
REFRESH 
PLS



LEARN MARKETING IN A DAY

WHAT IS THIS?

A MODULAR MARKETING RESOURCE 
FOR FOUNDERS

GET UNSTUCK IN HALF AN HOUR THE RIGHT TOOL IN 1 MINUTE

You can also find a nifty jargon buster at the end.

1. Product
2. Market
3. Customer
4. Challenge

5. Objective
6. Context
7. Opportunity
8. Campaign



EDUCATION

WAIT, WHO MADE THIS?

CONGREGATION — Upgrading Businesses

NETWORK PEOPLE

We develop your company by building & training marketing/creative 
teams to thrive in today’s fast-changing & fragmented world. 

GET IN TOUCH.

https://www.congregation.io/contact


WE WORK WITH



Refresh PLS was created in 
collaboration with 
The Friday Club London. 

A non-profit events company 
clashing together the UK's most 
innovative start-ups with our 
smartest marketing talent. 

For more information www.the-fcl.com  

http://www.the-fcl.com/


BUT FIRST A GENTLE REMINDER… 

YOU ARE NOT YOUR CUSTOMER

YOUR PRODUCT IS NOT THAT SPECIAL

WHAT YOU DO IS INCIDENTAL

PEOPLE WILL PROBABLY NOT NOTICE YOU

HOWEVER, WE BELIEVE THE IDEAS, TOOLS AND EXAMPLES IN THIS DOC WILL 
VASTLY INCREASE YOUR CHANCES OF SUCCESS 



UNDERSTANDING YOUR PRODUCT

Aristotle, writer of Poetics, the first marketing manual.

UNDERSTANDING CULTURE

1. Product
2. Market
3. Customer
4. Challenge

5. Objective
6. Context
7. Opportunity
8. Campaign

MARKETING IS FUNDAMENTALLY

YOUR PRODUCT IN CULTURE



PLS

YOUR PRODUCT



UNDERSTAND WHAT YOU’RE SELLING

1. YOUR PRODUCT / PRODUCT / OVERVIEW

YOUR PRODUCT

USEFUL QUESTIONS TO ANSWER

●
●
●
●
●
●

Tesla Model S. A groundbreaking new product that marketed itself.



INTERROGATE YOUR PRODUCT WITH 
WHAT/HOW/WHY

WHAT

HOW

WHY

1. YOUR PRODUCT / PRODUCT / TOOL 1

THE GOLDEN CIRCLE



GOOGLE TRENDS — WHAT, WHEN, WHY 

COCA-COLA

1. YOUR PRODUCT / PRODUCT / TOOL 2

GOOGLE TRENDS

https://trends.google.com/trends/


PRODUCT BENEFIT LADDER

Product features

Product benefits

Customer benefits

Emotional benefit 

COCA-COLA

WALMART  Always Low Prices. Always. 

Save 
Money. Live better. 

1. YOUR PRODUCT / PRODUCT / TOOL 3

BENEFIT LADDER



CAMERA FEATURE AS A CAMPAIGN USER GENERATED CONTENT

1. YOUR PRODUCT / PRODUCT / CASE STUDY 1

SHOT ON iPHONE



1. YOUR PRODUCT / PRODUCT / CASE STUDY 2

#VOLVOSAFETY

SAFETY FEATURE AS A CAMPAIGN LIFE PAINT BROUGHT SAFETY TO LIFE



UNDERSTAND WHERE YOU’RE SELLING THE PRODUCT

2. YOUR PRODUCT / MARKET / OVERVIEW

THE MARKET

USEFUL QUESTIONS TO ANSWER

●
●
●
●
●
●
●

Google constantly enters new markets. The Pixel phone came out in 
2016. 



WHO ARE YOU COMPETING WITH?  

COCA-COLA 

2. YOUR PRODUCT / MARKET / TOOL 1

COMPETITOR MAP

You

Your Direct 
Competition

Tagental 
Competition



UNDERSTAND THE CATEGORY AND MARKET

COCA-COLA

2. YOUR PRODUCT / MARKET / TOOL 2

SIMILARWEB

https://www.similarweb.com/


WHAT DO PEOPLE WANT TO KNOW ABOUT ANYTHING 

COCA-COLA with

without
Vs

2. YOUR PRODUCT / MARKET / TOOL 3

ANSWER THE PUBLIC

https://answerthepublic.com/


SEE WHAT THE COMPETITION ARE DOING IN 
SEARCH

●

●

●
●

2. YOUR PRODUCT / MARKET / TOOL 4

SEMRUSH

https://www.semrush.com/dashboard/


2. YOUR PRODUCT / MARKET / CASE STUDY 1

DID YOU MEAN MAILCHIMP?

