
Strategy is one of the oldest disciplines in human history, though the word itself has come to mean many different things over time. At its core, strategy is about making choices under conditions of uncertainty in order to achieve a desired outcome. Long before it was used in business,
marketing, or communications, strategy emerged in military thinking, where leaders had to decide how to deploy limited resources, position their forces, and anticipate the actions of opponents. The word itself comes from the Greek “strategos,” referring to a general or leader of an army. In

that original context, strategy was concerned with the overall direction of a campaign, while tactics referred to the specific maneuvers carried out during battle. This distinction remains important today. Strategy determines where to focus and what priorities to pursue, while tactics
determine how those choices are executed in practice. Over time, the idea of strategy moved beyond the battlefield and into other areas of organized activity. In business, strategy became the discipline of deciding how organizations compete, how they allocate resources, and how they

position themselves within a changing environment. As markets grew more complex and competitive, businesses realized that success was not simply the result of operational efficiency or short-term actions, but of coherent long-term thinking about where opportunities lie and how they
can be pursued effectively. From this broader business perspective, strategic thinking gradually expanded into specific functions within organizations, including marketing, communications, and brand management. In the context of brands, strategy plays a unique role because brands do

not compete only through the objective qualities of products or services but also through the perceptions, emotions, and associations that exist in the minds of people. Brand strategy therefore focuses on defining what a brand stands for, what role it wants to play in people’s lives, and how
it should be understood relative to competitors. A strong brand is not simply a logo or a visual identity system. These elements are expressions of deeper decisions about meaning and positioning. The strategic task is to determine what idea a brand should own and how that idea should be
consistently expressed across experiences, messages, and interactions over time. One of the central concepts in brand strategy is positioning, which describes the place a brand occupies in the mental landscape of its audience. Because people are exposed to thousands of messages every

day, brands must find a distinctive way to be remembered. Positioning therefore involves identifying the specific value or meaning that differentiates one brand from others in the same category. Some brands become associated with reliability or safety, others with innovation, luxury,
performance, or cultural relevance. These associations are rarely accidental. They are the result of deliberate strategic choices about how a brand communicates and behaves over time. Marketing strategy builds on these foundations by determining how organizations reach and engage the

audiences they care about. It involves understanding who those audiences are, what motivates them, what problems they face, and how a product or service might address those needs. Marketing strategy considers not only the message itself but also the the timing of those interactions,
and the broader journey people take as they move from awareness to consideration to purchase and loyalty. The purpose of marketing strategy is not simply to promote products but to create meaningful connections between organizations and the people they serve. This requires an

understanding of human behavior, cultural dynamics, and the competitive landscape in which brands operate. Closely related to marketing strategy is communication and public relations strategy, which focuses on how organizations build reputation and credibility in the broader public
sphere. While marketing often concentrates on consumer engagement and demand generation, PR strategy is concerned with how organizations are perceived by a wider set of stakeholders, including media, communities, employees, partners, and regulators. Communication strategy

recognizes that organizations exist within complex cultural and social systems, and that reputation is shaped not only by advertising but also by the stories people tell about a company, the issues it chooses to engage with, and the actions it takes in response to challenges or opportunities.
In this sense, strategic communication often involves identifying narratives that are authentic to the organization and meaningful to the audiences that encounter them. These narratives might involve innovation, leadership, social responsibility, or cultural participation, but they must

resonate beyond the organization itself in order to gain traction.
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We spoke with Taylor Ferri, Senior Strategy Director at Cossette, about the state of strategy today. How strategists
navigate the limits of frameworks. How they turn data into insight, not just information. And how AI is reshaping the
discipline while still strengthening human thinking. 

Q: How did you first get into strategy? What was the path like?
A: My path into strategy was pretty unconventional. I started in PR at a time when social media was just emerging.
Back then, there were no courses, certifications, or clearly defined strategy roles. 
You kind of just figured it out as you went.
I started using platforms like Twitter for PR outreach before brands really understood what social could become, and
that curiosity led me into some really unique opportunities at agencies like Proof Strategies and Edelman before
eventually moving client-side, where I built and launched marketing teams in both Canada and India.
At the heart of it, if you’re someone who is constantly asking “why?” and loves solving problems, you’re probably
already a strategist.
And sometimes, someone recognizes the talent in you before you recognize it in yourself. Early in my career, a former
boss called it out almost immediately after she joined to lead our team. It was the first time someone identified a real
superpower in me that I didn’t even know existed yet.
Not long after, she helped realign my role, promoted me, and when I left to pursue a new opportunity, she gifted me
my first strategy book — Start with Why by Simon Sinek, fittingly — with a note inside that read: “For the strategist in
you.” It’s one of those leadership moments that has stayed with me ever since. Shout out to Kathryn Easter.
Today, the path into strategy looks completely different. There are dedicated strategy programs, mentors, courses,
communities, agency departments, and in-house teams built specifically around the discipline. It’s amazing to see
because when many of us started, none of that really existed yet.

Q: What is your view on frameworks in strategic practice?
A: Frameworks are helpful, but thinking outside the box is even more important.
Frameworks can absolutely guide thinking and create alignment across a strategy team, but they can also become
limiting if people rely on them too heavily. The danger is when the framework becomes the work instead of the tool
supporting the work.
Every strategist has their own way of solving problems, and I think that’s exactly how it should be because every
problem is different. Some of the best strategic thinking happens when you step outside the expected process and
follow instinct, tension, culture, behaviour, or something that simply feels true.
The real value isn’t in memorizing frameworks. It’s in knowing when to use them, when to break them, and when to
completely ignore them.
 

