
Key Marketing
Principles

N O A H  C I S N E R O S



The PointCISNEROS

The most impactful lessons I’ve learned

I am grateful to have received an incredible
education and mentorship during my career. As I
continue to build momentum, I wanted to annotate
some of the most impactful lessons I have gained in
marketing. 

You do not need experience to think strategically. 

You do not need experience to nail the campaign.

You need advice, insight, data, and history. 

Here are some of the most impactful elements I
have learned...



Value PropositionCISNEROS

Without a simple, solid, concrete,
value proposition that clearly explains
why any client should engage with
you, your marketing efforts will be
pointless. 

B2B Product Value Prop. Example:



Value Proposition Cont.CISNEROS

Jonathan Oomrigar’s Value
Proposition Template.

I had an incredible professor who had a fantastic
equation that I have highlighted below:



CISNEROS My Value Prop. Template



CISNEROS Positioning

Positioning matters, especially
when evaluating your points of
parity vs. points of  differentiation.

Positioning is NOT the same as a
value prop. 

I had a professor who shared this
formula for determining a strong
brand positioning. 

Andrea Thomas’ Brand Positioning Template:



Creative: EmotionCISNEROS

Utilizing emotional storytelling is critical when developing
your creative. For some reason, B2B marketers seem to
think this does not apply to them.

News Flash: B2B Marketing does not need to be boring.

You still need to connect it to your client’s identity. 

The product, the service, and the loan may all be simple,
practical, and a commodity. 

You still can use emotion with your storytelling. Use less
product-marketing and more value-based marketing. Why?

Because people make business decisions with emotion,
even if  they refuse to believe that they do.

Why? Because emotion is deeper than logic. You feel
before you can reason. Literally. 

The part of your
brain that makes

decisions

The part of your
brain that feels

emotion



CISNEROS Creative: Form the Connection
Know what emotions connect to other emotions. The B2B LinkedIn Institute did research to create
the following emotion map:



Creative: It Needs To ConvertCISNEROS

Branding matters! Now, many do not
trust that statement as too many
failed advertisers focus on art, not
revenue.

If you want to be an artist, go
paint. If you want to make money,
go market. 

Good creative matters, but only if  it
converts. Performance marketers
think it is all about media. WRONG!

You need both. You need
performance branding. Use the
equation to help justify this stance:  



Creative: It Needs To ConvertCISNEROS

Any content, any creative, be it paid or organic, is a failure if
it does not do the following three things: 

Source: B2B LinkedIn Institute, CMO Scorecard



Content Must Offer ValueCISNEROS



Content Must Build TrustCISNEROS



CISNEROS Content Must Build Trust: Examples

Disclaimer: I am an employee of  TAB Bank. The postings on this site are my
own and do not necessarily reflect the views of  TAB Bank or other TAB Bank
employees. No TAB Bank products, rates, or services are offered on this
website or by me in any form at any time.



CISNEROS Build Trust: Humanize The Brand

Disclaimer: I am an employee of  TAB Bank. The postings on this site are my
own and do not necessarily reflect the views of  TAB Bank or other TAB Bank
employees. No TAB Bank products, rates, or services are offered on this
website or by me in any form at any time.



CISNEROS Targeting: Psychographics 
How do you target a space where demographics
cannot be targeted? 

You utilize psychographics. 

How does my client think?
What are my client’s hobbies?
Why car does my client drive?
What attitude does my client have?
What behaviors does my client have?
What does a “day in the life” of my client look like? 



CISNEROS Psychographics: Creative Exmaple

Disclaimer: I am an employee of  TAB Bank. The postings on this site are my
own and do not necessarily reflect the views of  TAB Bank or other TAB Bank
employees. No TAB Bank products, rates, or services are offered on this
website or by me in any form at any time.



CISNEROS Targeting: Data
ABM Data: Utilizing tools like ZoomInfo, you can filter, vet,
and funnel accounts/contacts that fit your criteria more
closely using firmographic data.

Using funnel movement lists can empower retargeting in
multi-channel/multi-touch campaigns.

Data Training: You can use quality leads, closed deals,
current ideal clients, and past clients to train machine
learning (digital advertising) for the kind of prospect you
want. 

You could use predictive, lookalike, or in-market models to
do this. Also, simply teaching the platforms what contact
constitutes higher value to you can improve results.
 
The reverse is also true. You can teach models not to go
after by feeding them low-quality leads as contacts to
avoid/exclude.



ABM

The Three

CISNEROS

One to One: You are looking for one client and invest all of your marketing
finding that one client for your firm. This may be important for a startup with high-
ticket products.

One to Few: You are looking for a few, specific, clients to invest all of your
marketing finding. You are more narrow than traditional marketing or funnel
marketing, but you see the need for more than one client.

One to Many: This is a targeted net approach where you use your Ideal
Customer Profiles for targeting, but you are not specific about what business, and
give fairly loose parameters. This requires less sales collaboration. 



Mindshare Leads to MarketshareCISNEROS

Understand the importance of
branding and long-term strategy. 

If  marketing only cares about BOF
leads, they will have a very empty
pipeline down the road. 

Invest in branding where it builds
legacy and makes your business “top-
of-mind.”



TouchpointsCISNEROS

Touchpoints
Drive
Impact



TouchpointsCISNEROS

Marketing in the AI world has to
focus on relationships. 

This opens the door for customer
marketing, expanding the funnel
past “TOF, MOF, & BOF” into the
sales cycle + client journey.



InfluenceCISNEROS

Decide what you believe, or you will be told what to believe.

Always suggest products,
Prioritize authenticity,

Behave in a relevant way,
Remember people’s names...

and understand that people often don’t really know what they
think, until you tell them what to think. 



Don’t Get LostCISNEROS

“Remember to tell yourself the truth.”
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