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THE MOST HUMAN COMPANY WINS
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“Our research revealed that

consumers are increasingly
likely to have a negative reaction
to a company’s attempt to earn

their loyalty.”

- Accenture



ELUSIVE LOYALTY

13%

SHOP AROUND
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Why we have the youngest
cuctomers in the buginese




Why we have the youngest
cuctomere in the buginege
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OF RICH. RIPE-BODIED TOBACCO ~"ITS TOASTED"
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RIPE-BODIED TOBACCO ~"ITS TOASTED”



FIRST
REBELLION
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END OF LIES










SECOND
REBELLION
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END OF SECRETS
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THE THIRD REBELLION

1) Emotional connection to a human, not a product
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THE THIRD REBELLION

1) Emotional connection to a human, not a product

2) Unreachable by advertising
3) No traditional marketing or sales funnel

4) The customer is the marketer



THIRD
REBELLION
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END OF CONTROL




MARKETING GENERATING SALES

2/3 OF YOUR
MARKETING IS
OCCURRING
WITHOUT YOU.




AD-FREE
LOYALTY-FREE
FUNNEL-FREE




AND NOBODY
BELIEVES US.



NOW WHAT?






MARKETING =
ALL THINGS

HUMAN
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#QuestionMadness
Question Madness

8,002,170 views




Now that’s how you
advertise!
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WHAT MADE THIS GREAT?

1) THE CUSTOMER IS THE HERO
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WHAT MADE THIS GREAT?

1) THE CUSTOMER IS THE HERO
2) THE CUSTOMER IS THE MARKETER
3) THE COMPANY HELPED PEOPLE BELONG



=1
BELONGING AND
COMMUNITY
ARE PARAMOUNT
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WARMTH + COMPETENCE
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H2
PERSONAL BRAND
IS NOW THE
COMPANY BRAND




The future is community.
Community begins with trust.
Trust begins with a person.



The future is community.
Community begins with trust.
Trust begins with a person.

The personal brand is everything.
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H#3
BRINGING PEOPLE
TOGETHER
CHANGES EVERYTHING.







Why Certain Experiences Have Extraordinary Impact
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CHIP HEATH & DAN HEATH

The bestselling authors of SWITCH and MADE TO STICK
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H#4

BUILD PEAK MOMENTS

INTO CUSTOMER
EXPERIENCES







THE MOST HUMAN COMPANY WINS




MARKETING
REBELLION

THE MOST HUMAN COMPANY WINS

~ BYMARKSCHAEFER
BEST-SELLING' AUTHOR OF KNOWN




