
 

This means locking yourself and the
team away from the day-to-day, but the
benefits of taking time out to write a
strategic brand plan for the year ahead
are enormous!

To get started, download my free brand
planning guide. This step-by-step guide
will walk you through the three phases of
writing a winning brand plan that will
create direction for the entire
organisation and deliver the growth you
seek.

Properly define your scope and brand challenge before
you even start. (You don’t want to get lost in the
 weeds!)

Undertake a thorough situation assessment based on
fact and insight to uncover powerful opportunities to
grow.

Write a plan that sets measurable objectives and
actionable strategies that will solve your challenge,
deliver results and inform your day-to-day actions and
decisions.

Create direction & map out a robust, sustainable growth path for the entire business to
execute against

Provide clarity & purpose, which will make your day-to-day actions & decision making
more effective & efficient. 

Drive prioritisation & choice to ensure your increasingly scarce resources and time are
allocated to the right initiatives to deliver your desired growth. 

Set specific, realistic objectives and KPI’s that you can track and report the results and
achievements of the plan

Achieving all of the above will help reinforce Marketing and your brand assets as the
growth engine of the business.

So download the guide and lock away the time to write your brand plan so that marketing can lead the organisation
with an insight-fuelled, measurable plan for growth.

Then keep reading and check out my best tips & tricks to writing a killer brand plan 

Direction. Clarity. Prioritisation. Results. Credibility.
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MY LITTLE E-BOOK OF 
 
 
 
 

TO HELP YOU WRITE A KILLER BRAND
PLAN 

 

tips & tricks
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The benefits of investing time & resources into Strategic Brand Planning are significant.

A well-written brand plan will: 

 

The guide contains some of the exercises, tools and templates
you need to:

https://www.viamarca.com.au/brand-plan-guide
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1
TIP

It’s easy to download the brand planning guide and toolkit, but it’s not as easy to take action

You may be sitting there thinking.....

“Where or how do I even begin to start? I don’t have the headspace right now.”

or

“I’m going to get lost in a time-consuming rabbit hole of data (or searching for data). I ain’t
got time for that!”

I get it. We don’t have days and weeks to spend planning anymore, so here is my #1 tip to
make this seem more manageable and give you the momentum to kick it off.

Define your SANDPIT upfront to frame a more targeted, efficient planning process!
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DEFINE YOUR SANDPIT BEFORE YOU EVEN 
 START PLANNING.
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“Anne, what has a sandpit got to do with brand planning?”

Good question!

Before you start writing any plan, you should always spend the time to fully
understand and define the main problem or challenge that the plan needs to
solve.

The definition of this challenge becomes your sandpit, and it will guide a targeted, efficient
situation assessment to uncover your opportunities to grow.

You will know exactly where to dig for facts, insights and answers.

Think about it - You are more likely to find your answers quickly in a defined sandpit than
searching endlessly in the Sahara desert!

Defining your sandpit is not time-consuming.

You can define the challenge by asking a few top-line questions about the brands current
performance to expectations and the broad market dynamics affecting that performance.

This doesn’t need to be an intensive analysis. It should be based on what you are seeing in
your numbers or conversations you are already having amongst your team.

You just need to spend an hour or two making sure you have correctly understood, chosen
and defined the real challenge your brand is facing.

You can find those questions and a few tools to guide you towards choosing and defining
your brand challenge and sandpit in my Brand Planning guide - Step 1

https://www.viamarca.com.au/brand-plan-guide


A KILLER BRAND PLAN IS GROUNDED IN
FACT & INSIGHT.2

TIP

Now you have defined the problem your plan needs to solve, so now it is time to go and find
the answers via a robust situation assessment.  To ensure your uncover actionable insights, 

Your situation assessment should be conducted from the outside-in because

Opportunities to grow are found outside the organisation
 

And the capabilities to unlock that growth comes from inside.
 

The first step of the assessment should always be to find those new opportunities, threats or
white space via an external assessment of your market’s cultural trends, consumers, category
drivers and competitive actions.

Only then do you conduct an internal audit to understand your current or potential strengths
and capabilities within your brand, product, people, or P&L. Look for things you own and do
better than anyone else.