TARGETING A NEW MARKET: SMALL BUSINESSES FAKE MARKETING CAMPAIGNS



2. YOUR PRODUCT / MARKET / CASE STUDY 2

AESOP STORES

CREATE A NEW MARKET WITH STORE LOCATIONS TESTERS OUTSIDE



USEFUL QUESTIONS TO ANSWER

●
●
●
●
●
●

UNDERSTAND WHY CUSTOMERS BUY PRODUCTS

3. YOUR PRODUCT / CUSTOMER / OVERVIEW

THE CUSTOMER

Spotify has turned what they learn about us into a campaign.



WHAT DO YOUR CURRENT CUSTOMERS THINK OF 
YOU? 

3. YOUR PRODUCT / CUSTOMER / TOOL 1

TYPEFORM SURVEYS & NPS



WHO ARE YOUR MOST IMPORTANT 
CUSTOMERS? 

3. YOUR PRODUCT / CUSTOMER / TOOL 2

TOP 3 CUSTOMER GROUPS



WHAT DO OUR POTENTIAL CUSTOMERS CARE ABOUT? WHAT’S GOING 
ON IN THEIR LIVES? WHAT POTENTIAL PROBLEMS DOES OUR PRODUCT 
SOLVE? 

Says

Thinks

Does

Feels

3. YOUR PRODUCT / CUSTOMER / TOOL 3

EMPATHY MAP



LEARN ABOUT YOUR POTENTIAL CUSTOMERS 

3. YOUR PRODUCT / CUSTOMER / TOOL 4

CRYSTAL KNOWS

https://www.crystalknows.com/


3. YOUR PRODUCT / CUSTOMER / CASE STUDY 1

#MONEYWELLNESS

FIRST DIRECT SHOWED THEY UNDERSTOOD YOUNG 
PEOPLE

MONEY WELLNESS



3. YOUR PRODUCT / CUSTOMER / CASE STUDY 2

PRET’S LITTLE VEGGIE POP-UP

PRET READ THE DATA, LAUNCHED VEGGIE POP-UP AND MADE IT PERMANENT



4. YOUR PRODUCT / CHALLENGE / OVERVIEW

THE CHALLENGE

UNDERSTAND WHAT YOUR CHALLENGE WILL BE USEFUL QUESTIONS TO ANSWER

●
●
●
●
●
●

Beats by Dre got their headphones on athletes warming up, to challenge Apple’s dominance.



YOUR COMPETITORS

4. YOUR PRODUCT / CHALLENGE / TOOL 1

COMPETITIVE LANDSCAPE



WHERE TO FOCUS

4. YOUR PRODUCT / CHALLENGE / TOOL 2

PURCHASE FUNNEL

Awareness Consideration Preference Action Loyalty

100 people 70 people 30 people 10 people 2 people 1 person



WHERE TO FOCUS

4. YOUR PRODUCT / CHALLENGE / TOOL 2 cont.

GROWTH = NEW CUSTOMERS

Awareness Consideration Preference Action Loyalty

FOCUS EFFORTS 
HERE



WHAT’S THE COMPETITION UP TO?

NIKE

4. YOUR PRODUCT / CHALLENGE / TOOL 3

FACEBOOK ADS LIBRARY

https://www.facebook.com/ads/library/


BEING RECOGNISED

4. YOUR PRODUCT / CHALLENGE / TOOL 4

DISTINCTIVE ASSETS



3. YOUR PRODUCT / CHALLENGE / CASE STUDY 1

GLOSSIER’S PACKAGING
WITH  NO BUDGET, DO THE BASICS RIGHT

AND THEN THEY TOOK UNBOXING TO INSTAGRAM



4. YOUR PRODUCT / CHALLENGE / CASE STUDY 2

FEARLESS GIRL

NO BUDGET, BUT A FAMOUS LOCATION A NEW NEW YORK ICON HELPING OTHERS TO EXPRESS THEMSELVES



4. YOUR PRODUCT / CHALLENGE / CASE STUDY 3

BULB & OATLY ASSETS

OATLY DISTINCTIVE ASSETSBULB DISTINCTIVE ASSETS



PLS

IN CULTURE



UNDERSTAND WHAT ONLY YOU CAN DO

5. IN CULTURE / OBJECTIVE / OVERVIEW

YOUR OBJECTIVE

USEFUL QUESTIONS TO ANSWER

●
●
●
●
●
●

Burger King used a mouldy Whooper to demonstrate the freshness of their burger compared to McDonald’s.  



