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Seeing the world in quadrants

A curated collection of 2X2's by



Yes Play Soduku Yes, You Need a 2X2
Matrix

Do You
Like Boxes?

o No, go back to Twitter. Get A Magic 8 Ball

No Yes

Do You Have Decision To Make?

Source credit: Jeremiah Owyang | web-strategist.com | @jowyang



We are taught to think that life is too complex to fit into neat boxes. But sometimes, a simple grid can
unlock profound clarity underneath all that complexity.

Introducing the humble 2x2 matrix. The earliest published record of it seems to have been when it was
spoken by Dwight D. Eisenhower way back in 1954 when he said “I have two kinds of problems, the urgent
and the important. The urgent are not important, and the important are never urgent.”

Since then, with its intersecting axes, the 2X2 matrix has been the strategist's sketchpad, the marketer’s
map, and the philosopher’'s maxim. From boardroom discussions to classroom debates and dinner table
arguments, it reduces noise, sharpens trade-offs, and reveals patterns hiding in plain sight.

This e-book gathers nearly a hundred 2x2 frameworks drawn from strateqy, marketing, personal growth,
and the everyday puzzles of life. Some are classics you'll recognise; others are fresh perspectives that
challenge you to think differently. Together, they are not rigid answers but flexible lenses—tools to frame
choices, explore paradoxes, and provoke better questions.

Turn the page, pick a quadrant, and see the world split into fours. Suddenly, it all starts making more sense.

Your Sensemaker,
Krishnan Subramanian
subuism.in

p.S. Wish to dig deeper? The definitive book on the subject is
The Power Of The 2x2 Matrix by Alex Lowy and Phil Hood (https://www.transcendstrategy.com/)



http://subuism.in
https://www.transcendstrategy.com/

DISCLAIMER

This e-book as a compilation. It is neither definitive or exhaustive.

I’'m a mere curator, not the creator. All original credit to the quadrant
masters. The matrices you’ll find here come from many brilliant thinkers
across strategy, marketing, self-development, and beyond. Unless I've

explicitly said otherwise, every framework belongs to its original creator.

My role has simply been to bring them together in one place, so you
can wander, learn, and get inspired.

All intellectual property rights, including copyrights, belong to their respective original creators and sources. This book is intended solely as an educational and reference compilation.
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The Classic BCG Matrix (1970) for
corporate to analyse its business units




RELATIVE MARKE T OfARE

CASH GENERATION

HIGH LOW

MARKET GROW TH RATE

CASH USAGE

Source credit: Boston Consulting Group



Where should your business focus?



&
Improve Invest!

now!

@
DiVGSt! Sca'e P.s. Scale back is

semi-controversial

So, give that an
ba c k! extra second

Importance for the company

Expected importance

Source credit: https://www.preplounge.com/en/case-interview-basics/2x2-matrices-bcg-matrix



Your business trajectory; from inception to demise



Market Share

+

The Ex - Champ

e A complacent former ‘Leader
that is living of its past glory.

e Stale and boring, but stll
commands a loyal following.

* Focus 1s on maintaining status

The Leader
¢« The mostinfluential /talked
about brand in the market.
¢ Highmarket visibilityand
preference.
* Demonstrates market
leadership and continuous

quo improvement.
¢ Stays Relevant.
Q4| Q3
Q1| Q2
¥ The Underdog The Challenger

¢ No clearly differentiated brand
and product.

« Competeson price, promoftion
or some other functional
dimensions.

¢ In danger of being acquired or
being eliminated.

¢ Aniche brand

e Highly focused strategy on
serving a well defined
segment.

* Creative and adaptable.

e Utilizes guerilla marketing
tactics.

>

'

- Share Growth

Source credit: https://relivingmbadays.wordpress.com/2012/07/20/brand-leadership-matrix/




Strategies to expand your business?



Reputation
Existing New

Existing Increase market
penetration/share

| Customers/
markets

New new : a case

New for a new brand?

Increasing
risk

Source credit: https://www.themarketingdirectors.co.uk/brand-extension/



Fvaluating your business competitors (or your own standing!) ?



NICHE PLAYERS VISIONARIES

ABILITY TO EXECUTE

Source credit: https://www.davidafields.com/wp-content/uploads/2021/10/gartner-magic-quadrant.gif



Source code for product innovations?



High

Technological Complex
products: products:
New solutions to Technology &
existing problems market co-evolve
Novelty of
Technology
Differentiated A?r';‘;ffc‘t‘;fa'
roducts: '
Cl:)mpete on Novel fcou.ll::na(lons
quality & features T
technologies
Low High

Novelty of
Markets

Source credit: https://www.researchgate.net/publication/243973255 Viability_of e-commerce_as_an_alternative_distribution_channel/



Relevance of a specific feature for your customers?



Features that are important Features that are important
to customers but are to customers and highly

provided by all competitors differentiated from the
at a similar level competition

Relevance

NEUTRAL S FOOLS GOLD

Features that are distinctive

but do not drive customers’
loyalty to brand

Features that are
irrelevant to customers

Low

Low High
Differentiation

Source credit: https://www.smartinsights.com/wp-content/uploads/2021/02/Brand-identity-matrix.png



How can your business serve its customers better?



Four category-specific strategies can help companies serve
middle-class consumers in developing markets.

High ~ o Home Mobile-phone
ramedies minutes e
Baby-hyglene
Shape or products ® Beer Create a
localize A Ethnic © Personal ~ platform
Middle-class consumers' sracks (eg. ’ App&nces' ® banking
ability to buy pappadoms’) PR,
» Affordability (disposable o
INComa, product costs, and High-end consumer
willingness to 'stretch’) glectronics
« Accessibinty (product Reinvent Eoomw! 0
distribution) business - ° Pramium ___ Target
model auos Designer niche
Weston o ° feshion
Low _ N o Luxury autos @
b -
Local Global —ie, similar to those
In developed markets

Middle-class consumers' needs
([Expressed, not atent)

Source credit:Harvard Business Review



Strategic direction for your business?



Source credit: https://sirupsen.com/books/jobs-to-be-done

Get
JOB DONE

Get
JOB DONE

~ )
/
'/
~ DIFFERENTIATED STRATEGY DOMINANT STRATEGY
underserved customers all types of customers
> N
/ ;
| SUSTAINING \l
"' STRATEGY B
| existing customers
\\\ /,'
/
\ .'_//
DISCRETE STRATEGY DISRUPTIVE STRATEGY
- customers with limited options overserved customers and
NONCONSUMers
Charge MORE Charge LESS

/‘




Pushing a proposal to top management?
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"Forget it"

"Push the bricks"

"Establish a
Crisis"

10)0e 4 abueyn

"no brainers” "Make the Case"

Cost

Source credit: https://otherlibrarian.wordpress.com/2007/04/02/an-infamous-2x2-matrix/



Making your business do some good (within itself or for the world)?
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EXTERNAL
IMPACT

HIGH

BRAND
ACTIVISM

"Justice”

CAUSE
MARKETING

"advocacy”

SOCIAL JUSTICE - ENVIRONMENTAL JUSTICE - ECONOMIC JUSTICE
make a difference in the world

PURPOSE

"good citizen" "mission”
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LOW HIGH IMPACT

02020 getour house in order
Christian Sarkar
and Philip Kotler. ETHICAL SUPPLY CHAIN - SUSTAINABILITY - WORKER RIGHTS ~ CONSUMER VALUE

Source credit: Christian Sarkar and Philip Kotler, 2020



What kind of a global business are you?
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'-é PURE GLOBAL TRANSNATIONAL
c
a8 Highly integrated brand “Glocal” brand
g g; Transferable marketing to serve Exploit global efficiencies
p o SR global markets together with local
g é responsiveness
®
g 2
'E =
= I
—
8 £
('95 é INTERNATIONAL MULTI-DOMESTIC
=
_g Extension of domestic brand Highly responsive brand
é Exploit home-based Country subsidiaries
| competitive advantage to open tailor activities to local
up international markets markets/needs

Local Responsiveness

{Locally flexible brand execution and activity)

Source credit: https://baileygp.com/article/global-brand-strategy/



Kinds of loyal customers in your business?
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High

True
Friends

Potential Profitability

Strangers

Low High

Projected Loyalty

Source credit: https://medium.com/@real_17604/marketing-101-75721d594e92



Kinds of clients your business wants in the future?
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DECISION-MAKERS