Finally, you connect the two to make it actionable. Which market opportunities (or threats) is
your brand and business best placed to tackle and deliver the growth you need?
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I often work with clients who have written a sound plan full of fantastic ideas.  But they are
often struggling to get traction and deliver the results they had promised.  Not because the
opportunities weren’t real and the strategies/tactics weren’t right.

It was because they are trying to do too much and didn’t have the correct prioritisation and
resource allocation in place.  The small pebbles were sucking up time and resource that
should have been put behind the big rocks.

So the first thing I do is conduct a prioritisation exercise with the senior leadership team
involved to get alignment on the big rock opportunities that need attention vs the little
pebbles we should sweep to the side.

With this prioritisation in place - we realigned the team’s resources and budgets against
them

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

 
Strategy is Making Choices.

 
→    Which market opportunities should we pursue (or threats should we tackle)?
→    Which strategies and tactics will we prioritise and action?
→    What level of investment will we make behind each?
→    And most importantly, how will we measure success?

Making choices is the most critical part of the planning process.......but it is also the hardest.  
Make the right choice, and you’ll deliver the results.  Make the wrong choice, and you may
end up wasting a lot of time and money.

So for this tip, here is a simple tool I use to make these choices.

It’s a simple 2 x 2 grid that will help you segment and prioritise your potential opportunities
(or strategies/tactics) based on two criteria:
1. The potential impact the opportunity or threat may have on your organisation
2. The ability for your brand and organisation to execute against it

3
TIP PRIORITISE YOUR OPPORTUNITIES TO DITCH

THE TIME SUCKERS THAT WILL NOT MAKE A
DIFFERENCE.
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4. Why Bother - throw them out or put them aside for the next planning horizon if you think
the potential impact might grow over time.

Step 1:  What is the potential impact?

The first step of this prioritisation is to start with the external market. Why?  As I said last
week, opportunities to grow are found outside your organisation.

Based on your external situation assessment and the fact base you have collected, you
should be able to size up an opportunity or threat to understand the potential impact it
may have on your organisation.  It is essential to consider not only the positive impact an
opportunity may bring but also the negative effect if you do not address an emerging or
significant threat to your business.

Those that may have a high impact - positive or negative - on measures such as sales,
market share, profitability or brand health should be placed on the top of the vertical axis, in
rank order.  Those that will not should be placed on the lower end.

Step 2: What is your ability to execute?

Now it is time to look internally at your organisation because the capability to unlock
growth is found inside the organisation.

Based on your internal situation assessment and fact base you have collected, how well
equipped is the organisation now, or in the near future, to go after the opportunities or
tackle the threats.  Do you have the brand equity or credibility? The product or service offer
required? The capacity or resources available? etc

Those that are easier to execute should be pulled over to the right-hand side of the
horizontal axis.  Those that are harder to the left.

Step 3: Prioritise

You should now have your opportunities, threats, strategies or tactics sitting in one of four
quadrants, ready to prioritise.

1. Easy Wins - the low hanging fruit.  Significant impact, easy to do.  These are the ones you
should prioritise for the short term and resource accordingly.

2. Bold Moves - harder to do but will make a significant impact.  Put them in your long term
plan and assign resources to build the capability to execute.

3. Second Tier - smaller impact but relatively easy to implement, so assign the minimum
resource required and get them out the door.
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3
TIP PRIORITISE YOUR OPPORTUNITIES TO DITCH

THE TIME SUCKERS THAT WILL NOT MAKE A
DIFFERENCE.



The objectives or strategies debate often reminds me of the chicken or the egg. Which one
comes first?

There are several schools of thought, and this debate comes up quite regularly when we hit
Phase 3 - Take Action of my brand planning process.

So here is how I approach it and why I do it the way I do.

Let’s start with my definitions of the two

→    Objectives are the Outcome and the metrics you use to measure success.
→    Strategies are the Steps to get there,  to achieve the outcome and the metrics.

I start with objectives because we need to know what the end game is, so
we can craft the necessary strategies and steps to get there.

