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Introduction
Welcome, and thank you for taking the
time to explore how to market your
business effectively. In today’s fast-
paced digital world, marketing isn’t just
a nice-to-have—it’s essential for
survival and growth. Whether you’re
launching a startup or scaling an
established business, the right
marketing strategy can be the
difference between thriving and simply
surviving.

For over a decade, I’ve been deeply
immersed in the world of marketing
and sales. I’ve studied every angle,
from traditional advertising to the latest
digital trends. I’ve devoured countless
books, enrolled in top-notch courses,
and absorbed the theories of the
industry’s greatest minds. But here’s
the catch—while those resources
taught me a lot, nothing truly stuck
until I put those strategies into
practice.

Theory is valuable, but execution is
everything. Through real-world
application, trial and error, and
constant refinement, I’ve discovered
what works and, just as importantly,
what doesn’t. This eBook is the
culmination of those experiences. I’m
not here to overwhelm you with
marketing jargon or impossible-to-
implement strategies. Instead, I want
to show you a simple yet highly
effective marketing framework that will
guide your customers from their first
interaction with your brand to
becoming lifelong advocates.
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This framework, often referred to as
the customer journey, is something
you’ve likely heard about. But what
sets this journey apart is its simplicity
and practicality. You won’t need a
massive marketing budget or a team of
experts to implement what I’m about to
share. Whether you’re just starting out
or looking to refine your existing
approach, this eBook will provide you
with the roadmap to navigate each
step with confidence.

Marketing, at its core, is about
understanding human behavior and
leveraging that understanding to
create connections that matter. It’s not
just about selling products or services
—it’s about building trust,
relationships, and loyalty over time.
As we move through this eBook, you’ll
discover how to:

Attract the right audience by
using proven psychological
principles.
Guide your customers
seamlessly from awareness to
engagement and beyond.
Turn prospects into loyal
customers who not only buy but
also advocate for your brand.

By the time you finish this eBook, you’ll
have a clear, actionable plan to
elevate your marketing efforts, boost
sales, and build lasting relationships
with your customers.

So, let’s dive in together and uncover
the blueprint to marketing success.
Your business deserves the right
strategy, and I’m here to help you
make it happen.
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CHAPTER 1
Marketing is a Game of
Psychology
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If sales is a game of negotiation, then
marketing is undoubtedly a game of
psychology. While sales often happens
face-to-face, giving you the ability to guide
and respond to a prospect in real time,
marketing is more complex. Marketing is
about capturing attention and guiding
people through a series of interactions—
without ever being in the same room. It’s
about influencing decisions without the
luxury of conversation.

Let’s take a moment to reflect on sales.
When you’re selling something, you have
the opportunity to engage directly with
your prospect. You can ask probing
questions, respond to objections, and
professionally guide them to see whether
your product or service is the right fit. If it
is, you’re there to show them how easy it
is to make the purchase or get started
with your services. You have control over
the dialogue. You can pivot as needed.
But marketing doesn’t work like that.

Marketing is different.

In marketing, you don’t have the luxury of
asking questions or clarifying points in
real time. Instead, you have to create a
system that reaches the right people at
the right time, over and over again, until
they’re ready to take action. It’s like being
a silent guide in your prospect’s journey,
shaping their perceptions, experiences,
and emotions from a distance.

Marketing is about getting in front of the
right audience—not once, but multiple
times. It’s about planting seeds that grow
over time. You need to capture their
attention with a post, a video, or an ad.
Then, you need to follow up with more
content that pulls them in further. Once
they’re interested enough to visit your
website, you’re not done. You need to
keep showing up in their digital lives until
they can’t forget about you.

Ever heard of subliminal marketing? Of
course, you have. The idea is that
marketing influences us even when we’re
not consciously aware of it. That might
sound a little like brainwashing, right? And
in a way, it is—though not in the
manipulative sense. It’s more about
psychological priming.

Let me give you an example. Have you
ever walked into a store and noticed how
the smell makes you feel more
comfortable, or how the music in the
background seems to match the mood of
what you’re shopping for? These are all
carefully crafted elements designed to
influence your buying experience without
you even realizing it. It’s about creating a
sensory environment that leads you to
make decisions in line with the brand’s
goals. 4



Why Marketing is Psychological
Warfare

At the end of the day, marketing is a blend
of psychology and strategy. You’re
working to create desire in the minds of
your audience without directly interacting
with them. Instead of asking questions like
you would in a sales conversation, you’re
anticipating their needs and addressing
them through your content and
messaging. Instead of responding to
objections in real-time, you’re crafting
campaigns that remove those barriers
before they arise.

Psychological triggers like scarcity,
social proof, and urgency are powerful
tools in marketing. Think about it: Why do
you feel the need to buy when a website
tells you, “Only 2 left in stock!” or “Limited-
time offer”? It’s because your brain is
wired to respond to scarcity—it’s afraid of
missing out. That’s a psychological trigger
in action.

Or what about when you see that a
product has thousands of five-star
reviews? That’s social proof—a powerful
psychological mechanism that tells your
brain, “If all these people like it, it must be
good.” When you understand these
triggers, you can build them into your
marketing strategy to influence your
audience’s behavior.

The Psychology of Exposure

The same principles apply online. Every
time you visit a website, watch a YouTube
video, or see a commercial on a
streaming platform, you’re experiencing
these subtle psychological cues. That’s
why marketing is all about repeated
exposure. Studies have shown that it can
take anywhere from 7 to 15 touch points
before a prospect is ready to take action.

That means your marketing isn’t a one-
time interaction—it’s a series of carefully
planned, psychologically driven
engagements. And this is where
understanding human behavior becomes
crucial. You need to know what grabs
people’s attention, what makes them feel
comfortable enough to trust your brand,
and what ultimately motivates them to
make a purchase.

Let’s take subliminal marketing a step
further. It’s not just about the atmosphere
in a store or a single online ad. It’s about
the totality of every interaction a customer
has with your brand, whether they realize
it or not. It’s the combination of the colors
on your website, the tone of your emails,
the consistency of your social media
presence, and even the time of day your
ads appear in their feed.
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The Power of Repetition

One of the most important psychological principles in marketing is repetition.
People are far more likely to remember and trust a brand they see repeatedly.
The first time someone encounters your brand, they may not pay much attention.
But after seeing your ads, posts, or videos several times, they start to recognize
your brand, and that recognition breeds trust.

This is why marketers talk about the rule of seven—the idea that a prospect
needs to see your brand seven times before they even consider making a
purchase. But in reality, with all the noise of today’s digital world, it might take
even more exposures. Your job as a marketer is to make sure you’re consistently
showing up, so your brand stays top of mind.

Think of it as psychological priming. Every time a prospect sees your ad, reads
your content, or engages with your brand in any way, you’re subtly influencing
their perception. You’re building familiarity, and that familiarity can lead to trust,
which is the foundation of any successful sale.

