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Is your marketing system set up to compete TODAY?
If your business started before 1990, marketing today can be overwhelming. 
It’s hard to decide where to start. Or, where to go next.
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Customers in every industry seek 
a greater connection with the 
brands they choose to incorporate 
into their lives. 

These choices can be 
deconstructed inside the 
union of design + science + 
human attraction.

aka “customer chemistry”

1
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Customer Chemistry™ between 
people and brands then becomes 
a brandnew interaction.

Blending design with
+ neurophysiology 
+ cognitive and behavior science 
+ marketing communications 
+ technology 

2



SIGNAL STRENGTH GUIDE    4©2019 FELT Marketing. All rights reserved.

That’s a lot!
Plain speak, please.
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Customer chemistry expands the 
accepted goal of ROI into 

ROI3 
Return on INFLUENCE
Return on INNOVATION 
Return on INVESTMENT

3
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HOW?
Now we’re talking.
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Connecting with heart
at every relevant touch point.
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Connecting with heart
at every relevant touch point.

HINT: The majority 
of manufacturers 
stop here!
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START?
Where to
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Earned attention.
Each sale begins at the intersection 
of shared values between company 
and customers. 

How you connect pre and 
post-sale matters.
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Substance
Your website, social feeds and print 
pieces are nothing more than amplifiers. 

Develop a Content Strategy to 
determine what you’re going to say, to 
whom, where and how often. Define 
your brand’s voice, tone and personality. 
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START WHERE YOU ARE : Measure Your SIGNAL STRENGTH
And actively be where your competition, customers and prospective buyers are. 

1) Activate dormant touch points. 2) Optimize existing touch points. 3) Engaging consistently and creatively to earn attention, trust and sales.
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WHY?
Let’s Break it Down

(one category at a time)
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SIGNAL STRENGTH: Identity
IDENTITY: The Art of Shaping Buyer Perception
In simple terms, your identity is the public face of your business. 
You have one whether or not you’ve tried to optimize the effect 
it has on your customers and prospects. 

And it’s a lot more than your name and logo. It’s everything you 
do to encourage people to buy from you instead of someone else. 

 
Why Identity Matters
A well-crafted identity attracts buyers, reducing the amount 
of effort you need to close new sales. Identity also helps to 
reinforce good customer experiences, encouraging repeat 
business. 

While identity has always played a role in encouraging sales, 
it’s become significantly more important to the way B2B 
business gets done. That’s because the Internet has given your 
buyers access to a wealth of information about you and your 
competitors. They’re using that information to do 90% of the 
research that shapes their buying decisions long before they 
pick up the phone to call you.

This means it’s no longer enough just to make a quality product 
or sell at the lowest price, because there are thousands of 
companies out there trying to compete on those claims. When 
everyone’s the best, nobody’s the best. If you want to reach 
today’s B2B buyers, activating and optimizing as many available 
identity touch points as possible is critical to your success.

A strong identity also creates strong customer relationships. 
Without a strong identity, you’re just another vendor competing 
to be the lowest bidder. The math is simple: 

Product - Identity =  Commodity  
OR    
Product + Identity = Brand

  The Elements of Identity  

1 Vision: What your brand will become for customers in the future. 

2 Story: Why your brand exists (what problem it solves for your 
customers). 

3 Name: How the world knows your brand.

4 Logo: How people see your brand (the icon, logotype or other visual 
element that helps customers discover, share and remember your 
brand).

5 Tag line: How people remember you (a memorable catchphrase that 
differentiates your brand, preferably by implying a key customer benefit).

6 Voice:  How your brand speaks and is heard by customers — everything 
from the words you choose to the tone of your marketing copy.

7 Personality:  What traits define the character of your brand.

8 Content:  What your brand communication is made of, or your marketing 
substance.

9 Culture: How your brand does things — guiding principles that give your 
company’s workers a shared sense of direction, and your customers a 
consistent experience. 

10 Services:  What your brand does to make life easier for customers.

11 Products:  What you make that matters to your customers.

12 Spokesperson:  Who endorses your brand — typically an expert, 
celebrity, or other respected person. Content
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Inactive =  ___ /12                   
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SIGNAL STRENGTH GUIDE    15©2019 FELT Marketing. All rights reserved.

