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Yalent wins games, but
teqmuwont a/;m/ intelligence win

Michael Jordon



PLAY BAONKTENTS

BACKGROUND BLUE STREAM CHARTER BLUE STREAM TIER OUTPUTS

The project intent, the overall Statements of behaviours that we Agreed Tier output summaries that
business objective, important will collectively live by to ensure include both Creative agency and
ingredients to success and the the very best individual media leadtimes.

overall playbook purpose. performance and team output.

BLUE STREAM BLUE STREAM
AGENCY VILLAGE INTEGRATION INTEGRATED WAY OF WORKING

Output and process stages when End to end collaborative way of

working with creative agencies. working that includes step by step

RASCI. Process is broken into Gold
Silver and Bronze outputs.




PROJECT INTENT

For clients to not see the Oseamsd (bator
cohesive team assembled i n a manner thateo
problems efficiently and effectively.

ONE TEAM, SAME DREAM



BUSINESS OBJECTIVE

To outperform our clients' expectations by
delivering the agency of the future.

ONE TEAM, SAME DREAM



INGREDIENTS

INTEGRATED CRAEI SKSTIANDARDISED PRQCE B 2 L%EAR USP IMPROVING
UNIFICATION ° ° PRACTICE QC ONE = CUR ENT RETENTION

ONE TEAM, SAME DREAM



BLUE STREAM-PURPOSE

To ensure our clients get the very best from us and their entire
Agency Village by providing a framework amalgamating
specialised craft into one integrated way of working.

This playbook sets out our integrated team charter, roles,
responsibilities and a detailed RASCI at each step of the process.

Jritiae < (INESSO






BLUE STREAM TEAMCHARTER —©

Brief together, Respond together
We commit to finding strength in our collective; finding kindness in honesty; and always allowing the fun to find us.

Resist the mundane, Cultivate curiosity
We commit to making the complex clearer; the teams tighter; and the slow faster.

Individual ownership, United delivery
We commit to taking ownership; taking the time to do it right; and taking care of each other.

Past Experience, Todayo6s perfor mance
We commit to being better than we were yesterday; open to learning; and staying hungry always.

Great thinking, Better doing
We commit to creativity; to innovation; and to making.

One Team, Same Dream
Our combined efforts towards excellence make for a single unit of excellence






INTERNAL CLIENT BLUE STREAM-ALLOCATION
Naintaining high visibility, connected together

DEFINING TIER PROFILMMSRPING TALENT & CLIBNWUE BOREAM PROFILE ROLLOUT
BEHAVIOURS. TIER PROFILES. WITHIN CLIENT PATCHES



BLEED BLUE BLUE VILLAGE BLUE FLEX STREAM FLEX




Bleed Blue

How we define

Directors: >80% on a
single client.
Managers: 100% on a
single client.
Execs & Coords: N/A.

Key Considerations

Reduced flexibility to
redeploy or move
resource.

How we recruit

HR Systems are
KINESSO.

LinkedIn Ads for both
KSO & INI (KSO
working with INI & INI
powered by KSO).

Hire for capabilities first
and then culture check
with INI (INI Included
at all stages of the
interview process).

Led by KINESSO Talent
acquisition partner.

How we show up

Blue through and

through.

Branded Internally and

external as Initiative.

1  Email (Primary -

INI) (Secondary 8

KSO).

Presentations.

LinkedIn

(Encouraged).

1  Seating (Primaryd
Client Team)
(Secondaryo
KSO).

E

How we retain

Run through both INI and KSO
onboarding processes.

KINESSO benefits and perks.

Included on All INI Comms, events
and rituals.

Included on All KSO Comms, events
and rituals.

ADP reporting line into KSO with
dotted line into INI GAD,
prioritisation to be managed by INI
GAD with adherence to KSO
Activation standardisation remaining
a core priority.

(performance reviews, PDPs sit with
KIN with direct input from INI on
predetermine criteria)




Blue Village

How we define

Directors: 50-80%
on a Blue Stream
(>33% FTE single
client).

Managers: 100%
on a Blue Stream
clients (>50% FTE
on a single client).
Execs & Coords:
>80% on Blue
Stream(>50% on
a single client).

Key Considerations

Flexibility to work across
key INI accounts and
support on some smaller
accounts.

