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2. BRAND CORE  
What is the filter through which you 
understand the brand?  You should 
know this without having to look it up. 
No? Then that’s another conversation.

An essential ingredient, it ensures that 
individual campaigns all serve to build 
the brand (where real ROI kicks in).

THOUGHT STARTERS:    
1. What are the core brand values that 

this product reflects?
2. Its there a particular angle or value 

that is worth playing up? 
3. What ties all the comms together?

√

5. CATEGORY OPPORTUNITY 

It’s tempting to see this as purely a 
competitive analysis, but that far too 
narrow a perspective. 

What are the social and technological 
trends that affect people’s expectations?  
Is there a frustration to be solved?  
Or a space ripe for disruption? 

THOUGHT STARTERS: 
1.  Yes, what are the gaps or weaknesses 

in the competitive landscape?
2.  …but also who is your real enemy?
3. Is there momentum gaining around 

certain areas in the category?

4.  AUDIENCE INSIGHT 
 
There is a difference between an insight 
and an observation.  An insight is a 
breakthrough in your understanding of 
people’s lives that directs you to new 
ways in which to serve your customers 
better.  Yet the really good ones often 
have a simple ‘aha’ feel to them.

THOUGHT STARTERS: 
1. Are there conflicting needs or trade 

offs?
2. Is there a gap between perception and 

reality that you can challenge?
3. What is really influencing behaviour?

EXAMPLE

You can see how the brand promise 
lead to the Polo proposition, but 
equally how it is reinforced by it.

“Keep questioning until you have 
something really specific like ‘get people 
to put Hellman’s on chips as well as on 
sandwiches’ rather than ‘increase 
Hellmann’s volume sales.”  
Will Collins, Naked Communications

EXAMPLE

Frustration: People are increasingly using 
online to customise products & services 
yet for travel mass produced impersonal 
experiences were the norm
        airbnb

Disruption:  All business airlines are 
aimed at grey traditional businessmen, 
that’s not today’s business travellers         
       Virgin Atlantic

7.  KEY SELL ING POINTS  
 
No, I’m afraid you can’t include them 
all.  The more you say the less people 
remember.  

The only one(s) you can have are 
those that bring credibility to the 
CVP.

THOUGHT STARTERS: 
1. What are features/benefits that got 

people talking?
2. Which give you real stand out from 

competitors?
3. Do you need any at all?

EXAMPLE

Back when Netflix was the young 
upstart taking on the might of 
Blockbuster,  they had a campaign 
proposition: ’the convenient way to 
access the movies that you love’.  Many 
KSPs backed up convenience but they 
chose to focus on the one which was a 
direct challenge to their rival.

No Late Fees.  

EXAMPLE

3.  PRODUCT TRUTH 

This is where many lose touch with 
reality and hyperbole kicks in (“The 
most innovative…”).  

Stick tight to the customer perspective 
when you answer ‘where are our areas 
of clear superiority?’

THOUGHT STARTERS: 
1. What was the rationale behind the 

creation of the product? 
2. What will get people talking the most?
3. Are there any interesting tensions?

The campaign that started viral 
marketing was based on a simple 
product truth: you can order any 
garnish on your chicken burger. 

Enter the Subservient Chicken.
Chicken, the way you like it

EXAMPLE

6. Proposition
The big question: where are the interesting connections from the previous boxes?  How to create something greater than the sum of 
its parts?  It’s absolutely not about trying to squash everything into one sentence.  Success depends on knowing what to leave out.

The two problems we see time and again are either a flabby proposition (contains too many ideas) or one that is stretched too thin 
(the benefit quickly jumps from a basic a product truth to, say,  world peace).  

THOUGHT STARTERS:
1.  What is the story that has emerged from the previous boxes? 
2. What part of the story can’t you remove?
3. If you were going to sell it to a friend, what would you say?

Look for interesting connections: 

Audience  
Insight 

       x 
Product  
Truth

=
Pampers

Audience  
Insight 

x 
Category  

Opportunity
 =

Airbnb

Product  
Truth

x 
Category  

Opportunity
= 

VW Polo

EXAMPL

THE BIG 7
steps to a strong proposition

www.inkling.cc

Brand core:  
The power of 
German engineering

Proposition: 
Polo: Small but 
tough

Volkswagen Polo

0

Observation: The What  
Parents worry about their baby’s 
nappy leaking

Understanding: The Why  
Because this wakes babies up and 
disturbs their sleep

Insight: The “So What”  
And what parents really want is a 
good night’s sleep

EXAMPLE

7
1.  BUSINESS GOAL 
The frame for the whole strategy, yet it 
rarely goes beyond the generic.  In fact 
it’s often just wishful thinking.

What must the business achieve with 
this? A great goal sets up the challenge 
and helps evaluate the final output. 

THOUGHT STARTERS:  
1. What is the problem you need to 

solve?
2. What is the buying behaviour you’re 

looking to shift?
3. Which bit of the purchase journey, 

are you trying to hit?

http://www.inklinglondon.com