DECISION-MAKERS

ce credit: https://www.davidafields.com/the-four-strategies-for-bd-success-at-your-consulting-firm



How to price your product?
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PRICE DIFFERENTIATION MATRIX

High Margin Leader
Highly differentiated
Valued brand proposition
Low volume

Premium margins

Tough to compete with

Superior brand positioning

Unsustainable

Differentiation

LOw customer demand
Struggie to sell required volume
Requires higher level of service

Needs to meet customer
expectations of quality

Low

Low Price High

Source credit: https://metranomic.com/go-to-market/achieving-excellence-with-service-differentiators-a-guide-to-b2b-market-success



What to do after you have done a SWOT?
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The organisation

Stengths - S

1. Existing brand

2. Existing customer base
3. Existing distribution

Weaknesses - W

1. Brand perception

2. Intermediary use

3. Technology/skills

4. Cross-channel support

Opportunities - O
1. Cross-selling

SO strategies

Leverage strengths to

WO strategies

Counter weaknesses through

2. New markets maximise opportunities exploiting opportunities
3. New services = Attacking strategy = Build strengths for

4. Alliances/co-branding attacking strategy
Threats - T ST strategies WT strategies

1. Customer choice Leverage strengths to Counter weaknesses and
2. New entrants minimise threats threats

3. New competitive products
4. Channel conflicts

= Defensive strategy

= Build strengths for
defensive strategy

Chaffey et al, Digital Msrketing: Strategy, Implementsation and Fractice, 5* edition© Pearson Education Limited 2013




Prioritising the various projects within your business?
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Low EFFORT High

High High

Investigate

| COST |

Consider Prioritize

Low Low

Low VALUE High

Source credit: https://big-agile.com/blog/rvce-prioritization-matrix



Making your business ready for the future?
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T normative attitude to
| strong sustainability

Futures
Studies Anticipation

-

studies

- — — - - - - — - — - — —e— e — — — — — — e — — ] — — — — — e — — — — — Y
incremental transformative
attitude to change attitude to change

| non-normative attitude to
1 strong sustainability

Source credit: https://medium.com/the-shape-of-things-to-come/design-x-futures-design-futures-26e47b43775d



How to apply design thinking to your business?
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Source credit: Masaki Iwabuchi 2020

MAPPING OF

AND CAPABILITIES
TRANSDISCIPLINARY FUTU R ES
v2.0 STRATEGY .
STUDIES
DESIGN DESIGN
STRATEGY_/,,,-,-,/' A ANTHROPOLOGIES
ORGANIZE ENVISION
CONSTRAINED EMPATHIZE FACILITATE CONTEXTUALIZE UNCONSTRAINED
DELIVER PROVOKE
“““ SCIENCE

ENGINEERING " FICTION

ART

Copyright Masaki Iwabuchi 2020



Evaluating the right 2X2 for your business?
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+ Dough

STRATEGIC STRATEGIC VALUE
NERDDOM + WOW

- Show + Show

PUTITINTHE

APPENDIX ;) MOsT2x2s

-Dough

Source credit: https://whyisthisinteresting.substack.com/p/why-is-this-interesting-the-2x2-edition



Potential arguments while pitching your business to raise money?

21



Egomaniacs Fall of the Roman Empire

%
'
s "Our cloud will dominate
 because we've got great
‘ marketing ..."
‘ -
Y "Our cloud will dominate
e because everyone used to

i " buy our technology”

"Please ignore what
everyone is saying, no-one

cares about cloud ..." “"Why is everyone
making this so easy
g " for us?
‘ -

o

sesesccccccccccceeeaaEgosystem === =cccccccccccccaaPp

The Self Doubting Thomas Amazon

sessesessssssssseses:EOOSYSIEM "o rrsesasanasnanndp

Source credit: https://blog.gardeviance.org/2015/08/



2 FOUR MARKETING

(BRANDS, COMMS, MEDIA, CONTENT,
CONSUMERS, EXPERIENCES, YOU NAME IT)




What marketing culture are you living by?
(illustrated through a Library organisation)
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Confined to
library
centred’
‘traditional’
marketing

FUNCTION

Reactive approach to
marketing 'let the
interested customers
come to the library’

Slow walkers
(The
spectators)

Marketing

_
cultures

Brisk
runners
(Traditional
marketing
advocates)

High flyers
(Modern
marketing

believers)

Proactive approach towards
the identification and
satisfaction of customers’
information needs

A ‘customer
centred’
guiding
philosophy
for the entire
library

AHdOSO1IHd

Source credit: https://www.sciencedirect.com/topics/social-sciences/marketing-theory




How do consumers purchase your category?
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Significant
Differences
between
brands

Few
differences
between
brands

Source credit: https://fluentsupport.com/consumer-behavior/

'High involvement |

Complex
buying
behavior

Dissonance
reducing
buying
behavior

Low involvement

Variety
seeking

buying
behavior

Habitual
Buying
Behavior



How do consumers behave on your category?
(Learn - Feel - Do Analysis, conceived by FCB Foote Cone & Belding)
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FCB GRID

HIGH
INVOLVEMENT

LOW
INVOLVEMENT

Source credit: Foote, Cone and Belding, Richard Vaughn 1980

THINKING FEELING

INFORMATIVE AFFECTIVE

Informative strategies- for products that | Affective strategies for products that
are purchased based on rational thinking | Provide psychological /femotional benefits-
and motives- technical, high-value ‘badge-value/feel-good’ products

products
Cosmetics, Jewelry, Fashion

Cars, House, Computers
FEEL-LEARN-DO

LEARN-FEEL-DO

HABITUAL SELF-SATISFYING
Habit formation strategies for products Self-satisfaction strategies for products
that are bought repeatedly after first seen as "life's little pleasures" —impulse
purchase decision- daily, household purchase, gratifying products
products
Detergent, Engine Oil, Tea Cigarettes, Candy, Magazines

DO-LEARN-FEEL DO-FEEL-LEARN




Understanding the dynamics of your “meta-category”
(illustrated by the wellness category)
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Private

~nifest Manifestation
Maniit e Processing

Generational
Trauma

® In My Soft

Girl Era
® Somatic

Therapy

L]
Breath-work

[ ]
CBT Therapy

® Mindfulness
Apps

Neural Trackers

® L a
Therapy Sleep Tracking
WELLNESS AS HEALING WELLNESS AS CONTROL

® Hormone

e Listening to Tracking Apps

Andrew Huberman
podcasts

® Running

L]
® Inner-child Face Yoga ® Clean Girl Witramprathgns
Journaling Capitalism
Spiritual Scientific
®
/ Oura Rings
e Gua Sha -
(detached from | A :
: . ® Godesscore tradition) s @"
+ AR yonsgmerbm Lbndon Fields _ IR B L
Cialisthenics Bros lERE.IlmO” Data 2
* B 4 e Hayley Biebe‘r 2 W
M . Erewhon ‘ ,
FIND INNER PEACE Crystal Healing ? 1 S e Smoothie I l
: "_ Y Status Symbol
WELLNESS AS CONTENT ‘ WELLNESS AS AESTHETIC
e Photogenic e Glucose

- Posting your Costar
Horoscope on IG

.Live Tarot Card
Readings on

° Cacao TikTok

Ceremonies at
Soho Farmhouse

Source credit: Sibling Studio - https://substack.com/home/post/p-167994290

Tracker as

Creatine -3
Gummies . Status Symbol
® 7am Gym %
Selfies o~
® HYROX
Content

Public

A
” ® Wim Hoff as a
Lifestyle

o


https://substack.com/home/post/p-167994290

Understanding the cultural drivers of your “meta-category”
(illustrated by the luxury category)

26



Transience

(becoming)

Logic of au courant - ﬂux Logic of hedonism -

luxury means being on trend . luxury is sensory pleasure

Postmodern Wabi sabi
Evanescent Ephemeral
Conspicuous consumption Aesthetic consumption

Novice « —— . »  Expert

(observer) & (preserver)
surface Modern = Classic depth
Commercial 2 Monumental
Conspicuous possession Aesthetic possession
: —— v : :
Logic of distinction - Logic of pragmatism —
luxury reinforces status E nduring luxury is an investment
(being)
permanence

