
Get the right people in
the same room and sweat 
the problem. Develop 
hypotheses iteratively,
share and improve.

Rob Alexander
Global Planning Director
JWT 



The most important 
behaviours tend to be 
ritualised. Find the ritual 
and you’ve found the key 
to a better idea.

Kevin Allen
Worldwide Planning Director 
Proximity London 



Write down everything
you know on post-it notes 
and stick them up
on a wall… then try
and make connections 
between them.

Bridget Angear
Head of Planning
Abbott Mead Vickers. BBDO  



Don’t be scared. Be liberated. 
Too much time gets the life 
pummelled out of a strategy. 
So… work out what the real 
problem (or in upbeat-speak, 
opportunity) is. Once you've 
done that, you're off. But only 
if the team's small and they 
trust each other.  

Joanna Bamford
Independent Consultant 



Look carefully at what 
competitor brands are 
doing. What are they 
saying? How are they saying 
it? When are they saying it? 
Then, take a good deep 
breath, and do something 
completely different. 

Tom Bazeley
Partner
Lean Mean Fighting Machine 



Ask your Mum.

Alistair Beattie
Head of Digital Strategy 
Abbott Mead Vickers. BBDO 



Exercise ruthless sacrifice
in the establishment of
a singular objective, a clear 
destination makes the
journey quicker.
  
Mike Bentley
Global Planning Director of Ford
Team Detroit   



Forget trying to change 
loyalty or product usage – 
you’ll probably fail. Just aim 
to make everyone in the 
market slightly more likely 
to choose your brand each 
time they make a purchase. 
And the main way to do
that is to make them feel
something, not to tell
them something.  

Les Binet
Europeon Director
DDB Matrix 



Ask how would you try
to stop people from
doing what you want
them to do?

Luke Bozeat
Strategy Manager
MediaCom 



Whatever you do, think of it
as your business, what would 
you do if it was your money. 
Think through the line,
encourage new consumers 
and build value from the 
existing customers, as these 
are often the easiest to 
convert. Always remember 
advertising needs to sell, so start 
with the activity that's going 
to deliver the best ROI.

Lucas Brown
Managing Director
Total Media Direct



Work out how your 
communications will 
work and in how many 
different ways.

Janey Bullivant
Board Planning Director
Leo Burnett London 



Know the difference between 
‘Doh’ and ‘Oh’; an insight
is not an observation.
Always interpret research in 
realistic terms and keep 
asking ‘why’ until you have
a core insight that feels right. 
It’s quicker and easier when 
you have a good one.

Stuart Butler
Strategic Planning Director 
Mediaedge:cia



Remember that our own 
lives can often be best 
understood by mapping the 
things we didn't do, the 
words we didn't say.
Always consider a brand's
unspoken truth, quiet regret, 
path not taken. Because in
its silence and inaction
may reside its strength
and identity.

Jim Carroll
Chairman
Bartle Bogle Hegarty



Get a few brains together
for ten minutes – the genius
of the unpressured,
uninterested party can
on many occasions give you 
the inspiration or platform
for getting to a great answer 
in a short time.

Sarah Clark
Planning Partner
CHI & Partners 



A precisely defined goal 
leads to more compelling 
strategy. Keep questioning 
until you have something 
really specific, like ‘get 
people to put Hellmann’s
on chips as well as on 
sandwiches’ rather than 
‘increase Hellmann’s
volume sales’. 

Will Collin
Founding Partner
Naked Communications 



Generate solutions by 
surrounding yourself with 
passionate people. Include
a youth element that is 
brutally honest and whose 
thinking is yet to be
prejudiced... experience is 
what you get when you don't 
get what you want! Always 
come away with a clear
action plan and assigned 
responsibilities... the
experienced people do this!  

Stuart Corke
Director of Customer Insight
Times Media 



You can’t take short cuts.
Stop thinking about strategy
as a brand-by-brand job but as 
a life’s work. It is about being 
open, culturally connected
and aware. Each piece of
information you collect has
the potential to spark a million 
different strategic ideas. 
Remember, cherish and save 
them, it might be the rocket
fuel you need to get you
somewhere fast.

