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2. WHY2. WHY

1. HOW1. HOW

Do Consumers 
Make Decisions…

Define Consumer
Decision Process

The Consumer BuyWayTM :
Next, Know Who You Are Talking To, Where They Are And What To Say

SegmentsSegments

Awareness

Familiarity

5. WHAT5. WHAT

6. HOW6. HOW

Do You Measure 
Success…

Define & Implement 
Metrics To Evaluate 

ROMI

Who

Where

Marketing Channels
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3. WHEN3. WHEN

Do You Engage The Prospect…

Define & Map Differentiating Benefits By Segment & Touchpoint

Should They 
Choose You…

Develop & Test 
Emotional Benefit 

Statements

Create Value 
Proposition & Brand 

Architecture

Opinion

Consideration

Inquiry/Shop

Purchase

Do You Say…

Align Marketing 
Messages With 

Appropriate 
Segment & Channel

4. WHO & WHERE4. WHO & WHERE

Are They…

The Golden 
Questions
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Classic ApproachClassic Approach TopRight ApproachTopRight Approach

TopRight created The Consumer BuyWayTM because past positioning 
frameworks had not evolved to keep pace with the new ways in which 
Brands are activated today.

� Designed for simple, uncomplicated 
purchases

� Generally does not define each step 
of the purchase process

� Comprehends more complex, longer 
purchase process

� Dissects purchase process to define 
consumer needs at each point  
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The Consumer BuyWayTM has been designed for flexibility – it can be used to position 
individual Brands and complementary Brands within a portfolio to assist in portfolio allocation. 

It can also be used to develop a position or value proposition for a Brand with a specific 
consumer and / or customer segment.

of the purchase process
� Identifies the overall benefit drivers for 

purchase intent

� Generally difficult to translate into a 
creative strategy beyond broad reach

consumer needs at each point  
� Identifies drivers of purchase intent at 

each decision point

� Designed for activation – at broad 
reach and 1-to-1 level
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