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"Strategy without
tactics is the
slowest route to
victory.

Tactics without
strategy is the
noise before
defeat.”

Sun Tzu



‘If you don't know
where you're going,
any road will get
you there.’

Lewis Carroll




What is digital marketing

The use of digital channels to market products and services in

order to reach consumers. (Investopedia)
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What is digital marketing strategy

A comprehensive gameplan that outlines how you'll reach your
target audience and convert them into paying customers. A

blueprint that guides you toward your organization's unique
marketing goals. (Adobe)
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Understand the industry
Porter’'s Five Forces Analysis

Bargaining Power of Suppliers

l

Threat of INDUSTRY Threa.t of
New Entrants RIVALRY Substitutes

T

Bargaining Power of Buyers

First published in the Harvard Business Review in 1979, Michael E. Porter’s 5 Forces

Analysis serves as a framework to analyse and measure an industry’s attractiveness
based on the degree of its competitive intensity.




Understand the industry
Porter’'s Five Forces Analysis

Porter defines a total of five forces (5-Forces) that company’s need to consider:

1. The existing competition in an industry (competitive intensity & rivalry)
o How fierce is your industry’'s direct competition?
o What other firms in your industry offer the same product or service that you do in your current
location?
o How much of a direct danger they pose to your market share?
2. The threat of new entrants
o How tough is it to establish a business or introduce a product that might compete with yours?
o What entrance hurdles (resource-based, financial, or imposed by the government) are there?
3. The threat of substitutes
o What are the alternatives to your product or service?
4. The bargaining power of suppliers
o How much do suppliers influence your company?
5. The bargaining power of buyers
o Areyouin abuyer's market or in a seller's market? Buyer power is strong if your product is at
the mercy of the newest fad or a coupon cutter looking for a good deal.



Threat of
Threat of New Entry New Entry Competitive Rivalry

Time and cost of entry Number of competitors

Specialist knowledge Quality differences
Economies of scale Other differences
Cost advantages Switching costs

Customer loyalty

Technology protection
Barries to entry

Supplier COMPETITIVE
R RIVALRY

Supplier Power
Buyer Power

Number of suppliers
Size of suppliers Number of customers
Uniqueness of service Size of each order
Your ability to substitute Differences between
Cost of changing competitors

Price sensitivity
Ability to substitute

Cost of changing

Threat of Substitution Threat of
Substitution

Substitute performance
Cost of change

https://consulterce.com/five-forces-analysis/



Understand the industry .
Porter's Five Forces Analysis

Analyzing Your Results

Take note of how often categories are labeled as "high” or “low" once you've
finished your analysis. It's a positive sign if the lows outnumber the highs, but it's
rather rare.

Consider what tangible activities you will need to take to overcome these
possible risks and hurdles if your highs surpass your lows.

These dynamics may alter at any moment, whether youre an established
company or a startup, so staying on top of industry trends and gaining a
high-level view of your market is critical for long-term success.




Explore Trending Now

Understand the market

Study market trends & seasonality

A

with existing tools:
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Google Trends;

Google Keywords Planner;
YouTube Trending Topics;
Semrush Market Explorer (.Trends);
Semrush Traffic Analytics (.Trends);
Pinterest Trends;

Instagram Trends;

Twitter Trending Topics;

Research your Brand on Google Search

oA

M



https://trends.google.com/home

Understand your
business & the
competition




Understand your business
The SWOT Analysis

After you've gotten a good understanding of your industry as a whole, do a SWOT analysis
to see where you fit in.

A SWOT analysis examines a company's internal strengths and weaknesses, as well as
market possibilities and threats.

Completing this research will provide the specific areas of potential that your organization
may begin developing or overcoming.

THRIEATS

00

OPPORTUNITIES




Understand your business

Strengths

1. What is our competitive advantage?
2. What resources do we have?
3. What products are performing well?

A company’s strengths are its internal pros.
Strengths are wusually unique to that
company, but can also be generally
positive features that might be shared by
another company.

https://www.investopedia.com/terms/s/swot.asp

The SWOT Analysis

Weaknesses

1. Where can we improve?
2. What products are underperforming?
3. Where are we lacking resources?

Weaknesses are the internal faults that are
within the company’s control. This is not a
time to mention the strengths of other
industry players, but rather problems
internally.



Understand your business

Opportunities

1. What new technology can we use?
2. Can we expand our operations?
3. What new segments can we test?

Analyzing opportunities requires looking at
the industry, market, and world as a whole
to identify chances for a company to grow
the business.

https://www.investopedia.com/terms/s/swot.asp

The SWOT Analysis

Threats

1. What regulations are changing?
2. What are competitors doing?
3. How are consumer trends changing?

Threats, like opportunities, exist outside of
the company, but can be damaging to its
success and profitability. This is where we
consider government regulation, the
influence of other companies, the
economy, consumer trends, and more.



