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Introduction 
When discussing digital marketing and marketing plans with business owners, 

there is often a sense of mystery in the discussion. There is little consensus 

around what digital marketing entails, the initiatives and processes involved, and 

how to get the greatest benefit from it. Most business owners feel that digital 

marketing is a costly endeavor, and are wary of its value relative to the effort and 

expense involved. 

In this chapter of CPI’s entrepreneurial series, we will cut through these 

ambiguities and concerns with a clear discussion of the tactical areas and flow of 

the world of digital marketing and its elements: research areas, digital marketing 

campaigns and digital corporate image. Our main focus will be to put definition to 

nebulous topics like persona, cadence, micro-content and reputation 

management along with a discussion of organic, narrative and paid content. 

What this document will not address is the larger and complex areas in the 

marketing discipline, such as a customer-centric definition of value creation, or 

segmentation – who is the customer. We are starting from a point where much of 

this groundwork has been completed. However, we feel this will send you on your 

way with useful information that you can extend in your own specific 

environments to fulfill current needs of your organizations. 

The following page presents a comprehensive graphic view of the topic areas 

(Figure 1). We show the individual elements that make up each topic area and, 

more importantly, how they interact with and build on each other. 
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Figure 1 
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Digital Marketing Overview 
In our discussions with many marketing agencies about digital marketing, we find 

that the focus of the discussion always seems to come back to Search Engine 

Optimization (SEO). While SEO is an important part of any digital marketing 

strategy, we feel that the elements that make up the path to good SEO are well 

established and widely available. What is not as obvious to most marketing 

agencies is that, once your SEO strategy is in place, the strategy needs to be 

continually revisited and the content source of the strategy needs to keep flowing 

in order to maintain a high search ranking.  

As the CPI marketing team set out to find digital marketing solutions, we found 

that the real struggle comes from finding a clear path that takes the result of 

market research through to content creation and publishing. This process, with a 

focus on strategic research and deliberate tactics as opposed to conjecture and 

speculation, is the key to success in digital marketing. 

Our first goal is to define Campaign Objectives that can be clearly tracked 

throughout the process. We will then look at: 

 Research, where we will discuss identifying the audience and influencers; 

 The digital marketing campaign, including content creation and publication;  

 Your digital corporate image (your company’s footprint on the Internet); 

and 

 How these objectives work to drive sales and grow your business.  
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Creating Campaign Objectives 
Creating the optimal set of clear and definable campaign objectives for your 

company starts with identifying your business goals (new markets, new products, 

branding, impressions, driving sales, ROI). For example, if you are launching a new 

product but are already established in an industry, your objectives may be very 

different than launching into a new market. If your goals are to create brand 

awareness, the measurable results and focal point of your campaign will use 

different metrics from one looking to directly drive the sale of a product or 

service.  

After defining the overall goal of your campaign objectives, the next step is to 

clearly establish the details of the path to completion (i.e. consider all portions of 

the research and digital marking campaign diagram, Figure 1). This should include 

measurable research objectives to ensure that your market, competitors and 

audiences, are accurately defined and identified. This may include a list of 

questions to be answered by the research that will help determine the next steps 

in the campaign. At the end of the definition process, we must remember that 

both your company and your customer need to see a benefit from this process in 

order to consider it a success. In essence, while sales may be the core value 

proposition, other values should also be taken into consideration such as 

customer loyalty, information and communication – all of these are important 

considerations in your campaign objective development process. 
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Targeting Research 

Data Sources 

We believe the role of data and demographic research in your campaign may very 

well be the most important part of the campaign. A wrong step here could skew 

the results and drastically change the outcome of the campaign, or worse, 

invalidate its objectives completely. This is why it is so important to make sure 

when selecting a research firm that they have clearly defined the data sources 

they use, and how they validate that the data they collect is complete and 

comprehensive. Your business objectives should clearly dictate the data sources 

and the granularity of the research, in order to meet the campaign objectives (e.g. 

for an ecommerce strategy, stratification of the market for online consumers of a 

specific product). 

Well-defined research granularity combined with valid and verified data sources 

will ensure the accuracy of the research phase of your campaign. Most of the 

time, your main focus is to select the right resource (research firm, online reports, 

online inquiry, etc.) to give you the market intelligence you need to achieve your 

campaign objectives. With the right market intelligence, you can concentrate on 

the additional research required to refine your target audience essential to 

achieve the campaign goals. 

