
Module 6:  Setting Objectives



A Brand Positioning Is A Means To An End…



1. To Solve A Business Problem….



2. To Deliver Against A Pre-Determined Objective…..



Here Is A Simple Framework That Allows You To Do Just That 
& An Example 
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A Simple “Objective Setting” Framework
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Current Do

1. Focus on behavior 
first
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A Simple Framework
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Current Do

Why?
Current 
brand 

associations

1. Focus on behavior

2. Understand what 
Associations drive 
that behavior
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A Simple Framework
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Current Do Desired Do

Why?
Current 
brand 

associations

1. Focus on behavior

2. Understand what 
Associations drive 
that behavior

3. Determine desired 
behavior
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A Simple Framework
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Current Do Desired Do

Why?
Current 
brand 

associations

Desired 
brand 

associations

1. Focus on behavior

2. Understand what 
Associations drive 
that behavior

3. Determine desired 
behavior

4. Identify desired 
associations to drive 
that behavior
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Example 1: 5 Gum
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Gum category incidence among Gen Y is 
decreasing. Gen Z switching to cooler 

brands in alternate categories with 
higher badge value

1. Focus on behavior

Source: Effie.org
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Example 1: 5 Gum
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Gum category incidence among Gen Y is 
decreasing. Gen Z switching to cooler 

brands in alternate categories with 
higher badge value

Why?
Category with its focus 
on functional benefits 
is seen as outdated by 

these experience 
seekers, and not 

representing their 
values & aspirations

1. Focus on behavior

2. Understand what 
Associations drive 
that behavior

Source: Effie.org
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Example 1: 5 Gum
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Gum category incidence among Gen Y is 
decreasing. Gen Z switching to cooler 

brands in alternate categories with 
higher badge value

Attract  Gen Y to the gum category and 
buy 5Gum

Why?
Category with its focus 
on functional benefits 
is seen as outdated by 

these experience 
seekers, and not 

representing their 
values & aspirations

1. Focus on behavior

2. Understand what 
Associations drive 
that behavior

3. Determine desired 
behavior

Source: Effie.org
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Example 1: 5 Gum
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Gum category incidence among Gen Y is 
decreasing. Gen Z switching to cooler 

brands in alternate categories with 
higher badge value

Attract  Gen Y to the gum category and 
buy 5Gum

Why?
Category with its focus 
on functional benefits 
is seen as outdated by 

these experience 
seekers, and not 

representing their 
values & aspirations

How? By associating 
the brand with the 

sensorial experience 
these experience 
seekers crave and 

creating badge value

1. Focus on behavior

2. Understand what 
Associations drive 
that behavior

3. Determine desired 
behavior

4. Identify desired 
associations to drive 
that behavior

Source: Effie.org
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“5 is the most successful gum launch in Wrigley history” – The Wrigley Sales Team 