How we recruit

HR systems are
KINESSO.

LinkedIn Ads as KSO
(Key strategic hires can
have INI as well).

Hire for capabilities
first and then culture
check with INI (INI
Included at all stages).

Led by KINESSO
Talent acquisition
partner.

How we show up

Externally Blue
Mediabrands external
presence branded as

Blue.

T

)l
)l

Email (Primary -
INI).
Presentations.

Seating (60:40 INI:

KSO).

Internally Kinesso

T

l

Email (Secondary-
KSO).

LinkedIn (Own
preference).

How we retain

Run through both INI and KSO
onboarding processes.

KINESSO benefits and perks.

Included on key INI comms. (Via Blue
Stream email group).

Invited to Blue Stream events/rituals.
INI events and rituals at discretion.

Included on All KSO Comms, events
and rituals.

ADP reporting line into KSO with
dotted line into INI GAD for senior
levels, prioritisation to be managed
across village with adherence to KSO
Activation standardisation remaining a
core priority.

(performance reviews, PDPs sit with
KSO with direct input from INI on
predetermine criteria).




Blue Flex

How we define

Directors: 80% Blue
Stream (No client limit).
Managers: 80% Blue.
Stream (No client limit).
Execs & Coords: 80%
Blue Stream (No client
limit).

Key Considerations

Highly flexible resource
to support
implementation on
smaller accounts and
supplement bigger
clients during resource
& client challenges etc.

How we recruit

HR systems are
KINESSO

LinkedIn Ads as KSO

Hire for capabilities first
and then culture check
with INI (INI Included
for final rounds).

Led by KINESSO talent
acquisition partner.

How we show up

Externally Blue

Mediabrands external

presence branded as

Blue.

1  Email (Primary -
INI).

1  Presentations.

Internally Kinesso

1  Email (Secondary-
KSO).

| LinkedIn (Own
preference).

1  Seating KSO).

How we retain

Onboarded as KIN and
INI.

KINESSO benefits and
perks.

Included on key INI
comms.

Invited to Blue Stream
but not INI only
events/rituals but not
all.

Included on All KSO
Comms, events and
rituals.

ADP reporting line into
KSO prioritisation KSO
Activation
standardisation a core
priority.




Stream Flex

How we define

Directors: <80% on a
Stream.

Managers: <80% on a
Stream.

Execs & Coords: <50%
on a Stream.

Key Considerations

Completely flexible
resource for overflow
and to support during
resource & client
challenges etc.

How we recruit

HR systems are
KINESSO.

LinkedIn Ads as KSO.

Hire as KSO.

Led by KINESSO
Talent Acquisition
Partner.

How we show up

KINESSO

Internally & externally
KINESSO, apart from
when part of client

presentations.

1  Email (Primary &
KSO).

1  Presentations
(Client
appropriate).

1  LinkedIn (Own
preference).

1  Seating KSO).

How we retain

Onboarded as KSO and
across INI.

KINESSO benefits and
perks.

No INI comms or
events.

Invited to Key Blue
Stream events/rituals
but not all.

Included on All KSO
Comms, events and
rituals.

ADP reporting line into
KSO prioritisation KSO
Activation
standardisation a core
priority.

(performance reviews,
PDPs sit with KSO)




Plue S tream Elients

OBl ue Streamd clients are t hose
Performance and or Addressable within their contractual scope
of wor k. Al | ot her cli1 ents ar



INTERNAL CLIENT BLUE STREAM-ALLOCATION

SYDNEY

Amazon,
Afterpay

Pernod Ricard, Lego,
Fujitsu, Crown Resorts,
Fantastic Furniture

Goodman Fielder,
Jemena, IAG, Merck.
Fitness Lifestyle Group

Amazon Flex

MELBOURNE

Officeworks

Priceline, Cricket Australia,

Australian Unity, Energy
Australia, Specsavers,
Geeks2U

Bunnings, Quest, ARN,
Repco

N/A

PERTH

West Australia
Government, RAC

Kleenheat, P&N Bank

N/A

N/A



BLUE STREAM INTERNAL & EXTERNAL INTEGRA

It is very important that we are integrated externally as well as internally.

LINKEDIN X PRIMARY EMAILX MS TEAMS X NEW BUSINESS

It is also very important that we sit together, with team leadership
agreeing the best possible day to day cadence.

