
We empower the ambitious to achieve the extraordinary

Marketing skills 
assessment



20 core marketing skills

Brand Analytics

Strategic Thinking

Brand Positioning

Marketing Plans

Marketing Execution

9. Translates smart, strategic thinking into key issues and strategic statements that form the 
foundation of the marketing plan

10. Decides on all elements of a smart marketing plan including the vision, purpose, values, 
goals, issues, strategies, and tactics

11. Strong in writing & presenting of the marketing plan to senior management & across 
organization—sales, agencies, partners

12. Develops smart execution plans—communication, sales/retail, and innovation—that deliver 
against the brand strategies

17. Understands all sources of brand data and knowledge—market share, brand funnel, 
consumption, qualitative, financials

18. Digs deep into data, draws out comparisons and insights, and build an analytical story that 
sets up a business problem

19. Leads a best-in-class 360-degree deep-dive business review for the brand that brings out the 
key issues to be solved

20. Writes analytical performance reports that outline the strategic implications from in-market 
consumption & sales performance

13. Lead any marketing execution project including brand communication, innovation, purchase 
moment, or experience

14. Writes strategic, consumer insights driven, and thorough creative briefs that will steer and 
inspire great work from experts 

15. Partner with experts at agencies and throughout the organization to inspire greatness from 
the teams of experts

16. Makes smart and creative decisions on execution that delivers the strategy and tightens the 
bond with consumers
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5. Define an ideal target market (consumers, users, shoppers) framed with accelerated need 
states, insights and enemies 

6. Takes a consumer-centric approach to turn product/service features into functional and 
emotional consumer benefits

7. Finds the winning brand positioning space that is own-able & motivating the target, 
summarized with a positioning statement

8. Develops a brand idea that can steer how the brand shows up to every touchpoint, and 
organize who works on the brand

1. Takes a 360-degree holistic view that uncovers the brand’s core strength, consumer bond, 
competitive dynamic, and situation

2. Slows down to think strategically, coming up with the most challenging, interruptive questions 
before reaching for solutions

3. Makes smart strategic decisions based on understanding the vision, focus, opportunity, 
market impact and performance result 

4. Able to articulate the strategy throughout the organization to ensure everyone can understand 
and deliver the strategy



Strategic Thinking skills

1. Do your marketers take a 360-degree holistic view that uncovers your brand’s 

core strength, consumers bond, competitive dynamic, and business situation?

2. Are your marketers able to slow down to think strategically, coming up with the 

most challenging, interruptive questions before reaching for solutions?

3. Do your marketers make smart strategic decisions based on understanding 

the vision, focus, opportunity, market impact and performance result 

4. Can your marketers articulate the strategy throughout the organization to 

ensure everyone who works on the brand can understand and deliver against 

the strategy?

Strategic thinking is a foundation of marketing that pushes to ask challenging 

questions. Your marketing team should take a holistic look at your brand’s core 

strength, competitive landscape, the customer bond, and business situation.

Our Beloved Brands strategic thinking tools



Brand Positioning skills

1. Are your marketers able to define an ideal target market (consumers, users, 

shoppers) framed with accelerated need states, insights and enemies?

2. Do your marketers take a consumer-centric approach to turn product features 

into functional and emotional consumer benefits?

3. Are they able to find a winning brand positioning space that is own-able for the 

brand and motivating to your target, summarized with a positioning statement?

4. Have your marketers developed a brand idea that can steer how the brand 

shows up to every touchpoint, and organize everyone who works on the brand 

so they deliver?

Your team’s brand positioning skills should start by focusing on a target customer 

and then use a balance of functional and emotional benefits to find a winning 

space that is interesting, simple, unique, motivating, and ownable. 

Our Beloved Brands brand positioning tools



 Marketing Plan skills

1. Is your marketing team able to translate smart, strategic thinking into key 

issues and strategic statements that form the foundation of the brand plan?