Source credit: The AO Framework-A typology of luxury brands (Berthon, Pitt & Parent, 2009)



Analysing the competitors within your category?
(illustrated through the category of watches)
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Self-consciousness
Private

Perfectionist

, "\ & .
Lower Higher
Perceived Price importance / Perceived Price importance

Bandwagon ;_i;'/';g Veblenian

» . »
’ .'. .0
w

Public

Self-consciousness

Source credit: https://www.reddit.com/r/WatchesCirclejerk/comments/ho36dk/this_matrix_i_made_turned_out_too_negative_or/#lightbox



Understanding the subsegments within your larger category?
(illustrated through the category of gaming)
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Explorat Strategl

games
as you doy\(')vgat
SXprore decide

Team
games
as you

play
together

Vitality

Uimension

RPG as

4

RPG as you

you grow woi UImension peionging belong to

stronger the
setting

rersonai

Team

games

when
you

compete Control

Explorat

Strategi

C games 'on
as you g:mgj
Alex Shewtchook can take saveyand
’ your time

shewtchook@gmail.com pause

Source credit: https://www.linkedin.com/in/alexey-shevchuk/



Fvaluating the product landscape?
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Cost-Efficiency Value-Added

Driven Driven
Volume Brands Premium Brands
N

Mass Customized Tailored

@ Products Products
o
-
-t
'S
o
-t
Q
(&
-
(48]
=

o Mass Manufactured Differentiated

2t

= Products Products
c O
C o
2 35
© ™
e
-
o

=
Representationality

Intangible performance requirements

Source: Modified from de Chernatony (1991) by using Duguay
et al. (1997); de Chernatony et al. (2000); Prahalad and
Ramaswamy (2004)

Source credit: https://www.researchgate.net/figure/Branding-Matrix-illustrating-the-magnitude-of-requirements-for-functionality-and_figl 264435988



Mapping the brands within your competitive set
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HOW TO READ « CENTRALITY >
THE MAP How representative brands are

A

DISTINCTIVENESS U“°°“"e“t'°".al Aspirational
The degree .
to which brands
stand out o

from others .

e

h.dai nstream

Peripheral

v /@
Circles are sized according to brands’
performance on a financial metric

Source credit: https://www.cope-salesandmarketing.com/brand-strategies-striking-balance-centrality-and-distinctiveness/



The fundamental approach to branding?
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QUTSIDE-IN APPROACH

Brand & Market Market Oricentation
Orientation

IDENTITY DRIVEN
BRANDING

IMAGE DRIVEN
BRANDING

Brand Orientation Market & Brand
Orientation

INSIDE-OUT APPROACH

Source credit: https://core.ac.uk/reader/357228080



The strategic lite-stages of your brand?
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Brand Actions - Success Sequence Brand Actions - Decline Sequence

& : &
§ Incresse Usege + Switch § Increase Usege + Switch
f Competition Users & Competition Users

Low
Penetration
Low
Penetration

Low Loyalty High Loyalty Low Loyalty High Loyalty

ource credit: https://thestrategystory.com/2021/04/04/brand-growth-matrix-setting-objectives/



The Brand Asset Valuator (BAV) grid

maps brand vitality and brand stature
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Emerging or momentum brands
with differentiation

Alm ~ Healthy and consistent growth
Initiative — develop relevance.
esteem and knowledge

New brand, recently entered market
or unfocused, unknown brand

Alm - Focus on building awarensss

and trachon

Initiative — buld uniguaness. meaning
and parsonalty

Brand Vitality

[Differentiction & Relevonce)

Low

High

Niche & Urveleased Polenlial
Aspiting Brands

-
-

Leadership (Powes Brands)

II

Increased revenues with
brand growth

Alm - Showcase growth across all
brand pillars

Initiative — innovate and ensure
consistent competitive advantage

Consumers are aware about brand
but prefer nval brands

Alm - Ephance brand redevance
and differentiabon
Initiative — Add text here

Declining Brands

\

Now Brands
D 0
M 3
I I ‘I :
| N I I
Urdocused Brands & Eroding Brands |
Low srand steture High

(Esteem i Knowledge)

Source credit: https://www.ijbel.com/wp-content/uploads/2014/12/BUS-25-The-Brand-Building-Developing-Brand-Asset-Valuator-and-Brand-Association-Empirical-study-on-traditional-snack-food-in-Indonesia. pdf




Brands in popular culture
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=,
AL
& K
~ S
/ ,/
Buzzy Brands Magical Brands
" Low Alignment, High Alignment,
E High Engagement High Engagement
=
L
O
%
. e
Lost Brands Sleepy Brands
Low Alignment, High Alignment,
Low Engagement Low Engagement
=
s
Low ALIGNMENT High

Source credit: https://www.businessoffashion.com/reports/marketing-pr/bof-insights-brand-magic-index-volume-two-fashion-luxury-brands-ranking-dior-louis-vuitton-versace-quilt-ai/



High

Engagement

Low

Buzzy Brands

Diesel
Celine
Gucci
Ralph Lauren Balenciaga
Chanel
Alexander
McQueen
Saint Laurent
' = Prada
Moncler
Tommy Hilfiger
Boss
Burber
Chloé i
Brunello
, Cucinelli
Jil Sander
Michael Kors
Tary Bikch Tom Ford
. Coach
Givenchy
Lanvin
Moschino
Stella McCartney

Lost Brands
Low

Alignment

Magical Brands

® Calvin Klein
&
Louis Vuitton @ Versace
Dior @
@ Maison Margiela
® Jacquemus :
@ Valentino
Loewe @
® Hermes ,
s ® Armani
® Miu Miu
@
Loro Piana
Thom Browne
@ Marc Jacobs 2
® Zegna @
Alaia
® Fendi
® Max Mara To.d's
® |sabel Marant ®
Dolce & Gabbana
® Marni
&
Salvatore Ferragamo
Sleepy Brands
High



Leveraging the distinctive assets of your brand?
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HIGH
> 100%

FAME
(% OF PEOPLE LINKING BRAND TO ELEMENT)

Low
0% <

Source credit: https://marketingscience.info/research-services/distinctive-assets/

EHRENBERG-BASS DISTINGTIVE ASSET GRID

AVOID USE OR LOSE

CAN BE USED TO SUPPLEMENT
OR POTENTIALLY REPLACE THE
BRAND NAME IN ADVERTISING.
BUT DON T NEGLECT FURTHER
BUILDING AND WATCH OUT
FORDECAYIFYOUDONT
USEIT.

HIGHLY LIKELY TO EVOKE
COMPETITORS, SO BEST
AVOIDED. IF IT MUST BE
USED, IT NEEDS A VERY
STRONG DIRECT BRAND
ACCOMPANIMENT.

IGNORE OR TEST

NOT KNOWN AT ALLIN
THE MARKET. NEEDS
CONSIDERABLE WORK TO
DEVELOP ANY VALUE.

INVEST POTENTIAL

HAS POTENTIAL BUT NEEDS WIDER
MORE CONSISTENT USE AND
LINKAGE TO THE BRAND NAME.
MONITOR FOR COMPETITOR
AMBUSHING.

UNIQUENESS

(% OF ALL LINKS TO ELEMENTS)

>

© EHRENBERG-BASS INSTITUTE FOR MARKETING SCIENCE



What features must your product have?
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Must have Shovuld have

Fundamental Requirements Important requirements
Minimum usable subset Need to have

Without them, release will be useless Without them, deliverable is still
and wanting usable

Guaranteed delivery at Necessary but not sufficient
the end of tfimebox

Will not have Could have

Non-value adding

requirements Negotiable requirements

Not required now, may be later Nice to have

Bottom of the pile Minimum value

Not important, nor urgent Important, but not urgent

Source credit: https://www.benchmarksixsigma.com/forum/topic/39325-2x2-matrix/



How delighted are your customers with your service features?
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» Features the user perceives as
unusually high value

» Can achieve disproportionally
high satisfaction.

=
o
=

Delighter

O HIGH positive
CS coefficient

O LOW negative
CS coefficient

Indifferent

O LOW positive
CS coefficient

O LOW negative
CS coefficient

Positive Customer Satisfaction Coefficient

BN BN AN e

P —

e Satisfaction and
dissatisfaction in line with
availability / performance

e The better the performance,
the more satisfied the user.

