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About our 7 Steps digital marketing guides

How will the guides help me?
:H¶YH�FUHDWHG�RXU���6WHS�*XLGHV�IRU�([SHUW�PHPEHUV�WR�EH�\RXU�FRQVWDQW�FRPSDQLRQ�DV�\RX�
OHDUQ��UHYLHZ�DQG�LPSURYH�\RXU�DSSURDFK�WR�GLJLWDO�PDUNHWLQJ��:H�NQRZ�\RX¶UH�EXV\�DQG�XQGHU�
pressure to get results, so they’re written to help you do just that. They take you through the ques-
WLRQV�\RX�VKRXOG�EH�DVNLQJ�WR�LPSURYH�SHUIRUPDQFH�DQG�VXJJHVWLQJ�WKH�ULJKW�DSSURDFKHV�IRU�\RX��

2XU�(ERRNV�DUH�DOO�FUHDWHG�WR�KHOS�\RX�

 ; Improve results��$�IRFXV�RQ�JHWWLQJ�WKH�EHVW�UHVXOWV�IURP�\RXU�GLJLWDO�PDUNHWLQJ�
 ; Review your current approach��$�XQLTXH�ZRUNERRN�IRUPDW�KHOSV�LGHQWLI\�SULRULWLHV�
 ; Apply analytics��,QHJUDWHG�DGYLFH�RQ�XVLQJ�*RRJOH�$QDO\WLFV�WR�LPSURYH�SHUIRUPDQFH�
 ; Learn best practice. Strategy recommendations and practical tips highlighted throughout.

Who are the guides written for?
2XU�(ERRNV�DUH�GHVLJQHG�WR�KHOS�\RX�DQG�\RXU�WHDP�LI�\RX�DUH�DFWLYHO\�PDQDJLQJ�GLJLWDO�PDUNHW�
LQJ��7KH\�DUH�DOVR�SDFNHG�IXOO�RI�SUDFWLFDO�DGYLFH�LI�\RX¶UH�ZRUNLQJ�KDQGV�RQ�RQ�D�FRPSDQ\�ZHEVLWH�
or campaigns like search, email or social media marketing. This is how our guides are designed to 
KHOS�GLIIHUHQW�W\SHV�RI�SHRSOH�PDS��SODQ�DQG�PDQDJH�WKHLU�GLJLWDO�PDUNHWLQJ�

 ; Company owners and marketing managers��:H�KHOS�\RX�FUHDWH�RU�UH¿�QH�SODQV�VR�\RX�
can invest in the approaches that matter. We help you set goals and put in place a system to 
PHDVXUH�DQG�LPSURYH�VLQFH�DOO�RXU�JXLGHV�FRYHU�KRZ�WR�JHW�PRUH�IURP�*RRJOH�$QDO\WLFV�

 ; Digital marketing and Ecommerce managers��:H�KHOS�\RX�GULYH�HI¿�FLHQFLHV�IURP�HDFK�RI�
WKH�NH\�GLJLWDO�PDUNHWLQJ�FKDQQHOV�SOXV�\RXU�ZHE�DQG�VRFLDO�SUHVHQFHV�WKURXJK�UHYLHZLQJ�\RXU�
DSSURDFK�XVLQJ�XVLQJ�RXU�FRPSUHKHQVLYH�ZRUNERRN�WHPSODWHV��

 ; Digital marketing specialists��:KHWKHU�\RX�ZRUN�RQ�VRFLDO�PHGLD�PDUNHWLQJ��6(2��33&��
HPDLO�PDUNHWLQJ�RU�FRQYHUVLRQ�UDWH�RSWLPLVDWLRQ�IRU�WKH�ZHEVLWH�ZH�KDYH�D�JXLGH�WR�TXLFNO\�KHOS�
you review and improve your approach. 