Understand your business .
The SWOT Analysis Examples

SWOT Analysis for Call Center Chasa  Garret Ecommerce SWOT Analysis
Employee Training Programs

ol Ko

Strengths Weaknesses Opportunities Threats

« Costly state laws to
oversee grocery

accountability under
review/evaluation

https:/ [venngage.com/blog/swot-analysis-templates/



Understand your business
The SWOT Analysis Examples

K'FLEX Running: 12 years e CEO: Branson Tieg e Size: 120-180 e Revenue: S66M-583M “
Company SWOT Analysis

o,

Opportunities

"1

* Optimize current

5 WEAKNESSES

» Highly established,
positive reputation

* Integrates hiring with
training programs

S

Strengths

* Multiple locations

* A go-to for large
corporations

Tl‘lRElA-I-S \ - ‘ f 17 ‘PPDRTLIN]T'ES * Same Day Delivery

within the city mobile app for

* Urban core has under responsiveness and
1 hr delivery built-in feedback
expectancy * Attract a larger, wider

* High-quality foods

® 200+ Drivers

* Trusted and high
product sales
exposure

target consumer
audience

* SEO focus can help
drive a great amount
of online traffic and
improve online
product sales ranking
/ metrics

https:/ [venngage.com/blog/swot-analysis-templates/



Understand your business
The Unique Selling Proposition

UNIQUE SELLING PROPOSITION

Examples:

The milk chocolate melts in
your mouth, not in your
hand. (M&M)

Send better email
(Mailchimp)

What Your
Brand Does Well

Performance Fabiric.
Traditional Style (Mizzen
and Main)

What the
Consumer
Wants

What Your
Competitor
Does Well

You know your body. We
know your fit (Third Love)

wexlerllc.com

USP- Winning Zone
When your brand makes exactly what
your consumers want.

Losing Zone

If your consumer wants something
your competitors do much better than
you, you've lost.

Competitive battle, expensive, and
you do not have a clear advantage.
Find a way to stand out.

Who cares

If your consumer does not want your
goods, who cares?

@wexlerllc



Understand your competition

The Growth Share Matrix

The growth-share matrix classifies your company’s products against the competitive
landscape. A growth-share matrix is a chart divided up into four quadrants to classify
products or business units into:

Stars: products with high growth and high market share. Invest more in these.
Question marks: products (usually new ones) with high growth, but low market share.
Decide whether to invest more (if convinced it will become a star) or give up on it.
Cash cows: products with low growth but high market share that are usually used to
fund investment in stars.

Pets [ Dogs: products with low growth and low market share. Decide whether to
reposition or give up on it.

Using this market analysis framework can help determine what's worth giving priority to,
what to reposition, and what to ditch.



high

UIMOID Ja3j IRl

Understand you

.

QUESTION MARKS

remainder select

divested afew

Low Market Share
&
High Market Growth
The opportunities no one knows
what to do with
These opportunities need serious
thought as to whether increased
investment is warranted.

STARS

High Market Share

&

High Market Growth
you're well-established, and
these are fantastic
opportunities

invest

rcom

DOGS

« liquidate

low

Low Market Share
&

Low Market Growth
your market presence is weak.
It's going to be difficult to make

a profit.

CASHCOWS W

High Market Share
&
Low Market Growth
you're well-established.
However, the market isn't

growing and your opportunities

are limited.

Market Share

»high

P

Market growth rate (yearly)

40%
30%
20% ®
2A
500 mEUR
10%
0%
0.1

etition
The Growth Share Matrix (BCG)

1A
1500 mEUR

2B

2 000 mEUR

3A
1800 mEUR

Relative market share

18
3 000 mEUR
2C
3 000 mEUR
3B
5000 mEUR
1.5 225 3

Stylised example of a BCG matrix. The products with the same colour
belong to the same market. The products with a black outline
indicate the products that belong to the own company.
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Understand the buyers & their journeys
The Ideal Client Profile

An ideal customer profile (ICP) outlines organizations
your company is most interested in doing business
with.

To create this profile, consider quantifiable
characteristics such as the number of employees,
annual revenue, geographic location, and industry

type.

Create a hypothetical ICP for new ventures, or base it
on a current client type if expanding in a niche you're
already familiar with.

Ideal Client Profile (ICP)

Industry ﬁ Ecommerce

! |
Budget Ty, $6,000
____________________ _ S
Pain Poi Inconsistency
ain Points Between Channels
"""""""" Nl
Decision Makers v CEO

Develop relavent
Business Goals P
target



Understand the buyers & their journeys

Success

Budget

The prospect doesn't 0
acknowledge the problem
you solve.

Success can't be achieved
by the prospect’s or your
deadline,

The prospect has no direct or
related success in this area.

Client/Customer cannot
afford your solution and
has no buffer for error

Can't identify personal wins
for Decision Makers and
Influencers

©2013 Rick Wong - The Five Abilities LLC

The Ideal Client Profile

Ideal Client/Customer Profile (ICP)
| | NeRt

Workable Fit

The prospects acknowledge
the problem but don't
consider a solution a prionty.

There is time to deploy your

solution but little to no buffer

Prospect has no relevant
success but knows they're
hiring you to learmn.

Client can afford your
profitable solution but has little
to no buffer for error

Personal wins are clear but
Decision Makers or Influencers
lose if you win

https://agencyanalytics.com/blog/client-profile-template-and-tips

The problem exists and
prospects are searching for a
solution,

There is time to deploy
your solution and there is
buffer for the unexpected.

Prospect has relevant
experience necessary to
assess your performance.

Client can afford your
profitable solution and has
buffer for the unexpected.

Personal wins identified for
all Decision Makers and
Influencers

Total Score

THE FIVE
A ABILITIES
Complete Fit m




Understand the buyers & their journeys
The Buyer Persona

A buyer persona goes a step further by identifying the decision-making executive(s) at
that organization and factoring in more personal characteristics such as pain points,
goals, personality traits, and demographics.