D

Satisfier

O HIGH positive
CS coefficient

O HIGH negative
CSc cient

Basic

O LOW positive
CS coefficient

O HIGH negative
CS coefficient

0.00 Negative Customer Satisfaction Coefficient -1.00

_—

¢ Elements which the service
user does not consider
important

e Little value placed on
these service features.

- -

o=t

A N A A e

* Service features taken
for granted as essential

* Huge dissatisfaction if
missing or poor performance

e Only limited satisfaction if
available or performed well.

Source credit: https://helloamitpal.medium.com/project-estimation-and-prioritization-techniques-from-engineering-leaders-perspective-4ded6d79dd66



How do customers navigate your category?

(The kinds of customer journeys)
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«5) |
§ Joyride Odyssey
S TikTok’s § CrossFit
s For You page § workouts
= :
i : i
= Routine g Trek
g Starbucks MyFitnessPal’s
O Pickup stores E food diary
o. :

Effortless Effortful

O HBR

Source credit: https://hbr.org/data-visuals/2022/06/the-customer-journey-matrix



What kinds of loyalty do your customers have?
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Repeat Patronage: HIGH

SPURIOUS

LOYALTY ............ »
A A
LOW . HIGH
Relative Attitudes
D ......|..... p LATENT
LOYALTY LOYALTY

Dick and Basu (1994)° LOW

Source credit: https://link.springer.com/article/101057/bm.2010.42



Confused about your media choices?
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My
customer
is actively
looking
for a
product
like mine

My
customer
is not
actively
looking
for a
product
like mine

Most random people My target customer is

RIGHT
PzRCENT could buy my product pretty specific

Source credit: https://www.rightpercent.com/resources/which-marketing-channels-are-best-to-grow-your-business



Thinking about your B2B outreach plan?
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Investment +

-

Youtube Ads Sponsorships
Linkedin Ads Events
Google Ads OUtbound ABM
Meta Ads 22
Influencers orig Videos
Podcast
Referral Program

Social Shorts Community
Cold Email :
Cold Calling Partnerships
Webinars
Social Selling
Linkedin Posts Newsletter

Choose your tactics based on objectives,
target audience, investment level, and
time needed to get significant results.

Content Outbound Paid Network

v

Source credit: https://walletzinternational.com/blog/f/mastering-b2b-marketing-tactics-for-acquiring-new-customers



When retail marketing is more than just posters ...
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-----------------------------------------------

Theatra!ization : Floorgraphics

-~ Free StandingUnit 1 store Radio

Gondola End " StoreTV
. orivd e SIVEIIING: .

Tastings Stands

- -~ 2°placement -
Shelf Stoppers |
in Store
- Cross Shop in Shop
LS jhﬁercha“d;s""g. PP B R

. .fBanner:s,... .
Masthead .
| | Keywords

R R N

Retailers.com

~_Trolleys

~ Cobt;‘ ndingf VAR

Targ t'ed. |
Promptions

Online

Source credit: https://www.linkedin.com/posts/tobydesforges_retailmedia-marketing-sales-activity-7191715541324079106-jffu/

-------------------------------------------------------

Qutdoor
S Press
Mail
Coupons N drops ote ...........
Promo Catangue TV
Trade

Cut of Store

Magazines

Online Videds

...iio. .. Retailers’Influencers .
AR Retailers' App

E-mailing | . |

- Newsletter RQtBi‘QfS" Social Med:a X

- Livestreaming




Various buckets of B2B content?
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Educate me

EXPLA NATOR.Y INSPIRING
Content Content

Engage me —— EEEmssmmmmn  Entertain me

PERCEPTIVE AMUSING
Content Content

© Subuism
Understand me

Source credit: subuism.in



http://subuism.in

A primer on kinds of digital content

4.4



Branded Content, Sponsored Content & Native Ads: What's the Difference?

Free

Branded
Content

Guest
Posts

Publisher’s
Site

Brand’s
Site

Native
Advertising

sponsored
Content

9,
R
N
Paid e

Source credit: https://www.digitalmarketingcommunity.com/articles/content-marketing-branded-content-sponsored-content-whats-the-difference/



Content and its marketing: Its complicated :)
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' Bed movleh
:j édbcl um’l‘-em,?

M}k

QQ.'}V/,“
T NS ~

Source credit: https://www.christopherspenn.com/2021/06/find-new-marketing-strategies-with-2x2-matrix/




The assortment of experiences
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Passive

Source credit: https://uen.pressbooks.pub/servicesmgt/chapter/chapter-17-the-experience-economy/

Absorption

Immersion

SNV



ABSORPTION

E.G. ATTENDING
A CONFERENCE

E.G. WATCHING
A MOVIE

ENTERTAINMENT EDUCATIONAL

THE

= .

2 SWEET 3

2 SPOT a
ESTHETIC

E.G. GOING TO E.G. CLIMBING

A WATERPARK A MOUNTAIN

IMMERSION



Looking to segment your audiences?

(Illustrated through gaming audiences)
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COMMITTED

Non-professional hobbyists and
professionals, often playing sandbox,
FPS, strategy or simulation games
such as Minecraft, Call of Duty:
Warzone, Zelda, World of Warcraft, The
Witcher

eSports players, Streamers, often
playing MOBA, strategy,
simulation, RPG games like
League of Legends, Overwatch,
Fortnite

ALONE WITH OTHERS

Occasional gamers, often playing
single-player, open world,
role-playing, action or puzzle games
like Red Dead Redemption, Ghost of
Tushima, Cyberpunk 2077, Tombraider

Occasional gamers, often playing
blockbuster multiplayer games
online or offline games like FIFA,
Club Roblox, ACNH, Grand Theft
Auto, Mario Kart, Fall Guys

CASUAL



How tightly are your customers wedded to your cause?
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High

5 Movement
Scale | F-----ccccccccccccananaa.. -. ..........................
5 Pressure
: group
Low

Low , , High
Intentionality
(thematic) (goal-directed)

Source credit: https://blog.weareopen.coop/using-2x2-grids-for-open-source-community-development/



Dealing with a client from another culture?
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EMOTIONALLY

EXPRESSIVE .
. Saudi
" Ru:sna ° ® Arabia
Israel Italy India  ©
@ . n Me:ico
Heands Spain Brazil e
Philippines
)
U.S.
AVOIDS
CONFRONTATIONAL CONFRONTATION
&
Netherlands UK
8
@ & ®
Germany Denmark Sweden
Korea °
Japan
EMOTIONALLY
UNEXPRESSIVE
SOURCE ERIN MEYER
FROM “GETTINGTO SI', JA, OUI, HAI, AND DA.,” DECEMBER 2015 C HBR.ORG

Source credit: https://mobilisite wordpress.com/2017/06/06/the-five-rules-of-thumb-for-negotiation-with-different-cultures/



Executing a purpose-driven activism strategy?
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Prosocial corporate practice

High
Q2 “Silent Brand Activism” Q3 “Authentic Brand Activism”
Low activist marketing messaging High activist marketing messaging
High engagement 1n prosocial corporate practice High engagement 1n prosocial corporate practice
Explicit prosocial brand purpose and values Explicit prosocial brand purpose and values
Potential authentic brand activism Framing and driving solutions to problems of public interest
Activist
marketing
: Low High
messaging g
Q1 “Absence of Brand Activism” Q4 “Inauthentic Brand Activism”
Low activist marketing messaging High activist marketing messaging
Low engagement 1n prosocial corporate practice Low engagement 1n prosocial corporate practice
Lack of explicit prosocial brand purpose and values Lack of explicit prosocial brand purpose and values
Authentic brand activism opportunity Deceptive or opportunistic decoupling (woke washing)
Low

Source credit: https://2024.sci-hub.se/8311/072dd17e62b46bdac9a7e5cb95666f4b/vredenburg2020.pdf



s your underlying (business or marketing) hypothesis correct?
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Study
conclusion

Source credit: https://sdaza.com/blog/2023/statistical-power/

Significant

Non-significant

result

result

In reality

Significant
result

Correct
conclusion

E : B I You’re not

pregnant

’ False negative

bV
,’_'5’ (type 2 error)

Non-significant
result

False positive

"' You're
._pregnant

LW

" (type 1 error)

Correct
conclusion




2 FOUR PEOPLE

(TEAMS, TRAINING, LEADERSHIP
AND EVERYTHING IN BETWEEN)



The varied leadership styles you need to exhibit ...

