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10.00 Welcome & Intro

Agenda & What to Expect
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11.30 Break ALL

11.45 Meet the Maker 

Briefs & Briefing Templates  

Meet the Creative Director
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1.00 Lunch ALL

1.45 Meet the Maker 

Consistent Characteristics of Great Copy 

Sources of Great Stories 
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Goal of Today  

INFORMED EQUIPPED CONNECTEDINSPIRED
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Strategy First
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Ground Work

Desk (SECONDARY) Research; 

The Bord Bia Library helps provide access 
to professional desk research services and 
world-class insight which can help more 
informed decisions. 

thethinkinghouse@bordbia.ie

Original(PRIMARY) research; desk research  
will invariably need to be augmented by 
some quantitative  research and almost 
certainly by qualitative research

RESEARCH

mailto:thethinkinghouse@bordbia.ie


What information do we need?

RESEARCH The Market
• The Market

• Size—value—volume.

• Growth; rising, falling or static 
over the last five years.

• Segmentation; how consumers 
make sense of the market.

• Trends; what’s new or happening 
in the  category.



What information do we need?

RESEARCH Market

Consumer

• The Consumer

• WHO is your target; 
demographic, behavioural, 
attitudinal?

• WHAT products, packs range do 
you have?

• WHY would consumers choose 
your brand?

• WHEN are your usage 
occasions?

• WHERE can consumers buy your 
brand?



What information do we need?

RESEARCH Market

Consumer

Business

• The Business

• Best selling products?

• Most profitable lines?

• What are we good at?



What information do we need?

RESEARCH Market

Consumer

Business

Competition

• The Competition

• Who are the key players and 
what is their market share?

• What are the main trends in the 
market; who is growing/ 
declining?

• What pricing strategy does each 
competitor pursue?

• What is the main point of 
difference of each player?



Brand Planning Cycle 

14

Where are 
we now?

Why are we 
here?

Where could 
we be?

How could 
we get 
there? 

Are we 
getting 

there? Here? 

RESEARCH Market

Consumer

Business

Competition



BUT A NEW PREMISE

Rising centrality of tech and data has 

changed how people connect with 

brands and business.



FROM

AIDA 

TO

DIET

New Consumer Journey



DISCOVERY 

TRANSACTION

EXPERIENCE  

INFLUENCE 

New Consumer Journey

Source: Prashant Kumar



DISCOVERY 

TRANSACTION
INFLUENCE 

1. Selena sees the brand 

on an impressive 

billboard

2. Selena googles the 

brand and checks out the 

website 

3. Selena reads the 

review on an influencer’s 

blog and checks user 

comments 4. Her friend tells her on 

WhatsApp that she heard 

it’s quite cool

6. Selena watches a music video 

by a celebrity with a similar 

hairstyle wearing the same 

headphones 

5. She sees a posting by a 

cool guy she knows that gets 

tons of likes

7. She personalise the 

headphones skin on a 

brand webapp

8. She forwards the link to her 

Dad who orders it on an 

e-commerce app.

9. Selena is thrilled and 

can’ t wait.

A day later, she  sees 

an od on Facebook for 

a related accessory.

10. Selena 

clicks to check 

the range of 

accessories.

New Consumer Journey

Source: Prashant Kumar

EXPERIENCE  



Proposition Template

Source: Andreas Krasser



Tone of Voice 

25 October 2022
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What is Tone of Voice 
& Why does it Matter?

Brands are more than a company name. 

To stand out in the world, brands need to have their personality, and the tone of voice 

is part of that. 

Tone of voice refers to how your brand communicates with the world.  It includes the 

words and imagery you choose across every touchpoint.

Defining the brand tone of voice ensures that the brand presents itself in a 

distinctive and consistent way – whether through packaging, advertising, PR etc.

To create the perfect tone of voice, it is necessary to have a deep understanding of 

the brand’s audience and market.







