play, How to Win" framework when making strategic

choices.
The principles of identifying the potential growth opportunities and threats in the market (Where
to Play) and choosing which ones you will pursue based on your business and brand's ability to

succeed (How to Win).

These principles are utilised in the Options to Action planning framework to make informed,

strategic choices and set priorities.

We make these choices using the insights and evidence collected during the Situation Assessment.

As a result of our analysis, we have a clear understanding of and assessed the potential of all
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external market growth opportunities (both breakthrough and core business optimisation). We also

have a detailed view of our internal strengths and weaknesses.
We choose to pursue opportunities where we have the best chance of success, as we possess the

necessary capabilities to win. Any existing barriers can be addressed as part of our plan, and we are
clear on the risks and resources required to pursue the opportunity.

STRATEGY IS MAKING

WHERE TO PLAY HOW TO WIN

The potential Your business and
breakthrough & brands internal
incremental growth capabilities, barriers,

opportunities found in resources and appetite

the external market for risk

¥

STRATEGIC CHOICE

An external growth opportunity (or threat) you business & brand has

the capability to pursue and win

Once we have short-listed these Strategic Choices, we use our Opportunity Assessment Tool to
score each choice based on:

e Its ability to solve the Brand Challenge you set at the beginning of the planning process

e [ts current and future market attractiveness and potential impact on the business

e Your ability to execute against it, considering the business's current capabilities, available
resources and appetite for risk.
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Using these scores, we prioritise and rank these options using the Prioritisation Matrix.

MAKING & PRIORITISING

High Market
Attractiveness

Bold Moves Easy Wins

Harder to Easier to

Execute Execute

Why Bother Second Tier

Low Market Attractiveness

/
(l/ Y
BRAND STRATEGY

At this point, some strategic options will be eliminated. You will need to make some difficult
choices because you cannot pursue every opportunity identified in the situation assessment.

You will need to choose those options where you can win so you can focus your efforts and
resources to get the best outcomes for your brand.

Strive for Fewer, Bigger, and Better!

If you'd like help making sound strategic choices and setting priorities, the Options to Action brand
planning framework might be your answer.
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Principle #7: What gets measured gets done

Over the last six principles, | have been guiding you through my brand planning process to help you

write better brand plans that will create direction, prioritisation & focus for your day-to-day
activities.

Setting specific, measurable and achievable objectives is the next step of the Options to Action
brand plan process.

Clear objectives provide everyone with a shared goal to work towards, and give you the ability to
track and report your achievements.

The role of marketing is to influence and change consumer behaviour in a way that will grow the

business and build brand equity.

Therefore, our objectives must be based on this desired change in consumer behaviour. We can
seek to either:

Attract new users to your brand

Get existing users to use your brand more often

Get existing users to spend more or trade up

Get existing users to use your brand in a completely new way

PwnNpeE

The GET > WHO > TO > BY > IMPACT framework

| like to set objectives by using the GET > WHO > TO > BY> IMPACT framework to outline the
behaviour change you need to achieve and the business and brand impacts you will gain.

-CENTRIC OBJECTIVES

GET > describe your target consumer segment (demographic & psychographic)
WHO > their current behaviour (with a motivation or tension you can push on)
TO > the desired new behaviour (with a specific use or occasion)

BY > how you will influence and change their behaviour (the strategies)

CONSUMER
BEHAVIOUR
CHANGE

The metrics to measure success:
IMPACT BUSINESS *> e.g. sales, share, profit, recruitment, retention
BRAND > awareness, consideration, preference, brand perceptions

TIMING The timeframe in which this will be achieved
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The objectives should be clearly linked to the opportunities and strategic choices made in the
Options phase of the planning process, as well as the metrics and goals set using the facts and
evidence collected during the situation assessment.

Putting the maths behind the numbers and spelling out the specific metrics you need to achieve will
ensure your objective is measurable and achievable. You need to track your progress, correct
course when required, and then shout from the rooftops when you accomplish the objectives!

