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Insights

INSIGHTS SEGMENTS

INDUSTRY INSIGHTS

The size of the total industry,

The market share of the client,
Understanding the type of market
(mature, nascent, new, etc),
Industry benchmarks

COMPETITION ANALYSIS
Direct & Indirect Competition,

Analyze the Top 3 competition for each

vertical or business offering of the
chent,

Basic Detalls

Competition

FPositioning & Messaging,
Marketing mediums,
Cifferentiation of each competition

MARKETING & OUTCOME AUDIT
Fast marketing tools, mediums, and
approach used,

Outcomes (business and brand),
Deep analysis of past methodologies
aligned to learnings, mitigations and
benchmarks set

Insights - The capacity to gain an accurate and deep understanding of someone or something.

AUDIENCE IDENTIFICATION

Direct and Indirect Audiences

Internal and external audience definitions,
Creation of audience segments

Prionitization of each audience bucket,

Basic demographics information and customer
definition/s,

Expected outcomes,

Reactions or actions from each audience

MARKET OF FOCUS

Identification of different markets served,
Priontization of markets,

Areas of focus in each market,

The semantic, psychographic, and

Process oriented difference of each market

BUSINESS UNDERSTANDING

Revenue Sources

Business Model

Risks & Mitigations

Exit and Entry Barriers of the Business, Process of
Quality in Delrvery of Customer Delrvery Model,
Dependancies & Assumptions for the business
SUCCESS
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insiahts

Insights - The capacity to gain an accurate and deep understanding of someone or something.

INSIGHTS SEGMENTS

BUSINESS ANALYTICS

Data-driven outcomes of business,

Vertical Based revenue,

Current sales funnel and conversation rates
Lifetime value of client customers,

Cross selling analytics,

Purchase cycle analysis,

Average Revenue Per Customer



“Strategy Is about denial. It's about being able to say, ‘No, we're not going to do
that. If we do all these things, we won't be able to do any of them very well."”

STRATEGY

ldentifying the business, consumer,
industry/market position (&) of the customer and
the position to be reached (B). The one line

approach of moving from point A to B.
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Strategy

A method or plan chosen to bring about a desired future, such as achievement of a goal or sclution to a problem.

STRATEGY PLANNING

VISION & MISSION

One-sentence statement describing the clear and
inspirational long-term desired change

The overall vision of the business,

The impact the client to be made on the market,
community, or industry

POSITIONING & MESSAGING

The space the customer would like to own in the
customer's mind (positioning)

Segregated messaging to own the space.

The messages should cover all aspects of the
business and lead to the positioning.

Brand & Product Messages

& Consumer Messages

Align the messages to value chain/ value
propositions

MEDIUMS & PLATFORMS

Identification of Relevant Mediums based on
Insights

The efficacy and utility of each medium
Fropensity of success of each medium

The reason behind choosing the mediums
Budget Reasoning

Medium aligned to Messages & Desired Outcome

COMMUNICATION & BUSINESS GOALS

SMART goals aligned to the brand communication and
business goals. This would include the implementation of
the 321 approach to define trends, opportunities and one
major business goal.

VALUE PROPOSITION

Define the exact outputs for the client’s customer,
Segregated by each audience segmented

Simple articulation of value proposition of the client
service/product for their custorners

VALUE CHAIN

The value chain of the client service/product from input to
product/service definition

To custormer facing product/service, aspects of innovation
in the value chain,

Opportunities for further innovation in the value chain for
brand, cost and customer advantage

**This helps to device the message customization and
medium selection and frequency

OVERALL STRATEGIC FRAMEWORK

One structured model showcasing the entire strategy and
Its aspects on diagram,

The framework should be a blueprint for any other team
to take forward the marketing commmunications mandate
with an easy transfer of thought process and approach.



“Micromanage the process, not the people.”

PROCESS

This section aims to define each and every
process in implementing the marketing
communication approach. This will translate into
process orientation documentation of ensuring

consistency in approach, delivery and outcomes
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Process

Process - a plan of action designed to achieve goals

PROCESS

SALES FUNNEL/FLY WHEEL

Defining a detailed sales funnel/flywheel
of the customer.

Depicting the way prospective customer
enter into the sales funnel and the journey,
as they are transformed into a customer.
Estimated percentage of how many
customers reached to converted at the
end of the funnel, for new product
offerings, these will be estimation of past
data points collected.

CONTENT PROCESS

The steps and objective to defining the
content subjects, outlines and creation of
content across various manifestations.
Client approval process at every step to
ensure arrest fallure, delay and design
debt to deliver content at a speed to keep
up with the marketing strategy and
approach.

MEDIUM SPECIFIC PROCESS

Steps to implement, use, measure and
utilize each medium/ platform to be used
In the communication framework.

BUDGET APPROVAL PROCESS
Instructions for overall budget approvals, connect
with client finance teams, where necessary, and
the rules of client approvals on budgets and
financial processes to ensure communication
framework implementation runs smoothly

AMPLIFICATION METHODOLOGY

Identify aspects of paid to earned media on
digital, print or other.

The process for understanding the amount of
spends to be outlayed, step by step process and
moving towards measurement.

