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“Half the money I spend on advertising is wasted; 
the trouble is I don't know which half.”

- John Wanamaker
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A tale of 
four ad 
campaigns…
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A beach…
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And one 
girl’s 
journey.



Send messages when customers aren’t 
receptive

How to waste marketing $$

Send messages that don’t connect with 
customers

Send messages to the wrong people



The success of your 
marketing funnel 
depends on your 
ability to recruit, 

engage and convert 
your audience.



Right Audience

Right Message

Right Time



If you miss 
any of 

these, your 
advertising 
investment 
is wasted.

Right Audience

Right Message

Right Time



Precision Matters.
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How Do We 
Get These 
Right?
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What are our goals as marketers?
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Get our audience to like us.

Convince them to buy our products.



What If You Could...

ØKnow who your audience is and reach out directly to them
ØKnow what messages will catch attention
ØKnow what will draw them into your brand
ØKnow what will convert them from prospects into customers
ØKnow when customers are most likely to respond



What if you could…

Create a Path to 
lead your 
audience to 
purchasing your 
brand.



There once 
was a girl 
named 
Dorothy…



Who found 
herself in a 
strange land



Who found 
herself in a 
strange land

…and she 
desperately 
wanted to get 
home…



A good witch 
told her about a 
Wizard who 
could help her 
get home



A good witch 
told her about a 
Wizard who 
could help her 
get home

…and a road to 
follow to reach 
the Wizard.



But the road 
was long and 
dangerous.



Dorothy met 
three friends 
along the road…



Dorothy met 
three friends 
along the road…

…who gave her 
knowledge, 
passion and 
courage to 
travel the 
road…



…and reach the 
Emerald City 
where she 
learned the 
Secret to 
getting home.



So let’s build our Yellow Brick 
Road and bring Dorothy home…
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Right Audience.
Right Message.
Right Time.
Finding Dorothy
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We need to know our audience 
before we try to get our audience 
to know us.



Tool #1:
Customer 
Persona

Maps
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Salesman: “My customers buy because 
they like that the product is permeable.”

Jim (Customer): “I like the look of the 
product when it’s installed. It looks like a 
natural path.”
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Owner: “Our natural deodorant doesn’t 
have toxic chemicals in it.”

Susan (Customer): “My mother, sister, and 
best friend died of cancer. I don’t want 
anything in or on my body that risks my 
getting cancer.”



So how do we gather effective customer 
research?

Who are the right people to talk to and how do you find them?
Ø Talk to current good customers. You want to find more like them!

What do you ask them?
Ø Ask them how, when, and where. Ask them what happened. Ask 

them how they feel and what thoughts they have. Ask them what 
irritates them. Ask them what makes them happy. Ask them how, 
when and where they use your product.

Ø Don’t ask them why. They don’t know why. Really.



Precision Matters.



Right Audience.
Right Message.
Right Time.
Guiding Dorothy along the Yellow Brick Road.
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Brand Audience

You want to tell your 
customers about your 

brand. About how 
wonderful it is. About how 

good it will be for them.

Your audience wants to 
hear stories that are timely 
and relevant to their own 

interests, which most of the 
time have nothing to do 

with  your brand.
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Brand Audience

So how do we achieve this?
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Or maybe even achieve this.

Audience

Brand



1. Stop talking about your brand. They don’t care.
2. Start talking about them. 
3. (Do my brand narrative workshop)

Brand Audience
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Tell your audience a story about 
themselves. With your brand in it.

Audience

Brand



Not the other way around.

Our brands must fit 
into our customer’s narrative.
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Like This…



What are the steps we’re going to go 
through to go on our vacation?
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Let’s take a vacation. 

So how do we construct this story? 



Where to 
go?

How to get there? Where to stay?

Where to 
eat?

What to do while we’re 
there?

Planning a vacation…

…is a journey in itself!
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Let’s take this journey metaphor further.

Let’s create a  Yellow Brick Road for our 
customers to follow.



The Yellow Brick Road



What journey is this?

It’s the journey to becoming a 
loyal customer.

So how do we help them 
along this Yellow Brick Road?
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?



?

?



The Yellow Brick Road



Tool #2: The Customer Journey 
Map
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Mapping Tool: Custellance
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Mapping Tool: Custellance

See www.custellance.com

http://www.custellance.com/


We guide them.

We motivate them.

We give them courage.

We create a Yellow Brick Road that leads 
customers to their Happily Ever After



And remember…in the end…

Dorothy did it herself.
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A tale of 
four ad 
campaigns…



What is the goal of the messaging in these two ad campaigns?



Why did Liberty and 
Progressive go off the 

rails?



Right Audience.
Right Message. 
Right Time.
“When the student is ready, the teacher will appear.” – Zen proverb
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So what makes it timely? 

Unless it’s timely. 

Amazingly, your audiences do not 
read your advertising. 



Let’s look at timing as it is implied in the 
Journey Mapping.

Timing = Matching the message to the stage 
of the journey.



If they aren’t aware of the problem, they’re not ready 
for a message about how your brand will solve it.

If they aren’t aware of how your brand solves the 
problem, they’re not ready for a CTA to purchase.



Planning 
Tool for 
Timing:

Editorial 
Calendar



So Get It Right.

Deliver the right message.

To the right audience.

At the right time. 



Tools we’ve addressed:

Customer persona mapping

Customer journey mapping

Custellance mapping tool

Editorial Calendars



The Company Journey

1. Get to know your customers

2. Get to know their journey

3. Design your brand narrative

4. Implement messaging

5. Measure and evaluate

6. Rinse and repeat



Thank you!

67



Brad Barbeau, Ph.D.
www.21cm.global
brad@ascend.us.com

http://www.ascend.us.com/
http://ascend.us.com

