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ROLE OF STRATEGY PLAYBOOK

WHAT
The Strategy Playbook is your go-to 
resource for mastering strategy. 

It’s a comprehensive guide designed 
to ensure every stage of the strategy 
process is tackled with consistency, 
precision, and excellence.

HOW
This playbook equips you with clear processes, 
practical tools, inspiring examples, and 
essential resources to craft every element of a 
strategy. 

Anchored in our 6Ps Strategy Process, it 
supports everything from briefing and research 
to planning, ideation, and optimisation—giving 
you a structured yet flexible framework to 
deliver standout results.

WHY
Empowerment through knowledge
Providing proven frameworks, foundational 
theories, and real-world use cases to supercharge 
your strategic thinking.

Efficiency without compromise 
Strategy is a balance of creativity and rigour. By 
grounding your work in core principles, you’ll 
unlock fresh, tailored ideas for every client, while 
staying rooted in best practices.
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ROAD TO STRATEGY

BUT THE REALITY CAN BE QUITE MESSY

PURPOSE

THE BRIEF & 
STRATEGIC 

NEED

PRESS PLAY

CREATIVE & 
ACTIVATION

HELPING YOU NAVIGATE THIS ROAD TO WORLD-CLASS STRATEGY
This is the chaotic reality we often experience when developing strategy, planning and activations - 

the Strategy Playbook will help you find a space of calm, structure and plan of action



THESE STEPS SHOULD FLEX AND EVOLVE DEPENDING ON THE ASK

First define…
What’s the ask? Then - ask why?
What intel can you gather?
What does success looks like?

Then…
Have a POV
Make a plan
Put it into action

Dial up and down the time and effort allocated to these core 
steps depending on the scale and timings of a brief
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What is a brief?
PURPOSE
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A brief is more than a document—it’s a creative contract 🤝 

It aligns us all on a shared vision - Client Management, Strategy, Creatives, 
and most importantly the Client 🎯

Accepting it means you get the ask, the info, and the deadline 🫡

Misalignment? Uncertainty? That’s where things fall apart 💔

If in doubt, flag it before you commit 🚩



The Importance of BRILLIANT BRIEFS
PURPOSE
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TL;DR 💡 BRILLIANT BRIEFS ARE SIMPLE AND INSPIRING

THEY SUCCINCTLY DEFINE THE ASK, SET OUT THE GUARDRAILS TO FOCUS THINKING, 
AND PROVIDE THE SPARK FOR GREAT WORK

● Gives the team a map 🗺 a fire brief points the team in the right 
direction but leaves room to go wild with ideas

● Cuts the BS 💩 skip the messy rewrites and endless feedback 
cycles—straight to the good stuff

● Keeps the mission clear 🎯 everyone’s aligned, so the work hits the goal, 
not just the vibe

● Gets the team hyped 🔥a strong brief inspires—it’s not just info; it’s a 
rally cry for the next big idea

● Avoid flops 😵 clear goals = no cringe campaigns that miss the point



Brief Templates
PURPOSE
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Strategy Brief
Link to brief

Month Overview
Link to brief

Creative/Concepts brief
Link to brief

https://docs.google.com/document/d/13OCe4OoE4ppj0guT5ARSnnWt_MHZbtcPM6q3qE5sVgI/edit?tab=t.0
https://docs.google.com/document/d/1Q6R6mtAwClhuT1c_YDcKPoOgNzDPCcQGM9a_Aj5X0aM/edit?tab=t.0
https://docs.google.com/document/d/1-gjd2_AGv1__B1jp6E2jyQK5xKXkeR1LgdaltnT3s5U/edit?tab=t.0


Other Templates
PURPOSE
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Production Briefing
Link to brief

Copywriter briefing prompts
Link to brief

KOLs Briefing
Link to brief

https://www.notion.so/GMGN-Production-Hub-17db5d02129680eeabb9d806572b547c
https://docs.google.com/document/d/1-pEDD0QSOV_nk-Npd1lbYQy-i2Zy-TwQ7LvyjQvmJjE/edit?usp=sharing


Some questions to consider
PURPOSE
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Overview: What’s the ask?
Purpose: Understand the ask with clarity
● TL;DR - simply, what is needed?
● Why is now the right time to act? What’s driving this need?
● How do you envisage the output?

