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Performance marketing is about finding the right people in the right place at
the right time. 

Targeting + Channel + Timing = Performance Marketing
 

The Right People
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The Right Place

Multi-Channel Funnel

Awareness: Introduce who you are and what
value you provide

Channels: YouTube, Meta, Display, LinkedIn Thought Leadership, Billboards,
Organic Social Media
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The Right Place

Multi-Channel Funnel

 Consideration: Educate and explain specific
product value.

Channels: Industry Publishers, LinkedIn, Google Demand Gen, Meta, CTV,
Email, Case Studies, & Direct Mail, Webinars
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The Right Place

Multi-Channel Funnel

Action: Drive conversion through case studies
and business application material. 

Channels: Google Search, LinkedIn Doc/Lead Form Ads, Customized Content,
Retargeting, Direct Outreach, Client Workshops.
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The Right Place

Multi-Channel Funnel

Engage: Continue to be top-of-mind as the
leader of your space.

Channels: Events, Customer Referral Promotions, Client Workshops, Client
Gifts, Thought Leader Content, Podcasts
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Present the buying situation.

The Right Time

Revenue size
Employee count
Decreased/Increased firm growth
Funding stage/round
Search intent
Life stage
Supply shortage
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You get a car! Everybody gets a car!
But what car? What car brand? 
2005 Pontiac G6 sedan

Brand Recall
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KNOW Your Brand Identity
If your brand was a person, who would it be?

What is the tone? (Professional, friendly, enthusiastic, practical,etc).
What is the voice or lens? (grandpa, coach, cheerleader, doctor, etc). 
What is the imagery? (graphics, real people, stock photos, etc).
What community does your brand serve? (location, interest, need, etc). 

So What?

Brand Recall
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Consistency + Frequency = Brand Recall

Brand Recall



Be Heard In
the Noise
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What if paid ads come to AI?



CISNEROS

 

Spot the difference?



sCISNEROS Precision Messaging

Value-Based and Segment-Specific Messaging:
Crafted messaging to match key segment pain points:
“We fund what others won’t.”
Highlighted differentiators like customization,
relationship support, and speed-to-funding honesty.
Used messaging to guide creative imagery development.

B2B Asset Lending Messaging
We Fund Deals Other Banks Won’t

Rejection hurts operations.
Looking out for the “little guy.”

Put Your Assets to Work
“Free” liquidity from your balance sheet.

Personalized & Customized Loans
You’re a person, not just a number.
TAB sees “potential.”
Solving the puzzle.
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Performance:
Find the right attention

Brand:
Capture the right attention

Performance Branding:
Earn the right attention

Performance + Brand
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Performance + Brand
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Performance:
Segment to Target: CFOs for Manufacturing Businesses

Channel: LinkedIn & Google Search
Funnel: Layered Engagement & Retargeting

Objective: Converted Marketing-Qualified Leads
Brand:

Product Being Promoted:
Value Proposition
Differentiation & Parity
Social Proof
Audience Messaging
Benefit Positioning

Performance Branding:
Target message highlighting social proof and positioning for the target
segment on the funnel level’s paid media channel. 

Performance + Brand



CISNEROS

 

Performance Branding

Make ads that do not belong in your industry:

Disclaimer: I was 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.



THANK YOU
Email: cisneros.noah21@gmail.com • Phone: (385) 261- 9296 • 

LinkedIn: linkedin.com/in/noahmcisneros • Website: noahcisneros.com

Noah Cisneros | Financial Marketing & Strategy
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