By doing this exercise, you're grasping the humanized side of the equation that guides
your marketing efforts (such as messaging and content creation) and even other vital
elements such as call scripts for your sales team.

There may be more than one buyer persona at any given organization. For example, a VP
of Marketing and an SEO Manager may both have hiring power but entirely different
experiences.

Coupling the quantifiable characteristics of an ideal customer profile with the emotional
insights of a buyer persona will steer your company towards the right type of client.



Understand the buyers & their journeys
The Buyer Persona

Don’'t be too broad!
Define Personas in much detail.

All 3 below are Women, between 25 and 35 years, with a good financial status.
Their preferences are NOT the same!




Understand the buyers & their journeys
The Buyer Persona

BUYER'S PERSONA PROFILE

PERSONA PROFILE

DEMOGRAPHICS O how he indsus | [ Painpoints
Male, Age — 40, lives in Toronto, married with kids. His
business currently generates revenue of $25,000 monthly. m + He was referred onto * The size of the service team s
by someone he trusts. very important to him.
+ He comesto the website at the . “‘;’:‘""‘"Wmm
GOALS AND MOTIVATION: fi m iy oo
Wants to grow his business so he can give his family a CEOofls « Heisntinterested in using the * He wants a competitive price
* rge finandial # * with experience.
decent life and feel like a responsible father and company worth mm”“’w e .
husband. Also wants to save up and invest enough €85 millon.
JAKE, 40 money to retire before turning 60. *Has been in this role
f
s i « What he wants [ /) What he
“He s an innovator to know ¢ ) doesn't want
PAIN POINTS: COMMON OBJECTION: and isn't afraid to 7
Struggling to attract steady traffic Thinks content marketing cannot SAH REs. e i lﬁr""" ; cfmm‘:"”"'@m
to his website. Ranks poorly on attract the kind of traffic he wants. *Helikesto + He s looking for a partner-led
search engine results pages. ::\“;:(’::""" . pproach
Heis on Linkedin and
T e SERVICE TEAMS @y
INTERESTS: o — Why he buys
Loves to spend time on Facebook catching up with old friends. Enjoys taking his and economic from us?
i publications and
kids out to the park on weekends. attends finandial
conferences. = .
Price and Expertise

www.stratwell.ca ¢



Understand the buyers & their journeys
Types of Buyers

1. Innovators (2.5% of the population) — people who are willing to experience new ideas
and take risks. Are always the first to try new and fashionable things and are “leaders” of
innovations in society. They will never become your loyal followers.

2. Early adopters (13.5%) — people tend to accept innovations, but are more cautious
than innovators. They start using new things when they see innovators or famous people
using them. Early adopters’ opinions toward innovations are more important.

3. The early majority (34%) — people are relatively conservative, and they do not have
the leadership role. They start using new products already when a fairly large number of
people have mastered them.

4. The late majority (34%) - the novelty has stopped being such and has become a
product of mass consumption. The late maijority is the mainstream. Such concepts as
“famous”, “bestseller” or “fashionable” are important for them.

5. Laggards (16%) — the most conservative part, they are usually elderly people who
stubbornly continue to use the products they are used to.



Understand the buyers & their journeys
Types of Buyers

Geoffrey Moore’s ‘Crossing the Chasm'diagram
circa 1991

The Big
Scary

M
dlmn
ﬂ Question

_Chasm
Innovators  Early Adopters Early Majority  Late Majority Laggards




Understand the buyers & their journeys
The Conversion Funnel

Awstencss Impressions & Reach

Consideration Engagement (Subscriptions) & Clicks
—_——--——

Conversion Leads / Sales

Return Rate
Recommendations

Loyalt
yary AWARENESS CONSIDERATION PURCHASE RETENTION ADVOCACY

- N
Live Support
Radio Word Reviews Blog Store Website
TV -Print of Mouth
[ e o ‘ i— o —/
Online Ads Email Direct Email SocnlAﬂ Online Reviews
<] ®

Advocacy

PPC Self-Service Social Networks Newsletter
Channels



Understand the buyers & their journeys
The Customer Journey

Awareness

Findability

Reputation Conversion

Advocacy

O —Cn

Interest & Search Research Conversion
Awareness
Organic Blogs &
Social Search articles
Media Google Educational
Advertising Search Ads Content In Store
Banner Content Social
Campaigns Marketing Media

Experience

Social
Media
Write a
review
SM Groups
& Forums




Understand the buyers & their journeys
The Customer Journey

Focus of Most Companies ;| Most Companies Ignere'this

Custemer Experience Starts Here! Our Cliewnts

=% AGConsult

The Custowmer

Expevrience Wave

i ambassador
. : Bettev
decision ! success Companies
action
need access
1
. 1
1
1 1
1
consider final hurdle regret embrace 1 promote Most COMPO\V\IQS
Source: CVO : o

Academy
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Traditional vs Digital Marketing