Objective: What does success look like?
Purpose: Define clear goals and KPIs
● What does success look like?
● What KPIs or outcomes are most critical (e.g., fame, community growth?)
● Are there specific problems / opportunities to solve / leverage?

Your Vision: Purpose, mission, and ambition
Purpose: Get to the heart of the brand/project
● What’s the purpose, and how does this support it?
● What’s the broader mission for this product or initiative?
● What’s the ultimate ambition (e.g., category leadership, redefining a market)?

Audience Insight
Purpose: Understand the opportunity and audience dynamics
● Who is the primary (and secondary?) target audience(s)?
● What do they currently think, feel, and do about this category or 

product?
● How do they typically discover, evaluate, and use solutions like 

yours?

Competitor Analysis
Purpose: Assess competitive positioning
● Who are the direct competitors, and how are they performing?
● Are there indirect competitors or substitutes that could disrupt the 

market?
● What to admire or critique about their approach?



Some more questions to consider
PURPOSE
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Category Trends and Forces
Purpose: Identify cultural, technological, or economic trends affecting the 
category

● Are there broader categories or consumer trends driving this 
opportunity?

● Are there macro forces (e.g., sustainability, AI, societal shifts) 
shaping how your brand fits into the market?

● How does this strategy fit into where the market or category is 
heading?

Challenges and Barriers
Purpose: Uncover potential roadblocks

● What barriers or challenges might stand in the way of success?
● Are there internal constraints (e.g., resources, alignment, 

capabilities)?
● What has been tried before, and why did it succeed or fail?

Deliverables: What do you need?
Purpose: Ensure alignment on the expected outputs
● What specific outputs are you expecting (e.g., strategic roadmap, 

implementation plan, stakeholder presentation)?

Timings: What’s the timeline?
Purpose: Clarify the project’s schedule
● What are your desired start and end dates?
● Are there critical milestones or events this strategy must align with?
● Do you have a phased timeline in mind (e.g., discovery, ideation, 

finalisation)?

Inspo / Anything Else to Share?
Purpose: Gather anything additional to enrich the brief
● Are there examples, references, or inspirations that capture what you’re 

aiming for?
● Is there anything we haven’t covered that you think we need to know?



Good examples
PURPOSE
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Get some perspective
PERSPECTIVE
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WHY RESEARCH MATTERS

● Client immersion
Getting under the skin our client and their world so we can 
understand who they are, what they do, why they exist

● Audience empathy 
Get into the mind and shoes of our target audience / 
community to understand community needs, preferences, and 
behaviors

● Trend awareness
To have a pulse on what’s trending, and to stay ahead of market 
shifts and emerging opportunities

● Competitive edge
Identify who are competition are, and identify market gaps and 
differentiation possibilities

WHAT RESEARCH LOOKS LIKE

● Market analysis - size, trends, dynamics

● Community insights - personas, needs, behaviors

● Competitive analysis -  strengths, weaknesses, positioning

● Trend identification -  industry, cultural, technological shifts

● Feedback collection - Community input for refinement

● And more



External Resources
PERSPECTIVE
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Research & Learning is an always-on activity

Social Platforms

● Twitter/X – Primary hub for real-time narratives, alpha, and community discussions. Follow key builders, investors, and protocols.
● Reddit – Subreddits like r/Bitcoin, r/ethereum, r/cryptocurrency, r/defi, and r/cryptomarkets for community-driven discussions.
● Discord & Telegram – Direct access to project communities, governance discussions, and ecosystem developments.

Research & Analytics Platforms

● Messari – Deep-dive reports, protocol analysis, and market trends.
● The Block – News and research on blockchain, DeFi, and market movements.
● Dune Analytics – Community-driven dashboards tracking blockchain activity.
● DefiLlama – DeFi analytics and TVL tracking.

