10 effective models
fo help you write more
effective comms strategy



1/ Comms objectives flow from commercial ones

Commercial objective
Where is growth going to come from?

Communications objective

How can comms stimulate that growth?



2/ People are either ready to buy or not yet

The radically simplified funnel:
It has just 2 steps & 2 tasks for marketing

Customears

Task = convert to
customers

numbers




3/ Don’'t stop at awareness, builld associations

*I need to get to
Europe for cheap*®

Framework for CEP Generation

Category Entry Points “Name an Airline”

WHY?
why are they buying from the category?
e.g. because | need a pick me up

WHEN?
when are they buying from the category?
e.qg. after work

WHERE?
where are they buying from the category?
e.g. at the train station

WITH WHOM?
with whom are they buying from the category?
e.g. with someone special

WITH WHAT?

with what are they buying from the category”?
e.g. with alcohol

Awareness Salience
Credit: Andrew Tindall

Adapted from Sharp & Romaniuk: How Brands Grow Part 2




4/ The job is to link brands with buying moments

Me Codes Need Codes

« Pumpkin Spice Latte

. + autumn drink
Siren logo, green color,

Starbucks white cup

« Red Holiday Cups =+
Christmas drinks

Source: Behavio Labs



5/ You can’'t have a role without a barrier

Comms objective Audience barrier Role of comms
What do we —  What'sstanding ——  How can comms
want to achieve? in the way? realistically help us?



6/ Be precise on the what but also the how

Get Who To By
target ~— current ——  desired —  core
audience behaviour behaviour message



// Same message, different media contexts

_ gets'a ln




38/ Customer journeys aren't linear
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9/ Have a clear strategy story

SITUATION ANALYSIS  FUTURE-STATE STRATEGY
PLANNING WHERE ARE cgJuHLER:rE HOW WE WILL
CYCLE WE? BE? GET THERE?
DISRUPTION CONVENTION @ M
MODEL
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Source: Baiba Matisone



10/ Have a clear campaign story

Get people to see LNER as the travel choice
Objective if you want to feel like you're getting somewhere

(we don't just mean A > B)

Audience Insight Feeling stuck sucks, but getting on feels good

Feel the power of making
progress when you

Strategic Proposition travel LNER

Show all the
possible things you
can do on an LNER train
(that you can't when driving)

Creative Idea

Phase 1: Steer people back into the world

- and toward train
|I'I'1P|E'mE'ﬂ'tﬂt|D|'l Phase 2: Jolt people away from their default transport optio

(car) and onto the train
Phase 3: Embed LNER as an automatic choice for a journey on the east
coast

- Return LNER journey volume to pre-Covid levels
- Recover spontaneous awareness to pre-covid levels
- Recover nowadays use to pre-covid levels

Scoring

Source: [PA



5 s

Thanks for reading!
['m Rob Estreitinho, an indie strategy director
that helps smart people (like you!) find clarity.
Find out how I can help you at salmonlabs.co