In the following chapters, we’ll dive deeper into how to apply these psychological
principles to each stage of the customer journey, ensuring you’re not only
reaching your audience but guiding them seamlessly toward conversion.
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CHAPTER 2
Taking Your Customers on
a Journey
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Imagine visiting a foreign country for the first time. You step off the plane, eager to
explore a new culture, try the local cuisine, and experience the sights and sounds
of a place you’ve only seen in pictures. But before you can truly immerse yourself in
the adventure, you need a tour guide—someone who can show you the hidden
gems, help you navigate unfamiliar streets, and ensure you make the most of your
trip.

Marketing works the same way.

As a business, it’s your job to be the tour guide for your prospective customers,
leading them step by step through their journey with your brand. You need to guide
them from that first moment of curiosity to the point where they trust your brand
enough to buy—and beyond. But it’s not just about getting them to purchase; it’s
about creating an experience that makes them want to stick around, share their
excitement with others, and become lifelong advocates for your brand.

This process is often referred to as the customer journey. At its core, the
customer journey is about understanding the steps a person takes before they
become a customer and, more importantly, how you can create a seamless
experience at every stage.

Think of the journey as a relationship. Just like you wouldn’t propose on the first
date, you can’t expect your audience to buy from you the first time they encounter
your brand. Relationships take time, effort, and trust—and so does the customer
journey.

In marketing, this journey can be broken down into five key stages: Awareness,
Engagement, Conversion, Delight, and Advocacy. These stages represent the
path that customers follow, and each stage requires a different strategy to move
them forward.

Let’s break them down:
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Stage 1: Awareness

Awareness is where the journey begins. At this point, the customer may not
even know they have a problem, let alone know that your business exists. Your
job in this stage is simple: get on their radar. You need to make them aware of
your brand, your products, and how you can help solve their problems or fulfill
their needs.

But awareness isn’t about shouting into the void and hoping someone notices.
It’s about targeting the right audience and showing up where they’re already
spending their time. This might be through social media ads, search engine
marketing, or content marketing. The goal is to put your brand in front of them in
a way that feels natural and valuable.

Think of it as planting a seed. At first, they may not be ready to take action, but
you’ve planted the idea of your brand in their minds. As they move through the
next stages, that seed will begin to grow.

1
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Stage 2: Engagement

Once your prospective customer knows who you are, the next step is
engagement. This is where you start to build a relationship. Engagement is
about giving your audience reasons to stay connected to your brand. It’s about
fostering interaction, whether through social media posts, blog articles, webinars,
or any other form of content that speaks to their needs.

During the engagement stage, you’re offering value—whether that’s in the form
of education, entertainment, or solutions. Your audience starts to see your
business not just as another option, but as a trusted resource. The more they
engage with your content, the more they learn about you, and the more they
begin to trust your brand.

But engagement isn’t just about one-way communication. It’s a dialogue. You
want to encourage comments, questions, and interactions. The more you can
engage your audience in meaningful ways, the more likely they are to take the
next step in the journey.

1 2
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Stage 3: Conversion

This is the point where your efforts start to pay off: conversion. In this stage,
your engaged audience becomes paying customers. They’ve seen your content,
connected with your brand, and now they’re ready to make a decision. The
conversion stage is where they move from “just browsing” to “I’m ready to buy.”
But getting them to convert requires more than just a great product or service.

 You need to make the process as easy and seamless as possible. Whether
it’s a smooth checkout experience on your website, clear calls-to-action in your
emails, or a sales team that’s ready to answer any last-minute questions, this
stage is all about removing friction and making it simple for your prospects to say
“yes.”

However, conversion isn’t just about closing the sale. It’s about building long-
term relationships. You don’t want this to be a one-time transaction. You want
to lay the foundation for a relationship that lasts beyond this initial purchase.

1 2 3
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Stage 4: Delight

After a customer makes a purchase, many businesses move on and start
focusing on the next prospect. But here’s where great businesses stand out—
they focus on delighting their customers after the sale. This is where you make
sure the product or service not only meets but exceeds expectations.

Why is delight important? Because a delighted customer is far more likely to
return, purchase again, and even better—recommend your business to others.
The goal in the delight stage is to turn a customer into a loyal fan. This could
involve follow-up emails, personalized thank-you messages, surprise bonuses, or
simply excellent customer service.

Delighting your customers isn’t just about ensuring satisfaction—it’s about
creating an experience that’s so good, your customers feel compelled to share it
with others.

1 2 3 4
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Stage 5: Advocacy

Finally, the last stage of the journey is advocacy. At this point, you’ve done your
job so well that your customers aren’t just satisfied—they’re raving fans. They’re
telling their friends, leaving glowing reviews, and spreading the word about your
brand.

Advocates are invaluable because they do the marketing for you. Word of mouth
is still one of the most powerful forms of marketing, and when a satisfied
customer becomes an advocate, they amplify your message far beyond what any
paid campaign could do.

To encourage advocacy, make it easy for customers to share their experiences.
Ask for reviews, create referral programs, and show appreciation to your top
advocates. The more you nurture this stage, the more advocates you’ll create—
and the more your business will grow.

1 2 3 4 5
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1 2 3 4 5

Bringing It All Together

Now that you understand the five stages of the customer journey, it’s time to
think about how you can guide your customers through each stage with intention.
Each stage builds upon the one before it, and when done correctly, this journey
becomes a loop—one where satisfied customers return again and again, and
even bring others with them.

As we move into the next chapter, we’ll take a closer look at how to structure this
journey in a way that makes sense for your business. We’ll introduce the
Customer Journey Pyramid and break down how to move from awareness to
advocacy in a way that maximizes your efforts and delivers real results.
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CHAPTER 3
Customer Journey Pyramid
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You’ve probably heard of funnels in
marketing. Almost everyone has by
now, and there’s no question that
funnels work. The problem,
however, is that many people
assume funnels are easy to build
and manage. In reality, creating a
successful funnel takes strategic
thinking, planning, and investment—
not just in terms of money, but in
time and resources.

Funnels are designed to guide your
prospects through a series of
stages, ultimately leading them to
make a purchase or take a specific
action. While they may seem simple
on the surface, there’s a lot
happening behind the scenes. And
here’s the catch: for your customer,
the journey should feel effortless.
But for you, the business owner,
there’s a much larger process at
play, and it’s far from effortless.

Now, let’s look at this five-step
funnel we’ve been discussing:
Awareness, Engagement,
Conversion, Delight, and Advocacy.
For your customer, this journey
should be intuitive and smooth—a
seamless experience from first
contact to brand loyalty. But for you
as the business owner or marketer,
we need to flip this funnel upside
down.

Why? Because flipping the funnel
gives you a better visual of what it
actually takes to create and execute
your marketing process effectively.
It helps you understand the
investment and effort required at
each stage. The reality is, you’ll
need to pour the most energy and
resources into the first stages—
creating awareness and
engagement. From there, the
process becomes more refined as
prospects move toward becoming
customers, and ultimately,
advocates for your brand.

