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MAKE BIG IDEAS HAPPEN
HOW ADVANCE PLANNING  
SETS YOU UP FOR SUCCESS



ADVANCE PLANNING: 
WHAT IT IS

A lot has changed in the retail 
marketing landscape over the last  
50 years, but even with the advent 
of the Internet, one promotional 
marketing best practice is still the 
preferred path to success for the best 
and brightest brands in the business.

We call it Advance Planning (AP). 
It’s the series of steps teams take to 
align everyone — Merchandising, 
Marketing, Store Ops, IT, Legal, 
Product Development and all outside 
marketing partners — through a 
defined process  on “big ideas.” It turns 
those ideas into tangible plans and 
assets that will ignite the hearts, minds 
and wallets of the shopping audiences 
at large.

It gives clients the time to align on 
their organizational objectives and 
ladder them up to consumer trends 
and insights, all before diving into 
creative development. The process 
mimics the timeline of the product 
development cycle, which is in place 
up to a year prior to the in-market date. 
But most clients don’t start the AP 
process a full year ahead, says Jeremy 
Gustafson, Chief Strategy Officer.

1

“We help clients get over the hump, 
to get them closer to being a year 
out, by parallel-pathing as a third-
party resource for them,” Jeremy 
says. “This lets their internal teams 
continue to work on the current 
season without interruption.”

“This type of planning is the answer 
to a question I didn’t even know 
how to ask,” says a national outdoor 
recreation retailer who became 
familiar with our process last year, 
and it’s a primary challenge that 
keeps you up at night, according to 
our anecdotal and ongoing survey  
of the issues marketers wrestle  
with most.
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“THIS TYPE OF PLANNING 
IS THE ANSWER TO A 

QUESTION I DIDN’T EVEN 
KNOW HOW TO ASK.”

- NATIONAL OUTDOOR RECREATION RETAILER



MORE PURPOSEFUL 
PARTNERSHIP WITH  

YOUR IN-HOUSE TEAM  
AND YOUR SYSTEM OF 

AGENCY PARTNERS

GETTING OVER  
THE WORK HUMP

THE ABILITY TO  
OPTIMIZE YOUR  

CONTENT TO SUIT 
DIFFERENT CHANNELS

COST  
SAVINGS

WHAT TO  
EXPECT
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WHAT TO EXPECT

BEING ABLE TO BALANCE 
ORGANIZATIONAL 
OBJECTIVES WITH 

CONSUMER INSIGHTS  
AND TREND INFORMATION

MORE PREDICTABLE 
OUTCOMES

ORGANIZATIONAL 
ALIGNMENT —  

EARLY AND OFTEN

BEING ABLE TO UTILIZE 
SPECIAL RESOURCES AT 
THE APPROPRIATE TIMES



   

As an art and science, AP is both  
pure magic and a very practical 
succession of steps, designed to  
lead to specific, measurable results. 

The AP process starts with 
information–gathering and  
research that’s used to develop  
a chosen concept. The concept 
captures the spirit of a brand and 
seeks to fulfill one, or several, 
organizational objectives for a 
specified amount of time (a season  
or specific retail event). That’s  
when the fun really begins.

“What’s great about AP is that any 
organization can do it,” says Jeremy. 
“We’ve learned how to distill the 
steps, so it’s not purely a retail, or even 
strictly a promotional, practice. It’s 
how we make ideas come to life, and 
it’s how clients can finally get ahead.”

“WHAT’S GREAT ABOUT  
AP IS THAT ANY 

ORGANIZATION CAN DO IT.”
- JEREMY GUSTAFSON
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HOW IT WORKS
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4ADVANCE PLANNING: 
CLIENTS SAY...

