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Modernise without
a reinvention.



Playing it safe
is forgettable.
Playing it safe
is forgettable.
Playing it safe
is forgettable.



Forgettable is                expensive.



Attention moved.



The funnel
assumes a
straight line

expectation



vs

expectation reality



S O  W H A T ’ S  T H E  M O D E R N  

F U N N E L  

N O W ?



Act 1: Theory made simple



streaming

scrolling

searching
shopping



All happening,                 all at once.



A normal day
looks like this

streaming scrolling

searchingshopping





vs

expectation reality



INFLUENCE MAP

(n.) what truly drives decisions

[ influence map]





People loop,
jump, pause,
compare
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TOUCHPOINTS

(n.) any interaction between 
your brand and a customer.

[touchpoints]



One touchpoint can
do more than one job



Not just socials

Website, email, events,
search, PR, partnerships,

your people, your
community



 Influence = Impact + Recall



Presence vs InfluenceInfluence



T H E  M O D E R N  F U N N E L  

I S  A N  I N F L U E N C E

N E T W O R K



Act 2: Brand worlds 



Brand worlds



World = 
signals + 
stories + 
touchpoints



Distribution is
fragmented

Distribution is
fragmented



 Touchpoints are doorways



The discipline
is universal



A BRAND
WORLD, NOT

A PODCAST



Distr
ib
ut

io
n 

bu
ilt around one promise



Personality 
as distribution



known for → 
repeatable touchpoints



You already have
a brand world



THE THREE MOVES



Act 3: The 3
Moves playbook



Clarity
01

Signals

02
Experiments
03



Clarity
01

Signals

02
Experiments
03



no clarity → no confidence →
generic choices

1 CLARITY 2 SIGNALS 3 EXPERIMENTS



CONVICTIONCLARITY
CREATES

1 CLARITY 2 SIGNALS 3 EXPERIMENTS



1 CLARITY 2 SIGNALS 3 EXPERIMENTS

Distinct is 
a decision



We are the brand that ___ for ___

1 CLARITY 2 SIGNALS 3 EXPERIMENTS



Clarity
01

Signals

02
Experiments
03



Claims tell. Signals show.
1 CLARITY 2 SIGNALS 3 EXPERIMENTS



People believe what
they repeatedly see



PICK 3 SIGNS
TO CONSISTENTLY PROVE

1 CLARITY 2 SIGNALS 3 EXPERIMENTS



ExperienceOutcomes Credibility

1 CLARITY 2 SIGNALS 3 EXPERIMENTS



ONE SIGNAL, 
MANY TOUCHPOINTS

1 CLARITY 2 SIGNALS 3 EXPERIMENTS



Signals → Recall → Influence → Choice

1 CLARITY 2 SIGNALS 3 EXPERIMENTS



Clarity
01

Signals

02
Experiments
03



CHANGE
ONE
VARIABLE

1 CLARITY 2 SIGNALS 3 EXPERIMENTS



H
yp

ot

he
sis Test Learn Scale

1 CLARITY 2 SIGNALS 3 EXPERIMENTS



NOT
VANITY

MEASURE
MOVEMENT

1 CLARITY 2 SIGNALS 3 EXPERIMENTS



Return 
visits

Qualified
conversations

Enquiries Referrals

1 CLARITY 2 SIGNALS 3 EXPERIMENTS



Act 4: The action: map
touchpoints, build your
engine



 Map your distribution
surface area



Look beyond channels



1 Clarity 2 Signals 3 Experiments

where are we inconsistent?
awareness

trust

action



Your audience
experiences one

brand

signal 3

signal 1
signal 2



The old job was to
broadcast.



The new job is to
build influence.



The brands that win feel
consistent wherever you

meet them.

website events

word of mouth

stories search



Clarity
01

Signals

02
Experiments
03

So modern marketing
comes down to 3 moves:





thank you
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