KOLs / Thought Leaders 

● A shortlist of KOLs to consider following

https://messari.io/research
https://docs.google.com/spreadsheets/d/1L57ioAbL3EIsHS5Y1Nl2okQ3kCOFkQpEMedo3FSD0_8/edit?gid=665852193#gid=665852193


External Resources
PERSPECTIVE
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Research & Learning is an always-on activity

News & Publications

● CoinDesk – Broad crypto and Web3 news, opinion pieces, and interviews
● Decrypt – Accessible insights into Web3, NFTs, and blockchain gaming
● CoinTelegraph – Crypto and blockchain news with a mix of technical and mainstream 

coverage

Newsletters

● 51 insights – Strategic intelligence on the future of consumer engagement & commerce
● Nifty Notes – weekly NFT and web3 news
● OurNetwork – research and analytics weeklies on chains, categories, and protocols
● The Defiant – DeFi-focused news, trends, and project spotlights
● Milk Road – Bite-sized, engaging takes on crypto news

Podcasts

● Hashing it out (CoinTelegraph) – covers innovations, emerging tech, and 
narratives from the industry

● Social Minds – social trends, news, and analysis focused podcast
● 0xResearch (Blockworks) – latest research, protocol developments, and new 

narratives



HOW: The 4C Research Framework
PERSPECTIVE
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😃

Community

The heart of the 
strategy—understand who 
they are, what they need, and 
what drives their decisions 

It’s all about getting into their 
heads and hearts

🌍

Context

The big picture—tune into 
culture, what’s the latest meta, 
what context can we uncover 
from current trends, values, 
and shifts in the world to stay 
relevant, resonate, and lead 
the conversation

📊

Category

The battlefield and trenches 
—know who you’re up against, 
what they’re doing well, and 
where you can carve out a 
unique space

🏭

Company

The brand / project’s secret 
sauce—what are they doing / 
great at, what do they stand 
for, how do they offer 
something like no one else, 
and why should we care



Community
PERSPECTIVE
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The heart of the 
strategy—understand who 
they are, what they need, and 
what drives their decisions 

It’s all about getting into their 
heads and hearts

QUESTIONS TO INSPIRE YOUR RESEARCH FOCUS

● Who is your target audience— from Degens and DeFi Farmers, to Maxis and web3 curious?

● What problems are they solving through Web3 (e.g., decentralization, ownership, transparency)?

● What motivates them—financial opportunity, tech innovation, autonomy –something else?

● How do they view the crypto/blockchain space—opportunity-rich, intimidating, or speculative?

● Where are they engaging—social platforms (e.g., Twitter, Discord), dApps, or marketplaces?

● What barriers stop them—lack of trust, complexity, regulatory concerns –something else?

● Are they creators, investors, builders, or consumers of blockchain tech?

● How do they perceive the latest trends like memecoins, AI agents etc–hype vs. utility?

● What role does education play in onboarding them?

● How can the brand / project demystify or add value to their Web3 experience?
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Community
PERSPECTIVE

The heart of the 
strategy—understand who 
they are, what they need, and 
what drives their decisions 

It’s all about getting into their 
heads and hearts



Category
PERSPECTIVE
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The battlefield and trenches 
—know who you’re up against, 
what they’re doing well, and 
where you can carve out a 
unique space

QUESTIONS TO INSPIRE YOUR RESEARCH FOCUS

● Who are the direct competitors—other blockchains, dApps, crypto brands?

● What differentiates the protocol, marketplace, or solution from theirs?

● How are competitors addressing the bigger challenges–e.g. interoperability, scalability?

● What’s their approach to community-building—DAO participation, rewards, events?

● How much of the market do they command in terms of users, liquidity, or visibility?

● Are they focusing on mass adoption or niche audiences?

● What’s their marketing and comms strategy on their channels?

● Are there underserved verticals (e.g., gaming, DeFi, or creator tools) you can own?

