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As a marketing team, how best to 
organize and execute your R3 
digital marketing campaigns? 

After establishing your goals, how do you 
allocate scarce time, attention, money and 

resources?

What’s a framework that can boost your 
odds of digital marketing success?
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“Your customers don’t care about you. 
They don’t care about your product or 
service. They care about themselves, their 
dreams, their goals. 

Now, they will care much more if you 
help them reach their goals, and to do 
that, you must understand their goals, as 
well as their needs and deepest desires.”
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AVINASH KAUSHIK 
 GOOGLE DIGITAL MARKETING EVANGELIST & AUTHOR

TAKE A CUSTOMER 
ORIENTED APPROACH 
TO YOUR CONTENT  
AND CAMPAIGNS.



THE TRADITIONAL SALES FUNNEL
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A MORE HOLISTIC MODEL
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WHAT THE INTERNET HAS DONE
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CAMPAIGNS THAT 
ORGANIZE AROUND 
CUSTOMER MINDSET 

AND INTENT
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C u r r e n t  c u s t o m e r s  
w i t h  2 - 3  

t r a n s a c t i o n s .

P e o p l e  w h o  a r e  
f i s h i n g .
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SEE THINK DO CARE

Mindset

Moment

Message

Media

Measurement

CUSTOMER MINDSET FRAMEWORK
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SEE THINK DO CARE

Mindset Hmmm…fishing?

Moment Reading, Browsing

Message Try Fishing 
(Take Me Fishing)

Media

Content / SEO 
Organic & Paid Social 

Display Advertising 
Outreach & PR

Measurement Reach 
Viewable Impressions

CUSTOMER MINDSET FRAMEWORK
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SEE / PAID SOCIAL CAMPAIGNS
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SEE / EARNED MEDIA CAMPAIGNS
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SEE THINK DO CARE

Mindset Hmmm…fishing? I Could Fish

Moment Reading, Browsing Researching

Message Try Fishing 
(Take Me Fishing) What You’ll Need

Media

Content / SEO 
Organic & Paid Social 

Display Advertising 
Outreach & PR

Content / SEO 
Organic & Paid Social 

Display Advertising 
Paid Search, Email 

Measurement Reach 
Viewable Impressions

Brand Lift 
Reach 

Viewable Impressions 
Clicks

CUSTOMER MINDSET FRAMEWORK
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THINK / ORGANIC SOCIAL CAMPAIGNS



32

THINK / CONTENT CAMPAIGNS
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THINK / PAID CAMPAIGNS
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THINK / PAID SEARCH CAMPAIGNS
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THINK / CONTENT & SEO CAMPAIGNS



36

SEE THINK DO CARE

Mindset Hmmm…fishing? I Could Fish I’m Fishing

Moment Reading, Browsing Researching Acting, Buying

Message Try Fishing 
(Take Me Fishing) What You’ll Need It’s Time To Go!

Media

Content / SEO 
Organic & Paid Social 

Display Advertising 
Outreach & PR

Content / SEO 
Organic & Paid Social 

Display Advertising 
Paid Search, Email 

Content / SEO 
Paid Search 
Remarketing 

Email

Measurement Reach 
Viewable Impressions

Brand Lift 
Reach 

Viewable Impressions 
Clicks

Clicks, Visits 
Purchases 

Conversion Rate 
Purchase Rate

CUSTOMER MINDSET FRAMEWORK
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DO / PAID SOCIAL CAMPAIGNS
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DO / EMAIL CAMPAIGNS
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SEE THINK DO CARE

Mindset Hmmm…fishing? I Could Fish I’m Fishing Keep Fishing

Moment Reading, Browsing Researching Acting, Buying Fishing, Sharing

Message Try Fishing 
(Take Me Fishing) What You’ll Need It’s Time To Go!

Fish More 
Fish Better 

Share With Others

Media

Content / SEO 
Organic & Paid Social 

Display Advertising 
Outreach & PR

Content / SEO 
Organic & Paid Social 

Display Advertising 
Paid Search, Email 

Content / SEO 
Paid Search 
Remarketing 

Email

Content / SEO 
Paid Search 

Email

Measurement Reach 
Viewable Impressions

Brand Lift 
Reach 

Viewable Impressions 
Clicks

Clicks, Visits 
Purchases 

Conversion Rate 
Purchase Rate

Website Visits 
Social Engagement 

License Renewal 
Likelihood To Recommend

CUSTOMER MINDSET FRAMEWORK
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CARE / CONTENT CAMPAIGNS



MEASUREMENT & 
OPTIMIZATION



MEASUREMENT & OPTIMIZATION
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1. WEB VS DIGITAL ANALYTICS 

2. TRACKING OPTIONS 

3. REPORTING OPTIONS 

4. ALWAYS CLOSING
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1. WEB VS DIGITAL ANALYTICS 

2. TRACKING OPTIONS 

3. REPORTING OPTIONS 

4. ALWAYS CLOSING



THE FUTURE?
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TECHLASH: 
THE FALLOUT
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THE ROBOTS 
COMETH
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VENTURE 
INTO THE 
DARK 
FORESTS
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FLY YOUR 
FLAG
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OWN THE 
MOMENT
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APPLYING TO DIGITAL CAMPAIGNS

1. AUDIENCE 2. GOALS 3. MINDSETS

4. PLAN & CONCEPT 5. EXECUTE 6. MEASURE
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