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ACTIVE AGING

MARKETING STRATEGIES

TO FOSTER

BRAND AWARENESS & BRAND LOYALTY

TODD PAULI
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MARKETING
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MARKETING
MESSAGE
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WHY ARE WE
TALKING

ABOUT THIS?
TIMING IS TOUGHEST WHEN YOU’RE IN THE WEEDS

TIMING DOESN’T MAKE SENSE WHEN YOU ALREADY 
KNOW THE REASON TO BELIEVE 
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Move Nutrition Network

24storiesmarke3ng.com movenutri3onnetwork.com
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INGREDIENT
MARKETING

MOMENT

THE LANDSCAPE HAS SHIFTED

IF YOU’RE NOT SELLING ON PRICE 
ALONE, YOUR MARKETING HAS TO 

CONNECT ON A DEEPER LEVEL. 
YES, EVEN THOUGH YOU’RE B2B.
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NOVOZYMES
ONE HEALTH
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BRIGHTSEEDS
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…BUT WE’RE
STILL 

TALKING
SCIENCE

SEGMENT YOUR AUDIENCE & SPEAK ACCORDINGLY
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CUSTOMER
NEEDS

WE ARE AN INDUSTRY FOCUSED ON PREVENTION
TIMING 

PEOPLE INTERESTED IN AGING ACTIVELY ARE

YOU SHOULD BE TOO

ASPIRATIONAL

+ CUSTOMER NEEDS DRIVE EVERYTHING TO COME à
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MARKETING
MESSAGE

TIMING 
AS A BRAND OWNER, YOU KNOW THE WHOLE STORY

YOU MUST DECIDE WHEN TO SHARE WHAT YOU 
KNOW AND WHAT THAT MESSAGE LOOKS LIKE

[DESIGN MATTERS]

MARKETING
CONTENT
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BRAND 
EXAMPLE

SEED

EVANGELIZE YOUR STORY TO SELL YOUR PRODUCTS

MEET CUSTOMERS ON THEIR PATH TOWARD THE SCIENCE

TRUST THE BRAND YOU’VE BUILT AND 
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The areas we’re focusing on 

Make your brand stand for something bigger than just e-commerce
Developing the Customer’s MarkeWng Experience

The Content to Fulfill that Experience

IDENTIFYING THE WEEDS
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CUSTOMER
JOURNEY

INFLUENCER
POSTS

OFFER

INSTAGRAM
ADS

WEB 
VISIT

SCIENCE
PAGE 
VISITS

EMAIL
SIGN-UP

PURCHASE
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Thank You!

Todd Pauli

todd@24storiesmarkeWng.com

LinkedIn: h_ps://www.linkedin.com/in/toddpauli/

24storiesmarkeWng.com

movenutriWonnetwork.com
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