● How do their successes and failures highlight your opportunities?

● Are competitors locked into trends, or are they driving them?
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Category
PERSPECTIVE

The battlefield and trenches 
—know who you’re up against, 
what they’re doing well, and 
where you can carve out a 
unique space



Context
PERSPECTIVE
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The big picture—tune into 
culture, what’s the latest meta, 
what context can we uncover 
from current trends, values, and 
shifts in the world to stay 
relevant, resonate, and lead the 
conversation

QUESTIONS TO INSPIRE YOUR RESEARCH FOCUS

● What is happening in current Web3 culture / meta / trends?

● What broader movements are reshaping the space?

● What broader topics or trends are driving global culture?

● How can your brand authentically engage with communities like artists, developers, or gamers?

● What role does storytelling (memes, language, icons) play in culture right now?

● How can complex ideas (like tokenomics or staking) be made culturally accessible?



24

Context
PERSPECTIVE

The big picture—tune into 
culture, what’s the latest meta, 
what context can we uncover 
from current trends, values, and 
shifts in the world to stay 
relevant, resonate, and lead the 
conversation



Company
PERSPECTIVE
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The brand / project’s secret 
sauce—what are they doing / 
great at, what do they stand for, 
how do they offer something like 
no one else, and why should 
people care 

QUESTIONS TO INSPIRE YOUR RESEARCH FOCUS

● What’s the unique value proposition within the Web3 space— e.g. tech, security, usability?

● How is the project solving pain points e.g. gas fees, scalability, or UX complexity?

● What’s the purpose—e.g. enabling financial freedom, powering creators, building communities?

● Are the tokenomics or incentives driving sustainable engagement?

● How does the team’s reputation, expertise, or partnerships strengthen trust?

● What’s the brand's tone—crypto-native or mainstream-friendly?

● Are they building for long-term value or short-term speculation?

● How are they measuring success—e.g. user growth, engagement, or transaction volume?



The Power of AI
PERSPECTIVE
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The power of AI can help expedite, explore, and experiment with ideas when 
going through the research process. 

It’s great for summarising, broad understandings, and quickly getting 
started - platforms like Perplexity, Gemini, and other agents can be used in 
this process (but never forget that accuracy, facts, and biases can still be an 
issue.

But never discount the power of good old-fashioned desktop, human-based 
research. 

Whilst AI can generate information it doesn’t give you the opportunity to 
fully immerse in the world that’s needed to be a good Strategy mind, misses 
those nuggets you get when skimming a report, and ultimately doesn’t 
combine the strategic and creative brain needed to conceptualise and 
connect the dots to land on killer intel.

Read the article

https://www.perplexity.ai/
https://hbr.org/2023/11/can-genai-do-strategy
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WHAT IS STRATEGY?

PROPOSITION
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PROPOSITION
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PROPOSITION
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An informed solution 
to a problem, 

that achieves goals, and seizes opportunities

Grounded in data and insight

business, brand, marketing, or category challenge

objective and measurable challenges creative and innovation

PROPOSITION
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PROPOSITION



STRATEGY ♟ IS THE ORGANISING
🧠 THINKING (WHY) AND 🗺 PLAN 
(WHAT) TO ACHIEVE A GOAL 

PROPOSITION
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STRATEGY ♟ BEFORE TACTICS ▶
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PROPOSITION



PROPOSITION
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STRATEGY ♟ IS THE ORGANISING
🧠 THINKING (WHY) AND 🗺 PLAN 
(WHAT) TO ACHIEVE A GOAL 

▶ TACTICS ARE HOW WE 
ACHIEVE OUR GOAL 
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PROPOSITION



STRATEGY VS TACTICS ANALOGY

37

Strategy is the route, and tactics are the mode of transport.

If you're travelling from A to B, strategy is about deciding the best route based on your 
goals—fastest, most scenic, most cost-effective. 

It considers the bigger picture: where you're starting, where you want to end up, and the key 
waypoints along the way.