WHICH CUSTOMERS WILL YOU FOCUS ON? 
WHICH COMPETITORS WILL YOU GO UP 
AGAINST? 

5. IN CULTURE / OBJECTIVE / TOOL 1

CUSTOMERS & COMPETITORS



DISRUPTION SPECTRUM

5. IN CULTURE / OBJECTIVE / TOOL 2

DISRUPTION SPECTRUM



WHAT ARE YOU TRYING TO ACHIEVE? 

●

●

●

●

5. IN CULTURE / OBJECTIVE / TOOL 3

CHALLENGER BRANDS



WHAT ARE YOU TRYING TO ACHIEVE? 

5. IN CULTURE / OBJECTIVE / QUESTION

SALES VS. BRAND BUILDING



WHAT DO YOU WANT PEOPLE TO THINK? WHAT 
DO YOU WANT PEOPLE TO DO? 

5. IN CULTURE / OBJECTIVE / TOOL 4

COMMS TASK MAP



WHAT DO YOU WANT TO ACHIEVE?  

S

M
A

R
T

5. IN CULTURE / OBJECTIVE / TOOL 5

SMART OBJECTIVES



5. IN CULTURE / OBJECTIVE / CASE STUDY 1

THE SWEDISH NUMBER

GET PEOPLE TO VISIT SWEDEN, BY CONNECTING THEM TO SWEDES EVERYONE TALKED ABOUT EVERYONE TALKING



5. IN CULTURE / OBJECTIVE / CASE STUDY 2

BULB’S EMAILS

EVERYONE HATES ENERGY BILLS, SO MAKE THEM FUN



UNDERSTAND THE WORLD OF YOUR CONSUMER

6. IN CULTURE / CONTEXT / OVERVIEW

THE CONTEXT

QUESTIONS TO ANSWER

●
●
●
●
●
●

In a fragile world, clothing brand Benetton created a campaign with kissing world leaders.



WHAT OTHER INTERESTS DO YOUR POTENTIAL 
CUSTOMERS HAVE? 

6. IN CULTURE / CONTEXT / TOOL 1

FACEBOOK AUDIENCE INSIGHTS



WHAT ARE YOUR CUSTOMERS INTERESTED IN? 

6. IN CULTURE / CONTEXT / TOOL 2

CUSTOMER INTERESTS 



6. IN CULTURE / CONTEXT / TOOL 2 cont.

CUSTOMER INTERESTS MAPPED ON TO 
CONTENT & SEARCH KEYWORDS

Brand 
• eg Coca-Cola 

Brand + Product
• eg Coke Drink

Generic
• eg. Best Energy Drink

Uber-generic
• eg Happiness



WHAT’S MOST SHARED IN YOUR CUSTOMERS’ 
INTEREST AREAS?  