Let’s break this pyramid down: 16



Awareness

The Inverted Funnel: A Better Visual

At the very top of the inverted funnel (or the base of the pyramid) is
Awareness. This is where you cast the widest net. To move people into your
funnel, you’ll need to spend time, money, and effort to make sure they even
know your business exists. Whether this is through paid advertising, social
media, content marketing, or other methods, you’re working to build visibility.
This stage is resource-heavy because you’re trying to reach a large audience
and cut through the noise of the competition.

17



Moving up the pyramid, you hit Engagement. Here, you’re beginning to
attract people into your sphere. This is where you need to develop content
that grabs attention and keeps your audience interacting with your brand.
Think about the steps involved: getting people to like, comment, share, fill out
forms, download your eBooks, attend webinars, or take a class. Each of these
actions requires carefully crafted, engaging content that speaks to their needs
and interests.

Engagement is where many businesses fall short.

They often assume that simply getting a lead is the goal. But this is only the
beginning. You need to continue nurturing that lead, providing them with value
and making sure they feel connected to your brand. You must remember that
marketing doesn’t end at lead generation—it extends all the way through to
conversion and beyond.

Engagement
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Conversion: Redefining What it Means

Here’s where we differ from most marketing companies. Many marketers
consider generating a lead as the end goal of conversion. If a lead fills out a
form or subscribes to your newsletter, they often chalk it up as a success. But
that’s not how we define a conversion.

In our experience, a conversion is only a conversion when it results in a
sale. It’s when a prospect moves from interest to action and becomes a
paying customer. At this stage, the goal is to guide prospects through the
buying process. This could be through sales calls, a strong call-to-action on
your website, or a smooth checkout experience.

The key to success in this stage is reducing friction. Every point of interaction,
from a customer’s first inquiry to the moment they make a purchase, should
be as seamless as possible. The easier you make it for them, the more likely
they are to convert. You’ve already invested time and resources into getting
them this far—don’t lose them now by creating unnecessary obstacles.

Conversion
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Delight: Keeping the Customer Happy

Once a prospect converts into a paying customer, many businesses assume
their work is done. But here’s the truth: the marketing doesn’t stop here.
In fact, this is where it gets even more important. Why? Because acquiring a
new customer is far more expensive than retaining an existing one. You’ve
already done the hard work of turning a prospect into a customer—now your
job is to make sure they’re so satisfied with your product or service that they
keep coming back.

This is where delight comes into play. You want to exceed customer
expectations, ensuring they feel valued and appreciated. Whether this means
offering excellent customer service, personalized follow-up, or unexpected
perks, the goal is to leave them so happy that they want to stick around.

But delight isn’t just about making the customer happy; it’s about creating an
experience that stands out. It’s about going above and beyond so that your
customers feel compelled to talk about your brand. They should feel like
they’re part of something bigger, like your brand truly understands their needs
and cares about their experience.

Delight
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Advocacy: Turning Customers Into Promoters

At the very top of the pyramid (or the narrow tip of the funnel) is Advocacy. This is
where your delighted customers become advocates for your brand. In this stage,
your customers go from being loyal buyers to being your biggest supporters,
actively recommending your business to others.
Advocacy is the holy grail of marketing. There’s no better form of marketing than
word-of-mouth, and there’s no more valuable asset than a customer who is willing
to promote your brand to their friends, family, and network.

But advocacy doesn’t just happen on its own. You have to encourage it. This can
be done by asking customers to leave reviews, offering referral programs, or simply
providing an experience so remarkable that they can’t help but share it. When your
customers reach the advocacy stage, they’re doing your marketing for you—and
that’s the ultimate goal.

Advocacy
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Building Your Pyramid: It’s a Continuous Process

So, why flip the funnel upside down? Because it helps you, the business owner,
see that the journey isn’t just about pushing prospects through the funnel; it’s
about pulling them up the pyramid, one step at a time. Each stage requires a
different set of strategies, investments, and efforts. But when done right, this
journey creates lasting relationships that continue to benefit your business long
after the initial sale.

As we move into the next chapters, we’ll take you step by step through each phase
of this journey, helping you understand exactly what it takes to increase your
business at each stage.
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CHAPTER 4
Awareness
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Why Awareness is the Most Critical
Step

When you look at the customer journey
pyramid, awareness is the widest and
most resource-heavy section. Why?
Because this is the stage where you’re
introducing yourself to the world. You
need to cut through the noise, get
people’s attention, and make them aware
that your business even exists. You’re
fighting for space in a crowded
marketplace, and it’s not enough to simply
“be there” once.

Awareness is not a one-time event—it’s
about showing up consistently.
According to marketing research, it takes
anywhere from 7 to 15 touchpoints before
a prospect even considers engaging with
your business. That’s 7 to 15 interactions,
ads, videos, or posts before they decide
to learn more about you. So if you’re
showing up in front of them only once,
don’t be surprised if your phones aren’t
ringing. You need to have a strategy for
sustained visibility.

Here’s an example: Imagine you’ve
launched a brand-new website. You’re
excited, but after a few weeks, you realize
you’re not getting any traffic. The
problem? Just having a website doesn’t
automatically mean people will find it. You
need to drive traffic to it through ads,
social media, content marketing, and
SEO. This is where awareness comes in
—you have to direct people to your
business.

If no one knows you exist, how do you
expect to get any business? I can’t even
count the number of times I’ve heard
something along the lines of: “Bryan, I just
need my phones to start ringing.” Then I
look at their digital presence—and guess
what? It’s nonexistent. Here’s the thing:
I’m a marketer, not a miracle worker. The
harsh reality is, if people don’t know
about you, how are they supposed to
call you, buy from you, or visit your
website?

The first and most crucial step in your
marketing journey is awareness. You
have to get your name out there. And
guess what? This takes money. One of
my mentors always said, “It’s going to
take some US Dollars.” You need a
budget for awareness campaigns,
whether you’re running digital ads, setting
up booths at expos, attending networking
events, or even sending out mailers. The
list of tactics goes on, but they all require
one thing: investment.

And here's the big question: Do you have
a strategy to get your name out there?

7X - 15X
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Understanding Conversion Rates

Let’s talk about conversion rates for a moment. You might think that once
people land on your website, they’ll automatically turn into leads or customers.
But the reality is a little more sobering. Here are some typical conversion rates
across different industries:

Roofing Companies: 1-3%
Health Insurance: 1-2%
Marketing Agencies: 1-2%
Software as a Service (SaaS): 1-3%

Let that sink in for a moment. Even with all the effort you put into driving traffic
to your website, only a small percentage of visitors will convert into leads. But
that’s not the point—the point is to get enough qualified traffic so that even a
small conversion rate translates into a substantial number of leads. The larger
your audience at the awareness stage, the more potential you have to convert
prospects later.

This is why awareness is so important and requires such a heavy investment—
both in time and money. It’s about casting a wide net and getting as many
qualified prospects into your funnel as possible.

