® .
What is happening surrounding the

category (drivers & barriers) ana
which scenario shows most

potential for growth? @

Where do we generate demand
to reach our growth ambition?

What are the customer - brand
touchpoints and which ones are

opportunities for Disruption? %

What is the disruptive platform
idea that suits the brand DNA the
best?

@ How will the experiences

contribute to growth?

@

How are we going to track the
impact of the experiences so we
can optimize?

Help brands grow by unlocking disruptive creativity using the 6 tools,
focusing not solely on communication, but on the whole brand ecosystem.
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