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The Modem
Marketing Funnel
in 3 Moves

Your Simple Plan To Think Like Smart Brands.
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Act 1: Theory made simple




e
- THIS 1tp.
1 (YD CONTon
DEVICT

shopping



all at once.

All haPPenmg,

e —
—

T ——

— ——

—
—

: _
= — —.
.




«treaming scrolling

A normal day
looks like this

shopping searching




= BCG

( CUSTOMER JOURNETJ
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INFLUENCE MAP

[influence map]

(n.)  what truly drives decisions



Linear funnel

Touchpoints are assigned to a ngid sequence
of stages in a one-size-fits-all linear funnel for
all consumer journeys

Number of consumers

o

Awareness

Action

.
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All consumer journeys

B Stream

Influence maps

Touchpoints influence multiple stages, giving each
Jjourney a umgue shape; degree of influence replaces
number of consumers on the vertical axis

Degree of influence
T Awareness Examples

__ Action

YouTube enables purchases
through shoppable ads

Journey
Instagram enables discovery,
consideration, and purchase on

4 Action
= one platform

e Google search helps shoppers
find 1deas and close the deal

L

e Action _

while retargeting online seals
the purchase

B Scroll

W Search Shop

In-store browsing sparks interest,



People loop,
jump, pause,
compare




TOUCHPOINTS

[touchpoints]

(n.) anyinteraction between
your brand and a customer.



One touchpoint can
do more than one job




Mot just socials

Wwebsite, email, events,
search, PR, partnershipz,
wour people, your
comnunity




Influence = Impact + Recall



Influence
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Act 2: Brand worlds




Brand worlds




World =

signals +
stories +
touchpoints
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Touchpoints are doorways




ipline
versal

ISC

d
-,
-
-



WORLD, NOT
A PODCAST







Personality
as distribution

A
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known for —
repeatable touchpoints




You already have
a brand world
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THE THREE MOVES




Act 3: The 3
Moves playbook










no clarity — no confidence —
generic choices

il

1 CLARITY



CONVICTION

1 CLARITY



NAES 3 EXPERI

1 CLARITY




We are the brand that  for






JiNNER

‘\!

Claims tell. Signals show.

2 SIGNALS



People believe what
they repeatedly see




PICK 3 SIGNS
TO CONSISTENTLY PROVE

ﬂ, .




Outcornes  Credibility  Experience
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Signals — Recall — Influence — Choice
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2 SIGNALS
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3 EXPERIMENTS






Insert Delete

3 EXPERIMENTS



Enquitiez  Referrals  Return  Cualified

visits  conversations

 1CLARITY 25IGNALS 3EXPERIMENTS



Act 4: The action: map
touchpoints, build your
engine
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Look bey channels




awareness action

where are we inconsistent?

trust

1 Clarity 2 Signals 3 Experiments



signal 3

Your audience
experiences one
brand signa! !

Signal 2




The old job was to

bﬁt.




The new job is to
buildwence.




\te
weos events

The brands that win feel
consistent wherever you
meet them. =~

word of mouth

stories




So modern marketing

comes down to 3 moves:
P
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