Strategic Planning Workshop

Discovery session to map out our pathway,
our areas of focus, and desired outcomes.

Monday 12 May, 2025

Yy Queensland’s
Club of Brisbane SV FirSt CIUb.




The D4 process

Applying D4 requires four stages: research, strategy, ideas development, through to setting goals and action plan.

research directions

insight actions

> Execution

STRATEGY ----

Action Plan

Proposition

1. DISCOVER 2. DEFINE 3. DEVELOP 4. DELIVER
The exploration of the The pin-pointing of the Exploration of ideas and Development of the
brief: audience, brand, evidence and identification areas of focus, bringing preferred directions to

cultural, social & political  of proposition & message the proposition to life form final course of action Club of Brisbane






A logo is not a brand, the brand is the WHY




Positioning the brand is

key to success

RED BULL
Red Bull 225, |

% M WIIINGS.




Proof to the claim is the HOW,
the reason to believe
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| brand is the WHY
RED BULL .
Red Bul GIVES YOU &35

Proof is the HOW

VODKA RED BULL
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A logo is not a brand, the brand is the WHY Is this us? Or, is the Rotary Club of Brisbane something different?




The ROTARYACTION PLAN  FRotary &5

TOGETHER

PREDICTABLE

APPROACH

PEOPLE
CREATE
CHANGE

As we work together to build a stronger world, Rotary’s Action Plan

— our strategic plan — is leading our organization to form more
meaningful connections and make a more sustainable difference
through service. Using the plan’s four priorities as a guide, we're fulfilling
the vision of Rotary International and The Rotary Foundation: creating

healthy clubs, providing engaging experiences for all, and uniting people
to take action with us to create lasting change.

ENHANCE INCREASE OUR
INCREASE OUR EXPAND OUR PARTICIPANT ABILITYTO

IMPACT REACH ENGAGEMENT ADAPT




PREDICTABLE

APPROACH

PEACE BUILDING &
CONFLICT PREVENTION

SUPPORTING
ENVIRONMENT

COMMUNITY
ECONOMIC
DEVELOPMENT




OVERLAY OUR CLUB
ACTIONS

Rotary

Club of Brisbane

COMMUNITY
ECONOMIC
DEVELOPMENT




OVERLAY OUR CLUB
Global

ACTIONS

Club of Brisbane

COMMUNITY
ECONOMIC
DEVELOPMENT




SET GOALS Global

SUPPORTING
ENVIRONMENT

Club of Brisbane

COMMUNITY
ECONOMIC
DEVELOPMENT

JOB DONE RIGHT?




ALL TACTICS Global

Club of Brisbane

COMMUNITY
ECONOMIC
DEVELOPMENT

NOT STRATEGY




Club of Brisbane



Rotary 159

Club of Brisbane
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TIER 1 Our promise or claim

TIER 2 Proof, or reasons to believe

Call to action, reason to be a member,
engage, Visit, sign up.




Vision statement + 4 x pillars applicable to all clubs

Queensland’s
First Club.







Who is:

Club of Brisbane



What words come to mind for:

Rotary

Club of Brisbane




A problem well stated is a problem half solved.
Who or what Is our enemy?




How are we positioned in the category?



Competitor set:

Rotary

Club of Brisbane

<+—— BRAND STRENGTH THROUGH DIFFERENTIATIONAND RELEVANCE
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Challenger brand

Brand Brand / Brand Brand
Uniqueness  Strength / Favorability Awareness

Unfocused

Brand
Uniqueness Strength  Favorability Awareness

Brand Brand Brand

Leadership
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Competitor set:

Club of Brisbane

<+—— BRAND STRENGTH THROUGHDIFFERENTIATION AND RELEVANCE

Brand
Uniqueness

Challenger brand

Brand 4 Brand
strength / F

Brand

Drability  Awareness

FUTURE

Leadership

\

Brand
Uniqueness

Unfocused

Brand Brand
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Brand
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Uniqueness

Brand
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Our key strengths

Club of Brisbane



Who is our customer?

PRIMARY SECONDARY CATEGORY

INTERNAL



What does success look like for:

Rotary

Club of Brisbane
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Brand strategy: one word brief?...

PROPOSITION:

Club of Brisbane




Brand strategy: one word brief?...

PROPOSITION:

Global Ourselves

Global Ourselves

Global Qld Ourselves

FUTURE

Rotary i!

Club of Brisbane



Where to next?



Deliverables in next step



The D4 process

Applying D4 requires four stages: research, strategy, creative development, through to a marketing communications plan.

DELIVER

DISCOVER DEFINE DEVELOP

In order to work together effectively By understanding your business Working to the strategy, our members will Following selection of the chosen ideas,

going forward, we need to know problems, we can form a strategy to deliver 2-3 finalised ideas that answer committees will be formed to map out

everything about your business, your solve them. Ultimately, this comes in the the ‘Proposition’ - each in their own the execution plan to show the potential

customers, their customers and form of a creative brief that contains a unique way. of the idea as draft actions with

competitors. We'll uncover questions you refined statement - a ‘Proposition’. indicative budgets and human effort

hadn’t thought to ask yourself. These investment. This is our blueprint to the
could be truths about your business or 2025-26 year.
problems to be solved that are barriers to

SUCCEesSS.

PLANS MAPPED OUT

STRATEGY PLANNING THIS IS NEXT BIG IDEAS