First, I like to define the broad objective:
→    What is the consumer outcome we need to achieve, to optimise the growth
opportunity we have found in the sit assessment? This consumer outcome may be to
attract new consumers or get existing consumers to buy more, pay more or use us on new
occasions.
→    And what is the broad measure of success? e.g. commercial metrics such as sales,
share, profit or brand health metrics such as awareness, conversion etc.

Then I determine the Strategies and the Steps we need to get there, e.g. Meet new needs,
enter new occasions, overcome barriers, build equity etc

Finally, I come back to the Objectives to complete the maths and set the metrics I will use
to measure success. When I know the steps I will take, I know how far I will move the needle.

Allocating specific metrics is often the hardest and, therefore, the most evaded step in
writing a brand plan.

I often see broad, fluffy objectives such as “Grow awareness of our brand and attract new
consumers to deliver sales of $5M”.....with the $5M figure coming from the finance forecast.

What I’d prefer to see in this objective is:
→    What is your current awareness, and what’s your target?
→    Who is the new consumer you are attracting - demographically & attitudinally?
→    What’s the maths behind the $5M?  How many of these new consumers will you
attract, and how much will they need to spend to get to $5M? Can it be done?

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, course correct 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 grow the
business.

My brand planning process is built specifically to ensure you conduct a proper situation
assessment upfront, giving you the data and insight you need to do the maths and get to
specific, measurable objectives.

4
TIP SET YOUR OBJECTIVES AND YOUR GOALS

FIRST, THEN BUILD THE STRATEGIES TO GET
THERE
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The R&D teams or Service Operation teams to ensure they are building an offer that
solves your consumer’s problems
The sales team to align their distribution & ranging strategy to where your consumers
are looking for your products or services.
The sales & finance teams to ensure consumer behaviour is factored into pricing
decisions alongside margins & profit

Let’s talk about the actual activities and projects you will resource and execute to achieve
your strategies and deliver your objectives.

To have the best chance of hitting these metrics, you should be developing tactics across
the entire marketing mix - all 4P’s - Product, Place, Price & Promotion

Or possibly 6 or 7 P’s depending on where you work :)  But let’s not get into that debate!

However many P’s you work with, the point I want you to take away is to INTEGRATE your
tactics across as many P’s as you can, to deliver more effective growth plans.

There is no point placing a brilliant Promotions campaign in the market if the Product
doesn’t meet consumers needs or expectations created by the campaign, they can’t find the
product in the Place they would expect to be able to buy it, and the Price isn’t what the
consumer would expect to pay for it.

All 4 P’s are inextricably linked to the other and, when working cohesively, form the positive
brand experience necessary to drive growth.

However, many of my clients will stumble across a barrier at this stage of the process, and I
will hear

“But Anne, we don’t own all of the P’s in the marketing mix, so how can we develop a plan
for all of them?”

It’s true, not every brand manager has full OWNERSHIP of the P’s
 

But it shouldn’t stop you from having a degree of INFLUENCE over
them.

And to lead the integration of all P-tactics towards the common goal of brand & business
growth.

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, who do have ownership at this point
of the planning process.

The most effective way to achieve this integration is to take your cross-functional P-owners
on the entire brand plan journey with you.
→    Get them to help collect facts and fill the buckets relevant to their P and area of
expertise.
→    Involve them in both your Insight and Planning workshops, so they uncover the
opportunities to grow and co-create the objectives and strategies with you.
→    Then develop the integrated, 4P tactical plans together.

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

You need:

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.

5
TIP YOUR BRAND PLAN SHOULD BE FULLY

INTEGRATED ACROSS THE 4 P’S.
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LeIt’s all well and good to write a killer brand plan that looks spectacular on paper. It’s
grounded in insight, sets clear & measurable objectives and selects the right strategies and
tactics to achieve those objectives.

But the real test of a killer brand plan is whether it actually delivered what it said it would?
Did you meet your objectives, hit your tactical KPIs and generate a return on your marketing
investment?

 Writing a strategic brand plan takes time and effort and often needs a considerable amount
of money and resource 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 in, year out.