SIGNAL STRENGTH: Print

PRINT: Still Alive and Kicking
While tech gurus and media types like to talk about our 
“digital age,” print remains the oldest and most trusted form 
of marketing communication in our industry. Even younger 
generations, which has never known life without the Internet, 
gives greater credibility to organizations that invest in printed 
materials. 

To them, print says you’re serious because pixels are cheap. 

Why Print Matters
Your business may not need print as much as it would have 
20 years ago, but that’s no reason to ignore it. Computers and 
mobile devices haven’t killed it — they’re simply changing the 
way it’s used. In fact, there’s so much competition on electronic 
screens that print is enjoying a quiet comeback. 

Prints primary appeal is that it’s tangible. No other medium can 
touch that (or be touched, for that matter). Only print can be 
as reflective like a mirror, reproduce the full vibrancy of 
neon, or reproduce a texture you can actually feel. 

Because it can be used virtually anywhere — with or without 
electricity — print remains one of the most versatile and 
useful types of marketing. You can put it in your pocket, 
hang it up in a window, make notes on it, and read it with less 
eyestrain than a screen of any size.

Another advantage is that print has a greater chance of catching 
a prospect’s attention before it’s discarded. While emails and 
tweets are quickly deleted or buried under a new avalanche 
of messages, print is more likely to linger. Even if prospects 
don’t respond immediately, a print piece that sits on a desk or 
counter for a while might revive their interest later.

The Elements of Print

13 Collateral:  What items your brand uses to communicate about itself, 
including business cards, letterhead, envelopes, labels, invoices, annual 
reports, etc.

14 Packaging:  What your product is in when your buyers receive it.

15 POP Displays:  What your product is displayed on in key buying locations. 

16 Direct Mail:  What you send to prospects to promote sales via 
traditional mail. 

17 Advertisements:  How you target sales messages to a specific audience. 

18 Signage:  How you attract a buyer’s attention visually, from trade show 
displays, to business locations, and even on vehicles.

8 Content:  What information you provide in print, from 1-page sell sheets 
and flyers to long-form white papers.

19 Publications:  How you deliver original print content on a regular basis.
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SIGNAL STRENGTH: Online
Online: The World Talks Back
Websites, email, and other online tools used to be nice to have, 
but not essential to making a profit. Like it or not, those days 
are over. And while many manufacturers don’t realize it yet, 
that’s a very good thing.

Today’s buyers have embraced the Internet as a key purchasing 
tool — a trend that’s no longer limited to the young. They use 
it to compare prices, get technical information, and learn how 
happy your past customers are.

The benefits the virtual world brings to the physical world 
are even greater, driving more new and repeat business, 
strengthening customer loyalty, and opening up vast new 
markets of eager buyers.

Why Online Matters
The best online resources quickly pay for themselves by 
attracting and educating interested buyers. 

By the time you answer the phone, most of the selling has 
already been done for you—by the customers who’ve visited 
your website, read your blog, downloaded your white paper, 
confirmed the tech specs and been inspired by testimonials 
from happy customers. 

By contrast, any business that isn’t up to speed on digital 
marketing has a competitive disadvantage in today’s 
marketplace — especially if their rivals are doing it right. 

While the web can put downward pressure on prices by 
encouraging commoditization. It’s also a powerful tool for 
showcasing what makes your offering distinctive enough 
to be worth a greater cost. 

The Elements of Online 

20 URL:  What prospects and clients use to find you online — your unique 
“online address.” 

21 Website: Where your visual presence is located on the World Wide Web. 

22 Search:  How new buyers discover you online. 

23 Blog:  An editorial-style platform for what you regularly publish online.

24 Webcast: How you broadcast on the Internet, whether live or on demand. 

25 Podcast:  How you broadcast audio or video “episodes” of digital media 
to highly engaged prospects. 

26 Video:  How you record, reproduce, or broadcast moving visual images 
(with or without audio). 

8 Content:  The substance of any online channel, including websites, 
microsites, email campaigns, social media posts, and so on. 

27 Communities: Where (in a virtual sense) you interact with an online 
group of customers, prospects, and fans. 

17 Advertisements:  How you promote your business online. 

28 Testimonials:  What other people say to praise your product or service.

29 Press Release:  How you spread the word about your company, its 
doings, and its offerings to online journalists and social media.

31 Auto-Responder: How a computer program automatically answers 
email to encourage interest or sales. 

32 Survey:  How you collect customer opinions and other data when 
developing or selling a product or service. 

33 Newsletter:  What you publish in regular periodical form on a particular 
topic of interest to your subscribers, often for free, as a marketing vehicle.