This is how you build credibility and support for your brand plan & marketing investment within the
organisation. Show them specifically how you are moving the needle to drive business growth.

In my experience, allocating specific, measurable objectives to the plan is the most challenging and,
therefore, the most often evaded step in writing a brand plan. It's brave and a bit scary to put a
stake in the ground and commit a number to the business. However, if you have conducted the
necessary due diligence in the upfront situation assessment and made the right strategic choices,
you can feel confident knowing you have the evidence and insight to support your decision.
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Principle #8: Integrated, cross-functional plans win

With your objectives set, it's time to choose your strategies and lay out the tactical plan you will
resource and execute to deliver your goals.

To have the best chance of hitting these metrics, you should develop tactics across the entire
marketing mix - all 4Ps - Product, Place, Price & Promotion. (Or maybe 6-7 Ps, depending on where
you work.)

Even if you don't have ownership of all 4Ps, you should still have influence and address them all in
your plan. The key to execution excellence is integrating your efforts across the entire marketing
mix.

A marketer's job is to create an integrated marketing mix that effectively delivers
your brand's positioning.

PRODUCT
4

Even if you don't have

ownership of all 4P’'s
PROMOTION  [aiing PRICE
POSITIONING

You should still have

Develop a product or service that meets your target consumer's needs & solves problems.

Offer it at a price that they are willing to pay — a value exchange for meeting their need or solving
their problem.

Found in a place they would expect to and can access/buy/use it

Is promoted in the right place with the right messages so they know about your promise, what it
does and how it will meet their needs or solve their problems

All four Ps are tightly linked to one another and, when working cohesively, form the positive brand
experience necessary to drive growth.
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So, even if you don't own certain parts of the marketing mix, you should seek to align & integrate
your brand strategy with the other functions that do have ownership.

The most effective way to achieve this integration is to take your cross-functional P-owners on the
entire brand plan journey with you.

During the situation assessment phase, get them to collect facts and form conclusions relevant to
their P and area of expertise.

Involve them in both your ‘Options’ and 'Action' workshops so they can help choose the growth
opportunities you'll pursue and co-create the objectives.

Then, the strategies and integrated 4P tactical plans will be developed together as a cross-
functional team.

The whole business executes the brand plan.

The marketing team may lead a brand plan, but you need the whole business aligned and involved
in its execution.

You need:
e The R&D teams or Service Operation teams to ensure they are building an offer that solves

your consumer's needs

e The sales team to align their distribution & customer strategy to the places your consumers
are looking for your products or services.

e The sales & finance teams to ensure consumer value perceptions are factored into pricing
decisions alongside margins & profit

This collaboration will ensure you develop a consumer-centric yet commercially minded plan and
work cohesively together to execute it rather than in functional silos.

Increasingly, | design and facilitate planning processes that involve more than just the marketing
team. We often have key sales, category, R&D/Product, Ops and Finance teams along the journey.
These are the processes | consider to be most successful.

The result is consumer-centric, commercially minded plans that the whole business has helped
create, are wholly aligned to and actively engaged in their execution.
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Principle #9: Track & report progress to demonstrate impact

Writing a killer brand plan that looks spectacular on paper is all well and good. It's grounded
in insight, sets clear & measurable objectives, and then selects the right strategies and tactics to
achieve those objectives.

Buta killer brand plan's real test is whethed@ivered what it said it woul®id you meet your
objectives, hit your tactical KPIs and generate a return on your marketing investment?
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Writing a strategic brand plan takes time and effort and often requires considerable money and
resources to execute it in market.

And it is not something you do once and never have to think about again. You need to do it year
after year.

As commercial business leaders, you must track and demonstrate the impact of your plan on the
business.

You need to demonstrate the plan's return on investment.