Tactics are HOW you actually move along that route—whether you take a plane for speed, a 
bike for flexibility, or a bus for cost-effectiveness. They’re the practical choices that execute the 
strategy.

Without a clear route, you could end up lost, wasting time and effort. But even with the best 
strategy, if you choose the wrong tactics (e.g. walking when you need to be there fast), you won’t 
reach your destination effectively.

PROPOSITION



SO HOW DO YOU 
ORGANISE YOUR 
THINKING + LAY 
DOWN A PLAN?
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PROPOSITION



GET/WHO/TO/BY
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PROPOSITION
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GET

Brands

Creators

Fans

WHO

Struggle to find quality 
Creators for marketing

Want to work with the 
best brands & be fairly 
compensated

Feel the value 
exchange for their 
attention is unfair

TO

See SF as the go-to 
marketing solution 

Be part of the shortlist 
of SF approved 
Creators

See the value and 
rewards of Community 
participation

BY

Positioning SF as the 
answer to their problems 

Engaging & inviting 
Creators onto the 
Program

Running quests, 
incentives, and rewards 
through the 
Creator-Brand 
activations

GET/WHO/TO/BY - EXAMPLES
PROPOSITION
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PROPOSITIONPROPOSITION

GET/WHO/TO/BY - EXAMPLES



ORGANISING THINKING - ON 1-PAGE
PROPOSITION
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ORGANISING THINKING - MARK POLLARD
PROPOSITION
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ORGANISING THINKING - MARK POLLARD
PROPOSITION

44



ORGANISING THINKING - NARRATIVES
PROPOSITION
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ORGANISING THINKING - JULIAN COLE
PROPOSITION
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ORGANISING THINKING - EXAMPLES
PROPOSITION
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VALUE PROPOSITION FRAMEWORK
PROPOSITION
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What is PLANNING?
PLANNING
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Planning is about having a game plan

It’s the act of creating a structured yet adaptable plan or road map to 
achieve a goal, ensuring that every action, post, and idea has purpose, 
alignment, and impact.

In Web3, planning means balancing strategy and agility;

● anticipating community needs 
● coordinating content 
● and—staying responsive to real-time shifts in sentiment, and market 

dynamics. 🚀



PLANNING might sound rigid and formal…
PLANNING
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But to bust some misconceptions

"Planning kills spontaneity"
❌ Reality: A solid plan creates space for agility—it means you 
can jump on trends without scrambling because the core 
messaging is already dialed in.

"Just post and they will come"
❌ Reality: Web3 isn’t Field of Dreams. Posting ≠ engagement. 
You need consistent narratives, clear CTAs, and actual 
community participation to drive real traction.

"More content = better engagement"
❌ Reality: Spamming is a fast-track to being muted. Quality > 
Quantity—the right message at the right time is what keeps 
people hooked.

"Discord & Telegram don’t need a content plan"
❌ Reality: These channels are your project’s heartbeat—without 
structure, they turn into ghost towns or chaos. Thoughtful content fuels 
daily engagement, governance convos, and long-term retention.

"We don’t need a plan—we’ll just vibe"
❌ Reality: Even the best vibes need direction. The most successful Web3 
brands balance community culture with strategic storytelling—keeping the 
energy high while staying on message.



Why planning matters?
PLANNING
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Without a structured plan, social media efforts are random, 
reactive, and fail to drive real impact

  🗺 Social media isn’t just about posting—it’s 
  about taking audiences on a journey

  🧭Well-planned content ensures consistency, 
  relevance, and efficiency

  🎯Aligning content to strategic objectives  
  means every post serves a purpose



Planning strategy - the flywheel
PLANNING
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Every phase of a campaign should have a distinct objective that aligns with the broader marketing goal. But Web3 comms planning goes beyond the traditional marketing 
funnel—it must integrate community building, governance updates, and advocacy. Web3 users move from curiosity to commitment through education, trust, and 
participation. Content should guide them at every stage.