34 Email:  How you send electronic messages to one or more recipients.

64 Landing Page: Specific pages tailored to different offers that drive 
conversion.

30 eCommerce:  How you sell stuff online.
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SIGNAL STRENGTH: Mobile
Mobile: Marketing That’s Going Places
Today, the average teenager’s pocket holds more computing 
power than NASA had when it put men on the moon. Through 
this interface, connections with most of the planet are possible. 
Even in the developing world, people who’ve never owned a 
desktop or laptop computer are linking up with this worldwide 
community through smart phones. 

The result is that your buyers are now plugged into the 
Internet all the time. And when they want information 
about which product to buy, they simply reach in their 
pocket and check their phone.

Why Mobile Matters
Mobile web browsing and search overtook the desktop in the 
first quarter of 2015. What that means to the manufacturing 
sector is that buyers habits have changed. They’re consuming 
information at will, 24/7/365.

Buyers expect a multi-channel experience. Stated more 
plainly, they expect your touch points to look and feel 
the same wherever they encounter you. If your content or 
your site aren’t designed for mobile, they aren’t connecting 
with potential buyers — or even your existing buyers — in the 
mobile space. 

This requires more than just “personalizing” their digital 
experience. It’s about doing business wherever they are.

The bottom line is this: your buyers aren’t tied to their desks 
anymore. Mobile makes you visible in the critical moments 
when they make buying decisions. If you want to do business 
online — or do business at all — mobile is increasingly where 
buyers are.

The Elements of Mobile  

30 m-Commerce:  How you sell stuff on mobile devices.

35 Site:  How your website looks and interacts on mobile devices. 

8 Content: Substance on your mobile channels, encouraging buyer 
loyalty and repeat business. 

36 Apps: The exclusive software you develop for your buyer’s mobile 
devices. 

37 QR Code: How you provide easy access to information through a smart 
phone from a print or other 2D source. 

17 Advertisements:  How you promote your business on mobile devices.

38 Location-Based Services: How you use a buyer’s physical location to 
provide information, entertainment or security.

27 Communities: Where (in a virtual sense) you interact with a mobile 
group of customers, prospects, and fans. 

39 SMS:  Short for “Short Message Service,” SMS is how you send short “text 
messages” to mobile devices.

40 Games: How you use digital entertainment to excite buyers and 
encourage interaction with your brand.

25 Podcasts: How you broadcast audio or video “episodes” of digital media 
to highly engaged prospects.

26 Video: How you record, reproduce, or broadcast moving visual images
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SIGNAL STRENGTH: Social
Social: The Global Party Line
Social media is a giant global conversation, taking place 24/7, 
365 days a year. At a glance it can seem like having a billion pen 
pals. But the true power of social is its ability to connect 
you with individual buyers, using many of the same skills 
you use in face-to-face interactions. It’s a powerful tool for 
attracting new business, encouraging brand loyalty, and driving 
repeat sales.

Social media networks offer the cheapest and easiest way 
to communicate with millions of people that has ever been 
available in human history. It’s tempting to think of social 
platforms as a one-way communication tool like print or 
broadcasting, but that’s not how your prospects see it. 

Smart manufacturers use social as an extension of face-to-
face communication. You don’t ‘see’ the other person, but 
you can still interact with them. Adding social media to your 
multi-channel marketing mix is simply a matter of learning a 
few things about the etiquette and mechanics of the digital 
world, then applying the interpersonal skills you already have.

Why Social Matters
Many manufacturers would like to ignore social media, which 
is a lot like ignoring piles of money lying in the street. You 
don’t have to pick them up yourself, but someone else will.

What flies below the radar is the amount of business that gets 
done there — everything from quick impulse sales to the early 
stages of major B2B deals. B2B buyers research products there, 
consult specialty groups, and are motivated by exclusive online 
offers.

The number of conversations that take place there involve your 
brand, products, services, employees, and reputation. You can 
participate in this conversation, shape it, and (l)earn from it. 

The Elements of Social  

41 Username:  How you identify yourself in a social environment, similar to 
the “handles” of CB radio users in the ’70s. 