TRADITIONAL Vs DIGITAL

TRADITIONAL MARKETING DIGITAL MARKETING

HARDER TO TARGET AUDIENCE

LESS INFORMATION

HIGH PRICE FOR ADVERTISING

LESS AUDIENCE

HARD TO GET INFORMATION FROM
BIASED NEWS OR OPINIONS

TAKE A LONG TIME TO GET FRESH NEWS

P

O N

BIIS'IIESS

(S

WIDER RANGE OF SOURCES

LOW COST

MEASURABLE ONLINE MARKETING

HIGH RATE CUSTOMER ENGAGEMENT

HIGH CONVERSION RATES

VALUABLE BUSINESS AND EDUCATION TOOL
COMMUNICATING WITH MORE PEOPLE

SORADIS DIGITAL

Connecting you to Digital




Traditional VS Digital:
Room for Both

TRADITIONAL CHANNELS

Traditional Marketing

-
SEM (Search Engine Marketing) c onversion

DIGITAL Media CHANNELS

OM (Online Marketing) “-“.l

DIGITAL Media CHANNELS 7 X
== - Conversion System Client Nurtu
Digital Marketing . 3
Newsletters Newsletters
SLIDE SHOW $ A
Events Magic Moments
BLOG, ARTICLE 8 :
Check Calls Events
WHITE PAPER - +
Offers Cross Sell
CASE STUDY =
SOCIAL MEDIA PROFILE SMM N t g
ON PLATFORM (Social Media Marketing) VIDEOS u r u rl n
SOCIAL MEDIA PAGES DIGITAL Media NEWS. PR
SOCIALMEDIA  CHANNELS : Digital Marketing
ADS INSIDE PLATFORM IMAGERS
SOCIAL MEDIA
GROUPS

TESTIMONIALS I nteg ratiOn

MM (Mobile Marketing)
DIGITAL Mobile CHANNELS

http://bettiblue.com/wp-content/uploads/2012/07/Marketing-B2B-Channels-mix.png



Omni-channel Thinking!

PURCHASE JOURMNEY FOR GFK
FLIGHT TICKE TS 11 HONG KONG

Strong multi-device and omni-channel behavior during research process

oY U
65% 96%
.

3 device usage 96% use both on- and offline 2/3 duration share on PC

To establish a successful growth plan, most organizations will need to use a

combination of digital channels, based on their clients’ activity.

http://blog.gfk.com/2014/11/ticket-to-ride-its-the-journey-not-the-destination/



l Organic Growth

Facebook /
Insta Ads Retargeting
Remarketing
Website [

Linkedin Ads ‘ Landing Page

TikTok Ads

Content
Marketing

Other Ads

(Reddit, etc) Display

Advertising M::Ig(:tc;L g \ Blog

Cha.nels Gated Content

Google Ads
Native
Advertising
Programmatic
Advertising
E-mail
Marketing
Social

Media
Influencer

Marketing Community
Marketing

I Affiliate
Paid Growth | Mkt Places Marketing




Organic growth channels provide gradual but steady development, but they
are a useful and reliable source, especially when it comes to building a solid

Organic Growth
lead pipeline.

On-page
Optimization

Keyword SEO

Content
Marketing

Inbound
Marketing

Social Media
Marketing

Guest Posts
& Backlinks

Email
Marketing

Making your website & landing pages SEO
-friendly & mobile friendly

Showing up your web pages and landing
pages for high volume search keywords on
google

Creating high quality content for blogs, social
posts, emails and ads on your blog

Nurturing Leads to conversion to retention via
marketing automation, funnel optimization
and retargeting

Promote your content via social media
platforms by create engaging, inspirational &
fun content to build your brand presence
and reach new audience group

Write for other high DA websites and get
backlinks to your website

Cold Email Outreach

Increase traffic
Decrease Bounce Rate

Increase Traffic
Lead generation

Increase Traffic
Increase subscriptions

Boost ROI

Decrease CPA’s
Increase Revenue
Decrease Sales Cycle

Build High Quality Sales Pipeline

Build Social Proof
Reach New Audience
Build Brand

Increase organic presence
Increase DA

Lead Generation

Designer
HTML Developer
SEO Strategist

SEO Strategist
SEO Team

Content Writer
SEO Strategist
Designer

Inbound Marketing Expert
MarTech Expert

Content Writer

Designer

Content Writer
Social Media Manager
Designer

Content Writer
SEO Strategist

Content Writer
Digital Marketer



Organic Growth
Search Engine Optimization (SEO)

This is the prpcess of boostlong the ql.JGI:\t.Ity <?f or?onlci Google’s Search Dominance
(or free) traffic to your website by optimizing it to "rank Global market share of the largest search engines in 2022
(in %)

higher in search engine results pages. Websites, blogs,

W Desktop Mobile

and infographics are among the mediums that profit -
from SEO.
Website and
Competitive
Analysis
Optimize
::::‘yhsilng, P:;esfor . a 0.6 i 0.8 13 1.0 7 U
i L Google Bing Yahoo! Edex Baidu

and Traffic S E 0 Keywords
Process

Source: Statcounter

statista %

Build Back
Links

Content
Optimization



Organic Growth
Search Engine Optimization (SEO)

On-page SEO: All “on page” content optimization. You may answer queries for readers
and rank better on the search engine results pages (SERPs) by studying keywords for their
search volume and intent (or meaning).

off-page SEO: Everything that happens "off the page.” Inbound links (backlinks), are the
answer. How highly you rank for the keywords you care about is influenced by the number
of publishers who link to you and their respective "authority.” Network with other
publications, producie guest articles and creating external attention.