52



DEVELOPMENT

What is your approach to
others in terms of their
development? The
balance of coaching &
Mentoring is critical

WELL BEING

How are you going to ensure
others are looked after -
what is your approach to

support and colleague well
being to maintain balance

VISION

What is your vision?
What are you trying to
achieve it and how do
you communicate it in a
compelling fashion?

STRATEGY

How are you intending to
deliver your vision? Have
you developed a strategy
based on extrinsic and

intrinsic factors. How are

you engaging on it?

Source credit: https://link.springer.com/chapter/10.1007/978-981-97-3879-3 13

INCLUSION

What's your plan to
maximise engagement
and sense of belonging?
This should include
diversity & recognition

So easy to think of others
but not yourself - but if

you have an approach to
growth and others can

see it they reciprocate

CULTURE

Within what atmosphere
do you wish to deliver the

vision? Are you clear on
the priorities in your
culture and how will you
bring that to life?

What Framework are you setting
up to avoid Chaos?
Do you have an operational
empowerment model that creates
accountable autonomy
PROBLEM
SOLVING
puannin R
What is
nothing withoutaplan - <5009 How do you
plh?myf"::’:m‘ embrace it and promote Cl
n cover '| ?
pe i nnovation & creativity
and A RACI model?

V0T Bling i ot

RESILIENCE

You cannot take care of
others if your not looking
after yourself. How do
you get good balance and
maintain energy levels

AGILITY

What is your plan for
staying relevant and
adaptive? How will you
keep your finger on the
pulse and adjust to suit?

OVERNANCE



How to manage projects with your teams?

(Replace consultant with manager, it you find that more appropriate)

53



Source credit: https://www.multilevelconsulting.eu/en/

Asking

High

R =

Low

The Ask/ Tell Matrix

Facilitator

The process consultant
who is brought in for
their neutrality and their
facilitation skills. Rather
than giving advice, they
guide the client.

Observer

The non-consultant.
While the role of
observer may be

important, it is too
passive to count as an
actual consultant role.

C'o"nSLIltan»t

I

I

I
The co-creative consultant |
who combines facilitating !
the process with bringing !
in their own viewpoints |
and expertise, combined |
with that of the client's. |

|

Expert

The traditional consultant
who comes with the
answers. Based on their
extensive experience in
other organizations, they
give instructive advice.

© Jeroen Kraaijenbrink - Adapted from Mc4-

Aueduwion g Aasu



Whom should you invest into?
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The Skill / Will Matrix

© Jade Bonacolta

A

i Can’t + Will* Can + Will*
7 (Untrained) (High Performers)
=

O

=

—

=

= Can’t + Won't Can + Won't
“; (Need to Exit) (Unmotivated)
N

< | oW ABILITY High —»

Source credit: https://www.thequietrich.co/newsletter/rich-in-leadership



How do | project that | need to be invested into?

29



WILLINGNESS

High

Low

FIGHT THE
G000 FIGHT

LAZY
BONES

Low High
OPPORTUNITY



What is your team’s construct?
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High rate of initiation

Low rate of compietion

S
%
e
E
g
5
£
.

Low rate of imhiation

Source credit: https://www.linkedin.com/pulse/magic-2x2-matrices-nikhil-g-n/



What is your team’s dynamic?
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Knowledge

Where great
teamwork
happens

c
e,
©
=
e
=

Paranoid asses

(because when

you assume...)

Assumption

Paranoia ——— Connection _—[> Trust

Source credit: https://blog.lucidmeetings.com/blog/measuring-the-cost-and-value-of-meetings-part-iv-the-gut-check/



How do you deal with your junior?
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Competent but Competent & Confident
NOT Confident

SUPPORT DELEGATE

Competence

Not yet Competent or Confidence but
Confidence NOT Competent
DIRECT GUIDE

* Confidence ——»

Source credit: https://frogcapital.com/scale-up/two-simple-2x2-matrices-that-will-change-your-week/



How do you deal with your junior (in more detail) 7

29



HIGH

LOW

Leadership Styles

High Directive
and

High Supportive
Behavior

©
ke
%
@

)
%
('\
b,
2,
¢
Low Supportive High Directive
and and

Low Directive Low Supportive
Behavior Behavior

—_———— 3 HIGH

D4 D2 D1
High ‘Moderate to High Low to Some Low

DIRECTIVE BEHAVIOR

Competence - Competence Competence Competence

High \ e Low High
Commitment " Commitment N\ @0l Commitment

DEVELOPED (—- DEVELOPING

Development Levels

Source credit: Peter G. Northouse 2016, Leadership theory and practice, 7+ edn, SAGE Publications, Inc, USA.




Decode the role of each member within your team?
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More Competence

Un-Confident Competent Competent Confident

Backroom Ambitious

Breadwinner Achiever

More Confidence

Less Confidence

Un-Confident Incompetent Confident Incompetemn

Dull Do- Cocky
Nothing Coach

Less Competence

Source credit: https://bassamsalem.com/2015/08/04/genuine-success-the-convergence-of-confidence-competence/



The personality traits of members within your team??
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Source credit: https://www.instagram.com/p/DJZSiIW5Rrfu/

Dominant

Quick reaction
Maximum effort to control
Minimal interest for caution in
relationships

e Current time frame

e Direct action

e [endency to avoid involvement

Traits

Bold, ambitious, driven,
potentially hot-tempered

Bold and brash, Reds are
natural-born leaders with
ambitious goals

Analytical
Slow reaction
Maximum effort
to organize
Minimal interest in
relationships

e Historical time frame
* Cautious action
e Tendency to avoid involvement

Traits
Analytical, detail oriented, precise

With keen minds, Blues are
analytical and detail-oriented

Inspiring

Rapid reaction

Maximum effort for involve
Minimal interest in routine
Future time frame
Impulsive action

Tendency to reject isolation

Traits

Outgoing, enthusiastic,
persuasive

True social butterflies,
Yellows are creative and
optimistic

Stable

¢ Calm reaction
¢ Maximum effort
for connection
e Minimal interest in
change
e Current time frame

e Supportive action
e [endency to reject conflict

Traits
Calm, patient, supportive

The most selfless of the bunch, Greens
are friendly and loyal.



https://www.instagram.com/p/DJZSiW5Rrfu/

The personality traits of members within your team? (2)

(Notice the change in nomenclature and the detailing of each type)
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Source credit: https://mindofhr.com/2020/12/decoding-personalities-navigating-the-disc-test-for-success-in-work-and-life/



Kinds of coaching styles you could deploy ...

63



Focus: Nurturing
Communicating: Worm
Decision-Making: Pleasing

Planning: Flexible
Conflict-Handling: Accommodating

‘Ars )

-—— -

Focus:
Communicating:

EXPRESS|VERS

- - ——

Conflict-Handling:
Lonfici-nanaun,

Focus:
Communicating: Reserved
Decision-Making: Coreful

Planning: Meticulous
Conflict-Handling: Compromising
Recognizing: Private
Delegating: Suggests

Source credit: https://professionaldevelopmenttraining.com/psychometrics-and-profiling/ldp-leadership-development-companion-profiling



How do team members interact with each other?

The Myers-Briggs Mandala for your team
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ST

Sensing and Thinking offer
a pragmatic approach

to problem solving.

ESTP
Dominant /
Sensing \
ESFP
L
Sensing and Feeling

create a friendly,

collaborative enviroment.

Dominant
Thinking

ISTP INTP
. |
ISTJ

ISFJ / |
e |
ISFP INFP

ESF)

\..

SF

Horizontal lines represent
Extraverted Perception, while

Dominant

Feeling

vertical lines represent Extraverted Judgment.

Source credit: https://blog.naver.com/yes_medi/2213771087747?photoView=7

INTJ

INFJ

ENFJ

NT

iNtuition and Thinking
seek systemic analysis

and global strategies.

ENTP

Dominant

iINtuition
ENFP

iNtuition and Feeling
provide a quest for
human ideals,

inspiration, and growth.

NF

introverted types

rest inside the inner circle,
while extraverted types rest
in the outer circle.



