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a five chapter story
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INSIGHTS DIRECTION EXPRESSION ACTION SUCCESS
Establish a singular strategic Develop strategic direction, Bring the brand to life Produce creative and take it Evaluate and optimize program
vision, unique, fact-based, tactical and media plans. through creative exploration to market via media and performance for the greatest

relevant, and compelling. and final articulation. other communication impact.

vehicles and platforms.




IDEAS - - - => Insights

To establish a singular strategic vision—unique, fact-based, relevant,
compelling and purpose-powered.

WHO DO YOU SERVE?

+ WHAT DO YOU DQO?

WHAT MAKES YOU UNIQUE?

Brand Promise +
True, Meaningful + Different Value Proposition Brand Dimensions + Brand
Messaging

THE IDEAS PROCESS
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Direction

Tactical and
media planning

PR
Publications
Special Events
Conferences

Sales

Sales Brochures/Flyers
Catalogues
Newsletters

Corporate
Communication
Business System
Newsletters

Video

Intranet

Manuals

Annual Reports
Corporate Promotion
Corporate Signage

Events

Event Strategy

Venue Planning & Logistics
Pre and Post Promotion
Event Collateral

Ephemera

Exhibit Design

Branded Environments
Architecture

Space Planning

Multi-Unit Systems
Merchandising

Display

POS

Signage

Uniforms

Vehicles

ated Marketing Strate

THE IDEAS PROCESS

Web Environment
Web Site
Web Ads
Webcast

Social Media
FaceBook
Twitter

Blogs
LinkedIn

Outdoor Advertising
Media Planning/Buy
Bill Boards

Digital Display

Transit

Signage

Vehicle Wraps

Brand Architect

Print Advertising
Media Planning/Buy
Magazine Ads
Brand Newspaper Ads

Brand Identity

Broadcast

Media Planning/Buy
TV

Radio

Podcast

Direct Marketing
Print
Electronic

Product Packaging
Structural Packaging
Inner/Outer Packaging
Packaging Graphics

THE IDEAS PROCESS



IDEAS - - — > Expression

Bring the brand to life through a ....

BIG IDEA

Establish Brand
Platform

D

Provide Voice

L

Create a Narrative

Q

Showcase Look & Feel

THE IDEAS PROCESS



IDEAS - —— > Action

Produce and take to market the media and communications programs
Big Idea- : :
Powered Communications
Strategy Program

THE IDEAS PROCESS




IDEAS - —— > Success

Evaluate and optimize program performance for greatest impact

THE IDEAS PROCESS



where good stories start




IDEAS - —— > Insights

Ask, if your company or organization was a membership club ...

_LLuL._ a1 3 __....

: j
Why would people want to belong?

PRIVATE CLUB ’ Why would people pay to get in?
MEMBERS ONLY |

How much would their membership be worth to them?

What would they say to others to join”?

BE———

—————

, ‘ Why would they renew their membership?



good stories are




IDEAS - —— > Direction




IDEAS - ———>

BIGGEST
FASTEST
DEEPEST
COOLEST
CHEAPEST
HEALTHIEST

SAFEST
KINDEST
TRUEST
PUREST
STRONGEST
FRIENDLIEST

Direction

BEST
LOWEST
ABLEST
FULLEST
SOONEST
TOUGHEST

EASIEST
NEAREST
BUSIEST
FULLEST
HARDIEST
FANCIEST



good stories have moments




IDEAS - — — > Expression

Persuade with reason. Motivate with emotion.

REASON EMOTION

1

PERSUADE MOTIVATE

THE IDEAS PROCESS



good stories tellers are In
touch with their audience




IDEAS - —— > Action

TOUCH EVERY POINT

ADVERTISING - -

INTERACTIONS -

- COMMUNICATIONS

Everything matters: Every brand contact either strengthens or weakens your brand.

Manage every point of contact.

THE IDEAS PROCESS



good stories make a point ...
more than once




IDEAS — —— > Success

Once upon a time is only good for fairytales.

THE IDEAS PROCESS



IDEAS — —— > Success

One strategy almost always wins

FREQUENCY

FREQUENCY
FREQUENCY

FREQUENCY

WINS



now tell a better story




IDEA - - — = A Better Story Angle

Be more painkiller and less vitamin.

THE IDEAS PROCESS



The knowledge of fire
won’t keep you warm.




