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WestSide Baby

In King Country:
21,000 children

aged five and under live
below the federal poverty line.
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WestSide Baby

#1:
WSB exists to make sure babies & 

children have their basic needs met.
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WestSide Baby

#2:
Parents can then focus time & 

resources on meetings other needs.



@RobOusbey          @Distilled          #seerfest

WestSide Baby

#3:
Providers develop a closer 

connection with at-risk families.
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WestSide Baby

#4:
Our community is strengthened.
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WestSide Baby
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WestSide Baby

Distributed in 2016:
1.4 million diapers

1,000 car seats
7,000 bags of clothing
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WestSide Baby
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WestSideBaby.org
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Seattle, 2010
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The First Project
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The First Project
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The Second Project
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The Second Project
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The Third Project
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The Third Project
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The Toolkit
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The Toolkit

PPC

SEO

Social Media

Display Advertising

PR
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The Toolkit
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The Toolkit

A successful marketing strategy
doesn’t begin with deciding

which tactics you’re going to use.
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CHANNEL
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CHANNEL

WHO
Who do we want to market 
to? What’s the audience for 

our message?
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CHANNEL

WHO

WHEN

Who do we want to market 
to? What’s the audience for 

our message?

When in the process 
do we want to get our 

message to them?
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CHANNEL

Who do we want to market 
to? What’s the audience for 

our message?

When in the process 
do we want to get our 

message to them?

What do we want them to 
take away from our 

interaction?
WHO

WHATWHEN
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WHO

WHATWHEN

Who do we want to market 
to? What’s the audience for 

our message?

When in the process 
do we want to get our 

message to them?

What do we want them to 
take away from our 

interaction?

WHERE

Where will we reach 
them?
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WHO

WHATWHEN

WHERE



WHO
are we trying to reach?
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Be Selective
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Prioritize



Factors we may want to describe in the persona:

Gender
Level of Education
Location Type (geographic, rural/urban)
Situational (marriage, kids, studying, working) 
Age group

Behavioural
Their location & language
Interests
Values (internal beliefs that influence a purchase decision)
External influences

More Broad

More Specific



Guesswork & Gut is Rarely Enough



#1:
You’re allowed to ask



51% of people believe it is important 
that brands ask about their needs.

10% of people said that their favorite 
brands do this well.

You Have Permission to Ask
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Survey Process
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Cluster the Data



High book 
engagement

Low book 
engagement



High tech usage

Low tech usage

High book 
engagement

Low book 
engagement



High tech usage

Low tech usage

Adopters

Passives

Best Sellers
13%

Techies
6%

Casuals
15%

Disengaged
7%

Gifters
15%

Digital
Worms

5%

Intellectuals
15%

Book 
Worm

3%

Happy at 
Home

9%

Budgeters
12%

High book 
engagement

Readers

eReaders

Low book 
engagement



#2:
Follow-up interviews
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Interviews



#3:
Find other ways to

get close to the customers
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Sales & Customer Service Calls
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Submitted Data



#4:
Analyze existing data
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Analyze Your Existing Data



Existing Data Sources: User Data

rob.ousbey@distilled.net
Rob Ousbey
VP Seattle
Distilled

Location: Seattle, WA
Age: 34
Gender: Male

Twitter: @RobOusbey
LinkedIn: /in/RobOusbey
Topics: parenting, marketing, 

travel, business, whisky

FullContact
Enrich API

MailGet
Email Enrichment Service
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Existing Data Sources: User Data



#5:
Progressive profiling



@RobOusbey          @Distilled          #seerfest

Progressive Profiling



#6:
Insights from your analytics
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Website User Data



#7:
Insights from your audience
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Audience Insights

beer – craft – san – diego
– food – love – music – beers – life – lover – wine 

– good – great – best – brewing – fan – sports – local – home – world – marketing – things – drink
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Audience Insights



#8:
Third-party surveys
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Third Party Survey Tools

Survey Monkey Audience

Ask Your Target Market

Google Analytics Surveys
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Third Party Surveys
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Third Party Surveys



#9:
Two special personae



Activation & Reactivation



#10:
Self-identification
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Self-identification



#11:
Validate the personae



Validating the Personae



#12:
Walk in their shoes



Walk in Their Shoes



The output of all of this…











Gary Trevor Peggy

Tech-lover

Heavy researcher

Wants to be cutting-
edge

Aesthetic driven

Trusts experts

Frequent social 
media use

Style focused

Methodical

Requires credibility



WHO
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CHANNEL

WHO

WHEN



WHEN
during the customer journey
do we want to reach them?
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Traditional Customer Paths



