
AC TION  PL AN



Cash is  k ing,  protec t i t  at  al l  cost s.  But don’t  be seen as reck lessly
prof i teer ing f rom other people’s  pain.  Week one wil l  provide guidance 
on how to protec t your brand long term, without losing out shor t  term. 
Here’s  the rub,  sometimes you’ve got to cut back to move for wards.  
But don’t  worr y,  we’ l l  provide a document to help get your house 
back in order…

WEEK 1: BEATING CASH FLOW ISSUES 

What on ear th is  an event-dr iven bear market and why should I  care? 
I t ’s  s imple,  know your enemy. See i t  f rom ever y angle and tack le i t  f rom 
a posit ion of  s t rength.  You might not be able to beat a bear with your 
hands,  but given a r i f le and 30 0 yards you’ve got a f ighting chance… 
See where we’re going with this? 

WEEK 2: UNDERSTANDING THE EVENT-DRIVEN BEAR MARKET 

Week three isn’t  a place tenuous nineties pop culture references… 
However,  i t  wi l l  make you take a deep dive into what your business 
really  s tands for.  Sounds obvious,  but we guarantee you’ l l  be surpr ised 
by the result s.  Our c lever ly  craf ted sel f-scrut iny document wil l  help you 
v isual ise the bigger pic ture and see you pivoting away f rom danger in
a new, more prof i table direc t ion.  

WEEK 3: HOW TO PIVOT YOUR BUSINESS STRATEGY  

Clients of ten get cold feet as soon as uncer taint y is  in the air.  
However,  99% of the t ime i t ’s  not because they don’t  have fai th in you,  
i t ’s  because they can’t  see the solut ion work ing for  the new si tuat ion 
they’re faced with.  Week three wil l  arm you with the per fec t  response
to put conf idence back on the table.

WEEK 4: RAPIDLY RE-PITCHING IDEAS   



Stop overcomplicat ing your marketing plan and i t s  deliver y… Week
f ive dr i l ls  down into the core value that wil l  win the audience over.  
Stor y tel l ing isn’t  jus t  a buzz word;  i t  c reates order out of  chaos which
is  v i tal  dur ing uncer taint y.  Humans are hard-wired on using narrat ives
to make sense of  the world.  Ult imately a good s tor y invokes emotion 
and 95% of purchasing decis ions are made emotionally* (Har vard 
Business School )  –  i f  this  doesn’t  convince you,  nothing wil l .

WEEK 5: CREATING AN ENGAGING NARRATIVE 

Two words (and a whole load of  information)  you need to take note of,
i f  you’re going to s tay ahead in the nex t couple of  years.  When the real  
wor ld was locked down, businesses ever y where real ised they weren’t  
ready to go digital.  We’ l l  show you how to buy yoursel f  some digital
real  es tate,  so your business is  ready to navigate the inevitable online 
future.  

WEEK 6: DIGITAL TRANSFORMATION  

Why are we giv ing al l  these assets away for  f ree? Because people always 
remember the t ime a s tranger went out of  their  way to help… You could 
have the best  marketing plan in the world,  but a good deed, done well,  
wi l l  always build you more brand credibil i t y  -  and that ’s  something 
money can’t  buy.  Think long term investment,  over shor t  term gain.

WEEK 7: PAYING IT FORWARD 

What ’s  the di f ference bet ween sell ing with integr i t y  and sell ing
without i t?  Sell ing without integr i t y  is  hik ing the pr ice of  hand sanit izer  
up f rom £1.50 to £9.50 to take advantage of  panic buying… Sell ing with 
integr i t y  of fers one bot t le for  £1 or  “buy 2 for  £98” – to s top panic 
buying – as seen in one Austral ian pharmacy dur ing the coronavirus 
outbreak… Week eight wil l  help you apply this  to any produc t,  ser v ice 
or cr is is .

WEEK 8: SELLING WITH INTEGRITY



By this  point  we wil l  have es tablished that people look for  narrat ives
to see reason in chaos.  Well  guess what? People also need leaders to 
deliver  that narrat ive and guide them away f rom danger.  So,  grab your 
s taf f,  par t  the seas and lead your customers to the promised land;  with 
our s imple-to-fol low leadership lessons.  

WEEK 9: LEADING PEOPLE TO SOLUTIONS 

I t  shouldn’t  take the sh*t  to hit  the fan for  you to real ise you should 
have made your business more resi l ient.  Plus,  I t  doesn’t  take a genius
to real ise that,  sh*t  wil l  happen, and i t  wil l  almost always be out of  your 
control.  But week ten is  here to help you do a s tress tes t  and give you 
the tools to remove the fan f rom the equation.  

WEEK 10: BUILDING BUSINESS RESILIENCE 

As a thank you for  making i t  this  far,  we’ l l  f i l l  your arsenal  with brand 
assets that t ie ever y thing together.  By this  s tage you wil l:  have a c lear 
v iew of  your business,  be more resi l ient,  and ready to take on the 
digital  wor ld and whatever cr is is  may come your way 

WEEK 11: PREPARING ASSETS FOR THE FUTURE 

For the grand f inale,  we’ l l  send you something special.  But you’ l l  have 
to get this  far  to f ind out what ;)  

WEEK 12: BACK TO BUSINESS AS USUAL  



-  Social  Media Planner

-  Business Planner

-  Weekly Goal  Planner

& more

Purple Tasche

CO M I N G  NE X T:

#dontisolateyourbrand

Whether you have a quest ion or jus t  need advice,  
we are here to help!

contact@purpletasche.com or hel lo@momentumsocia l .com


