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$ $ S PHASE 01 - THE REAL CHALLENGE

THE PROBLEM
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$ S PHASE 02 - FULL-FUNNEL DIAGNOSIS

DIAGNOSE BEFORE SCALE
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& PHASE 03 - TRACKING INFRASTRUCTURE

FIX THE DATA FIRST
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PHASE 04 - AUTOMATION SYSTEM

THE WEBSITE BECAME A SYSTEM
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$ S PHASE 05 - BUDGET TIMING

STOP SPREADING THE BUDGET
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$ $ 8 PHASE 06 - THE BIG PIVOT

LESS LEADS. BETTER LEADS.
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SELL THE TRANSFORMATION
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PHASE 07 - CREATIVE STRATEGY
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$ $ S PHASE 08 - PERFORMANCE PROOF

THE NUMBERS
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$(S($ PHASE 09 » ORIGINAL CAMPAIGN PROOF

ACCOUNT HISTORY
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$(S($ PHASE 10 - RETARGETING & VALUE LADDER

DON'T ASK FOR THE BIG YES FIRST
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& PHASE 11 - FROM WEBSITE TO COMMUNITY

THE NEXT GROWTH LAYER
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$ $ S FINAL « THE BUSINESS LESSON

QUALITY > VOLUME
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$, %, 8 PHASE 09 - SCALE HISTORY & EFFICIENCY

FROM HEAVY SPEND TO BETTER EFFICIENCY
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$, %, 8 PHASE 10 - WHAT THE EXTRA DATA CHANGED
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