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nThe biggest chall enge | s #h

effectiveness and RO/ so that you can develop

business plans in the organisation that make
coherent sense and enabl e yo

nAt Board [ evel, t hey ask wh
marketing? What is the business case that drives the
brand? What is effective with consumers and also
contri/ butes to the P&

nl am constantl!l y chall enged
numbers. This happens on a daily basis 0
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Performance = Potentialinterference
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To be one step ‘aheag.
Agile & on it.
Always on your AgQ
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When life is looking hopeless,

one letter can change your life forever
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Be my problem -solver,
110t my problem -maker.







rTal k to me about my §Sa
fo you about your Awardas.
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