25



Building an Awareness Strategy: Multiple Touchpoints

So, how do you build a strategy for awareness? First, understand that it’s not
about getting in front of people once. You need to show up multiple times, across
multiple channels. The goal is to make your brand familiar and top-of-mind for your
audience, so when they’re ready to make a decision, they think of you first.

Here’s how to do it:
Drive Traffic to Your Website1.

The first step is getting people to visit your website. Whether it’s through
organic traffic, paid ads, or content marketing, you need a consistent
strategy for driving traffic. This could involve:

Google Ads to capture intent-based searches.
SEO to rank for keywords related to your business.
Social media ads to reach your target audience where they’re already
active.
Blog content that provides value and attracts organic traffic.

Retargeting for Maximum Visibility2.
Once someone has visited your website, they’ve shown some level of
interest, but that doesn’t mean they’re ready to buy. This is where
retargeting comes into play. With retargeting, you can serve ads to people
who have already visited your site, showing up in their feeds across
platforms like Facebook, Instagram, and Google. This keeps your brand
top-of-mind and brings people back when they’re ready to take action.

Omnichannel Approach3.
Don’t limit your awareness strategy to one platform. You need to diversify
your efforts to reach your audience where they spend their time. This
means utilizing multiple platforms such as:

Facebook Ads
Google Display Network
Instagram Ads
YouTube Ads
TikTok Ads 

Each of these platforms offers unique ways to engage your audience and
increase awareness. While your customers may not convert the first time
they see your brand, repeated exposure across different channels
increases the likelihood of engagement.

Consistency and Frequency4.
Marketing isn’t a “set it and forget it” game. It’s a continuous effort that
requires you to stay in front of your audience consistently. The key to
successful awareness campaigns is frequency. The more times your
potential customers see your brand, the more likely they are to remember
you when they need your product or service.
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The Reality: It Takes Budget

Let’s get real for a second: it takes money to make money. Many businesses,
especially those just starting out, hesitate when it comes to investing in marketing.
But here’s the reality—if you want to grow your business, you need a budget for
awareness campaigns. And for those of you thinking about using a small budget to
"test the waters," as Grant Cardone famously says, “Multiply it by 10.”

You need a bigger budget than what you probably planned. Why? Because you’re
going to need to be present across multiple channels, multiple times, to make an
impact. This includes:

Facebook Ads
Google Ads
YouTube Ads
Instagram Ads
TikTok Ads

And let’s not forget about SEO, content creation, and paid partnerships. If you
really want to get your name out there, you need to allocate sufficient resources to
make sure people see you over and over again.

27



Planning with Your Marketing and Sales Team

One final point before we move on: It’s crucial to plan your awareness strategy in
collaboration with your marketing and sales teams. Awareness isn’t just about
getting people to visit your site or see your ads. It’s about moving them from
awareness to engagement, which we’ll cover in the next chapter.

Your sales team plays a vital role here because they will be the ones converting
those leads into paying customers. Together, your marketing and sales teams
need to align on strategies that get people from the awareness phase to the point
where they’re ready to engage, and ultimately, to convert.

28



Exercise: Budgeting for Awareness and Retargeting Campaigns

In order to implement an effective awareness strategy, you need a clear and
realistic budget. Take some time to map out how much you’re going to invest
per platform for both awareness campaigns and retargeting efforts. Remember
to include all the platforms you plan to use (e.g., Facebook, Instagram,
YouTube, etc.).

Friendly tip: Don’t be tempted to go too low on your budget. Small budgets
often yield small results. For example, spending $50 per month on Facebook
ads might get you a few clicks, but it won’t be enough to generate sustained
visibility or leads. To get the traction your business needs, it’s crucial to invest
in a realistic marketing budget that will give you the reach and exposure
necessary to make an impact.

Examples of realistic budgets for small businesses:
Facebook Ads: A budget of $500–$1,000 per month could generate
around 1,000–3,000 clicks, depending on your targeting and ad quality.
Instagram Ads: $300–$1,000 per month could result in reaching tens of
thousands of impressions with a chance for conversions.
YouTube Ads: $300–$1,000 per month for video ads could get your video
viewed by thousands, helping build brand awareness.
Google Ads: Depending on the keywords, a budget of $500–$1,500 per
month could drive search traffic to your website.

Key Insight: You want your ads to show up repeatedly. This consistency will
help build brand recognition, and retargeting will allow you to re-engage those
who have already shown interest in your business.
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Platform Monthly Budget
Awareness

Monthly Budget
Retargeting

Total Monthly 
Budget

(Example) $600 $200 $900

Facebook Ads

Instagram Ads

YouTube Ads

LinkedIn Ads

TikTok Ads

Google Ads

Other (Specify)

Fill in the table below to calculate your monthly budget:

Consider the following:
Is your budget high enough to ensure sustained visibility on each
platform? For instance, spending $50 per month on Facebook may not
deliver the reach you need, but $500 could get you in front of a more
targeted audience.

1.

Are you allocating enough resources to retargeting? Retargeting
ensures that potential customers who have already visited your website or
clicked on your ads don’t forget about you. It’s essential for closing the loop
in your marketing strategy.

2.

Does your total monthly budget align with your marketing goals? For
example, if you want to generate 20 leads per month, a $1,000 budget might
be more effective than a $100 budget, as it allows for more reach and
retargeting efforts.
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By completing this exercise, you’ll get a realistic view of how much you
need to spend to drive awareness and retarget leads effectively. Be
mindful that investing appropriately in awareness campaigns can make
the difference between growing your business or struggling to get
noticed.
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CHAPTER 5
Engagement
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What Does Engagement Look Like?

Engagement can happen in many forms:

Social Media Interactions:
Comments, shares, likes, and
followers are surface-level
engagements that indicate someone
is interested in your content.
Website Engagement: When
prospects take the next step and visit
your website, read blog posts, or click
on product pages, you’re capturing a
deeper level of interest.
Form Submissions: This is where
things get serious. When a visitor
submits a form to download an eBook,
sign up for a webinar, or request more
information, they’re taking action that
indicates they’re moving closer to
becoming a customer.
Chat Inquiries: Live chat or chatbots
can provide an easy and direct line of
communication, making it convenient
for prospects to ask questions. A real-
time conversation can help address
concerns, resolve doubts, and move
prospects further along the funnel.

While social media likes and shares are
great for building brand visibility, the most
valuable engagement happens when a
prospect takes action—filling out a form,
engaging with your chat support, or
signing up for a webinar. These actions
show intent and are the stepping stones
that move a person from awareness to
conversion.

This is where the fun begins!
Engagement is one of the most exciting
and crucial stages of the customer
journey. It’s where you start building
deeper relationships with your audience
and where real connections form. The
biggest mistake I’ve seen in marketing is
when businesses fail to engage with their
prospects. Having a presence is one thing
—but actively engaging is another.