RELEVANT + UNEXPECTED
Brand Facts Tone of Voice





The Relevant + Unexpected Framework 

RELEVANT

Freshness

Today’s Bread Today 

UNEXPECTED

Salt of the earth Dublin 

accent







The Relevant + Unexpected Framework 

RELEVANT

Pure Goodness 

UNEXPECTED

Stylish Wit

Ingredients

Irreverent Tone 





The Relevant + Unexpected Framework 

RELEVANT

Practical

Reliable 

Economical

UNEXPECTED

Stylish

Sophisticated

Self-deprecating wit 





The Relevant + Unexpected Framework 

RELEVANT

Informative 

Challenging 

UNEXPECTED

Acerbic Wit 

Direct hits at non readers 







An election promise from The Economist.
We’ll tax nothing but your intelligence.

Money talks, but sometimes it needs
an interpreter

Insider reading. 

It’s lonely at the top, but at least there’s
something to read



The Relevant + Unexpected Framework 

RELEVANT

Value for Money 

Cheapest Prices 

UNEXPECTED

Irreverent 

Aggressive humour 







Characteristics of Great Copy 
& Tone of Voice  

 Informality, Irreverent, Insouciance 

 Humour

 Sophisticated Wit 

 Vernacular





“You can’t separate the dancer from the dance”
WB Yeats



How can we know the Strategy from the Tone of Voice, the Copy ?

WE CAN’T!!



Meet the 
Maker
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Briefs & Briefing 

25 October 2022



A Thinking Framework for Better Briefs

Source: Better Briefs



A Basic Brief Template 

What are you trying to achieve?
What changes in behaviour are 

required?

What attitudinal shifts will trigger 

these changes?

e.g. sales, market, share, profit?

e.g. penetration, frequency, weight 

of purchase, store visits, website 

visits etc.

e.g. awareness, consideration, 

preference, brand association etc.

GET TO BY

Target Audience Behaviour/Attitudinal Shift Reasons to believe
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WHAT IS THE ONE THING YOU WANT YOUR CUSTOMERS TO KNOW IN RELATION TO THIS BRIEF

Make sure it is: True to the Product; Motivating to Consumers; Distinctive from the Competition



Digital Focussed Brief Template 

COMMUNITY INSIGHT BRAND INSIGHT CULTURAL INSIGHT

What do we know the matters 

to the community we wish to 

engage?

What do they see as valuable?

What is the brand’s POV?

How does it behave in the 

world? What makes it 

special? Wheat does it do that 

no-one else does?

What is the relevant element of 

culture to tap into? The 

tension that can be 

solved? The movement that 

can be harnessed/created?

SOCIAL INSIGHT

What is being discussed in 

social media about this brand 

and topic? Who are the 

influential voices? What is the 

sentiment?

THE BRIEF One line summary of the Brief

WHAT NEEDS TO HAPPEN?

What needs to happen? What is the business challenge and marketing task? Why does this brief exist?

BRAND ACTION

What’s the key thing the brand wishes to do for the community? How 

will it stimulate conversations and participation? How is it verging?

BRAND TERRITORY

What are the key media for this community? What are the best 

channels for achieving the business objectives? Hat media should 

we create? What should we not overlook?

WHAT IS THE KEY BEHAVIOUR WE WISH TO CREATE?

What do we want the community to do? Be as specific as possible? IF it is to buy more frequently - when and for what? Are there immediate 

behaviours that will help gauge successful engagement with the community? Google searches (what terms), social activity, store traffic, social 

media volume.

Source: Faris Yakob



WHAT ARE YOUR KPIS?

HOW ARE YOU GOING TO MEASURE SUCCESS?







Meet the Creative Director 
Rory Hamilton

&
Question Him 

25 October 2022
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Consistent 
Characteristics of 
Good Copy 

25 October 2022



How the poets 

summarise what we 

should always be 

trying to achieve.



Catch the Heart Off-Guard and Blow it Open 



Storytelling is part of what we are.



Has been given a new lease of life by social media. 



Basic Structure

Hero

Quest

Obstacles 

Triumph



Sources of Great 
Stories 

25 October 2022



LOCATION 











HERITAGE 



PURE 
INVENTION/
CREATIVITY



PURPOSE 









PURPOSE 







Do you want this 
slide 



CONTEMPORARY  
CULTURE 



Content Strategy

25 October 2022
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Channel appropriate.

Keep tone consistent.

Get to the point.

No good having a great story if it passes 
everyone by.

Content Strategy



Landing Your Message

Source: Andreas Krasser



The Building Blocks to Success  
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