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Validating and Improving Brand Plan

BACKGROUND PROBLEM

KEY FINDINGS / OUTCOME

The client needed to validate a major brand planin a
declining-sales context while balancing shifting consumer
behavior, portfolio complexity, commercial priorities, and
cross-functional stakeholder needs.

APPROACH PROCESS

- Facilitated a multi-day planning workshop using the
STRAP™ framework.

- Evaluated initiatives against strategic targets, risks,
resource adequacy, and priorities.

- Helped stakeholders quantify growth pillars and align on
initiative fit and confidence.

» FORESIGHT

STRATEGY

- Rebalanced the plan from a pure frequency strategy
toward a broader mix of frequency and recruitment.

- Identified a new sponsorship opportunity tied to a priority
growth corridor.

- Revealed that existing initiatives were unlikely to hit the
annual growth target, accelerating new growth efforts.

Validating and Improving Brand Plan for a
Major Soda Brand in South Africa
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CHALLENGE APPROACH KEY OUTCOMES

Q STRAP framework Renewed focus on
g m key occasions
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Initiative prioritization D, opportunity identified
Build a planning process
that balances Shifting Strategic Risk Adequacy Priority
consumer behavior with Targets / Accelerated
business priorities. I growth plans
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Used a shared structure to validate
plans, surface risks, and focus
investments.

Create alignment while
navigating sales decline and

portfolio complexity. The process aligned teams and

sharpened growth priorities.
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