 As commercial business leaders, it is critical that you track and demonstrate the impact
your plan has had 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 KPI’s, why it is achieving them, and if it isn’t, what you are doing about it to
course correct.

 Now, tracking & reporting on your plans progress to demonstrate success and return on
investment is the core reason we track. 

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

 If you work for a business that seems to prefer short term gains over long term brand
building or see the sales function as the driver of growth and the marketing function as the
“colouring-in” department (gosh, I HATE that term!)

Showing the impact your brand plan and marketing investment has had on delivering
revenue, profit and brand asset growth is the perfect way to demonstrate the commercial

benefits the marketing function can deliver to a business 

 And help build your credibility as a function that leads the strategic growth agenda of the
business.

I can promise you, once you get one successfully 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.

So 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 be reporting 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 and 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 end goal is to build your credibility as a commercial leader, so people need to 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 a lot more respect than fiddling with
the numbers until they look favourable and prese

6
TIP MEASURING AND REPORTING THE

ACHIEVEMENTS OF OUR PLAN IS JUST AS
IMPORTANT AS WRITING THE PLAN
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I hope this little book of Tips & Tricks and my overall brand planning process has inspired
you to invest the time and effort into writing a killer brand plan.

But this is not something you should do by yourself – you should include your entire
marketing team, and as I mentioned in tip #5, involve your cross-functional partners if
possible.

And it is also a process that requires a disciplined approach and practice to do properly!
Without the right process and toolkit, it is very easy to get lost down a rabbit hole and
stumble out with nothing new.

I have led this process MANY times over the years. I know all the ins, outs and smart cuts
you can take to define your challenge quickly, complete a thorough but efficient situation
assessment that uncovers real opportunities to grow, meaning the objectives and strategies
naturally fall into place.

7
TIP STRATEGIC BRAND PLANNING IS NOT

SOMETHING YOU SHOULD TRY AND DO BY
YOURSELF.

anne@viamarca.com.au



ready to
plan?

INVEST IN BRAND PLANNING TRAINING
You could join my online training program Build Your Brand Smarts and enrol in the Brand Planning
module. You will learn my signature process, how to use all of my tools & templates and immediately apply
these learnings to your own brand during the course.  Its on-demnad when you are ready to plan

SET UP A QUICK CALL (TOTALLY OBLIGATION-FREE!)
If your question is an easy one, lets have a quick chat.  I'd love to hear your thoughts and throw a few
suggestions your way to help you map out a brand planning process.  With absolutely no strings attached &
obligation free!

LET ME HELP YOU MAKE YOUR BRAND PLAN PROCESS A REALITY:

Brief participants on their role and inputs, book and facilitate engaging, productive workshops that bring
cross functional teams together, collaborating to develop consumer-centric but commercially minded
plans.
Bring a fresh perspective to your business and push your thinking to uncover new, actionable insights &
opportunities.
Unlock a full set of tools (above what we have given you in this blueprint) to drive disciplined & logical
thinking.  We will teach you how to use these tools for future use.
Share our proven formulas to uncover breakthrough insights, be ruthless with prioritisation & write
specific objectives & strategies that will drive growth for your brand and organisation.

LET ME FACILITATE THE PLANNING PROCESS FOR YOU (FACE TO FACE OR VIRTUAL)
Maybe you’d like someone to guide your team through my signature 3 step process, to keep you on track
while you still have day-to-day responsibilities. I can customise the approach specifically to suit your
business and:
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So now it's time to execute that planning process and this is where I can
help you! Perhaps you have some questions that you need answered, so
you can design and execute your own brand planning process.  Maybe
you'd like someone to help navigate you through the process?  It does take
time & experience to get it right so why not leverage someone who has
done it many times!

Now you are across my top tips and tools to writing a brand plan and the
enormous benefits you will gain from adpoting:   

To create direction for your brand, your team and your business. To make
the day-to day decision making more effective and purposeful? And ensure
every dollar and minute you spend is allocated to making a difference and
driving growth?

 Drop me a note anne@viamarca.com.au to arrange a chatLet's talk!

http://www.buildyourbrandsmarts.com/
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