Q: What are your biggest frustrations with how strategy is practiced?
A: One of the biggest frustrations is that strategists are still constantly having to defend the value of strategy in the
room.
People often confuse strategy with tactics, when really our role is much bigger than execution alone. We’re there to
steward both the brand and the consumer experience. We’re looking at the bigger picture, the emotional truth, the
cultural relevance, the long-term impact.
Another frustration is that strategists aren’t always seen as creative contributors, when in reality we are deeply
embedded in the creative process. Strategy should create space for better creativity, not restrict it.
And honestly, sometimes even after months of landing a strategic direction upfront, we still find ourselves having to
re-explain or re-convince teams and clients why maintaining the integrity of the strategy matters once the work starts
evolving.
To me, strategy’s role in the room is not to be the authority, but to:

Instigate — creating friction before ideas get resolved too quickly
Provoke — opening up creative possibility instead of narrowing it down
Seek A North Star — bringing clarity and direction, not rigid answers
Act as a Cultural Anthropologist — bringing in what’s happening in the world, not just what’s happening within the
brand
Echo the Truth — reflecting something already real in culture, behaviour, or human experience
Steward the Experience — protecting the audience journey, not just the message

And most importantly, strategy shouldn’t just ask “What’s right?” It should ask, “What’s interesting?”



Q: How do you spot poor strategy and is that a people problem or a system problem?
A: Poor strategy is usually overcomplicated.
If you can’t explain the strategic idea clearly in a handful of slides or a simple conversation, there’s a good chance it’s
not fully resolved yet. You don’t need a 20+ page deck full of jargon and mindmaps to communicate something
meaningful.
The best strategy often feels obvious in hindsight because it’s grounded in something deeply human and true.
That said, I think poor strategy can be both a people problem and a systems problem. Sometimes strategists
overcomplicate things to prove value or intelligence. Other times, systems reward complexity over clarity because
bigger decks feel safer or more “premium.”
But clarity is the real flex.
A good strategy should create momentum, alignment, and excitement. Not confusion.

Q: What indicates that a team is not working well? And what would you change if you saw that happening?
A: A team usually isn’t working well when people stop believing in the idea together.
Selling a strategic idea is really about getting people excited enough to want to make it real. Whether it’s creatives,
clients, or stakeholders, the goal is alignment and momentum.
If people are confused, disconnected, defensive, or constantly debating the basics, it’s usually a sign the thinking
either hasn’t been simplified enough or hasn’t been emotionally landed.
The fix is almost never “more slides.” It’s usually clearer storytelling.
The best teams know how to explain ideas in a way that’s grounded in something true, easy to understand, and easy
to rally behind. No jargon. No overcomplicating. Just making the value obvious enough that people genuinely want to
run with it.

Q: What is the weirdest or most controversial perception of strategists?
A: Probably the idea that strategists aren’t creative.
That perception has always been strange to me because strategy is deeply creative work. We’re shaping narratives,
uncovering insights, finding tension, spotting patterns, reframing problems, and helping create the conditions for
breakthrough ideas to happen.
There’s also a misconception that strategy is just research and data. Data matters, but data without interpretation,
instinct, perspective, and cultural understanding is just information.
And another big one: the idea that cutting down strategy time creates more room for creativity. In reality, strong
strategy often creates better creative opportunities and can actually save time by giving clearer direction upfront.

Q: To what extent do you think the pursuit of awards influences the products and services agencies create and is
there a risk it sometimes outweighs real client or consumer value?
A: The pursuit of awards can be a really positive thing because ultimately all work should strive for greatness.
Sometimes a brief starts as something highly tactical, but ambition, passion, and strong thinking can push it into
something much more impactful. That’s part of what makes this industry exciting.
Where it becomes dangerous is when the work starts serving the award case more than the actual audience or
business problem. Great work should never come at the expense of the job to be done.
The best award-winning work usually succeeds because it solved something real in a genuinely interesting way. Not
because it was trying too hard to look award-worthy.
The goal should always be both: culturally meaningful and effective for the business.

Q: With all the change happening (especially around AI) what is one thing you want to protect?
A: Critical thinking.
That’s our superpower.
Creativity is one of the most valuable things we offer clients, and creativity doesn’t exist without human perspective,
taste, instinct, lived experience, imagination, discernment, and gut feeling.
AI can support creativity, but it cannot replace human perspective.
I see AI as a tool to augment, not replace. It can help with speed, efficiency, synthesis, and processing massive
amounts of information, which gives us more time to focus on the high-impact work only humans can do:

Discernment
Perspective
Insight recognition
Storytelling
Trend spotting
Cultural intuition
Taste and refinement



You can’t fully understand culture by just reading about it. You have to experience it. Your weirdness, your point of
view, your lived experience — that’s the real value.
We’re still the stewards of the human touch and the decision-making.

Q: How screwed are we from 1 to 10 with AI in the creative industry?
A: Honestly? I don’t think we are.
If anything, AI is making human creativity even more valuable. We’re already seeing a shift toward brands wanting to
feel more human, more emotional, more culturally connected.
Technology should help us work better and shine brighter. It should support the work, not replace the people behind it.
Strategy, especially, is an irreplaceably human discipline. We’re not trying to replace strategic thinking with AI. We’re
trying to remove friction from mundane tasks and unlock efficiencies that give us more space for deeper thinking and
creativity.
I also think transparency matters. We shouldn’t be trying to “pass” AI-generated work as invisible or undetectable. We
should be open about how we’re using these tools with clients, colleagues, vendors, and the industry overall.
AI is a tool. The thinking is still ours.
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