🚀 1. Awareness → Educate on the mission & innovation

📌 User Mindset: “What is this? Why should I care?”
🛠 Content Types: Twitter threads, explainer videos, infographics, KOLs, Partners
🎯 Channels: Twitter, YouTube, Discord, TikTok

🔥 2. Engagement → Spark discussions & community culture

📌 User Mindset: “This is interesting, but do I vibe with the community?”
🛠 Content Types: AMAs, memes, Twitter polls, Discord debates, NFT-gated events.
🎯 Channels: Twitter, Discord, Telegram, Reddit.

🔗 3. Participation → Build credibility & transparency

📌 User Mindset: “Is this legit?”
🛠 Content Types: Governance proposal breakdowns, roadmap updates, case studies.
🎯 Channels: Twitter, Discord, Blogs / Medium



Planning strategy - the flywheel
PLANNING
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Every phase of a campaign should have a distinct objective that aligns with the broader marketing goal. But Web3 comms planning goes beyond the traditional marketing 
funnel—it must integrate community building, governance updates, and advocacy. Web3 users move from curiosity to commitment through education, trust, and 
participation. Content should guide them at every stage.

📈 4. Conversion & Adoption → Onboard & activate users

📌 User Mindset: “I want in—how do I participate?”
🛠 Content Types: Staking guides, token drop CTAs, onboarding tutorials.
🎯 Channels: Twitter, Discord, YouTube, website.

🌎 5. Advocacy → Turn users into evangelists

📌 User Mindset: “How can I contribute and bring others in?”
🛠 Content Types: UGC, referral programs, DAO highlights, ambassador incentives.
🎯 Channels: Twitter, Discord, 



Content strategy - purpose & pillars
PLANNING
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Content pillars ensure a consistent brand voice while covering different Community needs and objectives.

Pillars should be based on:

🚀 Project Vision (What do we stand for?)
😃 Audience Interests (What do they care about?)
🎯 Business Goals (What do we need to achieve?)

But Web3 content isn’t just about marketing—it’s about education, community dialogue, and compelling 
narratives.

Example Pillars:

● Education & Thought Leadership → ideology, use case deep dives, Team interviews
● Community Engagement → AMAs, memes, debates, UGC, token-holder Q&As
● Project Updates → Roadmaps, governance proposals, smart contract audits
● Utility → Tutorials, staking guides, partner integrations, NFT utility



Planning - the bottom line
PLANNING
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Requires both structured planning and real-time 
adaptability—the brands that win are those that listen, 
engage, and evolve with their community.

Key takeaways;

● Plan with flexibility → community sentiment can 
shift, client asks can change, market conditions can 
flip

● Decentralized doesn’t mean unstructured → 
consistency builds trust

● Community-first → align content with audience 
needs, not just brand goals



Overall theory of planning
PLANNING
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TL;DR; planning is the art of orchestrating communications, content, channels, and community engagement to deliver the right message to the 
right audience at the right moment, driving meaningful outcomes



USER JOURNEY MAPPING
PLANNING

58



USER JOURNEY MAPPING
PLANNING
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PHASES OF COMMUNICATIONS
PLANNING
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PHASES OF COMMUNICATIONS - EXAMPLES
PLANNING
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PHASES OF WEB3 COMMUNICATIONS
PLANNING



BRINGING PLANNING TO LIFE
PLANNING
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BRINGING PLANNING TO LIFE
PLANNING
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BRINGING PLANNING TO LIFE
PLANNING
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PLANNING FRAMEWORKS
PLANNING
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Strategic Arc

Phase

Audiences

Activation 
Tactics

The Great Migration Build Fame NFT Drop

Degens CHADs

Referral and Migration Quests

Partner collabsEarly-bird Quest

Edu-series

Objective; ensure regular updates and communications to keep audiences plugged in, 
unpack simple and clear proposition, and tap into broader degen / web3 culture