2. Do your marketers make decisions on all elements of a smart marketing plan 

including the vision, purpose, values, goals, issues, strategies, and tactics?

3. Are your marketers strong in writing, and presenting the brand plan to senior 

management and across organization—sales, agencies, partners?

4. Do you see your marketers develop smart execution plans—communication, 

sales/retail, and innovation—that deliver against the brand strategies?

The Marketing Plan as a decision-making tool that guides everyone who works on 

the brand. Your marketers should be able to build a Marketing Plan that includes a 

vision, purpose, goals, key issues, strategies and marketing execution plans. 

Our Beloved Brands marketing plan tools



 Marketing Execution skills

1. Are your marketers able to lead any marketing execution project on brand 

communication, innovation, purchase moment, or consumer experience?

2. Do your marketers write strategic, consumer focused and thorough creative 

briefs to steer and inspire great work from experts plus guide your decisions?

3. Do you see them act as partners with experts at agencies and throughout the 

organization to inspire greatness from the teams of experts?

4. Are they able to make smart and creative decisions on execution that delivers 

the strategy and tightens the bond with consumers?

Your marketers should be able to lead the marketing execution with skills that 

related to brand communications, innovation, and sales. Marketers must make 

smart decisions on execution around creative communication and media choices.

Our Beloved Brands marketing execution tools



 Brand Analytics skills

1. Do your marketers understand all sources of brand data and knowledge—

market share, brand funnel, consumption, qualitative, VOC, financials?

2. Is your marketing team digging deep into data, draw out comparisons and 

insights, to build an analytical story that sets up a business problem?

3. Are your marketers able to lead a best-in-class 360-degree deep-dive business 

review for the brand that brings out the key issues to be solved?

4. Do they write analytical performance reports that outline the strategic 

implications of the in-market consumption results, and sales performance?

Marketers need to conduct a deep-dive business review, to assess your brand’s 

performance and set up smarter strategic thinking. A brand audit must draw out 

conclusions about the marketplace, consumer, channels, competitors, and brand.  

Our Beloved Brands brand analytics tools



Marketing Skills Audit tool

Marketing Skill Element 1 2 3 4 5

1.  Takes a 360-degree view of strategy 

2.  Slows down to ask strategic questions 

3.  Makes smart strategic decisions 

4.  Articulates strategy throughout organization

5.  Defines ideal consumer target 

6.  Turns features into consumer benefits 

7.  Finds winning brand positioning statement 

8.  Generates brand idea 

9.  Translates strategic thinking into statements 

10.  Leads all elements of the marketing plan 

11.  Strong in writing/presenting the plan 

12.  Develops smart execution plans

13.  Leads any marketing execution project 

14.  Writes inspiring, focused creative brief 

15.  Partner with a team of experts  

16.  Make smart, creative decisions

17. Understands the sources of data 

18. Digs into data, draws out analytical story 

19. Leads deep dive business review 

20. Writes analytical performance reports

Total Scoring

Assessment scoring for your team (% 4+ scores)
90%:  Exceptional team delivering for the brand

80%:  Strong Team, but may have one major gap area

70%:  Performance gaps holding team and brand back

60%:  Team not trained to deliver on your expectations

Below 60%: Team is holding the brand performance back

Scoring for each element
5: Exceptional

4: Very strong

3: Solid

2: Below expectation

1: Unable to perform

Use our 20 marketing skills to evaluate your marketing team. Scores above 4 are 

considered the ideal marketer. You are looking for skill gaps on your team that you 

can focus on development. A strong team will have 80% of the scores of 4+ ratings.
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Brand Analytics: We teach how to lead a deep-dive business review, to assess 
your brand’s performance and set up smarter strategic thinking, looking at the 
marketplace, consumers, channels, competitors, and brand.  

Strategic Thinking: We show how to ask the challenging questions by taking a 
holistic look at your brand’s core strength, competitive landscape, tightness of the 
consumer bond, and business situation.