Targeting the Audience 

With the market intelligence gathered that quantifies the 

market, you can then perform the market research to identify 

the attributes that define your audience. In Figure 1, we break 

out the process of targeting research into three main sections: 

 Persona 

 Social channels 

 Competitive analysis 
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The following is an in-depth analysis of each item, for definition, insight and 

clarity. 

Persona 

Persona is the audience or target market of the campaign and can be a type of 

person or business. Further refinement of this persona results in the identification 

of a set of attributes that define your audience; these audience attributes can 

then be mapped to traditional demographics / firmographics. Since target 

audience attributes should also include key elements that determine the target’s 

motivation (emotional, financial, social, etc.) as it pertains to your business 

objectives, we expand the definition of persona to include the mindset and 

behaviors of the target. Once this view of the audience is defined, the 

demographic profile will have increased accuracy.  

Social Channels 

Another element of researching the target market is to understand the extent of 

the audience breadth on social channels. This can be broken down into two main 

components 

 Identifying the preferred social media outlets of your target audience; 

 Identifying the primary influencers within the outlets. 

Determining the social outlets or channels on which your business objectives are 

being discussed (if any) is crucial to any digital marketing campaign. Influencers 

can be the key to expanding market reach and furthering brand recognition 

objectives. 

Competitive Analysis 

Conducting a thorough analysis of your competition is a crucial part of any 

targeting strategy. You need to evaluate your competitors targeting strategies in 

order to establish your unique targeting differentiators in a given market vertical. 

It can show you the differentiators in your audience targeting that can be used to 

effectively advance your marketing campaign. 
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Content Creation 

Content Types 

In Figure 1, we present three different content categories: 

 Advertising 

 Narrative 

 Organic 

We will briefly discuss each category, and put a definition to 

these content types.  

Advertising 

Advertising is certainly the most well-known content type, and is historically 

thought of as exclusive to paid channels. However, this type of content can also 

be used in unpaid channels to gain brand recognition (among other campaign 

goals). For example, people flock to YouTube every year to watch and rate the 

best Super Bowl ads. Having a viral commercial on YouTube can be more effective 

at brand building than the actual ad aired during the game. Content reuse is 

critical to keep in mind when creating any content, but especially when creating 

advertising content, because of its highly focused nature.  

Native content, on the other hand, is an extension of digital advertising where the 

ad is adapted to fit the look and feel of the setting in which it is displayed. This has 

become an extremely popular method of promotion due to the increase in mobile 

and social media interactions that warrant the blending of content to fit those 

mediums. 

Narrative 

Narrative content establishes your authority in the marketplace. This content is 

used to further your campaign goals, allowing you to inject your voice into the 

digital community. This helps establish your business as an expert in your field, as 

well as a sought-after source of valuable information relevant to your target 
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audience. This can be accomplished through publications such as white papers 

and blog post articles, or enhanced through presentations such as webinars. 

Gating some or all of your content behind an information-gathering webpage is a 

great way to generate lead information from the target audience. However, a 

strategy must exist that ties this narrative content back to the core competencies 

of the business. In this way, the content can be reused to promote products and 

services or to establish the business as an influencer in the marketplace. 

Organic 

Organic content is the core of your digital identity. Your digital identity should 

clearly describe your unique value proposition in the marketplace. Organic 

content includes your website, social media company pages and micro-content 

(i.e. social media posts or conversations). This content should evolve over time, 

changing and growing with your business. This evolution of your content is crucial 

to driving your presence in the marketplace, feeding SEO, impressions, likes, 

followers, etc. and thus encompasses the cornerstone of your company’s digital 

corporate image. 

Content Funnel 

These different content types form a funnel that tells the story of your businesses 

unique value proposition. In its broadest terms, the narrative type, establishes 

you as an influencer within the marketplace. As we narrow our focus within the 

funnel, specific narrative and organic content emphasizes the unique value 

proposition and messaging of your business, ultimately leading to a focal point 

defined by your campaign goal. 

Cadence 

Given the content types we have discussed and the content funnel, both of which 

describe content as an object, cadence is the specification of content timing. 

When approaching cadence of content, it is important to understand the goal of 

publication timing. This goal is to communicate and condition your audience to 

the frequency with which new content can be expected. Different types of 
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content will warrant different cadences, depending on your campaign goals. 

