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Facebook Pages

Twitter

Google Plus

Pinterest

LinkedIn Forums

QBA Sites

Email Marketing

Reviews / Social Reputation
Offline Ads with QR Codes
Daily Deals

Lead Generation Services
Location-Based Services
Social Media Ads

Search / Display Ads
Local SEO

Linkbuilding

Blogging

Text Message Ads

Digital Loyalty Programs
Online Video

Website SEO

Mabile Apps
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KaHanbl MHTepHeT-MapkeTuHra |l
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Cuctema RACE |

REACH

Build awareness on other

sites and in offline media
and drive to web presences
KPIs:

e Unique visitors and fans
e Audience share

e Revenue or goal value

per visit

ENGAGE
Build customer and fan

relationships through time
to achieve retention goals
KPIs:
® % active hurdle rates
® Fan engagement
¢ Repeat conversion

Coapartb HOBYI KaMnaHuo

ACT
Engage audience with
brand on its website or
other online presence
KPIs:
e Bounce rate
® Pages per visit
* Product page conversion

CONVERT
Achieve conversion to
marketing goals such as
fans, leads or sales on web
presences and offline

KPlIs:

e Conversion rates

e Leads and sales

® Revenue and margin

BuiGepuTe Luenb kKamnaHum

MoapobHee

YanuapaemocTtb

YaHaBaemocCTb
BpeHpa

Oxgar

Paccmorpenue

Vicnonb3oearh CyLLECTBYIOLLYIO KAMNaHUI0

Kousepcus

Tpadhuk KoHeepcum
BoeneuyeHHoCTL Mponaxu no

Karanory
YcraHosku
NPUNOXeHUs MocewaemocTs

TOuEeK
Mpocmorpel BUAEO
leHepauus nuaoe
CoobuweHus

OTtmeHa
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Cuctema RACE Il

; Build an agile, strategic approach to digital marketing

Competition is fierce online. To win you need to Plan, Manage and Optimize
digital channels against defined targets, SMART KPIs and a focused
investment in content marketing, digital media and experiences. We believe

an integrated digital strategy is essential to define new Segmentation,
Targeting and Positioning for your online value propositions.

BUYER sTAGE: EXPLORATION

e Key Measures:
Search engines, social networks, Publish and promote your content, allow sharing to = Unique visitors

publishers and blogs other outposts, networks and influencers. Draw B ollepervier L
people to your content hub... T

Buver sTAGE: DECISION MAKING

Key Measures:
Be worth finding via clear customer journeys and a = | eads/Lead conversion ‘l;aie”
content hub that is relevant, inspirational, useful and N Tineonsite -
creates leads

= Shares/comments/likes

BUYER sTAGE: PURCHASE

Key Measures:
4 CONVERT Captilalise on marketing investment using CRO, marketing

i I = Sales (on and offline-influence)
agtomatlon ar}d remarketing to ensure contextual relevance = Revenue/Profit
drives conversion

= Average Order Value

. l
m Customer ‘R Key ineis,
3 Advocacy
L)
0]

Thrilled customers are key to social media marketing, social

proof, repeat sales and referral. Start your marketing here! Repeat Purchase (Lifetime Value)
3 Satisfaction and Loyalty
\ 5 Advocacy
i '
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Cuctema RACE I
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. 1188_Conversions Septem... ® [leicTaytowas MuHuMmansHas ueHa 8,00 € 13 19176 65 565 11,50 € 149,50 €  Henpepbl... 282
Exepnesno Moy 3a nokynky
. 1188_Traffic Septembris ® [leiicTaylowas MuHuMansHas ueHa 10,00 € 2583 49198 99 752 0,07 € 17428 €  Henpepkbl... 3601
Exegnesto MpocmoTp... 3a npocmoTp uen...
. 1188 Reach v1 ® [leiicTaytowas MuHuMansHas ueHa 2,00 € 52 625 52 625 75672 0,69 € 36,05 € Henpeptil... 170
Exeguenno Oxsar 3a oxsar 1 000 ..
@ Reach EVENTAM BoIKNOMEHO MuHumansHas ueHa 200 € 135 6 346 8 559 017 € 22,53 €  Henpepbl.. 280
Exeguesno OTBeTsI H... 3a orser Ka npur.
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4. Quantified
1. Initial : ;
Multichannel marketing Retention and LTV model.  DRsirenciralon
S S lan in place. Revenue- ; implemented. Structured
Plan Pritoritised activities. Goals P i 90 day planning. Martech testing and optimisation
Creating a No strategy. Unclear goals not modelled or aligned. based funnel acquisition roadmap and structured St
strategic roadmap or prioritisation. Martech adoption ad-hoc. model. evaluation. ‘
Reach Limited ad hoc use of Search target keywords Structured approach to Programmatic. Regular Media fully optmised
Build awareness paid media. defined. Simple use of paid, owned and earned improvements to media. based on attribution and
Drive visits SEO not proactive. AdWords/online media. media to agreed targets. New media review ad hoc. evaluation of new options.
InterAct No insignt on personas Footfall to different site Content marxeting and Personalisation optimised. e 2 :
p A : R . : . Multivariate testing. High
Experience, flow and customer journeys. sections and CTAs for lead personalised journeys to AB testing of different ; :
A g 4 : : : quality content marketing.
and content Limited insight on sections generation and profiling encourage purchase. site sections.
Convert No paid remarketing. Initial media retargeting. Re-targeting optmised Segmented lifecycle Retargeting and
Build multichanne! Simple broadcast Targeted newsletter. Welcome and abandon emails, personalisation & personalisation optimised
sales newsletter. Simple welcome emails. emails. Personalisation. paid media retargeting . across touchpoints.
Engage Limited experience No loyalty programme Customer research Loyalty programme. NPS. Retargeting and
Customer loyalty research Targeted newsletter. informs site improvement. RFM-based email and personalisation optimised.
and retention Customer newsletter No personalisation E-mail re-engagement personalisation Machine Learning applied.
Brand Basic brand identity, Brand values defined, Cnline value prop defined Brand personality and Fully integrated brand
Building emotional but brand benefits not but not clear on-site. Blog and social media defects researched and reputation management
connection communicated. Customer reviews. develop brand. acted on promptly. including PR.
Governance Analytics in place, Analytics reviewed ad-hoc Dashboards for regular Value-based KPls Lifetime value KPIs
Managing growth not reviewed. Ad hoc Regular performance weekly performance 90-day planning review. Structured defect
approach performance reviews reviews. Skills lacking. reviews. Digital Skills. Skills improvement. reduction problem

5. Optimised

“Basic Lifecycle Marketing” J8

“Planned Lifecycle “Managed Lifecycle
7 marketing" marketing®

“Optimised Lifecycle l

marketing”
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https://business.facebook.com/

https://business.google.com/

https://business.linkedin.com/

https://yandex.com/adv/

https://vk.com/business

https://www.facebook.com/business/learn

https://skillshop.withgoogle.com/
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