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Marketing Summit Sessions 

 

FAQs 

What is a Marketing Summit? 

Marketing Summits are designed to accelerate your marketing thinking and 

decision-making. Your agenda is carefully customized to meet your unique 

needs. Participants will explore key marketing topics via written exercises, 

partner exercises and group exercises. 

 

Who participates? 

We recommend 6-12 key stakeholders from various areas of your organization, 

key partners and/or your board of directors. 

 

What will we do in a Marketing Summit?  

Common topics for a Marketing Summit session are found on the following 

pages. Typically, we explore 4-6 topics over the course of a day.  Goals vary by 

client, but common themes include: 

Leverage diverse perspectives  

Explore and prioritize marketing ideas  

Articulate key strategies and tactics 

Develop a marketing plan  

 

What is the outcome from a Marketing Summit? 

The end deliverable is a document capturing the key decisions, insights, ideas 

and parking lot items.  
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11 Marketing Summit Topic Ideas 
4-6 topics can be covered in a single day 

 

1. Start with “Why” 

Vision Exercise 

Borrowed from Simon Sinek’s bestseller, “Start with Why”, we explore your 

why (belief/cause), how (actions, principles, values) and what (tangible offerings, 

outcomes) related to your organization. This exercise serves as a foundation for 

determining your market positioning strategy (i.e. how you want to be known in 

the marketplace). 

 

2. North Star Market Positioning 

Strategy & Vision Exercise 

Explore and identify your industry’s table stakes vs. points of differentiation to 

help us uncover where you could lead. We also identify all the “me too” 

messaging ideas we need to avoid. We will introduce you to four major 

positioning strategies and explore different leadership position ideas that 

brands purposefully try to own. This is an excellent exercise for aligning teams.  

 

3. Building Buyer Personas  

Strategy & Tactics Exercise 

Using a buyer persona framework, we explore and prioritize your key buyer 

types. This is usually done in small teams with opportunities for input from 

everyone on buyer persona stories. Our framework explores buyers’ drivers, 

deal makers, deal breaker, hopes, fears, frequently asked questions, media and 

technology habits. We also identify what we don’t know about buyers and use 

this as the foundation for buyer interviews. 
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4. Lead Generation 

Strategy & Tactics Exercise 

Openly discuss your demand and lead generation activities and how they align 

with revenue goals. We identify what’s currently working, what’s falling short 

and what we don’t yet know. This is also an opportunity to explore new lead 

generation approaches, content topics, messaging, new audiences or markets. 

Ideas generated are prioritized. 

 

5. Marketing Activities to “Stop. Start. Continue.” 

Strategy & Tactics Exercise 

This exercise begins with an open discussion about current marketing 

activities— what’s not working (stop), what else could we do (start) and what’s 

working fine (continue). This exercise concludes with summarizing key insights 

and prioritizing the high value ideas. 

 

6. Brand Personality & Tone of Voice 

Strategy & Tactics Exercise 

Define and explore your brand’s personality via a brand archetype exercise. 

Learn how each brand archetype is associated with one of four human 

motivators. We then explore how our leading brand archetype might sound in 

terms of a tone of voice as the start of a tone of voice matrix. The 12 classic 

brand archetypes include: The Creator, Caregiver, Ruler, Jester, Regular 

Guy/Gal, Lover, Hero, Outlaw, Magician, Sage, Explorer and the Innocent. 

 

7. Your Customer’s “Bill of Rights”  

Strategy & Vision Exercise 

We will explore your ideal customer experience starting with a Bill of Rights 

exercise. We then tie this to how you “live” your brand today. And determine 
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what to stop, start and continue. This exercise leads to tangible ideas that are 

prioritized and a new way of articulating your brand experience. 

 

8. Brand Family Architecture 

Strategy Exercise 

Explore the four major brand family structures for organizations with multiple 

brands to determine the relationships between your brands. Is it a parent, child 

relationship? Siblings? Distant cousins. This is an excellent exercise if new logos 

or new names are being considered. 

 

9. Website “Wish List” 

Strategy & Tactics Exercise 

What if there were no limits on your next website’s content or functionality? 

What would your visitors’ online experience look, feel or sound like? This 

exercise results in a prioritized list of key ideas to enhance an existing website or 

build your next generation website. 

 

10. New Logo Graphic Style  

Tactical Exercise 

Focus your discussion of a new logo’s style direction using graphic style meters. 

This exercise helps you home in on the right words and concepts to describe 

your desired visual identity. This is an excellent exercise to kick-off a brand 

mood board. 

 

11. Tagline Types 

Strategy Exercise 

Define and discuss the role of a brand tagline and understand the basic tagline 

types. Review key competitors’ taglines and deconstruct their brand strategy.  

 


