


❖ Run DeCabbit Consultancy doing SEO, PPC, Social Media and integrated 

marketing campaigns

❖ Online since 1985, online marketing since 1996

❖ Worked in-house within e-Commerce, Publishing & High Tech

❖ Have worked with Amadeus, Brown-Forman, UPS, GalaCoral, Google, 

Vapemate, NatWest/RBS, Fidelity, NBC Universal, Readers Digest, Bayer, 

AmEx, Virgin.com, Zopa & more

❖ Available for consultancy

❖ Contact me: decabbit@gmail.com
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Not everything that 

seems to need to be 

done should be.

Consider impact on 

sales/business against 

cost/time.



12



@JudithLewis @Decabbit



@JudithLewis @Decabbit



15

Who are we 

targeting with our 

business?

Does our research 

validate that target 

audience as 

correct for our 

product?
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Identify

• Personas –
define 
concerns & 
understand 
motivations 
and needs. 
Identify 
channels 
they work 
on.

Questions

• What 
questions 
do your 
personas 
ask at each 
stage of the 
buying 
process? 
Where are 
they 
seeking 
answers

Answers

• Develop a 
content 
plan that 
answers 
these 
questions 
on the 
different 
relevant  
platforms

Map

• Map 
answers to 
stages in 
buying 
process and 
pair with 
keyword 
plan

Create

• Create 
channel 
optimised 
sharable 
content that 
adds value 
and answers 
questions
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What do people 

look for when 

looking for our 

products and/or 

services?

Are we targeting 

them correctly 

with content and 

collecting email 

addresses? 
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WHEN - Are our customers 

getting the right message at 

the right time or is it random 

and confused?
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Where - Are you 

present in the channels 

your customers/clients 

use or only ones you use?
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https://thepathforward.io/creating-customer-personas/



@JudithLewis @Decabbit



@JudithLewis @Decabbit



@JudithLewis @Decabbit



43



@JudithLewis @Decabbit



TARGET AUDIENCE STRATEGIC IMPERATIVES KEY SOCIAL CHANNELS

This is a segment you want target. They should be 
a specifically identifiable and party of a 
homogeneous group that could be distilled and 
represented by a single (fake) person(a)

These are things that this group is looking for or 
needs from your site. Sometimes it will be 
features and price, sometimes it will be how it will 
make their business better. Sometimes it will be 
case studies. You need to understand the 
motivations of your group. These may overlap 
with other target audiences but should not be 
identical unless social channels are different

Where does this cohort hang out? Likely Facebook 
no matter what the age or level in the business 
but where else? Sales people may use LinkedIn a 
lot, some French business people may use Twitter 
a lot. You need to understand your audience –
perhaps a survey might be needed but also you 
could place social icons on the contact page and 
see which gets clicked the most

Identify a target audience for the title – like CEOs
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Awareness Consideration Refining Needs Purchase Post Purchase

Customer 
thoughts & 

feelings

Consider how your marketing 
and communication strategies 
can help your customers 
reach their goals while also 
getting you closer to yours.

How might your customers 
feel at the pre-purchase, 
purchase, and post-
purchase stages as they 
attempt to achieve their 
goals?

Prioritise the moments 
that get you closer to 
achieving your business 
goals.

Customer 
actions

Reading reviews, website, 
ads, affiliate site, etc could all 
be an action.

Track what actions and 
interactions between your 
brand and your customers 
happen just before and after 
each of the pre-purchase, 
purchase, and post-purchase 
stages

Choosing the solution that 
is perceived to be the 
best.

Customer 
touchpoints

There could be many places 
they become aware: Affiliate, 
ad, blog, review site, TV, 
radio, etc. Make sure you 
understand the touchpoints.

Once initial awareness is 
raised, where else could 
customers touch your brand 
off your site?

Your copywriters and 
salespeople to need to 
better align their language 
and sales pitches.

When do you traditionally 
communicate or engage 
with customers?

Customer 
Needs

Understand what pressures 
your customers are facing and 
what drives their search.

Customer understands 
there are a few different 
solutions but each solves 
the issue differently and 
needs specific guidance

Customers have questions 
about a service, need help 
using a product, or other 
post-purchase needs.
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Aspiration Goal KPI

Create Awareness about the products Increase the number of people directly 
researching and requesting information about the 
product, measurable through traffic to the 
website and inbound calls

Number of website visits from social increased by 
X%
Number of website visits from SEO increased by 
X%
Increase the number of visits from ads by X%
Number of phone calls increased by X%

Generate Leads/Sales Fill out form
Phone calls
Product purchase

Number of leads increased by X%
Number of forms filled increased by X%
Number of sales increased by X%

Drive Discovery Attend conference or trade show or shop or office 
or whatever

Increasing attendance/visits by x%
Increase product/services requests by x%
Increase in ticket requests by x%
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ASPIRATION TACTICS KPI

Create Awareness Social ads
Google ads (click to call)
Optimise website for related topics
Radio ads
OOH ads

Number of website visits from social increased by 
X%
Number of website visits from SEO increased by 
X%
Number of phone calls to request a 
factsheet/brochure increased by X%
Increase the number of visits from ads by X%

Generate Leads/Sales Adjust the website
Social lead gen ad cards

Number of phone calls/forms filled to request a 
sales visit increased by X%
Number of phone calls/forms filled to request 
samples for bottling tests increased by X%

Improve Customer Retention Target specific pain points post-purchase with ads
Target specific pain points post-purchase with 
SEO

Increasing ad clicks by x%
Increase website visits to post-purchase pages by 
x%
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Competitor Channels They Leverage What can we do better?

Competitor A Facebook
Website
Event sponsorship
Specialist magazine ads (online & paper)

Leverage FB ads and other social channels

Competitor B Instagram (10k +)
Facebook (100k +)
Website
Sponsorship – particularly through universities, 
bloggers
Partnership/co-operations with labs
Twitter (4k +)
B2C influencers

Targeting more directly the right people
More fact sheets and facts with images
Social ads

Competitor C Website
Facebook
Specialty Wine B2B magazines
Trade Shows
LinkedIn

Social Ads
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