 ; Consultants and agencies. Many consultants and agencies use our guides to check and 
UH¿�QH�WKHLU�DSSURDFK�DQG�UHFRPPHQGDWLRQV�WR�FOLHQWV�RQ�GLJLWDO�PDUNHWLQJ��7KH\¶UH�DOVR�XVHG�
WR�KHOS�HGXFDWH�WHDP�PHPEHUV�RQ�WKH�ODWHVW�GLJLWDO�PDUNHWLQJ�EHVW�SUDFWLFH�DQG�WHFKQLTXHV����

Guide features
$OO�RXU�JXLGHV�LQFOXGH�WKHVH�IHDWXUHV�WR�KHOS�\RX�LPSURYH�

 ; &KHFNOLVWV�RI�TXHVWLRQV�WR�DVN�WR�UHYLHZ�\RXU�PDUNHWLQJ�DSSURDFK
 ; *XLGDQFH�RQ�XVLQJ�*RRJOH�$QDO\WLFV�WR�LPSURYH�SHUIRUPDQFH
 ; Colour-coded GH¿�QLWLRQV, key strategy recommendations and EHVW�SUDFWLFH�WLSV 
 ; 'LDJUDPV�JLYLQJ�IUDPHZRUNV�WR�GHYHORS�\RXU�VWUDWHJ\
 ; /RWV�RI�H[DPSOHV�RI�EHVW�SUDFWLFH�WKURXJK�PLQL�FDVH�VWXGLHV�DQG�VFUHHQ�FDSWXUHV

Tell us what you think
'DYH�&KDIIH\�DQG�WHDP�KDYH�GHYHORSHG�WKHVH�JXLGHV�EDVHG�RQ�ZRUNLQJ�ZLWK�PDQ\�W\SHV�RI�
FRPSDQLHV�DQG�LQ�WUDLQLQJ��%XW�LPSURYHPHQWV�DUH�DOZD\V�SRVVLEOH��VR�ZH¶G�EH�JUDWHIXO�LI�\RX�FRXOG�
email: support@smartinsights.com�ZLWK�\RXU�FRPPHQWV��JRRG�RU�EDG��,Q�SDUWLFXODU��ZH¶UH�LQWHUHVW�
HG�LQ�LGHDV�RQ�LPSURYLQJ�WKHVH�JXLGHV�RU�IRU�RWKHU�JXLGHV�\RX�ZRXOG�¿�QG�XVHIXO��7KDQNV�
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Introduction 
Convincing others you need a strategy
&UHDWLQJ�D�GLJLWDO�PDUNHWLQJ�VWUDWHJ\�DQG�SODQ�LV�QR�GLIIHUHQW�IURP�FUHDWLQJ�DQ\�RWKHU�
PDUNHWLQJ�SODQ��LQ�IDFW�LW¶V�LQFUHDVLQJO\�VWUDQJH�WR�KDYH�VHSDUDWH�SODQV�IRU�µGLJLWDO¶�DQG�µRIÀLQH¶�
VLQFH�WKDW¶V�QRW�KRZ�\RXU�FXVWRPHUV�SHUFHLYH�\RXU�EXVLQHVV��

+RZHYHU��ZH¶UH�RIWHQ�UHTXLUHG�WR�VHSDUDWH�SODQV�IRU�³GLJLWDO´�RQO\�EDVHG�RQ�WKH�ZD\�WHDPV�
DQG�UHSRUWLQJ�DUH�PDQDJHG�DQG�WR�KHOS�WKH�WUDQVLWLRQ�WR�GLJLWDO�±�EHIRUH�LW�EHFRPHV�³EXVLQHVV�
DV�XVXDO´��$�FRPPRQ�IRUPDW�KHOSV�DOLJQ�\RXU�SODQ�WR�RWKHU�PDUNHWLQJ�SODQV�

7R�VWDUW�ZH�KDYH�WR�IDFH�WKH�UHDOLW\�WKDW�PDQ\�RUJDQLVDWLRQV�GRQ¶W�KDYH�D�GLJLWDO�PDUNHWLQJ�
strategy at all. 0DQ\�RUJDQLVDWLRQV�DUH�GRLQJ�GLJLWDO�PDUNHWLQJ��EXW�IHZ�KDYH�D�VWUDWHJ\��7KDW¶V�
ZKDW�RQH�RI�RXU�UHDGHU�VXUYH\V�VKRZHG�

7KLV�VXJJHVWV�WR�XV�WKDW�\RX�RU�\RXU�FROOHDJXHV�PD\�QRW�XQGHUVWDQG�WKH�QHHG�IRU�D�GLJLWDO�
VWUDWHJ\��:K\�QRW�³Just Do It´�DV�WKH\�XVHG�WR�VD\�LQ�WKH�1LNH�DGV�DQG�NHHS�\RXU�ÀH[LELOLW\"

Well, we’ve seen many companies, large and small who get this wrong. Rather than strategy, 
WKH\�VLPSO\�XVH�D�VHULHV�RI�WDFWLFV��OLNH�VHDUFK��VRFLDO�RU�HPDLO�PDUNHWLQJ��EXW�ZLWKRXW�D�
coherent plan.

