
!"#$#%"$&'(%#$)"*)+"$',
#%"$-./"$&**/$.,0$-1".#$
#%"$)&*2+"/3$4"5"+*)$
hypotheses itera,vely,
-%.&"$.,0$'/)&*5"3

!"#$%&'()*+',
-&"#)&$.&)**/*0$1/,'23",
456 



!"#$%&'()*&%+%",$-#*.
,(/&0*()&(*&1(2$3#$&*($%2&
and s,ck them up
(*&4&)4556&$-%*&$",
and make connec,ons 
between them.

Bridget Angear
Head of Planning
!""#$%&'()%*+,-'./0%1123   



The most important 

behaviours tend to be 

ritualised. Find the ritual 

and you’ve found the key 

to a be9er idea.

Kevin Allen
Worldwide Planning Director 
Proximity London 



!"#$%&'(&)*+,(-.&/(&01'(,+%(-.&
Too much ,me gets the life 
pummelled out of a strategy.&
2"3&4",5&"6%&47+%&%7(&,(+0&
8,"'0(9&:",&1#&68'(+%;)8(+5<&
opportunity) is. Once you've 
done that, you're off. But only&
if the team's small and they 
%,6)%&(+*7&"%7(,.&&

!"#$$#%&#'(")*
+$*,-,$*,$.%/"$012.#$.%



!""#$%&'()*++,$&-$./&-$
compe,tor brands are 
doing. What are they 
saying? How are they saying 
it? When are they saying it? 
Then, take a good deep 
breath, and do something 
completely different. 

!"#$%&'()(*
+&,-.(,
4'(5%&'(5%6+78957%&(,8+5'%
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Exercise ruthless sacrifice
!"#$%&#&'$()*!'%+&"$#,-
a singular objec,ve, a clear 
des,na,on makes the
journey quicker.
##
!"#$%&$'()$*
+),-.)%/).''"'0%1"2$3(,2%,4%5,26
7$.8%1$(2,"(%%%



Forget trying to change 

loyalty or product usage – 

you’ll probably fail. Just aim 

to make everyone in the 

market slightly more likely 

to choose your brand each 

,me they make a purchase. 
And the main way to do

that is to make them feel

something, not to tell

them something.  

Les Binet
Europeon Director
DDB Matrix 



Ask how would you try

to stop people from

doing what you want

them to do?

!"#$%&'($)*
+*,)*$-.%/)0)-$,
/$12)3'4  



!"#$%&%'()*+(,*-($"./0(*1(.$
#2()*+'(3+2./%22-(4"#$(4*+5,(
)*+(,*(.1(.$(4#2()*+'(6*/%)7(
8"./0($"'*+9"($"%(5./%-
%/:*+'#9%(/%4(:*/2+6%'2(
#/,(3+.5,(&#5+%(1'*6($"%(
exis,ng customers, as these 
are oJen the easiest to 
:*/&%'$7(;54#)2('%6%63%'(
adver,sing needs to sell, so start(
with the ac,vity that's going 
$*(,%5.&%'($"%(3%2$(<=>7

Lucas Brown
Managing Director
Total Media Direct



!"#$%"&'%(")%*"&#%
communica,ons will 
)"#$%+,-%.,%(")%/+,*%
different ways.

!"#$%&'())*+"#,
'-"./&0)"##*#1&2*.$3,-.
4'#%1=.5'$%4#5)#5 



Know the difference between 
!"#$%&'()&!*$%+&'(&,(-,.$/
is not an observa,on.
Always interpret research in 
realis,c terms and keep 
asking ‘why’ un,l you have
a core insight that feels right. 
It’s quicker and easier when 
you have a good one.

!"#$%"&'#"()%
!"%$")*+,&-($..+.*&/+%),"0%&
1)2+$)2*)3,+$



Remember that our own 

lives can oJen be best 
understood by mapping the 

things we didn't do, the 

words we didn't say.