8 Content: What provides substance to your social channels, encouraging 
buyer engagement.

42 Networks: Where social groups “live” online, such as LinkedIn, Twitter, 
Facebook, Pinterest, and hundreds of others. 

43 Groups: Where like-minded people gather in a virtual “space” to discuss 
niche interests on social networks. 

44 Chat: How you communicate privately in real time with one or more 
members via a social network. 

45 Message Boards: Where public discussions of specific topics are held in 
the form of posted messages. 

36 Apps: What your followers use to perform specific tasks via exclusive 
software (yours or the network’s). 

40 Games: How you use digital entertainment to excite social users and 
encourage interaction with your brand. 

27 Communities: Where multiple, single-focus groups exist on one 
platform. 

17 Advertisements: How you promote your business on social networks. 
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SIGNAL STRENGTH: Location
Location: Full-Contact Branding
While most brand touch points are primarily visual, Location 
extends your brand by adding the element of direct, personal 
experience. Location experiences engage your buyers in 
three primary ways:

•  At HQ/on the road: interior/exterior, uniforms, vehicles, signage
• While on-hold: phone, messaging
• Supporting business growth: content, training, employees

Just because your business is manufacturing doesn’t mean that 
you can’t extend your brand with the elements of Location. 

Whether it’s what people see at your facility, how your employees 
present themselves, when they’re passing one of your vehicles 
on the road or on hold with your company by phone. Location 
elements offer more direct ways to make contact.

Why Location Matters
Location elements aren’t a luxury —  they’re a vital tool in 
building trust and shaping how your business is perceived, 
not only by potential buyers, but by your own employees. 

Consider the impact of a promotional image that shows each 
of your employees dressed in a different style — one wearing a 
business suit, another in jeans and a stained t-shirt, and others 
in mismatched or even inappropriate apparel. This doesn’t 
build credibility, confidence or trust. 

Buyers are impacted when attention is paid to Location 
elements, but here’s the kicker: so are your employees. 
Consistent branding across uniforms, vehicles, outdoor signage 
and other Location elements encourages your people to think 
and work as a team, with greater professionalism and pride.

The Elements of Location  

46 Phone: How clients and prospects communicate vocally with your 
team, without a computer or being there in person. 

47 Employees:  Who you hire to work directly for your business on a 
regular schedule. 

48 Training: How you teach particular skills, behaviors, or aspects of 
your company’s culture. 

49 Messaging: What messaging you use on your location, employee 
uniforms, vehicles, buildings, on-hold messages, and other location-
based opportunities. 

50 Exterior: What brand impression your building creates, especially to 
first-time visitors. 

51 Interior: How you brand spaces like offices, lobbies, atriums, 
conference rooms, employee lounges, hallways, and even restrooms. 

52 Uniforms:  What your employees wear to create a consistent, 
branded corporate image. 

53 Vehicles: How you brand any vehicle that represents your company, 
from company cars and trucks to aircraft and shipping containers. 

18 Signage: How you indicate your location with signs, way-finding, and 
environmental graphics. 
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SIGNAL STRENGTH: Conference

Conference: You Are Here
Whether you host an event yourself or just set up as an 
exhibitor, Conferences and Trade Shows offer a unique way 
to spend time face-to-face with existing customers, meet up 
with interested prospects, and generate new leads. 

The majority of attendees are looking for new products 
and information about new trends. Since this makes it easy 
to pick up a lot of “low-hanging fruit” just by showing up, most 
companies don’t do much more than set up a booth with piles 
of existing sales materials. 

Why go to extra effort? Because nearly half of all trade show 
attendees will make purchase decisions while they’re there, and 
more will do so after the show based on what they see there. 

You can respond to these amazing annual opportunities in two 
ways: attract buyer interest and give them something to talk 
about, or bore them with the same old pitch that dates back 
to the 1990s. 

Why Conference Matters
Trade Shows are the super-incubator of word-of-mouth 
marketing. You can be the “best part of the show” for them, 
the story that they share with other people in the industry. Or 
you can be just another look-alike exhibitor, leaving sell sheets 
— and a lot of money — on the table.

Despite all the advantages of the digital world — and there are 
many — manufacturing is still an industry where face-to-face 
interactions are a key part of closing the biggest deals. 

Done right, the Conference experience can last all year by 
making buyers part of an ongoing conversation.

 The Elements of Conference  

54 Toll Free#:  A dedicated phone line you create exclusively for Conference 
or Trade Show attendees. 

17 Advertisements: How you promote your business before/during shows. 

55 Partnership:  Who you work with cooperatively for mutual benefit. 

8 Content: The substance you create for one specific Conference or 
Trade Show, distributed before, during, and after the show. 