$�ODFN�RI�VWUXFWXUHG�SODQQLQJ�IRU�GLJLWDO�PDUNHWLQJ�LV�HYLGHQW�LQ�UHODWLYHO\�XQVRSKLVWLFDWHG�
DGRSWHUV�RI�GLJLWDO�FKDQQHOV��)RU�HDUO\�(�FRPPHUFH�DGRSWHUV��LW�LV�EHVW�WR�FUHDWH�D�VHSDUDWH�
(�PDUNHWLQJ�SODQ�WR�SURYLGH�IRFXV�DQG�DLG�WUDQVIRUPDWLRQ��EXW�IRU�PRUH�PDWXUH�RUJDQLVDWLRQV��
GLJLWDO�PDUNHWLQJ�DFWLYLWLHV�VKRXOG�EH�LQWHJUDWHG�LQWR�DQQXDO�SODQQLQJ�

Strategy Recommendation 1 &UHDWH�D�VSHFL¿F�GLJLWDO�PDUNHWLQJ�SODQ�
&UHDWH�D�GHWDLOHG�GLJLWDO�PDUNHWLQJ�SODQ�GH¿QLQJ�WKH�GLJLWDO�FKDQQHO�VWUDWHJ\�IRU�HDFK�PDMRU�
PDUNHW���SURSRVLWLRQ��WR�SURYLGH�IRFXV�DQG�GLUHFWLRQ�IRU�WKH�IXWXUH�

(TXDOO\��LW¶V�LPSRUWDQW�WKDW�FUHDWLQJ�D�VHSDUDWH�GLJLWDO�SODQ�RU�VHSDUDWH�UHVRXUFH�WR�IRFXV�RQ�
GLJLWDO�PDUNHWLQJ�GRHVQ¶W�FUHDWH�D�VLOR��6R�ZH�VHH�D�GLJLWDO�SODQ�DV�D�VKRUW�WHUP�WRRO�WR�GH¿QH�
\RXU�GLJLWDO�IXWXUH�DQG�KHOS�WUDQVIRUP�\RXU�EXVLQHVV�XQWLO�LW�EHFRPHV�SDUW�RI�SODQQLQJ�IRU�
EXVLQHVV�DV�XVXDO�

Strategy Recommendation 2 (QVXUH�\RXU�SODQ�LV�LQWHJUDWHG
Although you need a separate digital plan to help you create a strategy it’s important to 
NHHS�LW�ZHOO�LQWHJUDWHG��7KDW�PHDQV�VXSSRUWLQJ�FRPPRQ�EXVLQHVV�JRDOV�DQG�FRQVLVWHQW�
ZLWK�EUDQG�DQG�FRPPXQLFDWLRQ�VWUDWHJ\�
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1RW�FRQYLQFHG�RI�WKH�QHHG�IRU�D�VHSDUDWH�GLJLWDO�SODQ�RU�QHHG�WR�FRQYLQFH�\RXU�FROOHDJXHV"�
7U\�RXW�WKHVH�DUJXPHQWV�����:H�KDYH�RIWHQ�VHHQ�WKHVH����W\SLFDO�SUREOHPV�LQ�RUJDQLVDWLRQV�
ZKHUH�GHWDLOHG�SODQV�IRU�GLJLWDO�PDUNHWLQJ�KDYH�QRW�EHHQ�FUHDWHG�RU�PDQDJLQJ�WKH�SODQV�GR�
QRW�KDYH�FOHDUO\�GH¿QHG�RZQHUVKLS��

7KHVH�DUH�ULVNV�WKDW�FDQ�EH�PDQDJHG�WKURXJK�KDYLQJ�D�VWUDWHJ\�GH¿QHG�LQ�D�GLJLWDO�FKDQQHO�
plan:

Our top 10 reasons why you DO need a digital strategy
7\SLFDO�SUREOHPV�ZKHQ�FRPSDQLHV�GRQ¶W�KDYH�D�FOHDUO\�GH¿QHG�GLJLWDO�PDUNHWLQJ�VWUDWHJ\��

