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CHAPTER TWO

Experiencing
the Brand




CHAPTER SEVEN

How Customers
Buy
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Macro Actions

Start Conversion Goal

Micro Actions

Start Step Step Step  Conversion Goal



CHAPTER NINE

Marketing and
Sales Collide



CHAPTER ELEVEN

A Web of
Interactivity

Influences on Buying
“Which of the following most influenced your decision to purchase
this product/service?”
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* "Website"” includes both official company website and third-party websites
** “Online Marketing” includes web advertisements and email programs
Source: DoubleClick Touchpoints Ill, 2005



CHAPTER SEVENTEEN

Disclosing the
Necessary
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CHAPTER NINETEEN

The Topology
of a Sale
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CHAPTER TWENTY

The Human
Operating System

ISTJ | ISFJ | INFJ | INTJ Extroversion | Introversion

ISTP | ISFP | INFP | INTP Sensing INtuition

ESTP| ESFP | ENFP | ENTP Thinking Feeling

ESTJ | ESFJ | ENFJ | ENTJ Judging Perceiving
1. Sensing/Judging (S))
2. Sensing/Perceiving (SP) (SJ, SP, NF, NT)
3. Intuitive/Feeling (NF) iSt) | iSfJ | iNFj | iNTj
4. Intuitive/Thinking (NT) S || 15t | 1097 || 112

eStP | eSTP |eNFp |eNTp
eSt) | eSfJ | eNFj | enTj




1. Methodical (S))

Fast | Competitive | Spontaneous
2. Spontaneous (SP) (What) (Why)
3. Humanistic (NF) Slow | Methodical | Humanistic
4. Competitive (NT) (How) (Who)
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