How do you manage conflict within your team?
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CONFLICT MANAGEMENT

HIGH

(43

>

=t

(=4

93]

7))

7))

.
<>
AVOIDING

LOW

COOPERATIVE
LOW HIGH

e credit: https:// www.mtdtraining.com/blog/thomas-kilmann-conflict-management-model.ntm



How do you give (culture-appropriate) feedback?
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Low context/Explicit

Us
Australia Canada
Netherlands
Germany
UK
Denmark
Direct Negative Indirect Negative
Feedback Feedback
Brazil
Argentina
Mexico
Israel
Spain
Russia e India
France y Saudi Arab
Kenya Vietnar_Ph "
China ailand
Japan

High context/Implicit

Source credit:' The Culture Map' by Erin Meyer. Audiobook Publisher: Hachette Book Group



How did that project turn out ?
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RESULTS VS. EXPECTATIONS
GOOD RESULT

WEDDING




FOUR SELF

(IMPROVE THINE SELF BEFORE
YOU START WITH OTHERS)



Planning your job list for the day?
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THE EISENHOWER MATRIX

URGENT NOT URGENT
DO PLAN

immediately and prioritize

|

IMPORTANT

DELEGATE DELETE

for completion these tasks
/ .\

NOT IMPORTANT

Source credit: https://innergrowthguides.com/the-eisenhower-matrix/



The manager’s perspective on planning your job list for the day?
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e a— — — et —

nportant

- - - e ' foem " ..-—_o'l
AW I_l't._-.;‘_.- I VIYCIHIL

Important’

NOT Important
AND NOT Urgent

AVOID

Source credit: https://frogcapital.com/scale-up/two-simple-2x2-matrices-that-will-change-your-week/



How confident are you about your decision ?
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Low

----1----.

Decision Reversibili

High

High Low

Confidence in solution
correctness

Source credit: https://www.cloudstreaks.com/blog/2019/5/26/decision-frameworks-how-to-approach-solving-problems-is-itself-a-problem-to-solve



How do you behave when you meet someone new?
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Dives into deeper subjects

Observes
quietly

Initiates

conversation

v

Keeps topics surface-level

Source credit: https://x.com/BooTheApp



How do you decide on what to learn ?
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Source credit: https://learn.filtered.com/

Decide
whether
you heed
to learn it

Learn it
as the
chance
arises

Schedule
a block
of time for
learning it

Learn
it right
away


https://learn.filtered.com/

What's your dominant personality?
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CLOSED

ANALYTICAL DRIVER

ASK TELL

AMIABLE EXPRESSIVE

OPEN

©f subuism:




Mapping your own personal SWOT?

(For more, search the Johari Window)

74



2. Known 1. Known
Unknowns Knowns
Level of
awareness 4. Unknown 5. Unknown
Unknowns Knowns

Level of understanding

Source credit: https://versett.com/writing/how-we-manage-uncertainty



Taking actions on the Johari Window
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Known to Self Unknown to self
o 2 =

Known to others

Open/Free Area ’"”‘: Area

Feedback / Solicitation

Shared \
Self Pisclosure / Exposure

§ (== Hidden Area > Unknown Area
£ = -
. Observe/
Pisclose Discover

Source credit: https://strategicmanagementinsight.com/tools/johari-window/



My approach to the Johari Window

76



(Humility) i (Curiosity)

KNOWN KNOWN
KNOWNS UNKNOWNS
‘things that were things that were
aware that we don’t know

™ 4 a )\ ‘c
| 10
. P A rey

UNKNOWN UNKNOWN

KNOWNS UNKNOWNS

things that we re i ‘things that we re unaware
unaware that we know Oof and don’'t Know

(Self-discovery) (Serendipity)

©f subuism:




In your own core skill, how experienced are you ?
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(1

Conscious
You are able to use
the skill, but only

Source credit:Gordon Training International by its employee Noel Burch in the 1970s



How confident are you?
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Belief in Your Tools

CERTAIN UNCERTAIN

INSECURE Obsessive Debilitating
Inferiority Doubt

Blind Confident
Arrogance Humility

SECURE

Belief in Yourself

lllustration: Adam Grant

Source credit: https:/medium.com/@frozendragon7727/think-again-86f9ff143eb0 - Original by Adam Grant / Think Again



https://medium.com/@frozendragon7727/think-again-86f9ff143eb0

What kind of a Doer are you?
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Admits mistakes easily

INTROSPECTOR LEARNER/
/ DWELLER DABBLER

Hates change Loves change

PRESERVER PIONEER/
/ STUBBORN EGOTIST

Hates to admit mistakes

©f subuism:




What kind of a thinker are you?
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Driven by principles

“Acceptwhatis as itis.” “Strive for the higher meaning.”

“How can we even know what is?” “Life has no meaning at all.”

STOIC IDEALIST
(skeptic) (nihilist)
Acceptance of Aspiration to
constraints change things
REALIST OPTIMIST
(defeatist) (cynic)
“Work with what is to get things done.” “The world can only get better.”
“What is cannot be changed, so nothing matters.” “The world is only pretending to be better.”

Driven by outcomes

©f subuism:




How do you prefer working 7
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INTERNAL

Source credit: https://preply.com/en/blog/b2b-corporate-culture/

FLEXIBLE

FOCUSED

CREATE
(ADHOCRACY)

Do things first

TVNA31LX3



How should you deal with people ?
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Accept

People
Peo?lke who don't
s like you

Enjoy Avoid

\/

People People
who like you don't
you like

Respect

Source credit: https://ekoshapu.in/2019/03/23/rules-of-social-engagement/



How do you think your colleague interacts with you?
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IENORANCE, \ e | TRUST,
NO CHANGE Care Personal Gy FUNDAMENTAL CHANGE
RUINOUYS RADICAL CANDOR:
EMPATHY: + Askin for crtcs.
» Offering specific, sincere
’ :‘:““";"’“""’““‘ praise § kind, clear criticism.
person short term [
foclings even thocgh * Gauging how what's said lands,
they'd be better off s ecgestag o )
tha!ﬂgnge Directly
MANIPULATIVE OBENOXTIOUS
INSINCERITY: ACCRESSION.
o Silent contempt o Loud contempt
o False humility e Arrogance
e Protective hesitation e Character Attack
e Polticial behavior o Self-righteous shaming
o Passive aggressive behavior ¢ Bullying behavior
e Back-stabbing o Front-stabbing
o Self-protective silence o Entitled bloviation
MISTRUYST, DEFENSIVENESS,
NO CHANGE LITTLE CHANGE

Source credit: http://jonaizlewood.com/writes/ruinous-empathy



What is your value-system ?
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Anxiety-based values Anxiety-free v

Prevention of loss goals Promotion of

.

{ Self-protection against threat Self-expansion»

Personal focus

Regulating how one
expresses personal

SELF-ENHANCEMENT OPENNESS TO CHANGE

| Achievement Hedonism
nte restfs & Power Stimulation
characteristics Self-Direction

Regulating how one L CONSERVATION SELF-TRANSCENDENCE
Security Universalism

relates _
socially to others Conformity Benevolence
Tradition

and affects them

Social focus

Source credit: https://i2insights.org/2022/05/10/schwartz-theory-of-basic-values/



What is your outlook for tomorrow ?
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Abundance
Optimism & Opportunity

Optimistic Patience Excited Urgency
The future is bright, The future’s rapid arrival
and we have time to promises groundbreaking
thoughtfully harness its opportunities and
unfolding potential. transformative progress.
The Future is Far The Future is Near
Planning & Preparation Urgent Action
Measured Caution Urgent Alarm
The future holds risks, but The future demands
there’s time to carefully immediate caution and
navigate and mitigate the drastic action to avoid
threats. imminent crises.
Scarcity

Risk & Tension

Source credit: https://www.linkedin.com/posts/jasminebina_branding-brandstrategy-strategy-activity-7242545470038794240-GdsH/



How are you feeling?
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Spirited

enthusiastic
energetic

stressed
Nervous

activation

unhappy happy
dissatisfied satished
lacking energy
nored relaxed

Source credit: https://link.springer.com/chapter/10.1007/978-3-030-86439-2 10



Bonus: How do you behave after asking someone (human) for directions?
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£

o 3 Smiling assassin Urgent diversion
=
S Dont listen to them and then Pretend an urgent phone call Is
§ 5 pretend everything is really clear in coming In from a sick relative and
= 2 what they just said and that they've you just HAVE to take it, but thanks
.'é :ﬁ been a real help. ever 50 much ok byeeeeecee
cC >
s =

—
= O
C <
T

<
€ S Zone out Murder plot
S 3
= 2 Weigh up least suspicious and nolsy
= rgomstcrapssmsintlontt way 10 take them out just to make
g o them stop, and create an alibi
2 exactly the same question to as stop,
- = soon as this person has gone

Lo
Short Long

Length of explanation




3 FOUR

(NOT EVERYTHING THAT

BUT THEY ARE GOOD
MODELS NEVERTHELESS)

| OOKS LIKE A 2X2 15 ONE ...