 : 1. You’re directionless. :H�¿QG�WKDW�FRPSDQLHV�ZLWKRXW�D�GLJLWDO�VWUDWHJ\��DQG�PDQ\�
WKDW�GR��GRQ¶W�KDYH�FOHDU�VWUDWHJLF�JRDOV�IRU�ZKDW�WKH\�ZDQW�WR�DFKLHYH�RQOLQH�LQ�WHUPV�RI�
JDLQLQJ�QHZ�FXVWRPHUV�RU�EXLOGLQJ�GHHSHU�UHODWLRQVKLSV�ZLWK�H[LVWLQJ�RQHV��$QG�LI�\RX�
don’t have goals you likely don’t put enough resources to reach the goals and you don’t 
evaluate through analytics whether you’re achieving those goals.

 : 2.  You won’t know your online market share. &XVWRPHU�GHPDQG�IRU�RQOLQH�VHUYLFHV�
PD\�EH�XQGHUHVWLPDWHG�LI�\RX�KDYHQ¶W�UHVHDUFKHG�WKLV���3HUKDSV�PRUH�LPSRUWDQWO\�\RX�
ZRQ¶W�XQGHUVWDQG�\RXU�RQOLQH�PDUNHWSODFH�±�WKH�G\QDPLFV�ZLOO�EH�GLIIHUHQW�WR�WUDGLWLRQDO�
FKDQQHOV�ZLWK�GLIIHUHQW�W\SHV�RI�FXVWRPHU�SUR¿OH�DQG�EHKDYLRXU��FRPSHWLWRUV��SURSRVLWLRQV�
DQG�RSWLRQV�IRU�LQYHVWLQJ�LQ�PDUNHWLQJ�FRPPXQLFDWLRQV�WR�WDUJHW�RQOLQH�DXGLHQFHV��

 : 3. Existing and start-up competitors will gain market share��,I�\RX¶UH�QRW�GHYRWLQJ�
enough resources to digital marketing or you’re using an ad-hoc approach with no clearly 
GH¿QHG�VWUDWHJLHV��WKHQ�\RXU�FRPSHWLWRUV�ZLOO�HDW�\RXU�GLJLWDO�OXQFK�

 : 4. You don’t have a powerful online value proposition��$�FOHDUO\�GH¿QHG�RQOLQH�
FXVWRPHU�YDOXH�SURSRVLWLRQ�ZLOO�KHOS�\RX�GLIIHUHQWLDWH�\RXU�RQOLQH�VHUYLFH�HQFRXUDJLQJ�
H[LVWLQJ�DQG�QHZ�FXVWRPHUV�WR�HQJDJH�LQLWLDOO\�DQG�VWD\�OR\DO��

 : 5. You don’t know your online customers well enough. ,W¶V�RIWHQ�VDLG�WKDW�GLJLWDO�LV�WKH�
³PRVW�PHDVXUDEOH�PHGLXP�HYHU´��%XW�*RRJOH�$QDO\WLFV�DQG�VLPLODU�WRROV�ZLOO�RQO\�WHOO�\RX�
YROXPHV�QRW�VHQWLPHQW��<RX�QHHG�WR�XVH�RWKHU�IRUPV�RI�IHHGEDFN�WR�LGHQWLI\�\RXU�ZHDN�
points and then address them. 

 : 6. You’re not integrated. ,W¶V�DOO�WRR�FRPPRQ�IRU�GLJLWDO�DFWLYLWLHV�WR�EH�FRPSOHWHG�LQ�
silos, whether that’s a specialist digital marketer, sitting in IT or a separate digital agency. 
,W¶V�HDVLHU�WKDW�ZD\�WR�SDFNDJH�GLJLWDO�PDUNHWLQJ�LQWR�D�FRQYHQLHQW�FKXQN��%XW�RI�FRXUVH�
LW¶V�OHVV�HIIHFWLYH��(YHU\RQH�DJUHHV�WKDW�GLJLWDO�PHGLD�ZRUN�EHVW�ZKHQ�LQWHJUDWHG�ZLWK�
traditional media and response channels.