Customer Modes



Customer Modes

Blissful ignorance, no problems

Determines they have an issue that needs solving

Recurring issue  vs.  once-in-a-lifetime question

Maybe researches solutions

Maybe gets influenced; maybe they’ve already been exposed

Could be passively or actively searching

Maybe they have a favorite brand

Makes decisions about what brand & product to buy

Decides where to buy it from
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Variety of Paths

Gary Trevor Peggy

Tech-lover

Heavy researcher

Wants to be cutting-
edge

Aesthetic driven

Trusts experts

Frequent social 
media use

Style focused

Methodical

Requires credibility



Example: Very Different Paths
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Example: Market Leaders



Contexts
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Contexts
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A context is a set of user actions 
corresponding to a single 

information need.

Contexts
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Contexts

““top 10 things to do in Berlin”
“top 10 things to do in Zagreb”

“top 10 things to do in Paris”

“weather in Paris
“louvre”

“airports in France”
“easyjet Paris”

“cheapest vacation deals Paris”

“trendy coffee near the Champs-Élysées”
“moulin rouge”

“Eiffel Tower entry price”
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Contexts

50%
of queries are attributed to a context 

that lasts more than a month.

More than
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Contexts

10 minutes
of the first search.

Google identifies a new context within
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Contexts

“most romantic restaurant in seattle”
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Contexts

“most romantic restaurant in seattle”
“how to choose a diamond ring”
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Contexts

“most romantic restaurant in seattle”
“how to choose a diamond ring”

“wedding venues”
“photographers in seattle”
“types of wedding cake”

“how to write a grooms speech”
“fun honeymoon destinations”
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Contexts

“most romantic restaurant in seattle”
“how to choose a diamond ring”

“wedding venues”
“photographers in seattle”
“types of wedding cake”

“how to write a grooms speech”
“fun honeymoon destinations”



Triggers



Examples of Triggers



Examples of Triggers

I deserve a holiday!

My coffee machine is broken.

I’d never even thought about 
buying a drone camera!

Intrinsic:

External:

Opportunistic:



Creating Aspiring Customers



WHO - WHEN

Problem 
Definition Awareness Research Conversion



WHO - WHEN

Problem 
Definition Awareness Research Conversion
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CHANNEL

WHO

WHATWHEN



message would you like those 
potential customers to hear?

WHAT



High tech usage

Low tech usage

Adopters

Passives

Best Sellers
13%

Techies
6%

Casuals
15%

Disengaged
7%

Gifters
15%

Digital
Worms

5%

Intellectuals
15%

Book 
Worm

3%

Happy at 
Home

9%

Budgeters
12%

High book 
engagement

Readers

eReaders

Low book 
engagement



High tech usage

Low tech usage

Best Sellers
13%

Techies
6%

Casuals
15%

Disengaged
7%

Gifters
15%

Digital
Worms

5%

Intellectuals
15%

Book 
Worm

3%

Happy at 
Home

9%

Budgeters
12%

High book 
engagement

Low book 
engagement

“Tech Benefits”
Campaign

“Switch to Us”
Campaign

“Read Books”
Campaign
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Marketing Messaging

Market the product to
move people from one stage to the next.

Market the brand to
create and deepen engagement.
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Marketing the Product

Eg: Costco Auto Program
“You can buy a car through us”

Awareness:
Our option exists. Consider us. Find out more.



@RobOusbey          @Distilled          #seerfest

Marketing the Product

Eg: Metromile
“You can pay for your insurance 
by the mile, and save money.”

Possibility:
Something different is possible. Try something new.
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Marketing the Product

Directional:
The best way to (goal) is to (approach)

Eg: Pipedrive
“Make your salespeople more 

efficient with our dedicated tool.”
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Marketing the Product

Reality:

Our product will solve your problem…

…better than the others
…cheaper than the others

… just as well as the others but with broader benefits.



Understanding your Differentiation



Understanding your Differentiation

Flexible 
Plans

High 
Quality

Delivered
Monthly

Affordable



Understanding your Differentiation

Relevance

Low

High

Differentiation

Low High

Delivered
Monthly

High 
Quality

Flexible 
Plans

Affordable
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Relevance

Low

High

Differentiation

Low High

Neutrals
High 

Quality

Must
Haves

Affordable



Understanding your Differentiation

Relevance

Low

High

Differentiation

Low High

Neutrals
High 

Quality

Must
Haves

Drivers



Understanding your Differentiation

Relevance

Low

High

Differentiation

Low High

Neutrals
Fools
Gold

Must
Haves

Drivers
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Marketing Messaging

Market the product to
move people from one stage to the next.