Technical SEO: The backend of your website and the coding of your pages. Technical SEO
techniques such as image compression, structured data, and CSS file optimization may
all help your website load faster, which is a key ranking factor for search engines.




On-The-Page Factors

These elements are in the direct control of the publisher

Are pages well written & have
Cq ouawry substantial quality content?

Have you researched the keywords

Cr  researcn people may use to find your content?

Do pagos use words & phrases you
Cw  woros hope they'll be found for?

Cf  rresu Are pages fresh & about "hot" topics?

Do you have image, local, news, video

Cv vemcu or other vertical content?

Is your content turned into direct

s
Ca  mswer: answers within search results?

Is content "thin” or "shallow" & lacking
Vt
substance?

Can search engines easily "crawl”

AC cnawL. pages on site?
Does your site work well for mobile
Am MODLE devices?

Does site manage duplicate content

P L
Ad  ovreE ogios weil?

As  seee Does site load quickly?

A uALs Do URLs contain meaningful keywords
u to page topics?

Does site use HTTPS to provide secure
Ah  wries , 3
connection for visitors?

Do you show search engines
different pages than humans?

Ht e Do HTML title tags contain keywords
relevant to page topics?

Ve  croakma

Do meta description tags describe
Hd  oescremon it pages are about?
Do pages use structured data to

Hs  structure enhance listings?

Hh  wesoers Do hegdlmes & subheads use header
tags with relevant keywords?

Do you excessively use words you

Vg swrna want pages to be found for?

Vh  sooen Do colors or design "hide" words you
want pages to be found for?

The Periodic Table of
SEO Success Factors

Search engine optimization (SEO) seems like alchemy to the uninitiated. But there's a
science to it. Below are some important "ranking factors" and best practices that can lead to
success with both search engines and searchers.

On-The-Page SEO Off-The-Page SEO

Content Architecture HTML Trust Links Personal Social
VC +3) VA ‘a‘rH +3) rT .?'L +3) VP +3) S +2)
\ Quality \ Craw! \Titles \Authority \ Quality \ Country Reputation
rc +3) rA +3) era,z‘ fT +2) 'L +2) rPI.:? S )
\ Research  Mobile \ Description | | Engage \Text | Locality Shares
VC +2) 'Adm‘ 'H +2) rThn‘ (L ) VPh.z‘
\ Words \ Duplicate \ Structure \ History | Numbers \ History
( 2) rA 2\ H h.1\ a -\ V -3)
\Fresh \ Speed | Headers \ Piracy \ Paid
rc ) (A m fV 2) ’V e com—,
ulenical é‘HLs \ Stuffing \Ads \Spam

T ) |
C d A h V h Factors Work Together

2
\Answers \HTTPS Naden Al factors on the table are important, but

AN ) those marked 3 carry more weight than 1 or +

2. No single factor guarantees top rankings -1
V or success, but having several favorable

C ones increases the odds. Negative “violation”
factors shown in red harm your chances.

\Thin \\Cloaking

Off-The-Page Factors

Elements influenced by readers, visitors & other publishers

Do links, shares & other factors make
Ta AUTHORITY pages trusted authorities?
Do visitors spend time reading or
TE ENGAGE "bounce" away quickly?
Th iEToRY Has site or its domain been around a
long time, operating in same way?

Has site been flagged for hosting
Vd ey .
pirated content?

v i Is content ad-heavy? Do you make use
a of intrusive interstitials?

Links

Are links from trusted, quality or

lg oo respected web sites?

Lt — Do links pointing at pages use words
you hope they'll be found for?

L s Do many links point at your web

pages?
Vi S Have you purchased links in hopes of
P better rankings?
VI seaw Have you created links by spamming
blogs, forums or other places?
Personal
Pc  counmy What country is someone located in?
What city or local area is someone
Pl LacALITY located in?

Has someone regularly visited

i

Do those respected on social networks

REPUTATK
Sr EPUTATION.  share your content?

o5 Do many share your content on social
S networks?

waTen ey:  Seareh Enging Land

. COLUMN
oremreoer U (o

LEARN MORE: http://selnd.com/seotable

© 2017 Third Door Media



Organic Growth

The production and marketing of content assets
in order to increase brand exposure, traffic, lead
generation, and customer acquisition.

PLANNING &
STRATEGY

8
EVALUATE &
\  OPTIMIZE

IDEATION
\ CONTENT
3 RESEARCH &
( PROMoTION MARKETING . OUTLINING /
PROCESS ! ‘
FORMATTING & WRITING

PUBLISHING

EDITING

Content Marketing

m
3
o |
(=4
]
=]
o
5 %
[=A C BINA
.y
1§ =
-4

Awareness » Purchase



Organic Growth
Content Marketing

Content Marketing Ideas:

e Blog Articles: Writing and publishing articles on a company blog helps you exhibit
your industry expertise while also driving organic search traffic to your website. As a
result, you'll have more chances to convert website visitors into sales leads for your
sales staff.

e Ebooks and whitepapers: Ebooks, whitepapers, and other long-form information can
help website visitors learn more. It also lets you to trade content for a reader's
contact information, creating leads and guiding individuals through the buyer's
journey for your business.

e Infographics: Readers want to be shown rather than told. Infographics are a type of
visual material that aids website visitors in visualizing an idea you'd like them to
understand