 : 7. Digital doesn’t have enough people/budget given its importance. ,QVXI¿FLHQW�
UHVRXUFH�ZLOO�EH�GHYRWHG�WR�ERWK�SODQQLQJ�DQG�H[HFXWLQJ�H�PDUNHWLQJ�DQG�WKHUH�LV�OLNHO\�WR�
EH�D�ODFN�RI�VSHFL¿F�VSHFLDOLVW�H�PDUNHWLQJ�VNLOOV�ZKLFK�ZLOO�PDNH�LW�GLI¿FXOW�WR�UHVSRQG�WR�
FRPSHWLWLYH�WKUHDWV�HIIHFWLYHO\�

 : 8. You’re wasting money and time through duplication. (YHQ�LI�\RX�GR�KDYH�VXI¿FLHQW�
UHVRXUFH�LW�PD\�EH�ZDVWHG��7KLV�LV�SDUWLFXODUO\�WKH�FDVH�LQ�ODUJHU�FRPSDQLHV�ZKHUH�\RX�
VHH�GLIIHUHQW�SDUWV�RI�WKH�PDUNHWLQJ�RUJDQLVDWLRQ�SXUFKDVLQJ�GLIIHUHQW�WRROV�RU�XVLQJ�
GLIIHUHQW�DJHQFLHV�IRU�SHUIRUPLQJ�VLPLODU�RQOLQH�PDUNHWLQJ�WDVNV�

 : 9. You’re not agile enough to catchup or stay ahead. ,I�\RX�ORRN�DW�WKH�WRS�RQOLQH�
EUDQGV�OLNH�$PD]RQ��'HOO��*RRJOH��7HVFR��=DSSRV��WKH\¶UH�DOO�G\QDPLF�±�WULDOLQJ�QHZ�
approaches to gain or keep their online audiences.

 : 10 You’re not optimising��(YHU\�FRPSDQ\�ZLWK�D�ZHEVLWH�ZLOO�KDYH�DQDO\WLFV��EXW�PDQ\�
senior managers don’t ensure that their teams make or have the time to review and act 
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RQ�WKHP��2QFH�D�VWUDWHJ\�HQDEOHV�\RX�WR�JHW�WKH�EDVLFV�ULJKW��WKHQ�\RX�FDQ�SURJUHVV�WR�
FRQWLQXRXV�LPSURYHPHQW�RI�WKH�NH\�DVSHFWV�OLNH�VHDUFK�PDUNHWLQJ��VLWH�XVHU�H[SHULHQFH��
email and social media marketing.

What is a digital marketing strategy?
7KH�WHUP�³GLJLWDO�PDUNHWLQJ�VWUDWHJ\´�LV�RIWHQ�XVHG�ORRVHO\�ZKHQ�WDONLQJ�DERXW�IXWXUH�SODQV��
EXW�ZKDW�H[DFWO\�LV�LW�DQG�ZKDW�VKRXOG�EH�LW¶V�VFRSH"�<RX�PD\�NQRZ��EXW�RWKHUV�ZRQ¶W��VR�LW¶V�
ZRUWK�EULHÀ\�VFRSLQJ�LW�RXW�VR�\RXU�YLVLRQ�LV�FOHDU�

Strategy Recommendation 3 'H¿QH�WKH�VFRSH�DQG�ODEHOOLQJ�RI�GLJLWDO�VWUDWHJ\
'H¿QH�ZKLFK�FXVWRPHU�WRXFKSRLQWV�DQG�FKDQQHOV�ZKLFK�QHHG�PDQDJLQJ�DV�SDUW�RI�D�GLJLWDO�
VWUDWHJ\�VR�WKH�VFRSH�RI�GLJLWDO�PDUNHWLQJ�LV�FOHDU��'HSHQGLQJ�RQ�\RXU�W\SH�RI�RUJDQLVDWLRQ�
DQG�WHUPLQRORJ\�\RX�PD\�ODEHO�WKH�VWUDWHJ\�GLIIHUHQWO\��IRU�H[DPSOH�

 ; Digital marketing strategy ±�,QWHJUDWLRQ�RI�ZHEVLWH��PRELOH�PDUNHWLQJ�DQG�GLJLWDO�
FRPPXQLFDWLRQV�FKDQQHOV�IRU�FXVWRPHU�DFTXLVLWLRQ�DQG�UHWHQWLRQ

 ; Ecommerce strategy�±�8VHG�IRU�WUDQVDFWLRQDO�EXVLQHVVHV�IRFXVHG�RQ�LQFUHDVLQJ�
online sales 

 ; Ebusiness strategy�±�$OVR�W\SLFDO�IRU�WUDQVDFWLRQDO�EXVLQHVVHV��EXW�SODFHV�HPSKDVLV�
on improving internal processes and integrating with channel partners

 ; Multichannel marketing strategy�±��$�EURDGHU�VWUDWHJ\�W\SLFDO�IRU�UHWDLO�FRPSDQLHV�
LQWHJUDWLQJ�ZHE�DQG�PRELOH�VLWH�VDOHV�ZLWK�GLVWULEXWLRQ�WKURXJK�SK\VLFDO�VWRUHV�RU�
catalogue phone sales.

