JOURNEY MAPPING
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IMPLEMENTATION

Organize a list of all assets detailing the touchpoint and everything that needs to be
addressed. A touchpoint is an interaction with your brand. It's your website, social, email, in-
person, etc. If you want to be extra efficient, build this out with links to creative and
references. | personally love a good MASTER file — the keeper of all-things — with timelines,
dropdowns and color-coding — but you do you.

To truly evolve your marketing, you must make protecting

the brand and alignment top priority. Reference

your Brand Guide frequently to ensure you're clearly and
consistently telling your story in a meaningful way.

+

Gain
confidence
and results




Implementation Schedule - Basic Example
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