Digital Framework

Understanding & Utilising the Right Channels
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WE WANT TO DO DIGITAL
MARKETING FOR OUR BRAND.

WHAT CAN YOU DO?




Choosing what to do in digital as a
5 primary step is similar to

asking for holiday list on your first
day ata new job.
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So what is digital

‘i‘%‘% marketing all about?

Solving the business challenge being faced, in a cost
effective and measurable manner.
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Business Challenges

Major Focus of Business

L

DIRECT ROI INDIRECT ROI

* NEW CUSTOMER * PROCESS IMPROVEMENT
* NEW MARKET * COST REDUCTION

* NEW CUSTOMER * CUSTOMER RETENTION

* NEW PRODUCT * CUSTOMER EXPERIENCE




Versatility of digital

enablers

Adoption in to every aspect of business




RACE AHEAD

Add a footer IDEO
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OBJECTIVE SETTING: GOALS AND KPIs (KEY PREFORMANCE INDICATORS)

STRATEGY: HOW CAN WE ACHIEVE OUR GOALS?
iti Engagement and

Intergrated

communications

strategy

TACTICS: WHICH DIGITAL MARKETING ACTIVITIES DO WE USE?

Build awarness

Search Engine
Optimisation (SEO)

ACT & CONVERT

Achieve conversion to

marketing goals

Site-wide content &
design effectiveness

ENGAGE

Build customer and fan
relationships to engage
repeat visits and sales

Content marketing

Pay Per Click
Adwords (PPC)

Home page design
effectiveness

Blogs

Rep Access Tools

Search and browse
page efficiencies

Event-triggered
email marketing

Display Advertising

Category and product

page efficiencies

Customer support

Email Marketing

HCP and Consumer
actions

Social Media
Marketing

Social Media
Marketing

Website personalisation

Social Media
Marketing

suver sTaGE EXPLORATION

Publish and promote your content, allow sharing to
other outposts, networks and syndicate. Draw people
to your content hub...

>earch engines, social networks
Publishers and blogs

suver sTacE DECISION MAKING

puver stace. PURCHASE
Key Measures:

Captilalise on marketing investment, develop re-marketing = Orders
and email automation to ensure relevance at buyer stage = Revenue

g dieiepeatzaieq; = Average Order Value

Thrilled customers are key to social media marketing, social Key
proof, repeat sales and referral. Start your marketing here! Repeat Purchase (Lifetime Value)
Referral

Yromate

Irespective to product

type, the process remainsthe
same - RACE
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Funnel Down

Funnel Up

How the customer moves in
digital cycle

En gagement sand Awareness

Education rroblem identification

—Research Investigate Solutions
- Evaluation 4ssess Satisfaction of Needs, Requirements
' ustification Justify & Quantify value, internal Buy-in

. Pre-Purchase Stages ' Purchase 7ansactional and Transitional Factors

- Post-Purchase Stages .
Adoption 0Onboarding and Implementation

Retention Satisfaction and Success

-Expansion Up-sell, Cross-sell
_ Advocacy ‘oyalty and Evangelism
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PHASE OBJECTIVE

d Focus on being helpful, competent, and a valuable
Z member of your audience’s community.
Z
-

a - . - . -

O Focus on nurturing a relationship; gradually scaling

= O low-friction touch points on social, e-mail channels.
d Focus on case studies, webinars, and collateral that’s
p closely married to a value proposition.
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QL

Q w Focus on sales team involvement to close an MQL,

=0 alternate messaging, and cart abandonment offers.
-
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Reach, Ad Impressns, SEO/SMM/PPC
100,000
Keyword Searches (eg AdWords, FB ads)

10,000 Visitors, Page views B
(10% CTR) (landing page/ website) C|ICk-Thl’OUghS

OF FUNNEL

-5,000 Percentage which Bounces
(50% bounce rate) immediately leaves (CREEVES)

= 5,000 readers Content readers Readers

OF FUNNEL

1,000 leads food
(20% of readers) Leads (opt-in via form)

500 prospects Prospects (respond to
(50% of leads) email call to actions) Prospects

100 sales Customers (ie actual

conversions (20%)  sales) Sales

40 repeats (40% of
customers) Loyal Customers Loyalty

BOTTOM
OF FUNNEL

Conversion Cycle
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Complete Digital Universe

Aligned to business goals

A Comprehensive Digital Marketing Strategy

Website

H Optimization
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Split & Multivariate
Testing

Exit & In.Page

Surveys

Click Analysis &
Heat Mapping




Automation

Making life easier

Social Med,
Pubhshing Fow’?

Customer Messaging

and Live Chat s
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ThankYou.