Nikki Crompton
Executive Planning Director
Europe McCann



Start with the action.
Focus on the big change 
that needs to happen
in the marketplace
as a result of people’s 
behaviour in order to solve 
the business problem.  

Matt Dyke
Founding Partner
AnalogFolk 



Formulate a challenging 
hypothesis about the brand 
and where it needs to be.
Get very excited about it.
Calm down. Pull it apart. If it 
survives then you may have a 
half decent idea. Prove it.
Stick to it. Align everyone in 
that direction and try to get 
there as quickly as possible
or it may be too late.

Rob Forshaw
Founding Partner
Grand Union



Do the ‘extreme scenario’ test. 
Choose something quite, but 
not completely improbable, 
and come up with ideas for that 
situation. E.g. What if credit 
cards were banned… What if 
people had to keep their cars 
for five years minimum… What if 
broadcast advertising was not 
allowed… What if one-to-one 
communications was not 
allowed… etc.  

Paul Gage
Planning Director
Proximity London 



Don't try to do it on your 
own. Get together with 
several people whose 
opinions you respect and
have a proper debate, 
phones off. Start with a
point of view and then hope 
it gets torn to shreds and 
rebuilt as a bigger, better, 
brilliant one.

David Golding
Founding Partner
Adam & Eve



Keep abreast of the latest 
brand thinking from the 
industry's leading
practioners – just the basic 
tenets will do. A quick flick 
through this mental
rolodex won't tell you the 
answer, but it's surprising 
how often the rudiments
of your strategy are
lurking there.

Neil Goodlad
Managing Partner
CHI & Partners



Learn to trust your instincts. 
The idea or platform you 
came up with on the train
to the briefing meeting is 
right nine times out of ten.
Spend your time working
out why rather than
finding ten new platforms.
Then bring it to life in
interesting ways.

James Gordon-MacIntosh
Director
Seventy Seven PR



What does FAST stand for? 
Flexibility Assures
Strategic Triumphs.

Tim Hames
Assistant Editor &
Chief Leader Writer
The Times 



If there are only seven plots 
in literature, there must
be a finite number of
strategies. Continuously 
think of interesting
strategies so when a brief 
comes you've got a beauty 
that's ready and waiting.

Trevor Hardy
Strategy Director
Lunar. BBDO



Size isn't everything,
speed is.

Paul Hayes
Managing Director
Times Media 



Project yourself into an 
end point in the future 
and work backwards.

Adrian Hoole
Planning Partner
Proximity 



In today’s communications 
environment it is far more 
important to be interesting 
than to be right. And the 
fastest way to potent creative 
strategies is simply to think 
about the single most
interesting thing you could 
say about your brand,
its sector or the wider market 
and back that instinct.

Richard Huntington
Director of Strategy
Saatchi & Saatchi 



Give your problem to a 
celebrity superstar. Imagine 
Madonna had the budget – 
what would she do? What 
about Hitler? Sometimes a 
meglomaniac can be your 
best friend when trying to 
think differently. What 
about Jordan, Beckham, 
Gates (Bill not Gareth)?
Go extreme: then bring it 
back to a sensible idea.

Clare Hutchinson
Head of Planning
WCRS 



Extract as much out of the 
existing data as you possibly 
can. This is easier if you 
remember that data is like
a Victorian child – it won’t 
speak unless spoken to.
If you generate lots of 
hypotheses before looking 
at the data it quickly yields 
lots of interesting stuff. 

Olivia Johnson
Planning Partner
Hooper Galton 



Swipe something
that's been used in 
another category
but not your own.

Alex Lewis
Planner
Abbott Mead Vickers. BBDO 



Keep it simple. A brilliant 
strategy that cannot be 
easily acted upon by
everyone in your client's 
organisation will sit in a 
corner gathering dust.  

Ed Ling
Founding Partner
AnalogFolk 



Spend the time to find one 
book/paper/commentator/
expert that will provide the 
best and fastest short cut to 
the ‘fountain of knowledge’.

Damian McKeown
Head of Planning
DDB London 



The key to finding great 
strategic answers quickly is 
to find yourself a 'fixed point' 
in the strategy. A fixed
point is an unchanging,
fundamental for a brand
e.g. increase frequency of 
consumption, attract a new 
generation of users, or 
justify a price premium. 
After that it is all downhill! 