Engagement is what transforms casual
followers into loyal customers. But what
exactly does engagement mean? It’s not
just about likes, shares, and comments—
although those are certainly part of it.
True engagement is about creating
meaningful interactions that show your
audience you understand their needs and
can provide real value.
Let’s break this down.
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Value for Value: The Core of Engagement

If you want your prospects to engage with you in meaningful ways, you need to
understand a key principle: value for value. This means that if you want your
audience to give you something (like their contact information), you need to give
them something valuable in return. This value exchange is critical for earning trust
and motivating people to take action.

Here’s how you can create value for your audience:

EBooks: Offering a free eBook that solves a problem or educates your
audience is a great way to build trust and position yourself as an expert in your
field. For example, if you run a marketing agency, offering an eBook on “10
Ways to Improve Your Social Media Strategy” would attract business owners
interested in that topic.
Webinars: Hosting a live or recorded webinar is another way to engage your
audience. Webinars allow you to provide high-value content while showcasing
your expertise. They also provide an opportunity for attendees to ask questions
and interact directly with you or your team.
Checklists & Templates: Offering downloadable checklists, templates, or
guides can be an incredibly effective lead magnet. These resources save your
audience time and provide immediate, actionable value.
Quizzes: Quizzes are not only fun, but they also provide value by offering
personalized results. For example, a fitness business might offer a quiz titled,
“What’s the Best Workout Plan for Your Lifestyle?” which leads to tailored
results and recommendations.

In each of these cases, you’re offering value upfront in exchange for your
audience’s contact information and attention. This helps establish trust and gives
your prospects a reason to continue engaging with your brand.
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Why Engagement is a Two-Way Street

Here’s the truth: engagement isn’t just about you. It’s a two-way street. If you’re
not actively responding to the comments, messages, or inquiries your audience is
sending your way, you’re missing out on a key opportunity to build relationships.
Some businesses make the mistake of focusing entirely on getting followers or
likes without ever engaging back with their audience. But engagement doesn’t work
that way. It’s not enough to post content and wait for your audience to interact. You
need to engage back by:

Responding to comments and questions on your social media posts.
Answering inquiries through live chat, social DMs, or emails promptly.
Thanking people for shares or positive reviews.
Creating polls, quizzes, or Q&A sessions to invite more interaction.

When your audience sees that you’re actively engaged with them, they’re more
likely to continue the conversation. This creates a positive feedback loop that builds
trust and increases the chances that they’ll convert into paying customers.

35



Creating a Consistent Engagement Strategy

To succeed with engagement, you need a consistent strategy. Sporadic or one-
off interactions won’t yield the same results as a steady, well-planned approach.
Here are a few ways to build consistency into your engagement strategy:

Post Regularly: Whether it’s blog posts, social media content, or email
newsletters, your audience needs to see you consistently. This keeps your
brand top-of-mind and gives your followers something to interact with regularly.

1.

Provide Regular Opportunities for Engagement: Don’t just post and hope
people will engage. Actively create opportunities for your audience to interact
with your brand. This could be through questions, polls, challenges, giveaways,
or live events.

2.

Follow Up on Leads: Once someone has engaged by downloading an eBook
or signing up for a webinar, follow up with them through personalized emails or
phone calls. Show them that you’re interested in their business and offer
additional value.

3.

Track and Measure Engagement: Keep track of which types of content generate
the most engagement. Whether it's blog posts, webinars, or quizzes, knowing what
resonates with your audience will allow you to refine your strategy and keep people
coming back for more.
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Engagement Tactic Type of Value Offered
(eBook, Webinar,
Checklist, etc.)

How Will You Follow Up?

Social Media Post
Engagement

Website Form Submissions

Chat Inquiries

Email Sign-Ups
(Newsletter)

Webinar Registrations

Other (Specify)

Exercise: Building Your Engagement Strategy

It’s time to create your engagement plan. Fill in the blanks below to outline
your strategy for getting prospects to engage with your business. Think about
the value you can offer in exchange for their engagement.

Once you have your tactics in place, think about how you will engage back
with your audience. Who will be responsible for responding to comments or
answering chat inquiries? How will you ensure consistency?

By building and executing a strong engagement strategy, you can turn passive
followers into active prospects and, eventually, loyal customers. Engagement
is the bridge that moves people from awareness to action, and it’s one of the
most powerful tools you have in your marketing arsenal.
Next, we’ll dive into the conversion stage—where all this engagement starts
paying off in sales.
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CHAPTER 6
Conversion
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“They say sales isn’t a part of marketing.” Well, I’m here to tell you: that is
sooooo wrong. In my experience, marketing and sales are two sides of the
same coin. You can’t have one without the other. The marketing team’s role
isn’t just about getting prospects to the door; it’s about empowering the sales
department with the tools and resources they need to convert those
prospects into paying customers.

Let’s be clear: the marketing department’s job doesn’t end when a prospect
fills out a form or clicks through to the website. Marketing is responsible for
creating and providing the materials, strategies, and support that allow the
sales team to excel. From the brochures, presentations, and slide decks to the
emails and campaigns that set the stage for a meeting—every single piece is
crucial for closing a deal.
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Marketing’s Role in Conversion

The relationship between marketing and sales isn’t just a hand-off; it’s a
collaborative process. Here’s how marketing empowers sales:

Sales Collateral: Think about everything the sales team uses in their day-
to-day interactions with prospects. This includes folders, brochures, one-
pagers, case studies, and flyers that explain your company’s offerings.
Marketing creates these materials to ensure that salespeople have
professional, well-designed collateral that positions your product or service
as a solution to the prospect's pain points.

1.

Presentation Tools: Whether it’s a PowerPoint deck or a sleek proposal
template, marketing ensures that the sales team is armed with accurate,
compelling, and visually engaging presentations. These tools need to be
aligned with the overall brand message and be professional and
consistent.

2.

Lead Nurturing Campaigns: The sales team may be working on a deal,
but the marketing team plays a vital role in keeping prospects warm
through email campaigns, retargeting ads, and special offers. This
ongoing communication keeps your business top-of-mind and creates
more opportunities for the sales team to engage and close.

3.

Targeted Content: Marketing also supports sales by creating content
tailored to different stages of the buyer’s journey. This could be blog
posts, eBooks, or even customer testimonials that address the specific
questions or concerns of your prospects. Content marketing helps answer
the questions that prospects are likely to ask, making the sales team’s job
easier.

4.

Data and Insights: Finally, marketing provides data that can help the
sales team focus on the right prospects. Analytics on which content has
been downloaded, which web pages prospects have visited, and how
they’ve engaged with emails can provide key insights into what a lead
needs to move forward.

5.

In short, marketing is responsible for setting the sales team up for
success. When marketing provides the sales team with the right tools and
resources, the entire organization functions more efficiently. The result? More
conversions and, ultimately, more revenue.
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Sales’ Role in Conversion

While marketing supports the sales process, it’s up to the sales team to
execute. Marketing can only do so much—at the end of the day, the sales
team needs to prospect, present, and close. Here’s how sales teams need to
step up to turn leads into customers:

Prospect: Sales teams need to actively pursue leads provided by
marketing and also do their own outreach. This includes following up on
warm leads generated from ads, events, and content, as well as cold
outreach when necessary.