“PLANNING LETS US FLY  
ABOVE AND GET OUT IN FRONT  

OF OUR DELIVERABLES.”
- NATIONAL OUTDOOR RECREATION RETAILER

“IT HELPS PUT THE MARKETING 
DEPARTMENT IN MORE OF A 

LEADERSHIP POSITION.”
- NATIONAL HOME IMPROVEMENT RETAILER

“I WANTED OUR MARKETING  
TEAM TO BE LESS REACTIVE  

AND BETTER ABLE TO  
PRIORITIZE OUR PROJECTS.”
- NATIONAL DIRECT SALES ORGANIZATION

“NOW, WE CAN ALLOW FOR LAST-
MINUTE ADJUSTMENTS WITH 

LOWER RISK AND LOWER COST.”
- NATIONAL RETAILER

“WE WANTED TO BE BETTER ABLE 
TO GET AHEAD OF THE WORK.”
- INTERNATIONAL TELECOMMUNICATIONS 

CORPORATION

“WE WANTED TO HELP OUR 
MERCHANTS BETTER UNDERSTAND 

HOW OUR MARKETING PIECES 
WORK TOGETHER.”

- NATIONAL SPECIALTY BEVERAGES RETAILER
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5ADVANCE PLANNING: 
SIMPLIFY & AMPLIFY

We have more ways to communicate 
with customers than ever before. 
It’s a marketing truth that’s exciting 
and maybe a little intimidating to 
planning, strategy and creative  
teams in this ever-evolving  
“omni-channel” environment.

You can fill the different channels 
with completely different messages 
and run the risk of clutter, confusion 
and messages that are easy to miss 
(or ignore). Or, you can prioritize 
what you truly want customers to 
hear most, allowing each channel to 
amplify the message and simplify 
your audience’s next steps.

That’s what AP does. It’s the upfront 
strategic development and time you 
need to get things done in a way that 
allows your marketing to have the 
greatest impact. For retailers, this 
means even the products sold  
in-store can be aligned with your 
overall objectives and fall under  
your “big idea.”

To illustrate the impact you can have 
when you “get in front of it,” think of 
Target, last fall, when it went a little 
crazy. Mad, actually. Mad for plaid, 
more precisely.

“IT WAS A CHALLENGE THAT  
I WAS EXCITED TO TAKE ON.”  

- ADAM LIPPES, DESIGNER 



To kick off its Fall 2015 season in a 
big way, Target utilized its legendary 
upfront planning process to rally 
around plaid in a way that we’re still 
talking about. In addition to offering 
a plaid-based apparel collection with 
designer Adam Lippes, customers 
could also pick up the seasonal staple, 
reimagined for a range of other items, 
from grocery to home.

“With an increased focus on style, 
we’re doubling down on offering 
our guests fun, compelling, design-
inspired surprises around every 
corner by embracing one of this 
season’s biggest trends, plaid, in 
a way only Target can,” said Julie 
Guggemos, Target SVP Product 
Design and Development, in its  
press release last August.

From bottles of Diet Coke and 
Listerine to pillows and throws, 
the message (and the fun) was 
inescapable within the store 
environment. Ditto for its social 
media channels and online assets, 
which included a 200+ page Look 
Book of items ranging from flannel 
coats to doggie beds.

In an environment full of messages 
clamoring to be heard, Target 
reminds us that sometimes going a 
little mad can actually be a very sane 
way to get your point across. And 
the Advance Planning process is the 
method to your madness.
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PICK AN EVENT OR SEASON AT LEAST SIX MONTHS OUT.

STAY WITH IT EVERY DAY FOR THE DURATION.

START THE NEXT EVENT WHILE THIS ONE IS IN MOTION. 
AND THE NEXT, AND THE NEXT. JUST LIKE THE TIDE,  
IT WILL BECOME PREDICTABLE AND ACTIONABLE.

SOCIALIZE INTERNALLY AT APPROPRIATE 
STAGES. AP HAS ITS OWN MAGNETISM AND 
TEAMS WILL WANT TO BE A PART OF IT.

PROTECT YOUR TEAM AND EFFORTS: DON’T LET LEADERSHIP TRY TO 
APPLY YOUR EFFORT TO CURRENT ADS AND CAMPAIGNS IN-PROCESS.

6ADVANCE PLANNING: 
START TODAY
You can get ahead. You can make big ideas happen.
You can start AP within your organization today. 

HERE’S HOW:

STAFF IT OR ASSIGN IT TO AN OUTSIDE LEAD 
PARTNER (THAT’S WHERE KREBER COMES IN!). 
DON’T UNDERESTIMATE THE VALUE OF THIRD 
PARTY ACCOUNTABILITY.

CELEBRATE SMALL VICTORIES ALONG THE WAY.
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