You need to measure and report back on whether your plan is achieving its objectives and the

tactical KPlIs, explaining why it is achieving them, and if it isn't, what you are doing to correct the
course.
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Tracking & reporting on your plan's progress to demonstrate success and return on investment is
the primary reason we track.

But it isn't the only reason we should track.

If you work for a business that prioritises short-term gains over long-term brand building or views
the sales function as the primary driver of growth and the marketing function as the "colouring-in"
department (I hate that term!),

Showing the impact your brand plan and marketing investmeme had ondelivering revenue,
profit, and brand asset growth is the perfect way to demonstrate the commercial benefits the
marketing function caprovideto a business

And help build your credibility as a function that leads the strategic growth agenda of the business.
And | can promise you that once you have one well-executed plan under your belt, there will be no
grumbling from leadership or other functions when you need to rally cross-functional resources to
write, fund, and execute the next one.

Do you have your brand plan tracker set up?

The tracker should contain each of your core objectives and tactical KPIs from the brand plan, with
a traffic light system and action plan clearly highlighting how you are tracking.

You should report your progress monthly to your leadership team and other cross-functional
partners who are vital to the execution of the plan.

But please don't try to sugarcoat the results. If things aren't going to plan, call it! And have a
contingency in place to get you back on track.

Your ultimate goal is to establish your credibility as a commercial leader, so people must trust your
reporting. You don't want to be seen as a bullsh*t artist who covers up when things go wrong.

Be brave, call the situation and fix it. This will earn you more respect than fiddling with the numbers
until they look favourable and present a glowing report of your success.

24



Principle #10: Make the Brand Plan process happen

The eBook has followed my Options to Action planning process: define your brand challenge, assess
and choose your growth opportunities, and then write an action plan to bring those opportunities
to fruition and deliver growth for your brand.

DEFINE THE CHALLENGE

Review the current
category & brand
performance to

define the

the
plan must answer

d. All Rights

FIND GROWTH OPTIONS

Conduct a targeted
situation
assessment to

uncover
&
that
could solve the
brand challenge

MAKE CHOICES

the
growth options your
business & brand
has the capability
to action and win

Define the winning
for each
Strategic Priority

BRAND PLAN PROCESS

TAKE ACTION

Ideate across the
marketing mix to
develop
that will
deliver the
objectives and
solve the challenge

Now you are across the four steps to writing a brand plan and the enormous benefits you will

gain from doing so:

e To turn complexity, and maybe chaos, into clarity

e To create direction for your brand, your team and your business.

e To make the day-to-day decision-making more effective and purposeful

e And ensure every dollar and minute you spend is allocated to making a difference and

driving growth

It's now time to execute that planning process, and this is where | can help you!

Writing a brand plan is not something you should do alone — you should involve your entire
marketing team and, if possible, your cross-functional partners. This will ensure you have a
consumer-centric but commercially minded plan that the whole organisation can help you execute

across all Ps.
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Taking the broader marketing team or business on a journey is a process that requires a disciplined
approach and practice to do it correctly!

Without a process, you can quickly get lost down a rabbit hole, stumble out with nothing new, and
have your colleagues think you wasted their time.

In summary, a robust strategic plan will ease the burden and make your day-to-day more effective
& efficient. A plan delivers clarity & direction, allowing for fast decision-making & informed
resource allocation.

In the big scheme of things, it is a small investment of time to make. The process can happen
alongside your day job with a few hours’ commitment a week and 2 x 6-hour workshops, over the
course of 8 to 12 weeks.

A sample timeline

Week 1: Set the Sandpit session and issue the Situation Assessment brief.
Weeks 2 to 5: Targeted Situation Assessment with two progress check-ins.
Week 6: Make Choices workshop — 6 hours.

Week 7: Leadership alignment pause.

Week 8: Action Plan workshop for strategies and tactics — 4-6 hours.
Weeks 9 to 12: Finalise the plan, build the tracker and get it approved!