Tactics include; KOLs, Personal  brand, Memes, Announcements ,Discord Weeklies

Migration guide

Countdown Hype

Mini-Game Frames

WMT - A REAL GOOD INVESTMENT

Degens CHADs web2.5 Degens 

BAU

BEEST GAMES

BEEST MINI-GAME

POSSIBLE IMPOSSIBLE

CHADs

WILL THE BEEST NFT

HEX THE WORLD

Objective Support a smooth migration
Catalyst for creating awareness / buzz Grab broad attention and drive engagement Convert awareness / engagement

Reward loyal engagement

Town Halls

PLANNING FRAMEWORKS
PLANNING



CHANNEL PLANNING FRAMEWORKS
PLANNING



CHANNEL PLANNING FRAMEWORKS
PLANNING



CHANNEL PLANNING FRAMEWORKS
PLANNING



Community Planning
PLANNING
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Community Planning
PLANNING



Creative Planning - TOV Examples
PLANNING
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Content Planning - Example
PLANNING
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Content Planning Frameworks
PLANNING
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Content Planning
PLANNING
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Content Planning - Content Pillar Example
PLANNING
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Content Planning - Content Pillar Example
PLANNING
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The Creative Process
PRESS PLAY
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As part of the creative process we need to understand: 

● The User: Their mind how they see the world, what they want, need & are used to

● The Brand: How do they speak, what is their tone, where do they operate?

● Key Messaging: The message we are trying to get across. Maximum 1 per idea

● Format: The vehicle we’re trying to send it through (Design, Copy, Video, Experiential)

● The World: Keep up to date with trending content formats across the above, what are audiences engaging with?

● The Platforms: Keep up to date with platform updates, what are the algorithms favouring, what are the new features? 

PRESS PLAY

Creative Process - Building Blocks



Irony
The Opposite of what you’re 

saying

What is the extreme 
opposite of the brief? Lets 

start there. 

What would you do with 1m 
pounds. 

Hyperbole

Take your message to the 
extreme up or extreme down 
with examples that defy the 

laws of space & gravity. 

Analogy

What is it similar to, can you 
bring this out using a 
metaphor or simile

Compare and 
Contrast

What is it different to that 
we all know so well and how 
can you contrast the two to 
highlight your key message

Wordplay

What words can you play 
around with to bring out the 

creative elements of it?
Puns, Homophones, Sound 

Likes, ect. 

Parody
What is a well known 

institution that we can put 
this in the example of and 

parody it?

E.g. A newspaper, News 
Report, Podcast, Street 

Interview?

Time Travel

What would happen if the 
key message was taken into 

another time or era?

Participation

Gamification, Call and 
Response, how do you get 

your audience to be 
interacting with the key 
message or campaign?

Act Out

Can you show someone 
acting out the scenario 

Observational 
Simple truth, what are the 

observational 
truths/elephants in the room 
that people don't think about 
or discuss, or problems that 
the users have which we can 

lean into and alleviate
Characters

Who are the characters in 
this and how do we dial up 
or down their personality

Hyperbole

Take your message to the 
extreme up or extreme down 
with examples that defy the 

laws of space & gravity. 

Personification

How can we take the object 
or thing and personify it as a 
human to get an interesting 

reaction

Reference

What is this similar to in 
everyday culture?

Misdirection

How can we lead the 
audience in one direction, 

then zag them in the 
opposite, a twist that they 

didn’t see coming. The twist 
being our key messaging. 

Creative First Principles
PRESS PLAY



X X X =

From our brief/client. 

Keep it simple, 1 Max message. 

Filter it with intuition, not logic. 

Key
 Message

Target
Audience

Creative
First 

Principle

Format Great
Idea

How do they see the world?

What are their problems?

What do they watch?

What do they engage with?

An idea should start with 1 x creative 
principle

A  good idea leverages 2-3

An amazing idea has 4+ creative 
principles combined to share the 
message

The longer your piece of content the 
more principles you want to use. 

What format are we using? D

What platform is it on?

Each platform will have different 
requirements based on how the algorithm 
works and we have to optimise the concept 
for the right format on each platform

Creative Process - A Formula for Success
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Articulating Creative Ideas
PRESS PLAY