Always consider a brand's

unspoken truth, quiet regret, 

path not taken. Because in

its silence and inac,on
may reside its strength

and iden,ty.

!"#$%&''())
%*&"'#&+
,&'-).$,(/).$0./&'-1



Get a few brains together

for ten minutes – the genius

of the unpressured,

uninterested party can

on many occasions give you 

the inspira,on or plaPorm
for geQng to a great answer 
in a short ,me.

Sarah Clark
Planning Partner
CHI & Partners 



A precisely defined goal 
leads to more compelling 
strategy. Keep ques,oning 
un,l you have something 
really specific, like ‘get 
people to put Hellmann’s
on chips as well as on 
sandwiches’ rather than 
‘increase Hellmann’s
volume sales’. 

!"##$%&##"'
(&)'*"'+$,-./'0.
>(-')%?#@@=5+,(9#5/%



Generate solu,ons by 
surrounding yourself with 
passionate people. Include

a youth element that is 
brutally honest and whose 
thinking is yet to be
prejudiced... experience is 

what you get when you don't 
get what you want! Always 
come away with a clear
ac,on plan and assigned 
responsibili,es... the
experienced people do this!  

!"#$%"&'(%)*
+,%*-"(%&(.&'#/"(0*%&12/,34"
5,0*/&6*7,$&



!"#$%&'()$)&*+$,-".)$%#),/
0)"1$)-2'*2'3$&4"#)$,).&)+35
&,$&$4.&'674574.&'6$8"4$4#)$&,$
&$92:+(,$;".*/$<)$2,$&4"#)$4+2'3$
"1+'=$%#9)#.&995$%"''+%)+6
&'6$&;&.+/$>&%-$12+%+$":
informa,on you collect has
the poten,al to spark a million 
different strategic ideas. 
?+@+@4+.=$%-+.2,-$&'6$,&A+$
)-+@=$2)$@23-)$4+$)-+$."%*+)
:#+9$5"#$'++6$)"$3+)$5"#
,"@+;-+.+$:&,)/

!"##"$%&'()*'+
AB',=9C'%D:(55+57%2+.',;#.
A=.#E'%&,?(55



Start with the ac,on.
Focus on the big change 
that needs to happen
in the marketplace
as a result of people’s 
behaviour in order to solve 
the business problem.  

&($%2F-'
6#=5)+57%D(.;5'.
!5(:#76#:-%



Formulate a challenging 

hypothesis about the brand 

and where it needs to be.

Get very excited about it.

Calm down. Pull it apart. If it 

survives then you may have a 

half decent idea. Prove it.

S,ck to it. Align everyone in 
that direc,on and try to get 
there as quickly as possible
or it may be too late.

Rob Forshaw
Founding Partner
Grand Union



Do the ‘extreme scenario’ test. 

Choose something quite, but 

not completely improbable, 

and come up with ideas for that 

situa,on. E.g. What if credit 
cards were banned… What if 
people had to keep their cars 

for five years minimum… What if 
broadcast adver,sing was not 
allowed… What if one‐to‐one 
communica,ons was not 
allowed… etc.  

Paul Gage
Planning Director
Proximity London 



Don't try to do it on your 

own. Get together with 

several people whose 

opinions you respect and

have a proper debate, 

phones off. Start with a
point of view and then hope 

it gets torn to shreds and 

rebuilt as a bigger, be9er, 
brilliant one.

David Golding
Founding Partner
Adam & Eve



!""#$%&'"%()$*+$),"$-%)"()$
&'%./$),0.10.2$+'*3$),"$
0./4()'56($-"%/0.2
prac,oners – just the basic 
tenets will do. A quick flick 
),'*42,$),0($3".)%-
'*-*/"7$8*.6)$)"--$5*4$),"$
%.(8"'9$&4)$0)6($(4'#'0(0.2$
how oJen the rudiments
*+$5*4'$()'%)"25$%'"
-4'10.2$),"'":

Neil Goodlad
Managing Partner
CHI & Partners



Learn to trust your ins,ncts. 
The idea or plaPorm you 
came up with on the train
to the briefing mee,ng is 
right nine ,mes out of ten.
Spend your ,me working
out why rather than
finding ten new plaPorms.
Then bring it to life in
interes,ng ways.