Brand Positioning: Our brand positioning process starts with a consumer profile 
and uses a balance of functional and emotional benefits to find a winning space 
that is interesting, simple, unique, motivating, and ownable. 

Marketing Plans: We use the marketing plan as a decision-making tool that 
guides everyone who works on the brand. We teach how to write a brand vision, 
purpose, goals, key issues, strategies and marketing execution plans. 

Marketing Execution: Our marketing execution training includes the creative 
brief, innovation process, and sales plan. We show how to make smart decisions 
on execution around creative communication and media choices.

Brand Plan
Brand Vision: Clearly state your brand’s long-term vision statement

Analysis Strategy Execution

P&L forecast
Sales                                       $30,385 
Gross Margin                          $17,148
GM %                                          56%
Marketing Budget                      $8,850
Contribution Margin                  $6,949
CM%                                           23%

Drivers
• Taste drives a high conversion of Trial to 

Purchase
• Strong Listings in Food Channels 
• Exceptional brand health scores among Early 

Adopters. Highly Beloved Brand among niche.

Inhibitors
• Low familiar yet to turn our sales into loyalty
• Awareness held back due to weak Advertising
• Low distribution at specialty stores. Poor 

coverage.

Risks
• Launch of Mainstream cookie brands 

(Pepperidge Farms and Nabisco). 
• De-listing 2 weakest skus weakened our in-

store presence
• Legal Challenge to tastes claims

Opportunities
• R&D has 5 new flavors in development. 
• Sales Broker create gains at Specialty Stores
• Explore social media to convert loyal 

following.

Key Issues
1. What’s the priority choice for growth: find 

new users or drive usage frequency among 
loyalists?

2. Where should the investment/resources 
focus and deployment be to drive our 
awareness and share needs for Gray’s?

3. How will we defend Gray’s against the 
proposed Q1 2014 ‘healthy cookie’ launches 
from Pepperidge Farms and Nabisco?

Strategies

1. Continue to attract new users to Gray’s
2. Focus investment on driving awareness and 

trial with new consumers and building a 
presence at retail.

3. Build defence plan against new entrants that 
defends with consumers and at store level.

Goals
• Increase penetration from 10% to 12%, 

specifically up from 15% to 20% with the core 
target. Monitor usage frequency among the 
most loyal to ensure it stays steady.

• Increase awareness from 33% to 42%, 
specifically up from 45% to 50% within the 
core target. Drive trial from 15% to 20%. 
Focus for sales is to close distribution gaps 
going from 62% to 72%.

• Hold dollar share during competitive launch. 
Continue to grow 11% post launch gaining up 
to 1.2% share. Target zero losses at shelf.

Advertising
Use awareness to drive trial of the new Grays. 
Target “Proactive Preventers”. Suburban working 
women, 35-40.Main Message of “great tasting 
cookie without the guilt, so you can stay in control 
of your health”. Media includes 15 second TV, 
specialty health magazines, event signage, digital 
and social media

Sampling 
Drive trial with In-store sampling at grocery, 
Costco, health food stores and event sampling at 
fitness, yoga, women’s networking, new moms.  

Distribution
Support Q4 retail blitz with message focused on 
holding shelf space during the competitive 
launches. Q2 specialty blitz to grow distribution at 
key specialty stores.

Innovation

Launch 2 new flavors in Q4/15 & Q4/16. 
Explore diet claims.

Competitive Attack Plan

Pre Launch sales blitz to shore up all distribution 
gaps. At launch, heavy merchandising, locking up 
key ad dates, BOGO. TV, print, coupons, in-store 
sampling. 

Use sales story that any new “healthy” 
cookies should displace under-performing 
and declining unhealthy cookies. 

GRAY’S
Cookies

Marketing Plan

Creative Brief

Brand Vision: First healthy cookie to achieve the craving, popularity of a mainstream cookie.
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Our marketing training teaches how to 
think, define, plan, execute, and analyze



Summary of our marketing tools
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