Organic Growth
Social Media

Use social media to promote your brand and
content in order to raise brand recognition, drive
traffic, and create leads for your company. Select

the channels relevant to your audience. Most Popular Social Media Platforms in 2023
Examples: Facebook, Twitter, LinkedIn, Instagram, Fecebeck __m' | ma

2 billion

Snapchat, Pinterest, etc. Whatshpp

Instagram 2 billion
WeChat

TikTok

1.31 billion
1.09 billion
Facebook Messenger 1.04 billion
Snapchat . 750 million
Douyin ] 730 mition

Telegram l 700 million

CUSTOMER RESEARCH POST CONTENT BROADCAST
REQUEST o %

=) —
T MEASURE MANAGE BUILD

IMPROVEMENT METRICS REPUTATION RELATIONSHIP

A @t —
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Source: DataReportal
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PINTEREST

SOCIALSITE

THATIS ALL ABOUT

DISCOVERY
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TWITTER

MICRO BLOGGING
SOCIALSITE

THAT LIMITS EACH

s

CHARACTERS

8900 use
PINTEREST FOR

PURCHASE
INSPIRATION

17 MILLION

o

FACEBOOK

THE LARGEST
SOCIAL MEDIA
PLATFORM AROUND

e WORLD
99%

OF SOCIAL MEDIA
USERS ARE ON

FACEBOOK

INSTAGRAM

SOCIAL SHARING
APP ALL AROUND

PICTURES
STORIES &0
LIVE VIDEOS

TIKTOK
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AND WATCHING

SHORT FORM

VIDEOS

LINKEDIN
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Organic Growth

There are 2 types of email marketing activities:
- Transactional Emails - automated emails
and flows that you set-up on auto-pilot
- Promotional Emails - either individual
initiatives or specific campaigns

DEFINE

my

name o compaign tes gh defiver immediately
name & subject . or send ot

enter details | clients scheduled time

Email Marketing

Relationship Cost effective

building

See instant
results

Top 10
‘ Benefits of

Personalization

Email
Marketing
Automate

tasks and
save time

Drive website Get
traffic feedback



Business Email Marketing

Providing ongoing support and
maintenance for their campaign
to ensure ongoing engagement

Reviewing your email template =
and building a design for your ilm
email from scratch

Email
Templa;es

= )3 Providing you with reports
that include a breakdown
of your campaign results

and performance

Checking technical
issues in your setup,
such as IP, deliverability
and domain issues

Breaking down your
campaign into multiple
phases to achieve the
desired goals

Creating engaging and
useful content for your
audience and sends out
personalized emails

Building an email marketing
strategy that outlines your :}
goals and milestones

Understanding your audience’s
interests and segmenting them
into different categories

FasterCaopital



Organic Growth
Email Marketing

Automation is your friend! Use email flows to simplify your work

Listen for
nnnnnnnnnnnnnnnnnnnnnn
At least
Email: Download your cop
whitepaper now!
L | Delete ‘ L
) Email: We have more content you
r/ °/ o /| Gl Mightlike...
/07 y Email: Did you enjoy the whitepaper? ‘
@ Wait 3 days and proceed at 10:00 I ]
o /
@ End flo



Paid Growth
mmm

Paid Social

Display
Advertising

Search
Advertising

Remarketing

Paid links &
PR

Influencer
Marketing

Running ads on facebook,
instagram, pinterest, quora, linkedin

Banner ads on high DA websites via
google or platforms like taboola

Keyword search on google and bing

Retargeting leads via email, push
and social ads to get them to
convert

Promote your content via paid
sources and media

Product endorsement by industry
influencers

This is the quickest way to generate leads and close sales for any
company. All businesses need to start generating revenue growth in

Increase traffic
Lead generation

Increase Traffic
Lead generation

Increase Traffic
Lead generation

Boost ROI
Decrease CPA’s
Build High Quality Sales Pipeline

Build Social Proof
Increase Traffic

Build Brand
Build Social Proof
Lead generation

order to expand.

Designer
HTML Developer
PPC Strategist

Designer
HTML Developer
PPC Strategist

Designer
HTML Developer
PPC Strategist

Inbound Marketing Expert
MarTech Expert

Content Writer

Designer

Content Writer
Social Media Manager

Content Writer
Social Media Manager



Paid Growth
Pay-per-click Advertising

PPC is a strategy of increasing website traffic by paying a publisher each time your ad is
clicked. Google Ads is one of the most prevalent forms of PPC. It allows you to pay for top
spots on Google's search engine results pages by paying “per click” for the links you put.

I MOST EFFECTIVE FOR BRANDS
I LEAST EFFECTIVE FOR BRANDS

60 %
50%
40%
30%
20%

10%

SEARCH SOCIAL SHOPPING REMARKETING DISPLAY NATIVE PROGRAMMATIC PODCASTS

@ hanapin marketing | The State of PPC 2019-2020




Paid Growth

Google ads is the online advertising
platform developed by Google, where
advertisers bid to display brief
advertisements, service offerings, product
listings, or videos to web users. It can place
ads both in the results of search engines
like Google Search and on non-search
websites, mobile apps, and videos.