EXECUTION TO OUTCOME METHOD
Methods of measuring the execution of the
communication framework aligned to the
business and brand cutcomes

Facilitate towards data sets and outcomes
towards a unified view

BUSINESS DATA COLLECTION PROCESS
Define the process, intervals and data points
Business and brand to be denved from the
customer to enable agility in the process of

understanding the steps to collection and analysis

of data points on a real time basis



SALES PROCESS EXAMPLE

Theen = Funnel Mow = Flywhes|
Customers as an afterthoughi Customer #l the cenber
Marketing
Sales
Customaers

FLYWHEEL CONCEPT

The flywheel is simply a wheel that's incredibly
energy-efficient. The amount of energy It stores
depends on how fast it spins, the amount of
friction It encounters, and its size. Think of it like

the wheels on a train or a car.

Remember, every business is different, and the
way you design your flywheel is dependent on

vour business maodel.

EHGAGERENT
STHATEGY

CaMPAIGH &
EXPFERIENCE

CONTERT
HARKETIHG



“Customers don't measure how hard you tried. They measure you on what you deliver”

MEASUREMENT

This section outlays the measurement
parameters in advance to bring impact and agility

in the communication framework execution.

This would cover the parameters and the
methods of analyzing the parameters to enable

better business decisions and strategic inputs.
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Measurement

Measure © A number or guantity that records a directly observable value or performance

MEASUREMENT TOOLS

PARAMETRE IDENTIFICATION

The brand and business parameters to be
measured, Is to keep abreast of the impact of
the communication framework and ensure it
Is connected directly to the business
outcomes and goals of the customer.

BUSINESS,BRAND & HYBRID

The parameters would be defined and
explained in terms of how they would be used
to bring agility and refinement in the process.
It would include singular parameters and
hybrid parameters of measurement across
brand and business.

MEASUREMENT TECHNIQUES & METHODS
The ways the measured data would be
analyzed, including formulas to derive metrics
to measure outcomes and quality. This would
also include aligning to the one big goal of the
chient from the 321 approach of the client.

CORRELATION AMNALYSIS BETWEEN
BUSINESS & BRAND

Set guidelines for how the brand and business
data would be compared, correlated and
comprehended to make recommendations on
extending, altenng or refining the current
process of measurement

BRAND & BUSINESS MEASUREMENTS TO
DEFINE METRICS

Identify aspects of paid to earned media

The process for understanding spends and step
wise process moving towards measurement.



"A strategy even a great one, doesnt implement itself"

This section discusses the actual execution,
planning and specific activities implemented for
the communication frameworl, real time

measurement and execution for each activity
planned.



L
I

_
U6,

Operations

Operations: The action of functioning or the fact of being active or in effect.

STAGES OF OPERATIONS

TEAM STRUCTURING

ldentify the skill sets needed as per the
strategic framework to put together the
right team for the implementation of the

strategy.

Skills would be aligned to individuals, time
commitments and budgets of customers
To understand the size and depth of each
team for each communication module.

The number of tearm members, focus
areas, roles and responsibilities, escalation
steps, and skills would be clearly defined
in this section.

EXTERNAL EXPERTISE

External expertise needed for
understanding an industry and for better
Implementation

External advisors - The roles,
responsibilities and expected value
addition of external advisory to be
articulated.

MEDIUM SPECIFIC PROCESS

The operations team would be required to align
reqular dipsticks on message testing and understand
the action orientation for each customer set.

CONTENT CREATION

Creating content of all manifestations in line with the
plan. This would outline the types of content, subject,
outline and final content creation for each client.

AMPLIFICATION

Engagement Calendar and digital spends plan and
execution for the customer across all the different
mediums/platforms identified for each client.

REGULAR DATA COLLECTION

Ensure the input of reqular data and
coordination, with the client across business and
brand parameters.

ACCESS TO PARTNER ECOSYSTEM

Bridging the deliverables of the communication
framewaork along with the partner relationships. The
expertise of sector and depth will help to evaluate
their selection and partnership.



"Don't commit to the sprint commit to the marathon”

menzis
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SUSTENANCE

This section will cover the sustenance of the
customer's business outcomes, identification of
areas of faillure or improvements to ensure we are

continuously moving towards better, faster and
measurable outcomes



Sustenance

Sustenance : the maintaining of someone or something

SUSTENANCE

IDENTIFY POINTS OF FAILURE
ldentify the possible points of failure,
reasons behind the failure and possible
mitigation of the same

SYSTEM & DESIGN FLAWS

Method to study the communication
design and identify (pre and during) the
possible flaws in process or execution to
overcome possible challenges by
anticipating ahead of time

ARREST POINTS OF FAILURES OR
INSIGHTS THROUGH APPROACH

Present solutions for each possible area of

fallure, improvement or refinement
keeping in mind the worst case scenario
outside of the assumptions made on the
client communication framework
execution

REFINE ASPECTS OF FAILURE

During the execution and based on real time data, this
section will outline the mitigations , improvements
and refinements to move towards better cutcomes.

TEST & LEARM

The approach to experimentative aspects of the
communication process, the time given to see results,
and the parameters of when the approach would be
changed in the agile method of delivery

DEFINE QC GATES

Ensure the input of reqular data and
coordination, with the client across business and
prand parameters.



Insights leading to
impactful brand
stories.

—volving the pace and
space of the
communication
Industry



"Attitude Is the
difference

between ordeal
and adventure
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