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What we will achieve today

1. Express marketing objectives 

as communications 

objectives.

2. Explore how strategy and 

tactics can combine to 

create a bigger impact.

3. Employ a tool to help plan a 

powerful campaign.



How we’ll do that

Time Activity

0900 ς0915 Registrations

0915ς1045 Marketing & Communications : 
Understand the differences between goals and objectives. 
Express marketing objectives as communications objectives. 

1045 ς1100 Coffee Break

1100 ς1230 Strategy & Tactics : 
Understand how are they same and different. 
Explore how strategy & tactics can combine for bigger impact.

1230ς1330 Lunch

1330 ς1500 Bringing it together : 
Work in groups and apply learnings form the morning session. 
Employ a tool to help plan a powerful campaign.



Points of view

The client

ü We want our agencies to 

develop skills that are street-

smart.

ü Agencies should understand 

the realities of business today 

... need to do more with less.

ü Itõs important for agencies to 

be in touch with emerging 

technologies & tools ðe.g. 

social media.

ü All activities have to be in line 

with the brandõs positioning 

(equity / essence / DNA / 

world)

The agency

ü Clients have given up on 

building brands, and are 

interested only in sales.

ü Too many tactics can erode 

the brandõs value in the 

consumerõs eyes.

ü Emerging technologies and 

tools need learning, and time 

to discover best-practice.

ü Too many parties involved. 

Efforts are splintered.

ü Thereõs nothing unique or 

break-through about a brand 

anymore.



From some briefs
ü Raise awareness for .... (new benefit).

ü Convince competition users to try .... (brand).

ü Launch new sku / new flavour / new variant.

ü Announce price-off / promotion / bundle pack.

ü Launch FB page / new website / blog.

ü Prepare viral campaign.

ü Exploit cleaning / gifting / vacation season.

ü Announce sponsorship.  



Tactical intervention is today’s reality



It doesn’t matter because ...

This is a tactical 
message. 

Competing brands are 
doing this and the 

pressure is really high. 

LǘΩǎ ŀ ƻƴŜ-off activity, 
and will not be 

repeated.  

This is a great media / 
retailer / partnership / 

sponsorship deal. 



Strategic or Tactical?

ü A bank launches a service to help students find 
room-mates, to support its student account 

product.

ü A food brand prints recipes on its packaging to 
help women prepare a dinner for a family of 4 for 

under $10.

ü A kitchenware brand organises social events and 
get-togethers for women.

ü A hotel gives some guests a free room upgrade.

ü A restaurant gives guests free drink or small 
starter while they wait for their table.



Onus is on agencies



Budapest Bank & Dalbir

ü Budapest Bank tried to make banking a customer-
friendly topic, using Dalbir. 

ü In a very clever and unique way, the Bank was able to 
relate to consumers, get opinions and find out what 
people felt, as Dalbir
ÁAsked questions about savings / mortgage.

ÁAsked people to vote on service and product aspects.

ÁTried to get info from people that would not be given in a 
formal research situation.

ÁTried to connect via interesting stories & insights.

ü The campaign kicked-off using outdoor and print, then 
moved to online. TV presence was not constant. 



It started off as a very interactive and 
engaging campaign from Budapest Bank. It 

invited viewer participation, and Dalbir 
became a very visible and sometimes 

controversial topic. 



Dalbir on FB



Consumer behaviour model

Desire

Trial

Repeat

Loyalty

Awareness



Itõs not enough to say something to 

consumers.

Marketing Communications should 

do something to them. 



Impact of communications

Need, 
Want, 
Think, 
Know, 
Like,
Try, 
Buy

Need, 
Want, 
Think, 
Know, 
Like, 
Try, 
Buy

BA



Consumer – Brand bonding

Familiarity

Preference

Purchase

Belief

Habit



Consumer – Brand bonding

Familiarity

Preference

Purchase

Belief

Habit

ATL

PR

BTL

On-line

Promotions

Brand

DM

This is illustrative, and not a recommended model.



Strategies & Tactics

Goals & Objectives



Strategies & Tactics

Strategy

ü A clear, unambiguous choice 

of a route to achieve your 

objective. 