Using the platform, you can set up:
- Search Ads
- Display Ads
- Video ads (on Youtube and more)
- Shopping Ads

Google Advertising

KEYWORD

ANALYSIS & REASERCH

TRACKING KEYWORD &

IMPLENTATION PPC AD GROUPING
w5 PROCESS

LANDING PAGE

TESING &
OPTIMISATION AD COPY WRITING




Paid Growth

Social Media Advertising

Social Media Ads:

Facebook/Instagram ads is the advertising platform of Facebook/Instagram that
aims to promote products and services through publications or ads of text, image or
video. It is a marketing channel widely used by companies due to its large audience
(about 2,200 million people) and its great possibilities of segmentation..

LinkedIn Ads: refer to display ads displayed on, and targeted to users of, the LinkedIn
platform. LinkedIin ads allow advertisers to target people based on a number of
professional factors, including: Demographics, employment history, key skills, job title,
location.

Twitter Ads: allows advertisers to target content and promotions to Twitter users,
through promoted tweets, promoted accounts and promoted trends. Targeting
criteria: demographics, devices, interests, behavior.

TikTok Ads: offers advertisers the use of unique formats and targeting options. Ads
and sponsored content appear between organic, user-generated content (UGC).


https://blog.loomly.com/targeting-definition/

SOCIAL MEDIA MARKETING PLATFORMS

PEOPLE CONTENT

« Photos & links
* Information
= Live video

« 25-34
+ Boomers

+ How-tos

» Webinars
= Explainers

+ 25-34,35-49 News
+ Educated/ Discussion
wealthy Humor

+ Long-form
content
« Core values

* 46-55
+ Professionals

STRATEGIES

Local mkting
Advertising

« Relationships

QOrganic
SEO
Advertising

Customer
service
Ads for males

=74
Organic
International

Weak organic
reach

Video is
resource-heavy

Small ad
audience

Ad reporting &
custom audience

4 WordStream

B LOCALIQ

@statistaCharts  Source: Statista Digital Advertising Report 2017

70-20-10
RULE

YOUR POSTS SHOULD BE:

The Potential of Social Media Advertising

Revenue of social media ads in 2017 and 2022 (in billion U.S. dollars)

Desktop

Europe

12.03
8.03
5.90
2017 2022

statista®

20%
Emotional

Company culture, core
values, milestones; fun,
funny, inspirational.

10%
Promotional
Directly promote

Informational  oreredcks

services

Education, advice, how-tos, important
updates (e.g., hours changes),
industry news and insights .

y LOCALIQ
MARKETING LAB



Paid Growth

Display ads are images, videos, or gifs
shown to users on websites or apps. Most
display advertising uses square, landscape,
or skyscraper formats with images, copy,
and a strong (CTA) to entice users to click.
Display ads resemble ads you might see in
a newspaper or magazine, but they appear
on the web.

You can use:
- “Normal” ads - reach audiences for
the first time
- Remarketing / retargeting ads - reach
audiences that have already been on
your website [ social media page.

Display Advertising

Types of
Display
. Advertising

Types of Display Advertising



Paid Growth
Display Advertising

Examples or Romanian Publishing —;5&- e JOURNEY e)
Houses: ‘ - OFAUFETME S5 @

ProTV

Internet Corp
Antena Group
eAd.ro Interactive
ThinkDigital r\ that "
Ringier Romania PAYS YOUR
OL)?OnIine Services BUSINESS.
ARBOMedia

Realitatea Media SA THESE ARE DISPLAY ADS

- .-




Paid Growth
Video Advertising

Video advertising is promotional content that plays before, during, or after streaming
content. However, some marketing professionals expand the video advertising definition
to include display ads with video content, social media video ads, and native video ads
promoted on websites, such as news sites, entertainment sites, or e-commerce sites.

Digital videa adverssing spending in the Unted States fram 2017 f0 2026, by davice
(in bilon U.S. dolars)

A ‘> »



Paid Growth
Video Advertising

YouTube advertising formats

In Display Ads In Stream — Skippable Ads In Stream — Non Skippable Ads

| lube L — [ e g —
[ |-
m=

4'
]

Overlay Ads Sponsored Cards Shoppable Ads

WD WD
sy e
—-F m=




Paid Growth
Video Advertising

AWARENESS STAGE

| EXPLAINERVIDEO PROMO CAMPAIGNS

LR 8 & 8 & ¢

2 Minutes @)

Website (-

VIDEO TUTORIALS

Distribution Channels

Website

Eam e8< v




Paid Growth

Video Advertising




Paid Growth
Video Advertising

DECISION STAGE

CULTURECAPTURE

Sursa: http://inboundnet.com



Paid Growth
Native Advertising

Native advertising is marketing integrated in the content, in order to blend in with the
information around it, making it less noticeable as advertising, and therefore more
appealing to audiences. It should be marked with labels like "sponsored” or “promoted.’

Format examples: = furpesnens Zam—— o
- News feed ads
- Paid search units
- Recommendation
widgets
- Promoted listings

How Mark Zuckerberg and Tim ‘ Ei M\ﬁhlf
Cook and More Are Reacting to ¢
Separation of Children and
Parents At U.S. Border

ALL T
877-BUY-DELL

ot O fo Legst

Many tech leaders are speaking out against the
policy.

