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Brand	
  message	
  

Your	
  customer’s	
  
goal	
  and	
  your	
  
brand	
  are	
  

uniquely	
  and	
  
strongly	
  

associated.	
  

Repeatedly	
  
ac*vate	
  this	
  

link.	
  Everything	
  
you	
  do	
  in	
  line	
  

with	
  your	
  brand	
  
strategy.	
  

Be	
  consistent	
  
Branding	
  is	
  

more	
  than	
  just	
  
adver*sing	
  



Talking	
  the	
  walk	
  

Get	
  the	
  right	
  people	
  
(marshmallow	
  test)	
  

Make	
  the	
  concept	
  
meaningful	
  to	
  

customers	
  and	
  your	
  
company	
  execu*ves	
  
or	
  shareholders.	
  

Track	
  consistency	
  



Ethical	
  concerns	
  

Depends	
  on	
  
your	
  inten*on	
  

Depends	
  on	
  
your	
  

disposi*on	
  -­‐	
  
character	
  

Depends	
  on	
  
whether	
  it	
  
promotes	
  
overall	
  

happiness	
  -­‐	
  
consequences	
  



Spark	
  par*cipa*on	
  

Dialogue	
  vs.	
  
“I	
  love	
  
talking”	
  

Define	
  a	
  
par*cipa*on	
  
target	
  group	
  

Build	
  reach	
  
with	
  “word	
  of	
  

mouth”	
  

Create	
  
relevant	
  and	
  
consistent	
  
rewards	
  vs.	
  
“win	
  a	
  prize”	
  



Blueprint	
  for	
  par*cipa*on	
  

Customer	
  
goals	
  
• Why	
  would	
  
people	
  want	
  
to	
  
par*cipate?	
  

Proposi*on	
  
• What	
  do	
  they	
  
get	
  in	
  the	
  end?	
  

Time	
  
• How	
  long	
  do	
  we	
  
want	
  them	
  
engaged?	
  

Costs	
  
• What	
  does	
  it	
  cost	
  
people	
  to	
  
par*cipate?	
  

Rewards	
  
• What	
  do	
  they	
  get	
  
in	
  between?	
  



Designing	
  a	
  campaign	
  program	
  

•  Define	
  product	
  to	
  promote.	
  
•  Define	
  your	
  target	
  market.	
  
•  Landing	
  pages	
  to	
  target	
  
•  Propaga*ng	
  the	
  materials	
  



Create	
  and	
  propagate	
  materials	
  

•  Search	
  engine	
  ads	
  
•  Facebook	
  ads	
  
•  Blog	
  campaign	
  
•  YouTube	
  adver*sing	
  



Evaluate	
  results	
  

•  Inquiries	
  or	
  leads	
  
•  Conversion	
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