1.

Present: Once a lead is interested, the sales team takes the reins. This is
where the presentation materials provided by marketing come in handy.
Sales professionals use these tools to communicate the value of your
product or service in a clear, concise, and compelling way.

2.

Overcome Objections: Every deal comes with objections—whether it’s
about pricing, features, or timing. The sales team needs to be well-
prepared to overcome these barriers. This is where having a strong
understanding of the customer’s pain points comes in, as well as
knowing how to frame the product or service as a solution to those
problems.

3.

Close the Deal: Once all objections are addressed, the goal is to seal the
deal. The sales team needs to know when and how to ask for the close.
It’s their job to bring the lead across the finish line.

4.
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Collaboration Between Sales and Marketing

The most successful businesses know that marketing and sales must work
hand in hand. When these two teams collaborate effectively, the sales
process becomes smoother and more efficient.

Here are a few ways sales and marketing can work together for better results:

Regular Communication: Sales and marketing teams should meet
regularly to discuss lead quality, customer feedback, and what’s working
(and what’s not) in the sales process. This allows marketing to adjust
messaging and campaigns to better support the sales team.
Feedback Loop: Sales should provide feedback on the quality of leads
they are receiving and let marketing know what materials or resources they
need to close more deals. Marketing can then adjust their strategy to
deliver higher-quality leads and better support.

Alignment on Goals: Both teams should have a shared goal: converting
prospects into customers. Whether it’s reaching a monthly sales target or
increasing conversion rates, sales and marketing should be aligned on what
success looks like and how they can work together to achieve it.

42



Aspect Do You Have This in
Place? (Yes/No)

Notes/Improvements
Needed

Marketing Collateral
(Folders, Flyers, One-

Pagers)

Sales Presentations (Slide
Decks, Demos)

Lead Nurturing Campaigns
(Email, Retargeting Ads)

Feedback Loop Between
Sales & Marketing

Regular Sales Training

Tools for Handling
Objections

Conversion Metrics &
Reporting

Exercise: How Have You Prepared Your Sales Team to
Close More Deals?

Now that we’ve explored how marketing supports the sales process, it’s time
for some reflection. Take a moment to think about how your sales team is
currently prepared to convert leads into paying customers. Use the table below
to assess where your sales and marketing teams are aligned—and where
there might be gaps.
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Reflect on this:

Are your salespeople equipped with the right marketing materials?
Do they have the tools needed to overcome objections and close deals?
How well are marketing and sales collaborating to ensure success?

By ensuring that your marketing team is empowering the sales team with the
right tools, and that your salespeople are prepared to close deals, you’re
creating a process that moves smoothly from lead generation to conversion.
Sales and marketing aren’t separate—they are partners in driving
business growth.
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CHAPTER 7
Delight
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There’s a saying in the health industry: “You can’t outwork a bad diet.” It
means no matter how hard you exercise, you can’t expect to lose weight or
build muscle without proper nutrition. Simply put, there are no shortcuts to
success in fitness. The same holds true in business: You can’t out-market a
bad product or service.

If your product or service doesn’t meet customer expectations, no amount of
marketing will save it. In fact, marketing will only speed up the rate at which
people discover your flaws. Instead, to build a lasting and successful business,
you need to delight your customers with exceptional products and
experiences. Once you’ve converted a lead into a paying customer, your focus
shifts from closing the sale to keeping that customer happy—and ensuring they
return.
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What Does “Delight” Really Mean?

Delighting customers goes beyond just offering a good product or service. It’s
about exceeding expectations at every touchpoint and creating an
experience that makes your customers say, “Wow.” It’s what separates a one-
time buyer from a lifelong advocate of your brand.
In the same way that your diet is the foundation for a healthy body, the quality
of your product or service is the foundation for a thriving business. If you’re
consistently delivering value and providing excellent customer service, you’re
positioning your business to generate repeat customers and build lasting
relationships.

Delight can be delivered in many ways:

Excellent Product or Service: The foundation of customer satisfaction
starts with the product or service itself. Does your product solve a problem
or fulfill a need in a way that satisfies or exceeds customer expectations?

1.

Outstanding Customer Support: When customers have questions or
issues, how quickly and effectively are you responding? Providing timely,
helpful, and friendly customer support is a major factor in delighting
customers.

2.

Surprise and Delight: Go the extra mile. Unexpected perks or small
touches, like a handwritten thank-you note or an extra product sample in
the package, can leave a lasting impression and show customers that you
value their business.

3.

Personalization: Today’s customers expect brands to tailor experiences to
their needs. Whether it’s personalized email campaigns, product
recommendations based on past purchases, or addressing customers by
name, small acts of personalization can elevate the experience.

4.

Follow-Up: After a purchase, do you follow up to ensure that the customer is
satisfied? A simple email or phone call to check in shows that you care about
their experience and builds stronger relationships.
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Why Delighting Customers is Non-Negotiable

Here’s the hard truth: If your customers aren’t delighted with their experience,
they won’t stick around. Worse, they might even spread the word about their
dissatisfaction, damaging your reputation in the process.
Delight plays a key role in the customer journey because it’s the tipping point
where satisfied customers turn into loyal advocates. Satisfied customers not
only return for more business—they also tell others about their positive
experience. Word-of-mouth marketing from a delighted customer is worth far
more than any paid ad campaign. It’s authentic, trusted, and spreads
organically.

Remember, there are no shortcuts. If your product or service isn’t delivering
value, no amount of marketing or sales effort can save your business in the
long run. The key to delighting your customers is to continuously refine and
improve your offerings based on their feedback.
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How to Measure and Improve Customer Delight

If you want to know whether your customers are delighted, you have to ask
them. Gathering customer feedback is essential for understanding where your
business stands in terms of customer satisfaction and loyalty. Conducting
surveys and reviews is one of the most effective ways to gather actionable
insights that can help you improve your products and services.

Here’s how you can measure and improve customer delight:

Surveys: Send out customer satisfaction surveys after a purchase. Ask
specific questions about their experience with your product, your customer
service, and how you can improve.

1.

Net Promoter Score (NPS): NPS is a powerful tool to measure how likely
your customers are to recommend your product or service to others. The
higher your score, the more delighted your customers are. Be sure to ask:
“On a scale of 0-10, how likely are you to recommend us to a friend or
colleague?”

2.

Customer Reviews: Encourage your customers to leave reviews on
platforms like Google, Yelp, or your website. Positive reviews help boost
your credibility, and negative reviews provide opportunities to identify areas
where you can improve.

3.

Customer Service Feedback: Pay attention to feedback from your
customer service channels. Are customers satisfied with how their issues
are handled? Use this feedback to fine-tune your support processes.

4.

Engagement Metrics: Measure engagement metrics like repeat purchases,
customer retention rates, and lifetime value to see how well your delight
strategies are working. Happy customers buy again—and stay longer.
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Feedback Method What Will You Ask? How Will You Use the
Results?