!"#$%&'()*(+,-"./+0(%1
23)$.0()
4$5$+06&4$5$+&78
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If there are only seven plots 

in literature, there must

be a finite number of
strategies. Con,nuously 
think of interes,ng
strategies so when a brief 

comes you've got a beauty 

that's ready and wai,ng.

Trevor Hardy
Strategy Director
Lunar. BBDO



!"#$%"&'()%$*$+,)-"'./
&0$$1%"&2

Paul Hayes
Managing Director
Times Media 
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In today’s communica,ons 
!"#$%&"'!"()$()$*)+,%)'&%!)
important to be interes,ng 
than to be right. And the 
fastest way to potent crea,ve 
strategies is simply to think 
about the single most
interes,ng thing you could 
*,-),.&/()-&/%).%,"01
its sector or the wider market)
and back that ins,nct.

G+,8(.)%H=5957;#5
2+.',;#.%#I%J;.(;'7F
J((;,8+%K%J((;,8+%



!"#$%&'()%*)'+,$-%.'%/%
0$,$+)".&%1(*$)1./)2%3-/4"5$%
6/7'55/%8/7%.8$%+(74$.%9%
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about Hitler? Some,mes a 
-$4,'-/5"/0%0/5%+$%&'()%
+$1.%=)"$57%:8$5%.)&"54%.'%
think differently. What 
/+'(.%>')7/5?%@$0A8/-?%
!/.$1%B@",,%5'.%!/)$.8C;
!'%$D.)$-$E%.8$5%+)"54%".%
+/0A%.'%/%1$51"+,$%"7$/2
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!"#$%&#'%(')*&+',*#',-'#+.'
exis,ng data as you possibly 
can. This is easier if you 
remember that data is like
a Victorian child – it won’t 
speak unless spoken to.
If you generate lots of 
hypotheses before looking 
at the data it quickly yields 
lots of interes,ng stuff. 

!"#$#%&'()*+(*
,"%**#*-&,%./*0.
1((20.&3%"/(* 
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"7"-14/"$%/$146-$3)%"/&8'$
organisa,on will sit in a 
34-/"-$0.&2"-%/0$56'&*$$

Ed Ling
Founding Partner
AnalogFolk 



Spend the ,me to find one 
book/paper/commentator/
expert that will provide the 
best and fastest short cut to 
the ‘fountain of knowledge’.

!"#$"%&'()*+,%
-*".&+/&01"%%$%2
!!3&4+%.+% 



The key to finding great 
strategic answers quickly is 
to find yourself a 'fixed point'!
in the strategy. A fixed
point is an unchanging,
fundamental for a brand
e.g. increase frequency of 
consump,on, a9ract a new 
genera,on of users, or 
jus,fy a price premium. 
AJer that it is all downhill! 

!"#$%"&'(#
)*&+,-.,/$0+122.23$4.&/56*&
7)8  



!"#$%#&'$&'()'#*+#&$)(#$&+,-.#/$
&0$,)1#$&2(#$302$&-#45$302($
,me stripping away complexity 
()'"#($'")4$)55+4*$'0$+'6
!"#$%#&'$&'()'#*+#&$)(#$).&0
7&)8#5)4*#(02&79$&0$,)1#$&2(#$
'")'$302($'"+41+4*$,)((+#&$
rigour with risk. Finally, the 
%#&'$&'()'#*+#&$)(#$*#4#(02&9$
&0$,)1#$&2(#$'0$.#):#$*)-&
for consumers and other 
disciplines to shape them.

