
Contents 

 

About the Author 

Introduction 

Chapter ONE Content Creates Consumer Experience 

1.1 Experiencing Content 

Experiencing Advertising 

Experiencing "Media" 

Interfaces, Content, and Experience 

Interfaces 

Content 

Experiences 

1.2 Conversion Science 

ChapterTWO Media Moves Markets 

2.1 Media Product Conversion 

2.2 Business to Consumer Conversion 

2.3 Business to Business Conversion 

2.4 Creating Attention and Action 

Laws of Growth 

Attention Economy 

Jobs to Be Done 

The Consumer Experience and Consumer Journey Conversion Analytics 

ChapterTHREEData is the "New Oil": Analytics are Advanced Chemistry 

3.1 The Challenge to "Collect and Connect" 

The Disjointed Nature of Data 

Variety 

Conversion data: Sales/transactions 

Operational and channel performance 

First party consumer data 

Third party consumer data 

Customer Data Platforms 

Velocity 

Volume 

The Fundamental Analytics Architecture: The Analytics Pyramid 

Descriptive Analytics 

Predictive Analytics 

Prescriptive Analytics 

Adaptive Analytics 

Chapter FOUR The Rush is on: Planning to Collect and Connect 4.1 Applied Conversion 

Analytics Playbook 

4.2 ACAP Section One: Problem Definition 

Business Problem/Business Case 

Business Objectives & Key Performance Indicators 

Objectives & Key Performance Indicators 

4.3 ACAP Section Two: Consumer-centered Solutions 

Inductive and Deductive Analysis 



Analytic Methods: Clusters, Factors, and Correlation 

Clusters 

Factors 

Correlation 

Research Methods 

Qualitative Research 

Quantitative Research 

Consumer Insights 

Consumer Experience Mapping 

ACAP Part One Summary Chapter FIVE Consumer Attention: The Brass Ring on the Media-

Go-Round 

5.1 Salience: Earning Attention 

Perceptual Stimuli: Appeals to the Senses 

Filters: Consciousness and Concentration 

The Narrative Structure of Consciousness 

Culture and Consciousness 

Cultural Mediation and Media 

Concentration 

Attention: Task-relevance and Task Distraction 

5.2 Resonance: Building Memory 

Emotional Encoding 

Repetition 

Chapter SIX To Mediate Should Mean to Motivate 

6.1 Media Strategy 

6.2 Tactical Plan 

Traditional Television 

Other "Above the Line" Tactics Digital Video 

Digital Publications and Networks 

Programmatic Digital 

Paid Social Media 

Demand-side Platforms, Data Management Platforms, and Customer Data Platforms 

CRM, MA, and Email Marketing 

CRM and MA 

Email Strategy 

Mobile Games, Augmented Reality, and Virtual Reality 

Experiential Marketing 

Content Marketing and Branded Content 

Chapter SEVEN Content and Experience Makes or Breaks Conversion 

7.1 Search Engine Optimization, Search Engine Marketing, and Organic Social Media 

Search Engine Optimization 

Search Engine Marketing 

Organic Social Media 
 