Notwithstanding the content type, all content has a cadence regardless of its 

distribution mechanism and whether is paid or not. The overall goal is to 

condition the audience through predictable repetition, thereby establishing an 

audience expectation or familiarity.  

As part of identifying the target persona, your target research should have also 

identified possible cadences for different content types, given your campaign 

objectives. For example, updating your blog on a daily basis will condition your 

target audience to expect new posts every day. However, a newsletter may be 

expected once a week, or once a month, depending on how you condition your 

audience. Once the cadence of a content type is set, changing or breaking that 

cadence will disrupt the audience conditioning. Thus is it very important to both 

understand your audience and condition them accordingly. Campaign objectives 

may have multiple content types, each with a different cadence.  

Reuse 

Content creation can be the most costly part of a campaign. With this in mind, 

your content strategy should always include plans to reuse as much content as 

possible. Maximizing the use of content across multiple digital channels will 

ensure that you are getting the most out of every dollar you spend on content. 

For example, daily blog posts can be combined into the content of a weekly 

newsletter; new publications can be posted and promoted on social media 

outlets.  

The overall content strategy should emphasize a focal point allowing all content 

to maintain a shared endpoint. Content that connects the target audience 

through a focal point will encourage further exploration of your content by your 

target audience, and emphasize your digital presence within the marketplace. 
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Publishing / Distribution 
We define two main ways to distribute content: paid or 

published (not paid). 

Paid 

There are many ways to go about paying for content placement. 

Advertising agencies provide guidance with audience targeting, 

and will return detailed analytics on the effectiveness of your promotion 

initiative. Additionally, there are many Ad Networks available, and each social 

media channel has its own platform for ad distribution. The challenge is that they 

each have unique specifications, and require content to be tailored to fit each 

channel individually. However, they each have their own research and analytics 

tools that give specific insights into the target specifications, so that the target 

audience can be redefined for that given channel, maximizing the effectiveness of 

your advertising.  

Published 

Published content is any content distributed through any channel, without cost. 

This can include any content type; advertisement and narrative content can be 

both paid and published, while organic content is only distributed through 

published methods only.  

Depending on your targeted audience and the specific content type, the 

distribution channel should coincide with your specific campaign objectives. For 

example, you will most likely start with a lot of narrative content in order to build 

influence in a market vertical. This content does not necessarily need to be 

distributed in a paid method. However, advertising your narrative content 

through paid source such as a social media channel might be the most effective 

way to target your audience.  
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Real Time Publishing 

Connecting with your target audience over social channels is a way to further 

campaign objectives and increase engagement. Micro-content, given its 

conversational nature over social channels, allows for this engagement to occur in 

real time. By involving your business in the conversations on social media outlets, 

you not only further establish yourself as an influencer; you will also increase your 

social media presence. This is loosely defined by the number of likes or followers 

your business has on social media. Increasing your social media presence by 

growing your number of likes or followers may even be the goal in a social media 

specific campaign. There are many tools available to streamline and simplify your 

engagement of target audiences, maintaining a focal point and keeping your 

message aligned with your digital presence within the marketplace. 
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Digital Corporate Image 
Digital corporate image is the organic content 

that forms the focal point of your businesses 

digital presence in the marketplace. This starts 

with your website but expands out to social 

media channels and blogs. Your website should 

adhere to your company branding in order to 

clearly convey its mission and place the focus 

on your unique value proposition in the 

marketplace. 

Corporate Blog 

As an extension of your website, a company blog is an excellent way to establish 

influence in your company’s area of expertise. Blogs are also essential in keeping 

your customers and your audience updated on products and services as well as 

topics of interest to this community. As with social media, blogs require ongoing 

updates and continued publishing in order to maintain a reader base. Although 

these updates may not be as frequent as social channels, cadence is still of crucial 

importance in meeting your customer and target audience expectations. Fulfilling 

expectations will in turn solidify your digital presence while at the same time 

advancing the campaign’s focal point. 

Social Media Presence 

Your company’s digital corporate image should include branding on social media. 