Customer Satisfaction
Survey

Net Promoter Score (NPS)

Customer Reviews

Customer Service
Feedback

Other (Specify)

Exercise: Have You Conducted a Survey to Improve
Your Product or Service?

It’s time to put this into action. Have you asked your customers how they feel
about your product or service? Take a moment to assess whether you’ve
gathered feedback to refine your offerings. If you haven’t, now is the perfect
time.

Use the table below to create a plan for gathering customer feedback and
using it to improve your product or service.
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Next steps:

Create your survey: Develop a short survey (2–5 questions) asking
customers about their experience with your product or service. Make sure
to ask about the specific areas you want to improve.
Send it out: Use email, social media, or your website to share the survey
with your customers. Offer an incentive (like a discount or giveaway entry)
to encourage participation.
Analyze and act: Use the feedback to identify trends and areas for
improvement. Focus on areas where customers are less satisfied, and take
action to address those issues.

By taking the time to measure customer satisfaction and actively working to
improve your product or service, you’ll be better equipped to delight your
customers and turn them into loyal advocates for your brand. When your
customers are happy, your business thrives.

In the next chapter, we’ll discuss how to turn delighted customers into
advocates who will actively promote your business.
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CHAPTER 8
Advocacy
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Congratulations! You’ve successfully guided a prospect through the customer
journey—from awareness, engagement, and conversion to delight. You now
have a happy customer. But the journey doesn’t end here. In fact, this is where
a critical phase of your marketing begins: advocacy.

Your satisfied customers are one of your most valuable assets. They’re not just
repeat buyers—they have the potential to become brand advocates, actively
promoting your business to their friends, family, and networks. And here’s the
key: you can’t just sit back and hope it happens. You need to actively
encourage and incentivize them to spread the word about your business.

53



Why Advocacy Matters

At the end of the day, there is nothing—and I mean NOTHING—more
powerful than word-of-mouth marketing. When someone loves your product or
service, they’re more likely to tell others about it. Personal recommendations
are far more trusted than any paid ad or marketing campaign. Think about it—
when a friend tells you they’ve had an amazing experience with a product or
service, aren’t you more likely to try it yourself?
That’s the power of advocacy. It’s organic and genuine, and best of all, it’s
free. Your customers become your most effective marketing tool, and their
referrals often lead to high-quality leads because the trust factor has already
been established.

But here’s the thing: most customers won’t advocate for your business unless
you ask them to. And even when they’re happy with your service, they might
need a little push. This is why you should never be afraid to ask for more
business from your existing customers. They’re already satisfied, so why not
encourage them to share their positive experience with others?

How to Turn Happy Customers Into Advocates

1. Ask for Reviews
One of the simplest and most effective ways to encourage advocacy is by
asking for reviews. Happy customers are often willing to share their
experience, but many won’t do so unless you ask. Make it easy for them by
sending a follow-up email after their purchase asking for a review. Provide
links to review sites like Google, Yelp, or industry-specific platforms.

Example: “We hope you’re loving your new product! If you’ve had a great
experience with us, we’d love to hear about it. Please take a moment to
leave us a review on [Google/Yelp]. Your feedback helps us improve and
lets others know what they can expect from us!”

You can also automate this process using email marketing tools, ensuring
every customer receives a polite request for feedback shortly after their
purchase or service.
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2. Encourage Testimonial Videos

Written reviews are great, but video testimonials add a personal and
emotional touch that can be incredibly persuasive. Video allows potential
customers to hear and see the excitement in a customer’s voice, making the
testimonial feel more authentic and relatable.

To encourage video testimonials, create an incentive for customers to share
their story. This could be a discount on their next purchase or a chance to win
a prize. Make it easy for them to submit videos by providing clear instructions
or even offering to record the testimonial for them.

Example: “Share your story! We’d love to hear how our product has made
a difference for you. Send us a short video testimonial and enjoy 10% off
your next purchase!”

3. Create a Referral Program

If you want to turn your happy customers into a marketing force, create a
referral program. Referral programs incentivize customers to refer your
business to others in exchange for rewards. These rewards could be
discounts, freebies, or even cash bonuses.

For example, you could offer a 10% discount to the customer for every
successful referral and give the referred friend a 10% discount on their first
purchase. This creates a win-win situation where both the advocate and the
new customer benefit.

Example: “Love our product? Share it with a friend! When they make their
first purchase, you’ll both get 10% off. It’s our way of saying thanks!”

Make the referral process easy by providing customers with a personalized
referral link they can share via email or social media. Tools like ReferralCandy
or Post Affiliate Pro can automate this for you, tracking referrals and
distributing rewards.
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4. Offer Incentives for Social Media Advocacy

Encourage customers to share their experience on social media. Create
branded hashtags and offer incentives for customers who post about your
products or services. This increases your brand visibility and encourages a
wider audience to engage with your content.

Example: “Share your experience with [Brand] on Instagram using
#BrandLoyalty and get a chance to win a $100 gift card! We can’t wait to
see your posts!”

Engaging customers in this way not only amplifies your message but also
creates user-generated content (UGC), which is highly trusted by other
consumers.

Create Opportunities for Advocacy

Advocacy doesn’t just happen—you need to create opportunities for it to
thrive. Here’s how to set up an advocacy-friendly environment:

Follow-Up After Purchase: After every purchase, follow up with a thank-
you email. In that email, ask for a review, share information about your
referral program, or invite them to join your social media community. The
key is to stay connected with your customer.
Host Events or Webinars: Host events or webinars where your most loyal
customers can learn more about your products or services. During these
events, encourage them to share what they’ve learned with their network.
Celebrate Loyal Customers: Publicly recognize your most loyal
customers. Whether it’s a “Customer of the Month” feature on social media
or a special VIP program, showing appreciation for your advocates will
encourage others to follow suit.
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Advocacy Tactic Is This in Place?
(Yes/No)

How Can You
Improve?

Asking for Reviews

Encouraging Testimonial
Videos

Offering a Referral
Program

Incentivizing Social Media
Shares

Follow-Up After Purchase

Exercise: How Are You Encouraging Advocacy?

Take a moment to reflect on how your business is currently encouraging
advocacy. Use the table below to evaluate your efforts and identify areas for
improvement:

Next steps:
Identify the areas where your advocacy efforts are lacking.
Develop a plan to implement new advocacy strategies, such as launching
a referral program or incentivizing social media shares.
Track your progress and adjust your strategy based on customer feedback
and engagement.

