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THE PSYCHOLOGY

There are only 3 ways to move
information from a short-term
memory to a long-term memory.

. URGENCY
0. ASSOCIATION
3. REPETITION
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LONG-TERM INVESTMENT

Long-term growth

Build loyal customer base
Brand awareness

Mind and market share
High funnel
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KEY TAKE-AWAYS

Repetition creates the strongest learning.

it's not about spamming, it's about strategic
consistency.

Diversification increases familiarity outside
of a solo channel

A focus on the full funnel is fruitful in the
long run.
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