ONE TEAM, SAME DREAM






o BLUE STREAM OUTPU

H

o)
QL

Platinum: Big, impressive, the ultimate expression of the Agency Village BESPOKE 24 \WKs. 24 Wks. +

Annual planning, hero campaigns

A Wider stakeholder engagement, more kulepth strategic exploration, longer creative and
or media implementation development, including major media negotiations with more
Agency Village checkins, more than one presentation/meeting per sprint, longer time
frames for production etc

Gold: Insight led & big enough to keep you up at night

Big campaigns and high profile always on
Requires detailed, integrated strategic process and response, creative platforms,
concepting, customer experience, product development, UX and development etc.
Production budget $200k+

Silver: Intelligent & adaptable, an evolution from past strategies
Medium sized campaigns with some strategy requirements
A Requires strategy, creative concepting, design, UX. Production budget $30%8200k.

Bronze: Fast & responsive, muscle memory at its best

Quick to market campaigns or always on performance with limited to no strategy inputs

A Fastmoving brief requiring a small amount of creative thinking, copy, design or UX.
Production budget $5k- $30k.

BAU: A fast -moving craft only response
All within retainer or a minimal production budget of $5k or less. (not conceptual) copy,
design or UX.

Note: 13 Wks. Buying leadimes prevent audience premiums, inside 13 Wks. Audience CPM premiums cannot be guaranteed due to Btatkmand and supply.



Creative & Media Strategy

Address strategic opportunity for
the brief. 1x 1h Agency Village
Check in.

Gate approval documents

il
X %I

X1 RD. strategic development +
presentation. 24h Client approval.
X1 day strategic refinements
following consolidated feedback.

Gate approval documents

\/ \'
N3

Signed off strategy on a page.
Creative brief incl. budget splits.

Creative , Strategic Platform &
Insight Tissue

Creative insight, core idea,
topline media approach. 1x 1h
Agency Village Check in.

Gate approval documents
'l \'
DNV

X1 RD creative territory or
initial concept inc collaborative
tissue session. X1 consolidated
tissue approval.

Gate approval documents
V! [V2
B[

Signed off creative , strategic
platform & insight tissue

Note: 13 Wks. Buying leadimes prevent audience premiums, inside 13 Wks. Audience CPM premiums cannot be guaranteed due to etad&mand and supply.

GOLD 12 WEEKS

Creative refine, optimised media
comms ecesystem confirmed. 1st
draft connections framework,
comms big idea & activations.

Core channels i.e., scamp or
script for concept approval. 1x 1h
Agency Village Check in.

Gate approval documents
'l \'
DNV

X1 RD of refined creativeand

mediathinking, presentation).
Client Executional feedback
received 48 hrs.

Gate approval documents
X[ DA

Creative, optimised media
comms ecesystem sign off, plus
creative concepts

n.b. Client CMO, Head of Brand & Client Project lead to provide gate approval at each stage.

Connections framework, comms

big idea & activations confirmed.

Connections framework, comms
big idea & activations, sign off
Creative and production hours
for big idea to be estimated.

Gate approval documents
'l \'
DNV

Indicative specs to commence.
Add approval time for anything
not accounted for in Sprint 1.

Gate approval documents
NI (7
N3

Signed off creative concept by
channel. Signed off matrix &
prepare material despatch
instructions. Confirmed sprint 5.

Production super, Partner
selection, budget allocation.
Investment | ROI evaluations,
Negotiations, Media Plan

Media Plan sign off, Creative and

production hours for big idea
confirmed

Gate approval documents
'/ \'
A

Doesndt allow t
animatic prod. & testing or
groups within 4-Wk production
sprint. Requires final media specs

Gate approval documents
NI |7
N3

All final materials signed off.




Sprint 1 8 One WKk.

Creative strategy.

Address strategic opportunity for
the brief. 1x 1h Agency Village
Check in.

Gate approval documents

X 4]

X1 RD. strategic development +
presentation. 24h Client approval.
X1 day strategic refinements
following consolidated feedback.

Gate approval documents

N3

Signed off strategy on a page.
Creative brief incl. budget splits.

Creative tissue. 1 draft
optimised media comms eco
system. Feedback captured,
refined Sprint 3.