Turning Happy Customers into Advocates

Remember, advocacy is all about building on the trust and satisfaction you’ve
already created. Your happy customers are your greatest asset, and by giving
them opportunities to advocate for your brand, you’ll generate new business
organically. Keep in mind that advocacy is not a one-time event—it’s an
ongoing process. The more you engage and reward your customers, the more
likely they are to become loyal advocates for your brand.
In the next chapter, we’ll explore how all the stages of the customer journey
come together to form a flywheel that keeps your business growth spinning
continuously. 57



CHAPTER 9
The Customer Journey Flywheel
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If you’ve done your job well as a business, guiding your customers up the
pyramid—through awareness, engagement, conversion, delight, and advocacy
—then you’re ready to take your strategy to the next level. Now, instead of
relying on a linear journey or even a traditional funnel, you can move toward
something more powerful: the customer journey flywheel.

So, what exactly is a flywheel? Imagine a massive wheel spinning
continuously. Once it’s in motion, it keeps going with its own momentum,
requiring only small inputs to keep it turning. This is the essence of the
flywheel effect. Unlike a funnel, which often leads to a dead end after
conversion, a flywheel is self-sustaining—it keeps generating growth long
after the initial push.

If done correctly, a flywheel creates a marketing and sales strategy that never
stops. That’s the goal for all businesses: to create continuous, compounding
growth that gains momentum over time.
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The Power of the Flywheel in Business
Why is a flywheel better than a traditional funnel or triangle? Funnels imply that
leads drop out at the bottom once they convert into customers. In this model,
businesses are always searching for new leads to feed into the top of the
funnel. But with a flywheel, the process doesn’t stop at conversion. Instead,
happy customers fuel the flywheel—driving growth through advocacy,
repeat purchases, and word-of-mouth referrals.
Here’s how it works:

Attract: The flywheel starts by attracting potential customers through
awareness campaigns, content marketing, social media, paid ads, and
other strategies that introduce people to your brand.
Engage: Once you have your audience’s attention, you move into the
engagement phase, where you nurture relationships through content,
webinars, offers, and social interactions. This is where you build trust and
show that you’re the solution they’re looking for.
Convert: Engagement leads to conversion, where prospects become
paying customers. You provide the tools and support they need to make
informed purchasing decisions, and you make the buying process
seamless and friction-free.
Delight: After the sale, your focus shifts to delighting customers by
exceeding their expectations. Whether through excellent customer service,
personalized follow-ups, or surprise perks, your goal is to make customers
feel valued and appreciated.

Advocate: Finally, your delighted customers become advocates. They share
their positive experiences, leave reviews, refer friends, and promote your
business to others. This advocacy feeds back into the attract phase, bringing in
new potential customers—and the flywheel continues to spin.
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Why the Flywheel Never Stops

The beauty of the flywheel is that every action you take feeds into the next.
Each time you delight a customer, you’re not just securing their loyalty—you’re
generating more energy for your business as they share their experience and
bring in new leads.

As your flywheel gains momentum, your business grows organically. You
don’t need to constantly push new leads through the top of the funnel; your
existing customers are doing the work for you by driving word-of-mouth
marketing and repeat business. This creates a self-sustaining cycle that
propels your business forward.

However, the flywheel only works if you maintain consistent energy throughout
each stage. Just like a real flywheel, if you neglect to keep it spinning, it will
eventually slow down and stop. So, your job as a business is to ensure every
part of the customer journey—attract, engage, convert, delight, and advocate
—remains strong and aligned.
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Key Elements of a Strong Flywheel

For a flywheel to be effective, it needs to be carefully constructed and
continuously nurtured. Here are the key elements that will keep your flywheel
spinning:

Customer-Centric Strategy: At the heart of the flywheel is the customer.
Everything you do—from marketing and sales to product development and
customer service—needs to be focused on delivering value to the
customer. The more satisfied your customers are, the more energy they’ll
put back into your flywheel by promoting your business to others.

1.

Consistency and Alignment: Every department within your business,
from marketing to customer service, needs to be aligned with the flywheel
strategy. If your sales team is closing deals but customer service isn’t
delivering on promises, your flywheel loses momentum. Consistency
across all touchpoints is essential for keeping the flywheel in motion.

2.

Continuous Improvement: he flywheel isn’t a set-it-and-forget-it model.
You should constantly be looking for ways to improve the customer
experience, whether through product upgrades, new features, or improved
communication. The more you invest in delighting your customers, the
stronger your flywheel becomes.

3.

Leverage Technology: Automation tools, CRM systems, and data
analytics can help you keep your flywheel running efficiently. Use
technology to track customer behavior, automate follow-ups, and
personalize experiences at scale. This ensures that no customer is left
behind, and your flywheel remains efficient even as your business grows.

4.

Leverage Technology
Automation tools, CRM systems, and data analytics can help you keep your
flywheel running efficiently. Use technology to track customer behavior,
automate follow-ups, and personalize experiences at scale. This ensures that
no customer is left behind, and your flywheel remains efficient even as your
business grows.
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Flywheel Stage Current Strategies Areas for Improvement

Attract

Engage

Convert

Delight

Advocate

Exercise: Map Out Your Flywheel

Use the table below to map out your own customer journey flywheel. Identify
the strategies you’re currently using in each phase and note any areas for
improvement.

The Power of Momentum

The customer journey flywheel is all about creating momentum. Every
interaction you have with a prospect or customer adds to that momentum,
helping your business grow in a sustainable and scalable way. Unlike a
traditional funnel, the flywheel doesn’t end with the sale. It continues to spin as
your happy customers fuel further growth.

By building a strong flywheel, you’re setting your business up for long-term
success. It’s not about getting one sale—it’s about creating a cycle of
growth that never stops.
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Epilogue: Putting It All Together

As you reach the end of this eBook, it’s
clear that marketing is not a one-size-
fits-all solution. You’ve now walked
through the entire customer journey—
from attracting attention and engaging
prospects to converting leads,
delighting customers, and turning them
into advocates. Each chapter has
equipped you with the tools and
strategies you need to build a
successful marketing engine for your
business.

But let’s be real—implementing these
strategies isn’t always easy. Marketing
is a complex process that takes time,
effort, and consistency. And the truth
is, it can sometimes feel overwhelming
to put all these pieces together while
also running your business.
Here’s the good news: You don’t
have to do it alone.

Whether you’re just starting out or
looking to refine your current
marketing efforts, there’s no shame in
asking for help. The most successful
businesses often have a team of
experts guiding them, ensuring they’re
hitting the right targets and maximizing
every opportunity for growth.
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Feeling Overwhelmed? We’re Here
to Help.

If you’re reading this and thinking,
“This is great, but how do I implement
all of this in my own business?”—don’t
worry. We’ve got you covered. At
Advent Trinity Marketing Agency,
we specialize in helping businesses
like yours build and implement
powerful marketing strategies that
drive real, sustainable growth.
From designing your customer journey
flywheel to running effective
awareness campaigns, our team can
work with you to create a marketing
plan that’s tailored to your business
needs.

Ready to get started? Let’s take the
next step together.

Book an introductory call with us
today to discuss how we can help you
implement these strategies and take
your business to the next level:
Schedule a Call.

Whether you need a full-service
marketing team or just a little
guidance, we’re here to help you every
step of the way. Let’s turn your vision
into a reality.
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