For example: a Facebook page, Twitter account and a LinkedIn company page are 

crucial to maintaining your digital brand. Each of these social media platforms 

require the same level of thought and design as your company website. These 

elements necessitate consistent engagement, as they require constant micro-

content and responses to inquiries. The reward for this effort is that micro-

content provides an exceptional feedback mechanism for your target audience 

that provides an effective measurement of the campaign goals. 
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Reputation Management 

Reputation management provides you with the ability to monitor and interact 

with audience response to your brand in the marketplace. This is accomplished 

through micro-content by monitoring social channels for your topics, messages, 

posts, etc. in response to your brand. You can modify and expand your campaign 

in real time, based on audience feedback. When branding issues are encountered, 

triage can be conducted and you can apply course corrections on the spot. Some 

of the tools used for social media management and content distribution will have 

built-in reputation management features for keeping a pulse on your brand as 

part of the product suite. 

Focal Point 

The focal point (digital collection point) is the way in which all of the elements we 

have discussed thus far come together to provide insight into your campaign. 

Each of the elements requires individual marketing tactics; they can be thought of 

as a series of tentacles that simultaneously send critical information of your 

audience responses back to the focal point (center). Think of these tentacles as an 

encoded bread trail, allowing you to connect the target audience with all the 

content types and interactions that you have published for the campaign. 

Whether these responses are a direct result of your campaign (landing page, 

ecommerce activity etc.) or indirect in the form of social channel activity 

(comments on social channels, Yelp, Open Table, etc.), these responses are the 

intelligence you need to react to your target audience. 

Landing Pages 

A landing page is the area of your site where interested parties can request more 

information about the products and services of your business. In this type of focal 

point we are converging on an information-gathering webpage, collecting data 

from the target audience with the intent to transform them into sales leads. Some 

tools on the market focus on connecting landing pages to CRM systems and allow 

businesses to track the target’s path to the landing page, providing additional 
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measurements of the campaign goals. Further reporting analytics on these and 

other tools can be deployed to learn how traffic drives sales and ROI. 

Ecommerce 

As with landing pages, you may wish to direct your target audience to products / 

services available for purchase online at your company web site. Ecommerce focal 

points can function slightly differently than landing pages, and it can be harder to 

use the type of bread trail techniques outlined above. In order to make this 

information more predictable, even in the cases where the bread trail to the 

ecommerce offering exists, a plan that incorporates different information 

gathering techniques will need to be formulated. One approach is to incorporate 

your response technique into your offering by eliciting critical information from 

the customer on where they learned about the product or service. This can be 

integrated into part of the checkout process of the ecommerce solution. 

Additional information can be captured though email follow-ups after the sale 

process that again get feed into the reporting systems. Ecommerce results can be 

diverse in nature, and need to be planned with Key Performance Measures (KPI) 

in mind to assess campaign effectiveness. 

Social Monitoring 

Although social channels can function in many of the techniques we have 

discussed for the landing page and ecommerce sections using the bread trail 

concept, much of the flow of information is less predictable and somewhat harder 

to track and incorporate into your reporting platform. In these cases, it is 

important to deploy monitoring tools for maintaining a continual view of 

conversations, likes, tweets etc. that can be reacting to your campaign initiatives. 

Given the conversational nature of the channel, company personal needs to 

decipher this information in real time. However, this information, and their 

interactive responses to the audience, will need to be included in the reporting 

mechanism. 
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Reporting Analytics 

As we discuss the bread trail concept, there needs to be an understanding of how 

to gauge success, and how to respond to changing market condition for the 

campaign. The challenge is to understand how these diverse sources of target 

interaction turn into the Key Performance Measures (KPI) needed to meet your 

campaign goals. There are a number of specific tools available that provide 

analytical reporting from variety of specific publishing areas. However, areas such 

as social channels need special consideration and additional thought on how to 

link target audience interactions back to campaign objectives. 
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Conclusion 
As we discussed each section of Figure 1, we have focused on providing definition 

and clarification to each part of the campaign life cycle. Creating campaign 

objectives with the full path in mind facilitates creation of the focal point for 

achieving the campaign goal. Validating that your research data sources are 

comprehensive and complete, and that the granularity of the data is driven by 

business objectives, will ensure that your target audience is accurately defined. 

Maintaining unification across all campaign content initiatives enables directing 

the target audience back to a focal point defined by the campaign goal. 

Monitoring the focal point to provide analytical data gives you the insight 

required to adjust the campaign and achieve the best possible results. 

We hope you have found valuable information on the campaign life cycle in this 

article, and that you now have a better understanding of the many nebulous 

terms used within the marketing industry when discussing campaigns, as well as 

how these campaigns provide a feedback loop for measuring the effectiveness of 

a campaign. Please look for the next article in our entrepreneurial series, coming 

soon. 
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