56 Microsite: The special web presence you create exclusively for a 
Conference or Trade Show. 

36 Apps:  What your followers use to perform specific tasks via exclusive 
software (yours or the network’s). 

57 Offers: The exclusive deals, discounts, or other benefits you offer to 
show attendees. 

58 Booth: Where you establish a central location for buyer engagement at 
a Conference or Trade Show. 

59 Events: What Conference gatherings you host or moderate, such as 
workshops, seminars, demonstrations, or social events.

60 Attendees: Who you go to conferences to meet, including buyers, 
interested prospects, new leads , and new strategic partners.  

61 Promotions: What special offers or memorable items you give away as 
an exclusive benefit for conference attendees.

40 Games:  How you use digital entertainment to engage attendees and 
encourage interaction with your brand.

47 Employees:  Who you hire to work directly for your business on a regular 
schedule that interact with attendees at the show.

13 Collateral:  The items your brand uses to communicate about itself, e.g. 
business cards, labels, one pagers, brochures, catalogs.

26 Video:  How you record, reproduce, or broadcast moving visual images

E L E M E N T S  O F
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Inactive =  ___ /15                    

  
Active = ___ /15                    

  
Optimized = ___ /15
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GO AHEAD
Test your Signal Strength

(in each category)
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Measure Your SIGNAL STRENGTH
Give yourself 1 point for each touch point (in each category) that you have activated (currently happening), 
optimized (working very well), or dormant (not activated). Then tally up your score.

©2015 FELT MARKETING. ALL RIGHTS RESERVED.

IDENTITY

PRINT

ONLINE

MOBILE

SOCIAL

LOCATION

CONFERENCE

*MEDIA

TOTAL (85)

 ACTIVE OPTIMIZED DORMANT

*Media is not typical for 
most small and mid-sized 
manufacturers.
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SCORE!
(how do you measure up?)
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What’s your strength?
The systems you have in place are perfect for the results you’re currently getting. 
You’re either marketing to be a Challenger, Rival, or a Leader.

CHALLENGER
SCORE: 0-25

 
Challengers tend to engage with buyers at 
standard touch points in: print, online, and 
conference or trade show. 

Marketing budgets range from $0 - $150K with 
a wide range of effort and results in between. 

Metrics focus on sales (ROI). If you measure.

4 BRAND: Undifferentiated beyond 
company name and logo; missing 
succinct memorable Unique Value 
Proposition 

4 STRATEGY: Missing or disconnected; 
centered around manufacturer 
information/attributes/awards, Features & 
Benefits, Face-To-Face Interaction

4 CONTENT: Content strategy missing; 
content similar/identical to competitors, 
updated occasionally, generated by 
manufacturer 

4 MESSAGING: Focused on longevity, 
Price, Quality, Customer Service, 
Solutions

4 PRODUCTS: Generic commodities

4 ONLINE: Older website or improved 
website lacking substance. Little or no 
SEO. Content is company-focused. 

RIVAL
SCORE: 26-45

Rivals engage with buyers at identical touch 
points to their competition in common 
categories: print, online, and conference. 

Marketing budgets range from $150K - $300K. 

Metrics focus on sales, customer acquisition 
and retention (ROI2)
 

4 BRAND: Differentiated from direct 
competition; missing succinct memorable 
Unique Value Proposition 

4 STRATEGY: Disconnected; centered 
around overtaking the competition, 
manufacturer/product focused.

4 CONTENT: Content strategy missing; 
content similar to competitors, updated 
whenever the competition updates, 
generated by manufacturer or outside 
vendor

 
4 MESSAGING: Focused on innovation (in 

relation to competition), Longevity, Price, 
Quality, Customer Service, Solutions

4 PRODUCTS: Generic, sometimes 
branded, similar to competition 

4 ONLINE: Improved website with some 
substance and functionality. Basic SEO. 
Content is company-focused. 

LEADER
SCORE: 46-85

Leaders strategically engage with buyers at 
every available touch point, evaluating the 
relationship before, during and after the sale. 

Marketing budgets begin at $300K. 