Andy Nairn
Planning Director
MCBD



!"#$%&'%()*+%,%#"-$
ambi,ous defini,on
".%*+$%#,-/$*%*+$
brand operates in.

!"#$%&'()*++*,-
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Your brain gets in the way

of fast strategy. Don’t think 

things through, just ask 

yourself… What do I feel is

the right thing to do?

Then pick it, plump it up,

play it out and trust your gut. 

Engage your brain aJerwards 
to post‐ra,onalise the brilliant 
success... or the mess you

and your guts made.

  

Ivan Pollard
Partner
>(-')%?#@@=5+,(9#5/%%%



!"#$%&%'(&)*$&#$&%'(&+#)'%&
direc,on, before firing 
the bullet! Base your 
strategy around the right 
business objec,ves.

!"#$%%&'("#)
H'()%#I%AL',9C'5'//
4'#%1=.5'$%4#5)#5 



Take ,me to talk – looking at 
the challenge from someone 
else's perspec,ve always 
brings new clarity to old 
problems. I always make 
,me to speak to new people 
whether they are integral or 
peripheral to the problem
as there is nothing like a 
human voice to bring your 
thinking into focus.

J(95%G'+)
H'()%#I%J;.(;'7F
?(.(;  



!"#$%&'(%)*+(%(*,%
brand fana,cs think.

!"#$%&$'()**
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Dovetail your strategy and 

crea,ve. Develop crea,ve 
ideas from day one, whilst 

developing the strategic brief. 
Don’t be proud, turfist or 
old‐school linear. Allow early 
crea,ve ideas to inspire 
strategy, which in turn inspire 
be9er crea,vity, which in 
turn refines and develops 
be9er strategy. In short 
iterate, dovetail, succeed.

!"#$%"&!'(")
*+$,&-.&/0$11(12
3(+,+1&4&5+11+,6&7-1,-1 



You don’t generate strategy 

from a standing start.

A sense of strategy should 

be a permanent part of the 

brain, but always open to 

challenge and modifica,on 
by changing circumstance

or unforeseen opportunity. 

It’s what you test new 

thoughts against and that 

can be done very quickly.

J+.%&(.95%J#..'::
M.#=E%?8+'I%AB',=9C'
!""  



The key to fast strategies is 

not the speed at which they 

are developed, but the 

speed with which they are 

agreed and implemented 

across a business. The more 

you involve all senior 

decision makers in the 

strategy crea,on process, 
the less ,me you have to 
spend 'selling' it to them.

!"#$%&'()*+("
,-+##.#*$,+/(#"/
012$3$,+/(#"/4 



The secret to geQng a
good, fast strategy is to all
sit together and keep your 
arses on your chairs un,l 
you've got one.

Richard Storey
?8+'I%J;.(;'7F%3N,'.
M&C Saatchi



Write down ONE word per 

compe,tor which defines what 
they are uniquely great at. 
Write down ONE word

for your own company.
Write down the top TEN 
target consumer mo,va,ons.
If your WORD is unique
and is in the consumer's
top TEN, execute the theme 
in all your ac,vi,es.
Strategy complete. 

!"#$%&'($#)*$%
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Today’s most interes,ng 
strategies combine 
business, brand, data
and media thinking
– I like working with a
group of people from 
different disciplines: 
unusual connec,ons,
makes for unusual ideas.

!"#$%&"'$(#)$*
?.'(9C'%D(.;5'.
+,-.)/  
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Don't lead a predictable life, 

stay sensi,ve to everything 
around you at all ,mes and
be passionate about making 
things happen.

Dylan Williams
Strategy Director
Mother London



Give yourself a media 

budget of zero and see 

what you come up with. 

&($%O+::+I'.
D:(55+57%2+.',;#.
&K?%J((;,8+ 
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,me I've asked all the 
important ques,ons about 
where the business could 
come from and dug up 
some numbers, I've 
normally iden,fied most
of the key issues and have
a range of strategic op,ons 
to consider.

Max Wright
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