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Let’s look at two possible goals that a company might have.

1) Brand & Product Awareness
Getting customers familiar with your brand. Perhaps this is because you are entering a new market. Perhaps you are 
launching a new product line and want people to become familiar with it. The key is to plant the seed in the customer’s 
mind so that when it comes time to make a purchase decision they think of your brand and your products first before the 
competition.

Awareness Funnel

2) Conversions
This is a a specific call to action such as a sales transaction, but it could also be registering for a newsletter, collecting 
contact information, demographic information, downloading a whitepaper or report. 
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Conversion Funnel

Type of Conversion Matters...
For a brand awareness campaign the type of conversion would focus on reaching customers at the early stages of their 
buying process. This is represented by the Awareness and Research stages in the funnel depicted above. This type of 
conversion requires a different content and keyword focus.

What kind of focus?  This is where we would use short-tail keywords. Broad strokes for maximum impression NOT 
clicks (we’re not looking for actual sales conversion just yet).

A conversion campaign would be looking at customers in the later stages of Shopping and Purchase. This requires more 
granular content and long-tail keywords. We want to capture people when they are searching to accomplish a specific task - 
we are looking for clicks NOT impressions.
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Content strategy is a topic for another whitepaper, but it needs to be mentioned here because it is important to our search 
engine marketing efforts. You ultimately must build a content strategy that clearly communicates your brand to your 
customers THROUGH THEIR EYES. 

What exactly does that mean? 

YOU:
“We provide solutions for the financial sector by optimizing cash management by blending digital methods with human 
methods.”

CUSTOMER:
“We help you manage your small business finances with our simple to use software.”

The way you think about your business is not the same way your potential customer thinks about your business. This is 
KEY, before you can build an effective content strategy you must be able to see your business and service offerings from 
the customer’s perspective.

The content must match with your initial goals. If you are looking for brand awareness then you want to tell your story; 
i.e., let the customer form a mental picture and store that away for when they are out shopping for your product category. 
If you are looking for conversions then build the path to connect the dots. When in the research stage place keywords to 
act on the customer’s subconscious. They will use these keywords to search and then match up those keywords with your 
call to action. 
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Connecting the dots.

Don’t build a single campaign to attack customers at all points in their process. Break it down into as many campaigns as 
necessary - get specific, get granular, but above all have context. 

You gotta have context.

This is simply keeping your content and marketing inline with where the customer is. IF the customer is conducting 
research their context is not “where do I enter my credit card information”. IF the customer wants to buy something today - 
their context is not “where can I download a product brochure and read some case studies”. 

But, we don’t always know the exact context...

So, leave room for your customers to build their own context around what you are offering. How do I make a specific call-
to-action and have an open-ended context at the same time for the end user?

As mentioned, build out search marketing campaigns to touch customers at each inflection point and then at each inflection 
point test and segment. In other words, perform both at the same time by breaking them into separate campaigns.

TEST
There are many options when it comes to testing and several methods to choose from. We will touch on two:
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A/B Test - change up your call-to-action message. Run a display ad with a text ad. Compare a geographically targeted ad 
on Google and on Facebook. 

Segmentation - identify and target different demographics, languages, and platforms. For example, you might know that 
your core service or product appeals to men and women in their 30’s and 40’s who happen to enjoy cycling, and sushi. It 
might make sense then to test your marketing on cycling sites, or Asian cuisine sites.
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Core Metrics
What core metrics matter depend on the original goal. If it is brand awareness that is a bit more fuzzy than a cold 
conversion rate statistic. Brand Awareness goals will require looking at increases in engagement on your company 
Facebook fan page (you do have one right?), increased Twitter discussions and working to properly tag any awareness 
campaign so that it can be tracked as your customers journey toward eventual conversion. This is where conducting “exit 
interviews” will help answer the question where customers originally heard about the brand and specifically the product 
they bought. It is where an email marketing campaign can be invaluable by trickling interactions with the customer until 
they are ready to buy. All along the email marketing campaign is gathering data to help visually clear the path to 
conversion. Using the Multi-Channel Funnels inside Google Analytics will also assist in connecting the dots. In the end, 
there is no “silver bullet” for tracking the process from initial awareness to conversion, but by implementing different 
tools and clearly planning out your campaigns you have a better shot at figuring out where to spend your time.

Conversions: The one thing we are all looking to track. Converting a prospect to a customer; a site visit to a paid 
transaction.

Conversion Rates: The relationship between visitors and paid transactions

Revenue: The amount of income derived from all the conversions across all channels.

Revenue Share: The share of revenue produced by a specific channel
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