Anne, I'm sold on brand planning, but my business isn't. Help!

| often get messages from marketers who want to embark on a formal brand planning process but
struggle to get their business to see the value in or carve out the time to do it. Here is the advice |
give them.

1. Promote the mindset that a clear strategy makes your day-to-day more effective and efficient
because it will drive prioritisation & inform faster decision-making. Time spent on writing strategy
pays back! You usually only need to do it once a year.

2. Put a formal planning process onto your annual activity calendar, just like you would a launch or
a campaign, so everyone knows it is coming. Choose a time that precedes the business forecasting
and budget setting, and one that might be quieter on the tactical demands of the business.

3. Involve the leadership team in the process. You don't need them to be involved in every detailed
workshop, but you should engage them at several crucial points to take them on the journey and
show you are solving real business challenges.

4. Ensure your strategy is built using data and credible evidence and includes measurable

objectives that show how much value this plan will add to the business. Track & report progress
regularly to demonstrate your contributions.
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5. Ensure your strategy is agile with guardrails and contingency in which to flex tactically. No
matter how thorough and foresightful your situation assessment and plan are, you will likely get a
curveball during the year. Use your guardrails to respond quickly in an informed, disciplined and
thoughtful way.

6. When you deliver results, your leadership team will see the value in brand planning. Every time
you present a piece of execution & performance to the leadership business, reinforce the strategy
behind it - every time! Show the link between strategy and performance.

Wrap Up: Bring in a specialist to help you get traction.

| have led this process MANY times over the last eight years (180 plans in 30 categories and 20
markets to be exact). You can find a list of my clients and some testimonials here

I know all the ins and outs, as well as the smart cuts, you can take to define your challenge quickly.
Complete a thorough yet efficient situation assessment that uncovers real opportunities for
growth, and the objectives and strategies naturally fall into place.

| have shared some of my best Principles, tricks, and tools in this eBook, but | also have a detailed
framework, toolkit, and passion for planning to share!

Every business is unique and requires a tailored approach to meet its specific industry, consumer,
and business dynamics.

So, let me help you design and tailor the best process for your brand and business using my Options

to Action planning framework and toolkit. *A framework and toolkit that | have recently updated
and improved to provide an even more systematic, rigorous, and intentional approach to brand
planningfor increasingly busy brand teamscluding customised Al prompts and opportunity
assessment toots

The benefits of an external facilitator are worth it

e [t frees you up to be an active participant during the process. You do the thinking while | do the
doing.

e You'll get a disciplined, structured approach that I'll customise to meet your business needs and
then manage for you. I'll brief participants on their roles and inputs, book and facilitate engaging
productive workshops and keep the team on track in the preparation and completion phases.
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e You’'ll get access to my full suite of tools and templates to drive logical and disciplined analysis
and choice.

e You'll get a set of fresh eyes as | push and challenge your thinking through the process and share
best practice learnings and case studies.

I'll coach the team on Strategic Planning while we complete the process, so you build capability
while you get work done.

The Options To Action Brand Planning Tool Kit m

Choosing which solutions to achieve obiective.

0. .0 0 0 0

© via Marca Brand Strategy Pty Ltd. 2025. All Rights Reserved Www.viamarca.com.au

If you'd like support in writing a better brand plan, please reach out. anne@viamarca.com.au I'd
love to guide you through the process, share my experiences and frameworks with you.
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TEN PRINCIPLES TO WRITE A BETTER BRAND PLAN

#1
Why do you even
need a brand

plan?

#6
Strategy is
making choices

& priorities

#2
Assess options
before you take

action

#7
What gets
measured gets

done

#3
Define the
problem before

the solution

#8
Integrated,
cross functional

plans win

#4

Don’t neglect the

situation

assessment

#9
Track & report
to demonstrate

impact

#5
Unique Insights
= Unique
Strategy

#10
Make Brand
Planning

happen

29



