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The DAD Marketing Framework
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The Crush/​Cringe Analysis
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The Get Different Experiment Sheet
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STEP 1: OBJECTIVE—​The first stage of a Get Different Experiment,  
where the prospect, offer, and desired outcome are defined.

STEP 2: INVESTMENT—​The second stage of a Get  
Different Experiment, where the customer’s LTV and associated  

per-​prospect marketing investment are determined.

STEP 3: EXPERIMENT—​The third stage of a Get Different Experiment, 
when the different marketing concept is proposed and evaluated  

for compliance with the DAD Marketing Framework.
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STEP 4: MEASUREMENT—​The fourth and final stage of a Get  
Different Experiment, where the marketing intentions are set and compared 

with actual outcomes and a determination on how to proceed is made.
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1‑Step Back Method
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Appendix I

The Get Different Marketing Process guides you through experi-
ments, variable modifications, and ultimately rolling out a success-
ful experiment into a marketing plan.

v
v
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The Get Different Marketing Process
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Appendix II

The Expanded DAD Marketing Framework shows the stages of 
millisecond marketing. You first must Differentiate to get the 
prospect’s attention. This moment lasts for about one-​tenth of a 
second, faster than it takes to blink. Then you must Attract the 
prospect to keep them engaged. You must show and continue to 
show the prospect that the opportunity afforded by paying atten-
tion outweighs abandoning your marketing. You will only keep a 
prospect engaged as long as they derive value and see an opportu-
nity. In the final stage, you Direct the prospect to take action. For 
them to be compelled they must see that the opportunity of com-
plying with your request outweighs the risk.

v
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The Expanded DAD Marketing Framework



11

Appendix III

The Get Different Experiment Sheet. Run every marketing exper-
iment using this tool, and then render a verdict. When you have 
identified an Expand & Track marketing experiment, you have 
found something to roll out into your marketing plan.

v
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The Get Different Experiment Sheet
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Appendix IV

This is a tool to help you refine what makes you (or your organi-
zation) different in the eyes of your clients and contacts.

v
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Find Your Different