Creative insight, core idea,
topline media approach. 1x 1h
Agency Village Check in.

Gate approval documents
N3]

X1 RD creative territory or
initial concept inc collaborative
tissue session. X1 consolidated
tissue approval.

Gate approval documents
B[

Signed off creative , strategic
platform & insight tissue.

Note: 13 Wks. Buying leadimes prevent audience premiums, inside 13 Wks. Audience CPM premiums cannot be guaranteed due to etad&mand and supply.

SILVER 8 WEEKS -

Creative refine, optimised media
comms ecesystem confirmed. 3
draft connections framework,
comms big idea & activations.

Core channels i.e., scamp or
script for concept approval. 1x 1h
Agency Village Check in.

Gate approval documents
N3]

X1 RD of refined creativeand

mediathinking, presentation).
Client Executional feedback
received 48 hrs.

Gate approval documents
H ' H
B[

Creative, optimised media
comms ecesystem sign off, plus
creative concepts.

n.b. Relevant Client Team Lead, Client Brand team representative & Client Project Lead to provide gate approval

Connections framework, comms
big idea & activations confirmed.

Connections framework, comms
big idea & activations, sign off
Creative and production hours
for big idea to be estimated.

Gate approval documents
ADA

Indicative specs to commence.
Add approval time for anything
not accounted for in Sprint 1.

Gate approval documents
H " \' H
N3

Signed off creative concept by
channel. Signed off matrix &
prepare material despatch
instructions. Confirmed sprint 5.

at each stage.

Production super, Partner
selection, budget allocation.
Investment | ROI evaluations,
Negotiations, Media Plan.

Media Plan sign off, Creative and

production hours for big idea
confirmed.

Gate approval documents
X[

Doesndt allow t
animatic prod. & testing or
groups within 4-Wk production
sprint. Requires final media specs

Gate approval documents
N3

All final materials signed off.




Note: 13 WKks. Buying leadimes prevent audience premiums, inside 13 Wks. Audience CPM premiums cannot be guaranteed due to etatkmand and supply.

} BRONZE BLITZ 4 WEEKS

n.b. Client Project Lead & and Client Brand team representative to provide gate approval at each stage



Note: 2 WKs. Buying leatimes at this stage to cover minor upweight of existing activity. Premiums are likely due to supplyegndnd.

) BUSINESS AS USUAL 2 WEEKS

n.b. Client Project Leader to provide gate approval at each stage






Diagnosis Of Client Category & Goal Ambitions
Ways Of Working Session
Digital Maturity Audit
Digital Maturity Assessment
Experience Audit
OESP Audit




(ﬁ’h DISCOVERY & Understand category head & winds in relation to category and premptively plan Strategy
INVESTIGATION how to win

SWOT x Challenge Cheat Sheet

CHALLENGE IN CONTEXT

( J IDEATION

'I\'
an

Client Advice
(_\ STRATEGY & Consumer Insight Analytics
\@ﬁ/’ CHANNEL PLANNINC Investment

IMPLEMENTATION _ _ -
wua“' PLANNING Client Advice Lead Digital Lead Strategy Lead

N \v
BRI Investments Lead Heads of Craft
((pw‘ EXECUTION

-0-0-0-0-0-0-0-0-0-00—




@ PRE BRIEF
!

BRIEF
UNDERSTANDING

DISCOVERY & Joint all agency meeting to agree operational processes, SLAs and communications Client Advice
INVESTIGATION cadence to ensure effective client management and clear expectations

Ways of Working Playbook (inc. SLA x Team Structure)

( J IDEATION = ———— 8 —

v/ \v = ® -~ @ V= =Z& == Srategy

%‘ e f: o '@ ) = | Performance
(_\ STRATEGY & - P e @ -~ - = - -~ = - [ Addressable
\@ﬁ/‘ CHANNEL PLANNIN( = = == - — Investment

IMPLEMENTATION _ _
d,,,aw PLANNING Client Advice Lead Performance & Addressable Lead Strategy Lead

il
Investments Lead Heads of Craft
(@W EXECUTION

-0-0-0-0-0-0-0-0-0-00—




@ PRE BRIEF
!