All the elements for a holistic brand approach
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INTERNAL LEARNINGS

* ANALTYICS/REPORTING

PERFORMANCE - socwsmatece

* PAID SEARCH STRATEGY & OPTIMIZATION

INSIGHTS from data * ORGANKC SEARCH DIRECTION

¢ DESIGNING & AUTOMATING DASHBOARD
FOR KPIS

 PRODUCT TESTING METRICS

o MARKET RESEARCH ASSESSMENT

« VENDOR MANAGEMENT

o WEBSITE METRICS

* DEMAND GENERATION STRATEGY &

INTERNAL STRATEGY

. mmw

one o STRATEGY

¢ PRIORITY SETTING

e BUDCET OVERSICHT

* RESOURCE ALLOCATION & PRIORITIES

. OMNELS"RATECY&V-WOTHERMARKFNNC
CHANNELS _

. lmoemmmoommmﬂou

. mm:wrmmsm

o STAKEHOLDER MANACEMENT

. mmmm

DELEGATION/COORDINATION CONVERSION OPTIMIZATION
* PROFESSIONAL DEVELOPMENT o LEVERAGING 3RD PARTY PARTNERSHIPS
* CASE STUDIES * BUDGET MANAGEMENT
*+ ECOMMERCE * BETA TESTING

* AD & MEDIA BUYS

NEW CUSTOMER
INSIGHTS

EXTERNAL LEARNINGS (DIRECTION)

o AFFILIATE PROGRAMS

o INFLUENCER PROCRAMS

o EVENTS

. PR

o MARKETING PARTNERSHIPS

« SOCIAL MEDIA \A(,‘-’

o CUSTOMERS: REVIEWS. INTERVIEWS, \A\
CUSTOMER SERVICE FEEDBACK ﬁp?‘

o MARKET RESEARCH \

o TESTIMONIALS

UNDERSTANDING

INSIGHTS from Peopie

© PAGE 90 INC. | MODEL- FORREST WRIGCHT | DIACRAM- CARRIE PHAIR PAGE @

Source credit: https://medium.com/@forrestsloan/how-to-love-your-marketing-department-again-a-model-9109a9ea8edO



A glossary of marketing metrics
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CHURNRATE RETENTIONRATE CUSTOMER EFFORT SCORE
(‘V %age of customers who % of users who Measure of how much effort your
OO stop using the product over continue using the customers put into Interactions
/4,0 a period product over time with your company.
USAGE DEPTH MONTHLY ACTIVEUSERS ACTIVATIONRATE
Frequency with which  Number of unique % of new users who
users engage with the  users engaging with reach the product's
i “aha” moment
feature in question. the product monthly RETURN ON
REVENUE AD SPEND
ATTAINMENT TRIAL TO PAID CVR TIME TO VALUE Niemia dansrated for
%age of sales target % t:l usq:’sfthat upgralde A\t/g li‘n:‘e t-:s:rs: take to e;erytt‘u::ar spent on
achieved in a given o pald from a tria get to the "aha” moment advertising
period
FEATURE ADOPTION MARKETING
ASSET USAGE (‘? % of users who use a QUALIFIED LEADS
new feature
::".::'3 °fld°3'5 u:here Oo/da Number of leads that fit the
collateral Is target customer profile
utilized by sales 9 PRODUCT y v
WIN RATES z
%age of closed deals >
won compared to w Product % WEBSITE COST PER COST PER
total opportunities SALES QUALIFIED LEAD w ACQUSITION
Q S B Marketing 2% TRAFFIC LEAD
Count of vetted leads deemed & ﬂ Views on product  Average cost of Average cost of
Manager . acquiring a new
ready for the next stage in m E pages in a generating a customer through
the sales process 0 :,pec,mc new lead marketing efforts
meframe.
DEAL VELOCITY
| EXECUTIVE
Speed at which deals
move through the
. PELINE VALUE CONVERSION
el i & & SALES PIPELINE
Total potential RATE

revenue of all deals
in the sales pipeline

AVERAGE DEAL SIZE
Average monetary AVG REVENUE
value of closed deals PER USER

Average revenue
generated by each user

MONTHLY
RECURRING REVENUE

Predictable revenue
generated monthly from
recurring customers

GROWTH

Rate at which the value of

potential deals in the sales

pipeline is Increasing

LTV:CAC
RATIO

Ratio of customer
lifetime value to
customer
acquisition cost

NET REVENUE
RETENTION

Measure of revenue
retained from existing
customers, including
expansions and churn

%age of website visitors
or ad viewers who take
a desired action

CUSTOMER
LIFETIME VALUE

Predicted total revenue
a customer will generate
over time,

BRAND
AWARENESS

Percentage of target
audience familiar
with the brand

NET PROFIT
MARGIN

Percentage of revenue
that turns into profit
after all expenses

m LinkedIn: /aatirar

»« Newsletter: aatir.substack.com

R

AATH ABDUL BALF



Measuring marketing ROI 7
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Multi-touch attribution

{7 Quick and easy to implement
{ ) Tracks individual touchpoints
£ Quick insights for real-time optimisation

{ ) Holistic view of customer journey

€3 Limited to tracking click path data
£ Less effective due to the death of cookies
£ Can overvalue demand-capturing channels

£ Focuses on short-term activity

Source credit: https://www.ruleranalytics.com/blog/analytics/marketing-mix-modelling/

Marketing mix modelling

() Quantifies everything, including the weather
{ ) Considers invisible touchpoints (ad views, TV)
() Privacy-safe—doesn't rely on cookies

{2 Can demonstrate diminishing returns

£ Can't show individual touchpoints
£J Can take between 3-6 months for analysis
€3 Requires a large amount of data

£ Expensive and time-consuming to build

RULER/




Mapping all possible media vehicles
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Speeches PR & Publicity

Appearances |......ccccceeernee, Media Relations
Keynotes 0.." ooooooooooooooooooooooooooooooooooooooooooooooo i Media Interviews
Panels ; = - Media Pitches

- Submitted Articles/Op-Ed
- News Releases

- Media Tours
Paid Media EAR N E D - Media Kits
Facebook-Sponsored Posts MEDIA Blogger Relations
Sponsored Tweets | "f-.;. Investor Relations
Twitter Cards , .. lInfluencer Relationships
Fan Acquisition . . . - : :
Lead Generation ..... nmnuencer ngagemen
Outbrain S H A R E D Response to Detractors
Advertorial Detractors turned to Loyalists
MEDIA Loyalists turned to Advocates
Imz\ir'-}-t"'e W 4 Partnerships
lliates ‘ *~. Sponsorships
Brand Ambassadors Charity Tie-ins
Sponsored Content Community Service
Native Advertising Corporate Social Responsibility
....... Co-Branding
Content| .- : .
Expert Content  Employee Reviews ' 1 - Fsa ggtl)gcl)l?nee'lr?e
e-books  Brand Journalism ] Authority Twitter Gloo e
White Papers Webinars Optimized Content : gio
Linkedln  Snapchat
Research Podcasts Sharable Content :
C . ) : YouTube  Periscope
ase Studies Videos Engaging Content : :
: : : Pinterest  SlideShare
Employee Stories Emails Google Authorship estanram  Wikissdia
Customer Stories Newsletters J P
User-Generated Content Blog
Customer Reviews Infographics

Adapted from Spin Sucks

Source Credit: https://jarthur.co/the-peso-tool-categorizing-your-communication-types/



How to bend the consumer’s behaviour to your brand?
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Make it Obvious Make it Attractiv

[ asy 10 -._~u'._-"|lj.n.‘~- ‘f: om ljx ne with :j;|<?-:j;'3 urg *lx Qacliv i',-'
VisSiDle and on-aisplay . urn If InfTo somerning fun

DOSTIVE

FOUR LAWS OF
BEHAVIOUR CHANGE

Make it Easy Make it Satisfying

Small, manageable steps R Build in reward structures

Easy to do the tasks - Keep a log of your progress
Don't ereate barriers | Seek external validation

Go slower than you want to , Add treats to the process

Source credit: https://thepathfinder.org/four-laws-of-behaviour-change/



What are your priorities 7
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Quick
wins

Initiatives that require
low eFFort and that create
goodwill and immediate change
and results.