6. IN CULTURE / CONTEXT / TOOL 3

BUZZ SUMO

https://buzzsumo.com/


TRENDING CONTENT IDEAS  

6. IN CULTURE / CONTEXT / TOOL 4

SEMRUSH

https://www.semrush.com/dashboard/


PAID, OWNED AND EARNED

Paid
Owned
Earned

6. IN CULTURE / CONTEXT / TOOL 5

DIFFERENT CHANNELS 

PAID

OWNED EARNED
Owned Media

Paid Media

Earned Media



PAID, OWNED AND RENTED 

6. IN CULTURE / CONTEXT / TOOL 5 cont. 

DIFFERENT CHANNELS 
Press Ads

Radio

Display 
Ads

OWNED
Website

Packaging
Mobile App

Email

INSTAGRAM

YOUTUBE

FACEBOOK

TV

RENTED

PAID

PRSEARCH

INFLUENCERS



6. IN CULTURE / CONTEXT / CASE STUDY 1

REI’S #OPTOUTSIDE

REI CLOSED ON THE AMERICA’S BIGGEST SHOPPING DAY THEY NOW OWN ANTI-CONSUMERISM



6. IN CULTURE / CONTEXT / CASE STUDY 2

SKITTLES GO WHITE FOR PRIDE

GIVING THE RAINBOW BACK TO PRIDE HIGHLIGHTING THE FACT YOU CAN STEAL CONTEXT



6. IN CULTURE / CONTEXT / CASE STUDY 3

COVID-19 RESPONSES

GIVING PEOPLE A REASON TO LOOK FORWARD DOING NOT JUST SAYING



6. IN CULTURE / CONTEXT / CASE STUDY 4

RED STRIPE 

CULTURAL IMPRINTING RED STRIPE



UNDERSTAND WHAT ONLY YOU CAN DO

7. IN CULTURE / OPPORTUNITY / OVERVIEW

YOUR OPPORTUNITY

QUESTIONS TO ANSWER

●
●
●
●
●
●

 Tide made the audience think that every ad featuring clean clothes during the Superbowl ad break was a ‘Tide 
ad’.



A USEFUL SUMMARY TOOL

CUSTOMER

COMPANY

COMPETITION

7. IN CULTURE / OPPORTUNITY / TOOL 1

THE 3 Cs

CO
M

PA
NY

CUSTOMER

COM
PETITION



PRODUCT BENEFIT LADDER

7. IN CULTURE / OPPORTUNITY / TOOL 2

BENEFIT LADDER



IT’S WHAT YOU WANT TO STAND FOR TO YOUR 
TARGET MARKET

7. IN CULTURE / OPPORTUNITY / TOOL 3

POSITIONING STATEMENT
“For [target customer] 

who want [customer job/problem]

[name of offering]

is a [category frame of reference]

that [differentiated functional & 

emotional benefit ]

because [reasons to believe]”



HOW PEOPLE MAKE DECISIONS

System 2

System 1

7. IN CULTURE / OPPORTUNITY / TOOL 4

SYSTEM 1 & SYSTEM 2



WHAT DO PEOPLE THINK ABOUT YOUR NEW 
OFFER? 

7. IN CULTURE / OPPORTUNITY / TOOL 5

VYPR: TEST YOUR POSITIONING 

https://www.vypr.it/


7. IN CULTURE / OPPORTUNITY / CASE STUDY 1

TRUTH IS HARD

TRUMP CALLS YOU FAKE NEWS, FIGHT BACK WITH ACTIVISM ADAPTED TO ALL MEDIA



7. IN CULTURE / OPPORTUNITY / CASE STUDY 2

CHOBANI YOGHURT

SOMETIMES A REBRAND CAN MAKE YOU RELEVANT AGAIN

POSITIONING: Simple, not lofty. Sometimes just making good yoghurt is 
enough. 

CREATING CAFÉS GIVING NEW USES FOR THEIR PRODUCT

POSITIONING STATEMENT: For
who want

is a
because



8. IN CULTURE / CAMPAIGN / OVERVIEW

YOUR CAMPAIGN

The Economist: If you nail the right campaign, you can keep it going for decades.

UNDERSTAND WHAT ONLY YOU CAN DO QUESTIONS TO ANSWER

●
●
●
●
●
●



PRIORITISING MEDIA CHANNELS

6. IN CULTURE / CONTEXT / TOOL 1

CHOOSE YOUR CHANNELS

Less 
important

More 
important

TV

INSTAGRAM

RADIO

PR



PRIORITISING MEDIA CHANNELS

6. IN CULTURE / CONTEXT / TOOL 1 cont.

CHANNEL PYRAMIDS
BULB

INSTAGRAM/FACEBOOK

EMAIL

OUTDOOR

PR

GLOSSIER
INSTAGRAM

EMAIL

INSTAGRAM

PACKAGING

EMAIL

OATLY

OUTDOOR

PACKAGING & 
BARISTAS

PR



TEST YOUR IDEA  

8. IN CULTURE / CAMPAIGN / TOOL 2

WIX - LANDING PAGE IN 3 MINS



WHAT DO PEOPLE THINK ABOUT YOUR 
CAMPAIGN? 

●
●
●

8. IN CULTURE / CAMPAIGN / TOOL 3

TEST WITH GOOGLE ADS

https://ads.google.com/intl/en_uk/home/


WHAT DO PEOPLE THINK ABOUT YOUR 
CAMPAIGN? 