Market the brand to
create and deepen engagement.
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Marketing the Brand

“We’re here to help people like you!”
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Marketing the Brand

“We hate what you hate!”
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Marketing the Brand

“Here’s who we are & what we believe”







Social Proof



Surveying & Testing Message



WHO - WHEN - WHAT

Problem 
Definition Awareness Research Conversion



WHO - WHEN - WHAT

Problem 
Definition Awareness Research Conversion

BRAND X IS 
AN OPTION

I DIDN’T KNOW 
YOU COULD ….

BRAND X IS 
A NOVEL 

SOLUTION

BRAND X IS 
AVAILABLE 

AT MY STORE



@RobOusbey          @Distilled          #seerfest

WHO

WHATWHEN

WHERE



do we get that
message to them?

WHERE



paid search • organic search • local search •
product search • display • retargeting • gmail
ads • owned social • social coverage • bought
social • social advertising • social retargeting •
referral traffic • review sites • blog coverage •
product placement • content amplification •
news coverage • media buys • email • earned
email • paid email • partners • affiliates • events

Channels



Choosing Channels



Choosing Channels



Choosing Channels

Sees drone racing video 
footage on Reddit



Choosing Channels

Sees drone racing video 
footage on Reddit

Looks on tech sites to find 
more & compare brands



Choosing Channels

Sees drone racing video 
footage on Reddit

Looks on tech sites to find 
more & compare brands

Compare reviews from 
real customers



Choosing Channels

Sees drone racing video 
footage on Reddit

Looks on tech sites to find 
more & compare brands

Compare reviews from 
real customers

Checks the individual 
product pages before 
completing the purchase



Choosing Channels

Earned Owned Paid



Choosing Channels

Earned Owned Paid



paid search • organic search • local search •
product search • display • retargeting • gmail
ads • owned social • social coverage • bought
social • social advertising • social retargeting •
referral traffic • review sites • blog coverage •
product placement • content amplification •
news coverage • media buys • email • earned
email • paid email • partners • affiliates • events

Channels



paid search • organic search • local search •
product search • display • retargeting • gmail
ads • owned social • social coverage • bought
social • social advertising • social retargeting •
referral traffic • review sites • blog coverage •
product placement • content amplification •
news coverage • media buys • email • earned
email • paid email • partners • affiliates • events

Channels
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mlweekly.com
news.mit.edu

blogs.technet.microsoft.com
blog.statsbot.co

indico.io
fastml.com
hunch.net

blog.datumbox.com
ayasdi.com

Which sites influence these people?
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Which social channels are they on?



Which social channels are they on?



Which social channels are they on?

Instagram Pinterest LinkedIn
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Intermediaries of influence



Combining Channels



Example: PR coverage + Amplification



Example: PR coverage + Amplification



Example: PR coverage + Amplification



Consider the Timescale as Well



A controversial question…



Does your website need to be in the process?



Does your website need to be in the process?



Does your website need to be in the process?
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Staying in the SERPs
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Staying in the SERPs
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Transactions in the SERPs



Transactions in the SERPs
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Leveraging Strong Domains



Picking Appropriate Channels



Insight:
Fewer than 9% of customers went to manufacturer website.

Picking Appropriate Channels



Insight:
Fewer than 9% of customers went to manufacturer website.

Action:
Brand reduced spend on their website & traditional advertising

Increased spend on content for retailer websites

Picking Appropriate Channels



Insight:
Fewer than 9% of customers went to manufacturer website.

Action:
Brand reduced spend on their website & traditional advertising

Increased spend on content for retailer websites

Outcome:
Lead to an immediate 21% uplift in ecommerce sales

Picking Appropriate Channels



WHO - WHEN - WHAT - WHERE

Problem 
Definition Awareness Research Conversion

BRAND X IS 
AN OPTION

BRAND X IS 
A NOVEL 

SOLUTION

BRAND X IS 
AVAILABLE 

AT MY STORE

I DIDN’T KNOW 
YOU COULD ….



WHO - WHEN - WHAT - WHERE

Problem 
Definition Awareness Research Conversion

IN THE PRESS

TWITTER

REVIEW SITES

BRAND-X.com
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Start with Who

WHO

WHATWHEN

WHERE



Thanks!
Access FREE content & videos from our conferences at: distilled.net

Get in touch via: rob.ousbey@distilled.net or @RobOusbey

Learn more about my selected charity at WestSideBaby.org