Metrics focus on creating return on 
investment, influence, and innovation (ROI3)
 

4 BRAND: Differentiated; unlike anyone 
else. Succinct memorable Unique Value 
Proposition 

4 STRATEGY: Connected; customer-
centered around problem solving, service 
and building a community; legacy.

4 CONTENT: Connected content strategy; 
crafted by a professional agency/
copywriter, consistent across all channels, 
mapped to the buying cycle

 
4 MESSAGING: Focused on what’s in it for 

the customer, why you should buy these 
products, why you should buy them from us.

4 PRODUCTS: Branded specialty products; 
patented technology, personality

4 ONLINE: State-of-the-art website 
brimming with substance/resources. 
Complete on-page SEO. Content is 
customer-focused. Updated weekly.
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Stop losing sales. Build a better system.
Retrofitting your old system is a lot like remodeling a house. Upgrade inefficient components to create a well-connected, 
scalable marketing system that generates leads, converts sales, and nurtures customers. 

SITE PREPARATION

FOUNDATION

FRAMING

ROUGH IN

FINISHING

UTILITIES 
HOOKUP

(Ampli�ers) 

(Content)

(Content Strategy)

(Marketing Strategy)

(Brand)

(Breakthrough Diagnostic)

OLD SYSTEM

Partially Connected

Company Focused

Inconsistent

No Plan for Interaction

Who You Think You Are

Limited View

NEW SYSTEM

Fully Connected

Customer Focused

Consistent

Proactive Plan for Interaction

Who Customers Think You Are

360° View

 10% Made Rationally HUMAN DECISION MAKING  90% Made Emotionally
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Make it easier to find, know, choose and trust you.
Get up to speed with a retrofit for increased visibility and performance.   
Preparation and a strong foundation support a connected system that’s built to last. 

SITE PREPARATION

FOUNDATION

FRAMING

ROUGH IN

FINISHING

UTILITIES 
HOOKUP

FELT  
MARKETING 
RETROFIT™

1- Breakthrough Diagnostic
360° View of Your Marketing System

6 Categories • 57 Touch Points • 3 Competitors  • 1 Playbook
✔ Uncover your Unfair Advantage

✔ Boost Your Best Channels
✔ Shorten Your Sales Cycle

2 - Brand
SPECIALTY vs. COMMODITY

Who Customers Think You Are
✔ Make it easier to know you.

3 - Marketing Strategy
PLANNED vs. HAPHAZARD

How, Where and When You Interact
✔ Make it easier to �nd you.

4 - Content Strategy
PROACTIVE vs. REACTIVE

How Often You Interact
✔ Make it easier to rely on you.  

5 - Content
ENGAGED vs. IGNORED

What You Say, How You Sound
✔ Make it easier to choose you.

6 - Ampli�ers 
(online, social, mobile, print, trade show)

CONVERTING  vs. INTERRUPTING
How You Connect Pre and Post-Sale
✔ Make it easier to buy from you.
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CREATE CHANGE AMPLIFY YOUR RESULTS
Change Awareness   Change Agility    Change Reaction    Change Mechanisms

CHALLENGE THE WAY THINGS ARE DONE
Anyone can copy a brand’s products, services or strategies, but no one can copy 
its culture. Culture is the keystone for energizing a brand from the inside out. 

MASTERING CHANGE 
The truth is, almost 60-70% of all change initiatives fail. The key to long term 
success rests largely on an organization’s ability to adapt—regardless if the change 
is external (e.g. technological, economic) or internal (restructuring, process/procedural improvements).

STRATEGIC OPPORTUNITIES
Your strategic opportunities for energizing your brand culture, 
rest on creating a foundation for change in four areas:

1. Change AWARENESS
Change awareness refers to a brand’s ability to redefine itself when needed. 
Appoint a team of people who regularly scan your industry for opportunities that 
connect existing trends to future planning. 

2. Change AGILITY
Large organizations who maintain a high degree of change readiness, actively 
foster systems that engage their people in future changes. Design the foundation 
for commitment and execution by engineering new systems that inspire trust, 
confidence and consistency. 

3. Change REACTION
Analyzing problems appropriately, assessing risks and managing people’s reactions 
are all a part of managing and sustaining long term change within an organization. 
Designate a review team that provides periodic updates. Meet in person when 
bigger changes are in motion.

4. Change MECHANISMS
Effective change mechanisms clarify goal alignment across functions in three 
areas: integrating change into existing operations, facilitating accountability 
for results, and maintaining rewards systems to reinforce new behaviors. Ensure 
sustainable change with integration, accountability and rewards. 



Activate, Optimize and Capitalize at Every Customer Touch Point
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