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The Right Marketing, at

the Right Time.

Strategically Follow Your Client’s
Journey.

Tuesday, September 21 @10 AM
Mill Creek Conference Room or RingCentral

https:.//meetings.ringcentral.com/j/4252248400
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WHERE DOES THE MONEY GO?
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WHAT YOU WANT
FROM MARKETING
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QUICK ADUICE
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TRACK YOUR MARKETING ACT,

NO CRM
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CLARIFY YOUR MESSAGE

"In a desire to cast a wide net, they YCUR
define a blob of a desire that is so
vague, potential customers can't figure MARKE.HNG
out why they need it in the first place.” MESSAGE?

Donald Miller, Building a Story Brand
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FRAMEWORKS
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1.A CHARACTER (THE LEAD OR CLIENT)

2.HAS A PROBLEM
3.AND MEETS A GUIDE (THAT'S YOU, THE AGENTI)

4.WHO GIVES THEM A PLAN
5.AND CALLS THEM TO ACTION
6.THAT HELPS THEM AVOID FAILURE

7.AND ENDS IN SUCCESS

DONALD MILLER, BUILDING A STORY BRAND
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ACTIVE EVALUATION
PRIME

BRAIV\
MOMENT
OF COMMITMENT
TRIGGER

AU LOYALTY LOOP

MOMENT

OF INSPIRATION

SOURCE: HTTPS.//WWW.AKADREWDAVIS.COM/6-LOYALTY-LOOP-DRIVERS
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=== Active Evaluation

The process of adding and subtracting brands as
you move closer to a Moment of Commitment.

Prime
m ¥ Brand 5

The first brand that
satiates the answer to 4

£ / Remove Friction 6.
the trigger question.

Answer The Remove even the smallest Scale Camaraderie

. . obstacles to the next
Trigger Question Moment of Commitment. Build mutual trust and

Immediately, answer the respect for the people
question that's popped into behind the brand.

. your consumers’ mind. Loyalty Loop Driver
Trigger

uestion Loyalty Loop Driver Moment of
® Q Loyalty Loop Driver Commitment
The first question that pops

into your mind for that The instant we trade money,

moment of inspiration. OO0 The Loya_lty Loop data, or time to buy a product

or service, get information, or
to support a cause.

A series of encounters that leave an impression.
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importance.
Aninstantin time that w 5
sends you on a journey Raise Anticipation

you never expected. 3
. Increase tension before
. the product or service
LAl Re-Inspire 2. arrives in our lives,

Maximize the
Craft the next Moment of
Inspiration. Honeymoon

Ask for reviews and Loyalty Loop Driver
referrals when the
consumer is at the peak of
their enthusiasm

Loyalty Loop Driver

Loyalty Loop Driver

Andrew Davis | @DrewDavisHere | akadrewdavis.com

SOURCE: HTTPS.//WWW.AKADREWDAVIS.COM/6-LOYALTY-LOOP-DRIVERS

Right Marketing, Right Time
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THE CUSTOMER JOURNEY

SOURCE: JOHN JANTSCH HTTPS://DUCTTAPEMARKETING.COM/
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