The Golden Circle

SARI

HOW GREAT LEADERS INSPIRE Every organization on the planet

EVERYONE TO TAKE ACTION knows WHAT they do. These are
products they sell or the services

they offer.

How

Some organizations

know HOW they do it. These

are the things that make
them special or set them

How apart from their competition.

Why

W HAT Very few organizations know WHY
they do what they do. WHY is not
about making money. That's a
result. It’s a purpose, cause or
belief. It’s the very reason your
organization exists.

© 2013 Simon Sinek, Ine
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AIDA?

THE AIDA MODEL

<—— AWARENESS
< INTEREST
DESIRE
ACTION

ESSENTIAL MARKETING MODELS HTTP://BIT.LY/SMARTMODELS




THE PATH TO RAVING FANS - LOYALTY LADDER

Raving Fan - selis for you

A | Advocate - relis others about you
7\ ‘Member - Feels belonging

\ | Customer - sought again

,/ Sh@ppers%ught once
7\ Prospect - supplied details
f \i\ Suspect - Fits your market
|
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USER PERSONA

“A quotation that captures th
person'’s personality.

Age: 1-100

Work: Job title
Family: Married, kids, etc.
Location: City, state
Character: Type

Personality
Introvert

|
Analytical

|
Conservative
|

Passive

Extrovert

Creative

Liberal

Active

Trait Trait Trait Trait

Goals

* The goals this user hopes to achieve.
* A task that needs to be completed.

* Alife goal to be reached.

* Or an experience to be felt.

Frustrations

* The frustrations this user would like to avoid.

* The obstacle that prevents this user from achieving their goals.
* The problems with the solutions already available.

* The product or service that currently does not exist.

Bio

The bio should be a short paragraph to describe the user journey.
It should include some of their history leading up to a current use
case. It may be helpful to incorporate information listed across the
template and add pertinent details that may have been left out.
Highlight factors of the user's personal and of professional life that
make this user an ideal customer of your product.

Motivations

Incentive

Fear

>
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Growth

Power

Social

w0
=
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n

Preferred Channels
Traditional Ads

Online & Social Media

Referral

Guerrilla Efforts & PR
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The Business Model Canvas

Designed for:

Designed by.

Date: Version:

Key Partners

Whoare our Key Partners?
Whoare our key suppliers?

Which Key Resources are we acquairing from partners?
which Key Activities do partners perform?

é

Key Activities

What Key Actvities do our Value Propositions require?
ur Distribution Channels?

Customer Relationships?

Revenue stroams?

Key Resources

What Key Resources do our Value Propos
Our Distribution Channels? Customer Rel
Revenue Streams?

o (orands patonts, copyrignts, data)

Value Propositions

products and services are we.
Customer Segment?
eeds are we satisfying?

Customer Relationships '

What type of relationship does each of our
Customer Segments expect us to establish
and maintain with them?

Which ones have we established?

How are they integrated with the rest of our
business mode!

How costly are they?

Channels

Through which Channels do our Customer Segments
ant to be reached?

costefficient?

grating them with customer

Customer Segments

n

For whom are we creating value?
Who are our most important customers?

oerifiod

Cost Structure

What are the most important costs inherent in our business model?

Which Key Resources are most expensive?
Which Key Activities are most expensive?

o Croaton, promum vt propoitn)

ries,rens,utities

o, low prico vako propositon, maximum automation,

For wnat do they currently pay?
How are they currently paying?
How would they prefer to pay?

pende
Velume sependent

Revenue Streams

For what value are our customers really willng to pay?

How much does each Revenue Stream contribute to overall revenues?
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PROJECT

@ A CHARACTER

What do they want?

®

WITH A
PROBLEM

THAT CALLS

@ THEM TO ACTION

Direct

Transitional

Summarize your plan

Empathy
MEETS A GUIDE Authority
WHO UNDERSTANDS
THEIR FEAR
AND GIVES
THEM A PLAN
External
Internal
Philosophical

THAT RESULTS IN...

RAND

StoryBrand.com

THE ONE PAGE BRANDSCRIPT

SUCCESS

Successful Results

FAILURE

Tragic Results
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