BRIEF
UNDERSTANDING
DISCOVERY & Examines client brief and supporting materials, identifying opportunities and gaps =
INVESTIGATION in client owned data Addressable
Digital Maturity Report
J IDEATION
B === Client Advice
(5 STRATEGY & I —— it Strategy
\@@ CHANNEL PLANNINC ==
IMPLEMENTATION _ _
W PLANNING Performance & Addressable Lead Client Advice Lead Strategy Lead

N \v
BRI Investments Lead Heads of Craft
(@W EXECUTION

-0-0-0-0-0-0-0-0-0-00—




@ PRE BRIEF
!

BRIEF
UNDERSTANDING

DISCOVERY &
INVESTIGATION

( J IDEATION

'I\'
fA;

(5 STRATEGY &
\@ﬁ/‘ CHANNEL PLANNINC

IMPLEMENTATION
d‘”“" PLANNING

((pdiv““’ EXECUTION

-0-0-0-0-0-0-0-0-0-00—

Assess need for additional services kicking off additional workstreams where requiredpgrformance

Recommendation in additional services

needed to better reach client goals

Performance & Addressable Lead

Investments Lead

Client Advice Lead

Heads of Craft

Addressable

Strategy

Strategy Lead



(ﬁ’ﬂ DISCOVERY & Understand the current experience with the brand amongst existing, perspective Performance
INVESTIGATION and potential customers Addressable

Experience Audit Report (inc. DXA)

! IDE TION SXA has h_;hlghtddkv spe f opportunitie:
e NRMA’s per frmancean 0 grow

\ 2 (=)
a . ‘ e L0 Strategy
(5 STRATEGY & O LS Communication Design
£ ) CHANNEL PLANNING —
] IMPLEMENTATION
ad PLANNING Performance & Addressable Lead Client Advice Lead Strategy Lead
i Investments Lead Heads of Craft

((pw' EXECUTION

-0-0-0-0-0-0-0-0-0-00—




UNDERSTANDING
|

DISCOVERY &
"INVESTIGATION

@WJ IDEATION

Ghink

—0-0-00000—

(5 STRATEGY &
\@@ CHANNEL PLANNINC

\ IMPLEMENTATION
((Pw'”“‘” PLANNING

((pw' EXECUTION

Examines client brief and supporting materials, identifying opportunities within

Communication Design

clients existing suite of assets (including Investments)

OESP Asset Table

Comms Design Lead

Investments Lead

OESP COMMUNICATIONS AUDIT
OPPORTUNITY ~ OESP  STAKEHOLDERS

TVPE REACH/IMPACT

Strategy
Performance
Addressable
Investment

Client Advice Lead Strategy Lead

Heads of Craft



CLIENT BRIEF
SCOPE / TEAM ALIGNMENT
AGENCY VILLAGE BRIEFING
BRIEF QUESTION / REVERSE BRIEF
CREATIVE AND CONTENT ASSEST AUDIT




@PRE BRIEF
I
.Y BRIEF
™ YUNDERSTANDI}

(ﬁ"’) DISCOVERY &
INVESTIGATION

( J IDEATION

~—0-0-000—

'I\'
fA;

(5 STRATEGY &
\@ﬁ/‘ CHANNEL PLANNINC

IMPLEMENTATION
d‘”“" PLANNING

((pdiv““’ EXECUTION

-0-0-0-0-0-0-0-0-0-00—

(1)
Articulation of the business objective o o srier EC - Client Advice
— — b
Written Brief inc. Bravery Scale ¥
Strategy
Communication Design
Investment

Performance, Addressable

Client Advice Lead Strategy Lead Comms Design Lead,
Investments Lead, Digital Lead

Performance & Addressable Lead Heads of Craft



@PRE BRIEF
I

BRIEF Py
UNDERSTANDI} )

|

[zl

(ﬂw DISCOVERY & Clarity on project scale & who will be leading and contributing across all crafts Client Advice
INVESTIGATION ensuring expectation management & ownership across client & agency village

" ROLLN' FY23 INTEGRATED PLANNING JOURNEY

\/ ' Defined Team & RASCI | =TT T == _‘
) IDEATION ESE AP SESF SF AF
Performance

| Addressable
(-\, STRAT EG Y & = | = Communication Design
*

CHANNEL PLANNINC Investment

IMPLEMENTATION _ _ )
(@W PLANNING Client Advice Lead Strategy Lead Comms Design Lead_, _
Investments Lead, Digital Lead