ü A decision that is well thought 

through, has management 

backing and team buy-in.

ü It need not be unique on its 

own.

ü Needs a brand idea to make it 

unique, ownable and 

identifiable.

Tactic

ü One of a number of actions 

taken to implement the 

strategy.

ü Is a shorter-term measure, 

more immediate in execution 

and impact.

ü Might appear divergent to 

overall strategy, but is a 

considered decision.

ü Has to be in line with brand 

idea.



Two examples



S&T : planning tool

Communications will build the brand by ...  (¢Ƙƛǎ ƎƻŜǎ ōŜȅƻƴŘ ΨǊƻƭŜ ƻŦ 
ŎƻƳƳǳƴƛŎŀǘƛƻƴǎΩ ŀƴŘ ŜǎǘŀōƭƛǎƘŜǎ  ǘƘŜ ŘƛŦŦŜǊŜƴŎŜ ŎƻƳƳǳƴƛŎŀǘƛƻƴǎ ǿƛƭƭ 
make and provides accountability.)

Our consumer όbƻ ŎƻƻƪƛŜ ŎǳǘǘŜǊ ŘŜǎŎǊƛǇǘƛƻƴǎ ƻǊ ΨƳŜŘƛŀ ǘŀǊƎŜǘ 
ŀǳŘƛŜƴŎŜΩ ƘŜǊŜΦ ²Ŝ ǎƘƻǳƭŘ ŎƭŜŀǊƭȅ ǳƴŘŜǊǎǘŀƴŘ Ƙƻǿ ǘƘŜ ōǊŀƴŘΩǎ 
ŎƻƴǎǳƳŜǊ ƛǎ ŘƛŦŦŜǊŜƴǘ ŦǊƻƳ ƻǘƘŜǊ ōǊŀƴŘǎΩΦύ

Our brand idea (Try to capture what how our brand changes or 
ƛƳǇǊƻǾŜǎ ŎƻƴǎǳƳŜǊǎΩ ƭƛǾŜǎΣ ǿƘŀǘ ƳŀƪŜǎ ƛǘ ǳƴƛǉǳŜΦ !ǘ ǘƘŜ ǾŜǊȅ ƭŜŀǎǘΣ 
ŎŀǇǘǳǊŜ ǘƘŜ ŎǊŜŀǘƛǾŜ ƛŘŜŀΦ ¢Ƙƛǎ ƛǎ ƴƻǘ ǘƘŜ ǎŀƳŜ ŀǎ ǘƘŜ ōǊŀƴŘΩǎ ōŜƴŜŦƛǘΦύ

Behaviour stage (What does she think or feel about the brand? How 
connected is she with the brand, and what should we do to take her 
forward?)

What we would like her to think or do (The specific change in 
perception, attitude or behaviour we want to see in her, in the context 
of the brand.)



S&T : planning tool

What is stopping her now (What are the barriers she faces in thinking 
or behaving the way we would like her to. This can and should include 
cultural and historic perspectives if relevant.)

We can motivate her by (What should the brand say or do that will 
over come the barrier, and help convince her. Think beyond claims and 
messages.)

She will believe us because (This is not the same as RTB, or claim 
ǎǳǇǇƻǊǘ ŜǘŎΦ LŦ ǘƘŀǘΩǎ ŀƭƭ ǿŜ ƘŀǾŜΣ ƛǘ Ƙŀǎ ǘƻ ōŜ Ǉǳǘ ƛƴ ƘŜǊ ƭŀƴƎǳŀƎŜ ŀƴŘ 
ƛƴ ƘŜǊ ŎƻƴǘŜȄǘΦ ¢Ƙƛǎ ŜǎǘŀōƭƛǎƘŜǎ ǘƘŜ ōǊŀƴŘΩǎ ǎƛƴŎŜǊƛǘȅΦ ύ

We can do this through (What communication tools would help us 
connect deeply with her? What activities should the brand be seen 
doing? What media makes most sense?)

Competitive presence (What are competing brands doing, or saying 
to her? How strongly are competing brands associated with a specific 
activity? Be selective and focus on significant competition.)



Thank you very much 

&

all the best!

sam.moorthy@icons-images.com

+ 3630 554 1579
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