IF you miss them:
it will take too long
befFore anything
happens. 4

Critical
Steps

Initiatives that are
necessary to enable or start
other, oFften more important
initiatives.
IF you miss them:
you will run into
problems
later on.

Major
Leaps

Initiatives that make a

nigh Impact and address
Fundamental changes that
need to be made.

IF you miss them:

the real issues
will never be 4

addressed. 4

Energy
Boosters

Initiatives that cause
excitement and motivate

people, preferably For a
longer time.

IF you miss them:
the change
process will
stagnate.

Source credit: https://www.linkedin.com/posts/jeroenkraaijenbrink_changemanagement-strategyexecution-decisionmaking-activity-7070416774592126976-cQ7g/



How do you create a habit?
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James Clear's Habit Loop

1.Cue 2.Craving

5> ways to trigger a habit: The motivational force
o The Habit Loop i e
3.Preceding Event E.g. You don't want to

exercise, you want to
feel good after your

4.Emotional State
5.0ther People

workout,
4. Reward
The end goal of every 5. Response
RS The actual habit you
Short term: relief from perform - a thought or
craving. action,
Long term: remember
which actions are worth QD Response depends on

repeating. maotivation and ability.

Source credit: https://www.myndsetgrowth.com/post/the-neurosemantics-of-the-habit-loop



How do you design a habit - forming product?
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THE HOOK CANVAS

9 External trigger - e What is the simplest behavior in
What gets the user to the product? anticipation of reward?

° Internal trigger -
What does the user really want?

e What is the ‘bit of work’ done to

e Is the reward fulfilling, yet leaves
increase the likelihood of returning?

the user wanting more?

VARIABLE REWARD

INVESTMENT

NIR EYAL

NirandFar.com
@nireyal

Source credit: https://cdn2.hubspot.net/hubfs/2678095/Vlerick Business School x StriveCloud Gamification Webinar.pdf



How can a brand interact with its consumers 7

96



Confidence
Give them the ability
to use the tools

Desirability
Establish relevance
and appeal

Convenience
Give them the

tools they need ENABLE
Make it easy and give

people the resources

Dialogue
Engage them in the

ENGAGE jevelopment process
Get people involved

and build a sense of
personal investment

they need

EXEMPLIFY
Lead by example and
provide role models

to follow

ENCOURAGE
Provide incentives
and feedback to
reinforce behaviour

Modelling
Establish a
community of
exemplars

Reinforcement
Create opportunities

for feedback
and reflection

Reward
Make them feel
recognised for acting
positively

Mentorship
Develop a mutual
support network




Fssential components of a brand’s strategy
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What can the brand do?
* Functional product quality

* Design (ergonomics and
aesthetics)

» Service quality

What is the benefit
of the brand?

*» Functional benefit

* Psycholegical benefit
» Social benefit

What is the brand’s
personality?

» What is the brand?
-» Role in the market

« How is the brand?
—» Characteristics

Brand Brand :
. . . » Who is the brand?
competence | image /identity -» Intentions, values
Brand Brand
benefit appearance

How does the brand
appear?

-

* Name, Logo, Color

* Packaging

* Presentation

Source credit: https://mariajose-ccmc.weebly.com/pbl-iv/brand-identity-vs-brand-image




Going about articulating a brand'’s strategy
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Assessing Refining
Brand Values Brand Value

)

O C

© O

ET L
5 3 Determining
c s where we
n 4 are

Designing
how we get
there

Performance
Evaluation

Experience Brand
Assessment Experience

Source credit: https://www.researchgate.net/figure/Ds-of-design-led-branding-model_fig3 342850780

Brand Strategy

Strategy
Delivering

Planning



How do you make a decision 7

(Search for Proact and 4S to know more about them)
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Mental

Models 45 45

..................................

PR L I

Complexity Mental s z
Models : PROACT PROACT

Quick Mental

: PROACT
Decide Models

Impact

Source credit: https://medium.com/publishous/3-powerful-systems-for-making-9-types-of-decisions-5e8220700915



What goes into the making of a corporate identity?
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The Corporate Brand Identity Matrix

A corporation’s identity is made up of nine interrelated components.
By examining each one and how it relates to the others, an organization can
build a stronger brand.

EXTERNAL

VALUE PROPOSITION

What are our key
offerings, and how do
we want them to appeal
to customers and other
stakeholders?

EXTERNAL/
INTERNAL

EXPRESSION

What is distinctive about
the way we communicate
and express ourselves
and makes it possible

to recognize us at a
distance?

INTERNAL

MISSION AND VISION

What engages us
(mission)? What is our
direction and inspiration
(vision)?

RELATIONSHIPS

What should be the
nature of our
relationships with key
customers and other
stakeholders?

BRAND CORE

What do we promise,
and what are the core
values that sum up
what our brand
stands for?

CULTURE

What are our attitudes,
and how do we work
and behave?

POSITION

What is our intended
position in the market
and in the hearts and
minds of key customers
and other stakeholders?

PERSONALITY

What combination of
human characteristics
or qualities forms our
corporate character?

COMPETENCES

What are we particularly
good at, and what makes
us better than the
competition?

SOURCE: STEPHEN A. GREYSER AND MATS URDE, HARVARD BUSINESS REVIEW, JANUARY 2019

Source credit: https://www.businessoffashion.com/articles/luxury/at-kering-and-lvmh-corporate-branding-goes-beyond-the-logo/



How do you classity your new product development ideas?
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(20%) (10%)
. New tofhe World

New Product Lines Dreduct

(26%) (26%)

Revisions/ Additions to
Improvement to Existing Product
Existing Line
Products

>
-
©
Q.
&
O
&)
(¢}
¥ -
-
O
ot
7))
n
<)
c
S
)
Z

{ 11%) [ 7% )

Cost Reductions Re-Positioning

Newness to the Market

Source credit: Booz, Allen and Hamilton - Classification scheme for new products



What are the available price strategies within a category ?
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Price

HIGH MEDIUM LOW

T

g Premium High value Superb value
2 | Z
-g E Over charging Average Good value
(@ =

3 :

O Rip-off False economy Economy

Source credit: https://getlucidity.com/strategy-resources/guide-to-kotlers-pricing-strategies/




How do you involve all your stakeholders in your project ?
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A stakeholder map for whole-system engagement

Possibility What
What might What is the
we do? Voice of objective?
Intent
Direction

Voice of ' Why " Voice of the

>

Design Purpose Customer/User
/ nyol vement Co-create & Benefit Purchase/Use
increases . :
foward
center
Voice of
Experience
How .° Consult . Reality
How will What is

we do it? happening?

Source credit: https://endurancelearning.com/blog/visual-representations-a-new-twist-literally-on-the-2x2-matrix/



LAST, BUT NOT THE LEAST,

vls) FOUR PEOPLE

HERE IS ONE FOR THE ROAD. ...



We believe in god
Yes No

Wasted Time
No time and spent
2 effort usefully
5
O
-
=~ Eternal Eternal

165 salvation damnation

Source credit: https://en.wikipedia.org/wiki/Pascal's_wager
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building. From crafting stories in advertising to shaping experiences in media,
activation, retail, and digital, he has had the privilege of many perspectives.

Subuism is his unique distillate of understanding consumers, brands,
marketing and business. It’'s a way of sense-making that is deeply fundamental
(not superficial), refreshingly simple (not complex), approachable (not
intimidating), agile (not cumbersome), and dynamic (never boring).

He hopes that this practical, no-nonsense philosophy of Subuism empowers
students, entrepreneurs, and businesses to unlock their next level of growth
with clarity and confidence.
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