Guy Murphy
Worldwide Planning Director
JWT 



The best strategies are simple; 
so make sure you spend your 
time stripping away complexity 
rather than adding to it.
The best strategies are also
'safedangerous': so make sure 
that your thinking marries 
rigour with risk. Finally, the 
best strategies are generous: 
so make sure to leave gaps
for consumers and other 
disciplines to shape them.

Andy Nairn
Planning Director
MCBD



Come up with a more
ambitious definition
of the market the
brand operates in.

Andrew Phillips
Planner
Abbott Mead Vickers. BBDO 



Your brain gets in the way
of fast strategy. Don’t think 
things through, just ask 
yourself… What do I feel is
the right thing to do?
Then pick it, plump it up,
play it out and trust your gut. 
Engage your brain afterwards 
to post-rationalise the brilliant 
success... or the mess you
and your guts made.
  
Ivan Pollard
Partner
Naked Communications   



Point the gun in the right 
direction, before firing 
the bullet! Base your 
strategy around the right 
business objectives.

Gurdeep Puri
Head of Effectiveness
Leo Burnett London 



Take time to talk – looking at 
the challenge from someone 
else's perspective always 
brings new clarity to old 
problems. I always make 
time to speak to new people 
whether they are integral or 
peripheral to the problem
as there is nothing like a 
human voice to bring your 
thinking into focus.

Satin Reid
Head of Strategy
Carat 



Find out what the 
brand fanatics think.

Miranda Ross
Planner
Abbott Mead Vickers. BBDO 



Dovetail your strategy and 
creative. Develop creative 
ideas from day one, whilst 
developing the strategic brief. 
Don’t be proud, turfist or 
old-school linear. Allow early 
creative ideas to inspire 
strategy, which in turn inspire 
better creativity, which in 
turn refines and develops 
better strategy. In short 
iterate, dovetail, succeed.

Stuart Smith
Head of Planning
Wieden & Kennedy London 



You don’t generate strategy 
from a standing start.
A sense of strategy should 
be a permanent part of the 
brain, but always open to 
challenge and modification 
by changing circumstance
or unforeseen opportunity. 
It’s what you test new 
thoughts against and that 
can be done very quickly.

Sir Martin Sorrell
Group Chief Executive
WPP 



The key to fast strategies is 
not the speed at which they 
are developed, but the 
speed with which they are 
agreed and implemented 
across a business. The more 
you involve all senior 
decision makers in the 
strategy creation process, 
the less time you have to 
spend 'selling' it to them.

Ben Southgate
Planning Partner
CHI & Partners 



The secret to getting a
good, fast strategy is to all
sit together and keep your 
arses on your chairs until 
you've got one.

Richard Storey
Chief Strategy Officer
M&C Saatchi



Write down ONE word per 
competitor which defines what 
they are uniquely great at. 
Write down ONE word
for your own company.
Write down the top TEN 
target consumer motivations.
If your WORD is unique
and is in the consumer's
top TEN, execute the theme 
in all your activities.
Strategy complete. 

Simon Thompson
Chief Marketing Officer 
Lastminute.com 



Today’s most interesting 
strategies combine 
business, brand, data
and media thinking
– I like working with a
group of people from 
different disciplines: 
unusual connections,
makes for unusual ideas.

John Townshend
Creative Partner
Rapier 



Strategy shouldn't take 
long. It's like planning a 
journey. Start with the 
destination and work 
backwards.

Charles Vallance
Founding Partner
Vallance Carruthers Coleman Priest 



Don't lead a predictable life, 
stay sensitive to everything 
around you at all times and
be passionate about making 
things happen.

Dylan Williams
Strategy Director
Mother London



Give yourself a media 
budget of zero and see 
what you come up with. 

Matt Willifer
Planning Director
M&C Saatchi 



I always start with a source 
of business funnel. By the 
time I've asked all the 
important questions about 
where the business could 
come from and dug up 
some numbers, I've 
normally identified most
of the key issues and have
a range of strategic options 
to consider.

Max Wright
Communications Planning Director
Rapier 