Entrepreneur Staff

ON THE RISE

June 13
73 30 Successful Entreprencurs Reveal the Books
&#  that Changed Their Lives

>

" -

3 “,

" ¥
J— -

‘ 12 Science-Backed Ways 10 Make Yourself Smarter

» +
Attract More Customers [2 10 Tips for Writing Emails If No One Is Engaging With i
. z 5 June
Trying to grow an online business? That Will Get You Tangible Your Marketing, You Should How Rasoisch: Biows Bitockcs ekt lsa ien s
These 5 tips will help do the trick. Results Do This Scam
» +
By PayPal for Business ocess, youll  Sometimes, being ‘professional'is not
what's best for your business.
June 15
Luis Congdon ADay in the Life of Jen Gotch, the Female Badass

» +



Paid Growth
Affiliate Advertising

Affiliate marketing is performance-based advertising, in which you get compensated for
promoting the products or services of others on your website. It operates on a
revenue-sharing basis. If youre an affiliate, you'll get paid every time someone buys the

product you're promoting. You pay the affiliate for every sale they assist you to make if
you're the merchant.

(LilachBullock

tont with jus:

You sign up for

affiliate programs and
@ get a trackable URL

You earn commissions How does affiliate You create high-quality

based on the content and link to the

clicks/sales generated  IMT rketing work? products/services

L

\ The merchant tracks M

the clicks and sales
made, using your URL

www.lilachbullock.com
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Understand marketing metrics & goals

Metrics

KPIs, or Key Performance Indicators, in digital marketing are measurable goals that help
you track and assess your progress. KPIs are a great tool for business owners to monitor
how their digital marketing strategies are doing.

Marketing Metrics Sales Metrics

Traffic

ROI

Conversion By Source, Medium,
Channel

ROI reporting
Cost Per Acquisition

Customer Lifetime Value

Followers, Likes, Shares, Comments

Conversion rate from leads to opportunities

Conversion rate from Qualified leads to sales

Deal win rate

Leads
Average days to close

Monthly recurring Revenue

Profit Percentage



Understand marketing metrics & goals
Goals

All digital marketing efforts must meet certain marketing objectives, which are usually
drawn from business objectives.

Reduce CPA Increase Revenue
Improve ROI Increase Profit Percentage
Followers, Likes, Shares, Comments New Customers

Increase Organic Traffic Build Brand

Lead Score High Quality Pipeline

Customer lifetime Value Repeat Business




PERIODIC TABLE OF B2B DIGITAL MARKETING METRICS FREE TRIALS & FUNNEL

1%  16%
EMAIL MARKETING SOCIAL Ot Someh Soueh & et

Legend:

Conv. Rate - Conversion Rate

CPC - Cost per click

CPE - Cost per engagement

CPM - Cost per thousand impressions

CTR - Click-to-open rate (unique clicks as a %
of unique opens)

Eng. Rate - Engagement rate

DMP - Digital marketing program budget

RL - Raw Lead

MQL - Marketing-qualified lead

SQL - Sales-qualified lead anTENT MA“KETI NG B“ nai‘l

https://fres
hsparks.co
m/digital-

marketing-
success/




Digital Marketing Funnel (Analytics)

= ol Reach, Ad Impressns, SEO/SMM/PPC
100,000
i S E . Keyword Searches (eg AdWords, FB ads)
O 35
= E 10,000 Visitors, Page views "
o ~ U (10% CTR) (landing page/ website) C|ICk-ThI'OUQhS
- -5,(100 Percentage which Bounces
. (50% bounce rate) immediately leaves (ie. leaves)
) L
HZzo
g % 3 < =5,000 readers Content readers Readers
- L
SLE
1,000 leads T e
L (20% of readers) Leads (opt-in via form) ‘ .
~
500 prospects Prospects (respond to
(50% of leads) email call to actions) Prospects https://
s://co
— 100 sales Customers (ie actual olel?ln3|ght
L1 o= : 0,
g > E conversions (20%) sales) s;:orr/1/201
=2
- = 6/09/how
'C_) 20 40 repeats (40% of Loyal Customers Lovalt -to-optimi
= e customers) Yty ze-your-di
O — : gital-mark
advocates eting-funn
(33% of customers) /dvocates Customer Advocates olf S
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A.l
Is here to stay

How to use Al

Research
o Save hours of work when it comes to finding trending topics & headlines.
Captions
o Add dynamic captions to videos.
Summarizing & Repurposing
o Scan content to quickly pull out the juiciest nuggets.
Customer Support
o Send out free resources and links to community members via DMs.




A.l
Is here to stay

How to NOT use Al

Content Creation
o We never use anything A.l. generates word for word. We always add our own flare
and angle.

Human Replacement

o All. can save you time, but it can’t replace the creativity, empathy, or high-level
strategy a human brings to the table. Every single A.l. tool we use is used in tandem with
a team member who makes the real magic happen.

A.lL is NOT a shortcut to building a brand people trust.




Take this home




Things to take home

e Understand your industry and the market, using available methodologies (such as
Porter’s Five Forces Analysis) and tools (such as Google Trends)

e Study & understand your business (using SWOT analysis or other tools) and your
competition (the Growth Share Matrix and other tools)

e Study & understand your buyers (the Ideal Client profile and the Buyer Persona) and
their customer journeys

e Understand the differences between traditional and online marketing

e Choose the marketing mix and channels most appropriate for your business and
clients.

e Use A.lL. smartly, to simplify your work




ZiEC

MAKE IT SOFTWARE

Thanks!

roxana.david@zitec.com
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