'I\'
f.‘ ’.\

(rpw EXECUTION

Performance & Addressable Lead Heads of Craft




PRE BRIEF

BRIEF .
UNDERSTANDI} )

~—0-0-0-00—
[
(ﬁ’ﬂ DISCOVERY & Agency village meetings where Client presents required briefs to all agency village :  ¢jient Advice
INVESTIGATION members MEDIA ONLY BRIEF

Briefing Presentation and written Brief
|DE|ON — ETEE—
== Eoiect el - : - P mm H e
= _ . . .. i :

B
= i
5 Performance
Addressable
' St Communication Design
_— Investment

(5 STRATEGY &
\@ﬂ/‘ CHANNEL PLANNINC

IMPLEMENTATION
wua“' PLANNING Client Advice Lead Strategy Lead Comms Design Lead,
Investments Lead, Digital Lead

'I \'
B[] Performance & Addressable Lead Heads of Craft

((pw‘ EXECUTION
| 0-0-0-0-000-0-0-0-00—




PRE BRIEF

BRIEF o~
UNDERSTANDIJ @

~—0-0000—
[zl

(ﬁ’h DISCOVERY & Gain clarity on gaps in the brief and test the direction of where the response needs: cjient Advice
INVESTIGATION to head

Reverse Brief

BRIEF QUESTIORS

( J IDEATION

-I-HE NEXT H[IUR . f— g ML MSIY R
i et & 05 © e GROWTH Performance
;SIWIV[ NG STRATEGC NEDA PARTNERSHS Add ress able
. STRATEGY & : ‘ Communication Design
\@W CHANNEL PLANNIN Investment

IMPLEMENTATION
wua“' PLANNING Client Advice Lead Strategy Lead Comms Design Lead,
Investments Lead, Digital Lead

((;;W' EXECUTION

-0-0-0-0-0-0-0-0-0-00—

Performance & Addressable Lead Heads of Craft




@PRE BRIEF
I

BRIEF
UNDERSTANDI]

|

DISCOVERY &
INVESTIGATION

( J IDEATION

(/717/1/&

'I\'
fA;

(5 STRATEGY &
\@ﬁ/‘ CHANNEL PLANNINC

IMPLEMENTATION
d‘”“" PLANNING

((pdiv““’ EXECUTION

-0-0-0-0-0-0-0-0-0-00—

Identify critical campaign ingredients and or mandatories to inform prioritisation

Communication Design
and activation strategies

—-@ AUDID ASSET MATRIX

Asset Table . e

Performance
Investment + Digital

Comms Design Lead Strategy Lead Client Advice Lead, Investments

Lead, Digital Lead

Performance Lead & Addressable N/A
Lead



ANALYTIC MODELLING
COMPETITIVE
SOURCE OF GROWTH
BUSINESS TASK DEFINITION
HIGH VALUE AUDIENCE
JOURNEY MAPS
VELOCITY AUDIT

FULL FLOW AUDIT
GUIDING INSIGHTS
CUSTOMER FLOW MAPS
STRATEGIC PLATFORM

ATION



PRE BRIEF

BRIEF €1
UNDERSTANDING

DISCOVERY &

Understanding communication impact, short and long-term objectives in relation

Strategy
INVE STI GAT I O to possible data stack solution. Develop initial measurement framework
| FFM/MMM Framework & Future measurement framework
«¢" | IDEATION
il —— —) 1 = = Performance
S — = ; b Addressable
. STRATEGY & | Communication Design
s CHANNEL PLANNIN Investment
IMPLEMENTATION _ _
(@W PLANNING CIA Lead Client Advice Lead Strategy Lead

'I\'
f.‘ ’.\

(rpw EXECUTION

Performance & Addressable Lead Comms Design Lead




PRE BRIEF

BRIEF €1
UNDERSTANDING

Dl S C OV ERY & Either Ad-hoc or monthly | quarterly competitive tracking

INVESTIGATIO Investment

Competitor landscape report

¢ | IDEATION

Strategy
Communication Design

STRATEGY &
## ] CHANNEL PLANNINC

} IMPLEMENTATION _ _
(deaw PLANNING Investments Manager Client Advice Lead Strategy Lead

