Moving forward,
together.
How a redefined brand strategy can help you
to navigate unchartered territory, and how our
free workshop can turn uncertainty into insight.
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/ INTRODUCTION

How did we get here?
Let’s get straight to it… 2020 has been a strange
year. Covid-19 is the black swan event that none of
us would have wanted, or expected to deal with.
You’ve likely gone from running a business or
department, to managing a crisis. It may well be the
greatest management challenge most of us have
ever faced.
The immediate impact of the situation has meant
businesses across the city region have found
themselves running on a reduced resource, some
with entire teams on furlough.

Others have been forced to find ways to
repackage their products and services, such
as universities taking classrooms online, Dyson
switching production from hoovers to ventilators or
restaurant chains embracing the takeaway model.
For pretty much everyone, times have been tough,
but there is good news, it won’t last forever.
Still, that doesn’t mean it will snap straight back to
business as usual, so it will pay dividends to be ready
for whatever comes next.

Near term survival may have been the sole agenda.
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/ NEW TRENDS

Things have already changed for most
of us, including your customers.
While your demographic may be largely unchanged,
in terms of their age or gender, their values and
buying behaviour may look entirely different.
A study by YouGov suggests that only six per cent
of the public want a full return to pre-lockdown
life. Now is the time to listen and learn how your
audience has changed.
A large section of your audience profiling and insight
could now be out of date, with attitudes, drivers and
purchase patterns all wide open to change.

Values have been realigned, with community, family
and simple pleasures taking centre stage. You may
find that yesterday’s practices are not enough to
solve the challenges of tomorrow.

You shouldn’t write off your
marketing, but you may need
to rewrite your strategy.
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/ STRATEGY

What should your
strategy include?
We are all aware of the basic
elements in a marketing strategy.
Target Market

As the landscape changes
your strategy needs to be
re-evaluated, and to be
successful, it should be full
of fresh insight, allowing you
to apply creative marketing
confidently and effectively.
The issue a lot of businesses
are facing is uncertainty,
and this can be paralysing.
To overcome this, we can
borrow tools often used
in industries that are more
attuned to operating in the
unknown, such as financial
forecasting.

Positioning
Audience Personas
Vision and Values
Objectives
Tone of Voice
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/ STRATEGY

One approach that
you could implement is
scenario planning
Definition:

Mapping a range of potential
pathways, including their likelihood and
implication to your brand or business.

This could include operational
information, enforced measures and
consumer behaviour changes.
This collaborative exercise can add
credibility to conjecture, and paired
with agility, can help you get ahead.
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/ STRATEGY

The aim is to build up a realistic picture of the challenges
and opportunities that lie ahead, as well as highlighting
some less likely but equally important eventualities,
so you can create a robust strategy, and reliable roadmap.
For example, we know that it is highly likely that
social distancing measures will remain in place,
at least in part, for a considerable time to come.
So this would sit on the right-hand side of the matrix.
Now if we imagine that we were plotting this based
on a restaurant business, it would be fair to say that
the impact would be considerable. So now that we
have a highly likely scenario that would have a large
impact on the business, we know that this must
take priority in your planning.

HIGH
IMPACT

Social
Distancing

Product
Shortage
Reduced
Menu

PROBABLE

UNLIKELY
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/ STRATEGY

We would look to map out
two distinct scenarios,
at both ends of the scale.
What is the most likely
What is the worst case
You can then look to work
out what action is needed to
survive, and what could be done
to ensure your business thrives.
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/ STRATEGY

This approach of looking
to stay ahead has been
successful for many of
the worlds biggest brands.
Procter & Gamble CFO,
Jon Moeller recently said
that as a company they
are constantly asking;

"What needs
must we meet,
and in what
new ways?"

Once you have a deeper understanding
of your audience, and where your
market threats and opportunities are,
you can start to think about how you
communicate with clarity and impact.
Timing is crucial here. Move fast, but get the timing right.
Too early, and you'll waste valuable resource talking to an
empty room, too late, and you'll miss the boat.
The pace of change makes this incredibly challenging,
and the advice would vary from sector to sector,
but decisions here could make a huge impact on engagement,
and the long term recovery of your business.
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/ STRATEGY

Relaunch or
Retention?
Another thing to consider when looking towards
your comms is whether relaunch or retention is
right for your business.

Whereas, the hospitality and tourism sector
may have no choice but to invest in rebuilding
consumer trust, right from the off.

If your business is in a sector that is experiencing
or expecting a boom post–lockdowm, for example,
home delivery services or online fitness, would you
benefit from a relaunch campaign?

Jumping at the wrong opportunity could impact
your brands chance to survive and thrive. This
makes your audience understanding and sector
research all the more important.

Perhaps your campaign investment would yield
greater ROI with a retention campaign,
extending the boom for as long as possible.
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/ WHAT NEXT

How we can help
free workshop
Unsure what the consumer behaviour changes will mean
to your offering, or what message you should be sending?
Not sure where your sector is on its road to recovery?
We are offering a limited amount of collaborative brand
strategy workshops, free for businesses across the city
region.
These workshops will feature a range of collaborative
brand exercises and manageable, bite-size activities
designed to help you take stock of who you are, where
you are, and what you have to offer, helping you to
communicate with clarity and impact.

We will revisit your business objectives, key customer
demographics, competitor analysis, brand positioning and
best practice within your sector, looking closely at whether
your value proposition is relevant to today’s consumer.
We can help you make sense of the impact that
coronavirus has had on your sector, unlocking insights that
can help you move from the ‘survive’ to thrive.
What you will get at the end of this is a brand playbook, a
guide to thrive, making sure you put the right foot forward.
A focussed roadmap to make sure any future marketing is
on point, and to the point.
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/ WHAT NEXT

How else?
Here’s the plug
If you need help rolling this out, our
team of strategy-focused creatives and
project managers would be happy to work
with you, to craft and create everything
you need to effectively relaunch your
business, when the time is right.

To register your interest in a
free brand strategy workshop,
email Jonathan today.

EMAIL

jonathan@
WEBSITE

concept22.co.uk
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