●
●
●
●

8. IN CULTURE / CAMPAIGN / TOOL 4

TEST WITH FACEBOOK ADS

https://www.facebook.com/business/


EXPRESSING YOUR IDEA CLEARLY

HEMINGWAY APP

PHRASEE

8. IN CULTURE / CAMPAIGN / TOOL 5

AI COMMUNICATIONS TOOLS

http://www.hemingwayapp.com/


7. IN CULTURE / CAMPAIGN / CASE STUDY 1

PLAY INSIDE

SOMETIMES ALL YOU NEED IS GOOD COPY (AND LOTS OF FOLLOWERS) THE LIVING ROOM CUP



8. IN CULTURE / CAMPAIGN / CASE STUDY 2

DOVE REAL BEAUTY

SPOTTING A COMING CULTURAL SHIFT AND GOING ALL IN OWNING THE IDEA OF REAL BODIES 



8. IN CULTURE / CAMPAIGN / CASE STUDY 3

HONEST ADVERTISING

WITH PUNK IN YOUR DNA, HOW DO YOU GO MAINSTREAM



PRODUCT

WHAT

MARKET

WHERE 

CUSTOMER

WHO

CHALLENGE

WHAT

OBJECTIVE

WHAT

OPPORTUNITY

WHEN

CAMPAIGN

WHAT 
WHERE
WHO WHEN

WHERE

CONTEXT

HOW

YOUR PRODUCT IN CULTURE



9. LAUNCH

YOU’RE OFF!

WE’VE TAKEN YOU ON A QUICK TOUR OF KEY IDEAS AND TOOLS 
TO HELP YOU IMPROVE YOUR MARKETING EFFORTS TODAY. 
YOU’RE READY FOR LAUNCH BUT IT DOESN’T END HERE. THE 
MAP IS NOT THE TERRITORY. AS YOU LAUNCH THINGS WILL 
CHANGE. THE LANDSCAPE AND CONTEXT WILL SHIFT AND SO 
MUST YOU. 

WHEN YOU FIND GREAT NEW TOOLS, IDEAS AND CASE STUDIES, 
LET US KNOW. 
REFRESH PLS. 



PLS

THE END



THE AUTHORS

ALFRED MALMROS
Marketing, Technology & Policy Leader 
& founder of Anyone

TIM SPARKE
Head of Learning and co-founder 
of Congregation Partners

This resource is inspired by many brilliant thinkers and practitioners in marketing today. It would take too long to thank 
them all but special thanks go to: Mark Pollard and the SweatHead Community, Born Social, Julian Cole, Russell Davies, 
Mark Ritson, Alistair Beattie and Lisa de Bonis.  

https://www.linkedin.com/in/alfredmalmros/
https://callinganyone.com/
https://www.linkedin.com/in/timsparke/
https://www.congregation.io/


7. IN CULTURE / OPPORTUNITY / JARGON BUSTER

JARGON BUSTER - CUSTOMER
CUSTOMER

●
●
●
●
●
●

These are all names for people we want to sell to. 
PERSONAS & PEN PORTRAITS

When you’ve decided who you’re targeting, it’s 
useful to create some example characters. This 
helps you maintain a focus on people rather than  
faceless ‘target audiences’

SEGMENTATION & TARGETING

Segmentation divides groups of customers into 
segments (by demography, attitude and/or 
behaviour). It helps you understand the market 
and manage complexity. 

Targeting comes after segmentation. 
Segmentation is about the market. Targeting is 
about you. When you understand all of your 
potential customers, you choose who you’re going 
to focus on. 

MARKET RESEARCH

Market Research tools help us to better understand 
customers. Qualitative research (soft, open ended 
questions) to understand opinions and quantitative 
(data driven, closed questions) to understand scale.



7. IN CULTURE / OPPORTUNITY / JARGON BUSTER

JARGON BUSTER - POSITIONING
POSITIONING  

●
●
●
●
●
●
●
●

These are all the same. It’s what we stand for to our 
customers. It’s the position we take.  

You don’t need to change them often. Marketers get 
bored of them far more quickly than customers (who 
take years to notice them). 

Segmentation is understanding the map. 
Targeting is deciding where you’re going to go. 
Positioning is getting started. 

THE ART OF MARKETING IS FINDING NEW WAYS 
TO SAY THE SAME THING. 
NIKE - JUST DO IT. 
MARMITE - LOVE IT OR HATE IT
BRILLIANT IDEAS WHICH CAN BE RESTATED IN 
NEW WAYS CONSTANTLY. 