'I\'
f.‘ ’.\

(rpw EXECUTION

Performance & Addressable Lead Comms Design Lead

A Note: this needs to be included in scope and data charges to the client will apply
A Please consult your Group Business Director before committing to of completing request




DISCOVERY & Understanding how to drive growth to meet the business objectivesicross Strate
ik gy
‘ | N VE ST| GAT | O culture, community and commerce

@WJ IDEATION

Source of growth definition

—0-0-00000—

i 125% Performance
i e Addressable

(5 STRATEGY &
\@ﬂ/ CHANNEL PLANNINC

1 IMPLEMENTATION _ _
{@W' PLANNING Strategy Lead Client Advice Lead Performance & Addressable Lead

i
N/a Comms Design Lead

((;;W' EXECUTION

-0-0-0-0-0-0-0-0-0-00—




PRE BRIEF

BRIEF €1
UNDERSTANDING

DISCOVERY &

Identify campaign key business task to deliver a successful business outcome. This

Strategy
INVE STI GAT I O can involve quantitative analysis via historic modelling & category/cultural analytics
| Simple framework quantifying the business goal
«¢" | IDEATION -
g Performance
Addressable
. STRATEGY & | Communication Design
s CHANNEL PLANNIN Investment
IMPLEMENTATION | | _
(@W PLANNING Strategy Lead Client Advice Lead Comms Design Lead

'I\'
f.‘ ’.\

((pdwa“’ EXECUTION

Comms Design, Trading Lead N/A




PRE BRIEF

\ BRIEF G
__UNDERSTANDING

DISCOVE RY & Research by Strategy & CIA to understand underlying business conditions, audience trends & Strate
cultural movements that affect the clientds bullli@de@dss. Strategy c
INVESTIGATIO audience opportunities. This includes creation of HVA®s to provi

growth to achieve briefed outcomes

‘ Audience size and definition (archetype and psychographic
IDEATION (archetype and psychographic)
m rﬂn AUDIENCE OVERVIEW. T FIRG UNDER‘TI:NSEE-]U?E:[mmi'
°x - = : B .r'f',:" . .o Performance
— =l (- Addressable
= B S Wy
i | STRATEGY & = - = ol ? — Communication Design
IMPLEMENTATION _ _

(@W PLANNING Strategy Lead Performance & Addressable Lead Client Advice Lead
"4 »“
" “ Comms Design Lead, N/A

(Waw EXECUTION Investments Lead
A l




PRE BRIEF

BRIEF €1
UNDERSTANDING

DISCOVERY &

Consumer journey, identifying critical stages and lead drivers, barriers and

Strategy
INVE S Tl G ATI O influences that accelerate their progression from exposure to engagement/purchase
Journey Map EEr =t
¢ | IDEATION =
g i 5 Performance
= =t =St Addressable
. STRATEGY & - e 22 =is et Communication Design
“9" ) CHANNEL PLANNINGC Investment
IMPLEMENTATION _ _
(@W PLANNING Strategy Lead Performance & Addressable Lead Client Advice Lead

"4 »"
" “ Comms Design Lead, N/A

(Waw EXECUTION Investments Lead
A l

Conducted by individual audience segment, these help inform all stakeholders on critical goals
across the funnel to maximise marketing effectiveness




PRE BRIEF

BRIEF €1
UNDERSTANDING

DISCOVERY &

Diagnostic journey map, plotting client's performance against category & cultural

Strategy
INVESTIGATIO benchmarks identifying friction or strength to inform customer flow optimisation
‘ Velocity Audit
<" | IDEATION
Performance
) Addressable
. STRATEGY & - Communication Design
“#' ) CHANNEL PLANNINC T
IMPLEMENTATION o _ _
(@W PLANNING Digital Lead Strategy Lead, Performance & Client Advice Lead
Addressable Lead
"4 »"
" “ Comms Design Lead, N/A

(Waw EXECUTION Investments Lead
A !




PRE BRIEF

BRIEF
UNDERSTANDING

DISCOVERY &
INVESTIGATIO

¢ | IDEATION

STRATEGY &
## ] CHANNEL PLANNINC

IMPLEMENTATION
((Pw”“‘” PLANNING

'I\'
f.‘ ’.\

((pdwa“’ EXECUTION

1)
Examines client brief and supporting materials identifying opportunities and gaps in
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