6R�IDU��VR�JRRG��EXW�WKH�YLVLRQ�RI�GLJLWDO�VWUDWHJ\�VKRXOGQ¶W�EH�OLPLWHG�E\�LW¶V�VLPLODULW\�WR�RWKHU�
VWUDWHJLHV��7KHUH�LV�D�ULVN�WKDW�WKH�,QWHUQHW�DQG�GLJLWDO�PHGLD�DUH�WUHDWHG�DV�µjust another 
channel to market¶�ZLWKRXW�UHYLHZ�RI�WKH�RSSRUWXQLWLHV�WR�RIIHU�LPSURYHG��GLIIHUHQWLDWHG�RQOLQH�
services and content. 

:KDW�LV�LW"� Digital marketing strategy  
9LHZ�WKH�GLJLWDO�VWUDWHJ\�DV�D�FKDQQHO�VWUDWHJ\�IRU�\RXU�EUDQG�ZKLFK�UHTXLUHV�VSHFL¿F�
FKDQQHO�WDUJHWLQJ��FKDQQHO�SURSRVLWLRQV�DQG�FKDQQHO�SDUWQHUV�EDVHG�RQ�FXVWRPHU�
SUHIHUHQFHV��,QWHJUDWLRQ�EHWZHHQ�FKDQQHOV�UHPDLQV�LPSRUWDQW�

7KLV�LV�KRZ�ZH�VHH�GLJLWDO�VWUDWHJ\�VKRXOG�EH�WDFNOHG�VLQFH�LW¶V a channel strategy. This 
means that you should:

 ; Understand the channel. <RXU�VWUDWHJ\�VKRXOG�EH�LQIRUPHG�E\�FXVWRPHU�RQOLQH�
EHKDYLRXU�DQG�SUHIHUHQFHV��,Q�SDUWLFXODU��XQGHUVWDQG�ZKLFK�LQWHUPHGLDU\�VLWHV�LQÀXHQFH�
SXUFKDVH�DQG�KRZ�\RXU�FXVWRPHUV�VZLWFK�EHWZHHQ�WKH�FKDQQHOV�

 ; Set objectives for future channel contribution��7KLV�LQFOXGHV�VSHFL¿F�PRQWKO\�WDUJHWV�
IRU�ERWK�GLUHFW��RQOLQH��VDOHV�DQG�LQGLUHFW��RIÀLQH��VDOHV�

 ; Identify and prioritise target audiences. As with traditional marketing, targeting the right 
DXGLHQFHV�LV�NH\��'LJLWDO�PHGLD�HQDEOH�\RX�WR�PLFUR�WDUJHW��

 ; Encourage usage of the channel��<RX�VWLOO�QHHG�WR�FRPPXQLFDWH�WKH�EHQH¿WV�RI�XVLQJ�
WKLV�FKDQQHO�WR�HQFRXUDJH�VZLWFKLQJ�DQG�HQKDQFH�\RXU�EUDQG�

 ; Create propositions to emphasise the differences��7KLV�LQFOXGHV�GLIIHUHQFHV�EHWZHHQ�
online channels and other channels.

 ; Support integration between channels. Although you want to emphasise the 
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GLIIHUHQFHV��WKDW�GRHVQ¶W�PHDQ�WKH�FKDQQHO�VKRXOGQ¶W�EH�LQWHJUDWHG��&XVWRPHU�MRXUQH\V�
VKRXOG�EH�VHDPOHVVO\�LQWHJUDWHG�

 ; Review how competitors use the channel. Understand their targeting and propositions, 
ZKHUH�GR�WKH\�H[FHO"

 ; Develop channel partners��)LQG�WKH�NH\�SOD\HUV�DQG�LQÀXHQFHUV�LQ�WKH�YDOXH�FKDLQ�RU�
HFRV\VWHP�DQG�IRUP�VWUDWHJLF�SDUWQHUVKLSV��

Best Practice Tip 1 8VH�VLPLODU�VWUDWHJLHV�IRU�LQGLYLGXDO�GLJLWDO�SODWIRUPV�DQG�WRROV�
:KHWKHU�LW¶V�D�PRELOH�ZHEVLWH��D�PRELOH�DSS��D�VRFLDO�PHGLD�SODWIRUP�RU�DQ�HPDLO�
QHZVOHWWHU��WKH�HVVHQFH�RI�GH¿QLQJ�DXGLHQFH�VHJPHQWDWLRQ��WDUJHWLQJ��GLIIHUHQWLDWLRQ�DQG�
proposition apply.

What should go into a digital strategy?
<RX�FDQ�VHH�WKDW�D�GLJLWDO�VWUDWHJ\�KDV�PDQ\�VLPLODULWLHV�WR�WKH�PDLQ�SDUWV�RI�WUDGLWLRQDO�
PDUNHWLQJ�VWUDWHJLHV��EXW�LW¶V�IRFXVHG�RQ�PDQDJLQJ�WKH�VSHFL¿F�LVVXHV�RI�GLJLWDO�VWUDWHJLHV��

7R�FRQFOXGH�WKLV�LQWURGXFWLRQ��WKHVH�DUH�WKH�ELJ�GLJLWDO�VWUDWHJ\�TXHVWLRQV�ZKLFK�ZH�ZLOO�FRYHU�
DQG�WKRVH�ZKLFK�\RX�VKRXOG�WKLQN�DERXW�DQG�DLP�WR�DQVZHU�ZLWKLQ�\RXU�SODQ�

 � ���+RZ�GR�ZH�XVH�GLJLWDO�FKDQQHOV�WR�JURZ�RXU�EXVLQHVV"

 � ���+RZ�GR�ZH�XVH�GLJLWDO�FKDQQHOV�WR�DGG�YDOXH�WR�RXU�EUDQG"

 � ���+RZ�GR�ZH�PDNH�VXUH�RXU�DFWLYLWLHV�DUH�DOLJQHG�ZLWK�RXU�EXVLQHVV�JRDOV"

 � ���:KLFK�DXGLHQFHV�DUH�ZH�WDUJHWLQJ"�:KR�DUH�WKH�SULRULW\�DXGLHQFHV"�

 � ���:KDW�LV�RXU�RQOLQH�YDOXH�SURSRVLWLRQ�IRU�WKHVH�DXGLHQFHV"

 � ���:KLFK�GLJLWDO�PDUNHWLQJ�SODWIRUPV�DUH�EHVW�WR�GHOLYHU�WKLV�SURSRVLWLRQ"

 � ���+RZ�GR�ZH�EHVW�LQWHJUDWH�FKDQQHOV"

 � ���+RZ�GR�ZH�DFKLHYH�RXU�JRDOV�WKURXJK�LQWHUPHGLDULHV��SDUWQHUV�DQG�SXEOLVKLQJ��VLWHV"

 � ���+RZ�GR�ZH�DFKLHYH�VDOHV�JURZWK�WKURXJK�FXVWRPHU�OLIHF\FOH�VWUDWHJLHV"

 � ���+RZ�GR�ZH�UHDFK�RXU�DXGLHQFH"

 � ���+RZ�GR�ZH�HQFRXUDJH�RXU�DXGLHQFH�WR�SDUWLFLSDWH�DQG�FRQYHUW"

 � ���+RZ�GR�ZH�JHW�RXU�DXGLHQFH�WR�HQJDJH�WKURXJK�WLPH"

 � ����+RZ�GR�ZH�UHVRXUFH�DQG�PDQDJH�GLJLWDO�PDUNHWLQJ"

%HIRUH�ZH�PRYH�LQWR�RXU�PDLQ�DGYLFH�RQ�VWUDWHJ\��WKHUH¶V�RQH�RWKHU�SRLQW�ZH�WKLQN�LW¶V�
LPSRUWDQW�WR�HPSKDVLVH�DQG�WKDW¶V�IRFXV��<RX�FDQ¶W�DQG�VKRXOGQ¶W�WU\�WR�GR�HYHU\WKLQJ�DQG�
WU\�WR�EH�DOO�WKLQJV�WR�DOO�SHRSOH��,W¶V�LPSRUWDQW�WR�GHFLGH�ZKLFK�VWUDWHJLHV�127�WR�SXUVXH�DQG�
ZKLFK�IXQFWLRQDOLW\�LV�QRW�VXLWDEOH�WR�LPSOHPHQW�

Strategy Recommendation 4 *LYH�\RXU�VWUDWHJ\�IRFXV
<RX�ZRQ¶W�EH�DEOH�WR�GR�HYHU\WKLQJ��VR�\RXU�VWUDWHJ\�VKRXOG�IRFXV�RQ�ZKDW�ZLOO�PDNH�WKH�
ELJJHVW�GLIIHUHQFH��)RFXV�
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Using this digital marketing strategy guide with other resources
7KLV���6WHSV�(ERRN�LQWHJUDWHV�ZLWK�RWKHU�6PDUW�,QVLJKWV�UHVRXUFHV�GHYHORSHG�IRU�([SHUW�
PHPEHUV��7R�VLJQSRVW�WKH�UHOHYDQW�UHVRXUFHV��ORRN�RXW�IRU�WKLV�Recommended Resource 
IHDWXUHV�LQ�WKLV�GRFXPHQW�ZKLFK�OLQN�WKURXJK�WR�WKH�UHOHYDQW�SDJH�IRU�GRZQORDG�

5HFRPPHQGHG�UHVRXUFH"� Digital marketing strategy toolkit template
Use the Digital marketing toolkit�WHPSODWHV�WR�SUHSDUH�D�FXVWRPLVHG�SODQ�IRU�\RXU�EXVLQHVV�
RU�\RXU�FOLHQWV��7KH�WRRONLW�FRQWDLQV�XQEUDQGHG�:RUG��([FHO�DQG�3RZHUSRLQW�WHPSODWHV�IRU�
\RX�WR�DPHQG�WR�KHOS�IRUP�D�SODQ�IRU�\RXU�EXVLQHVV�RU�\RXU�FOLHQWV¶�EXVLQHVVHV�

http://www.smartinsights.com/guides/digital-strategy-template-toolkit/
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Step 1  
'H¿QH�\RXU�DSSURDFK�WR�PDQDJLQJ�GLJLWDO�VWUDWHJ\

 � Q. $SSURDFK�WR�PDQDJLQJ�GLJLWDO�VWUDWHJ\�SURFHVV�GH¿QHG"

.QRZLQJ�ZKHUH�WR�VWDUW�LV�RIWHQ�WKH�KDUGHVW�WKLQJ�ZKHQ�ZULWLQJ�D�GLJLWDO�PDUNHWLQJ�SODQ��6R�
RQFH�\RX�KDYH�D�VWUXFWXUH���IUDPHZRUN�WR�IROORZ�LQ�D�WDEOH�RI�FRQWHQWV�LW¶V�WKHQ�DOPRVW�D�
PDWWHU�RI�¿OOLQJ�LQ�WKH�JDSV����

&UHDWLQJ�D�VWUDWHJ\�WKDW�ZRUNV�QHHGV�DQ�HIIHFWLYH�RYHUDOO�IUDPHZRUN�DQG�SURFHVV�WR�FUHDWH�
WKH�VWUDWHJ\��6R�\RXU�¿UVW�VWHS�LV�VWUDLJKWIRUZDUG�±�WKLQNLQJ�DERXW�KRZ�\RX�PDQDJH�DQG�
create your strategy. 

$�ZRUNDEOH�VWUDWHJ\�

 ; ,V�EDVHG�RQ�ZKDW¶V�KDSSHQLQJ�LQ�D�FRPSDQ\¶V�PDUNHWSODFH��L�H��LW¶V�FXVWRPHU�FHQWUHG�DQG�
UHYLHZV�WKH�LPSRUWDQFH�RI�SRWHQWLDO�SDUWQHUV��LQÀXHQFHUV�DQG�FRPSHWLWRUV�

 ; +DV�FOHDU�REMHFWLYHV�WR�DFKLHYH��D�YLVLRQ�IRU�WKH�IXWXUH���SDUWLFXODUO\�LPSRUWDQW�IRU� 
digital marketing

 ; *LYHV�FOHDU�VWUDWHJLF�GLUHFWLRQ�WR�DFKLHYH�WKH�REMHFWLYHV
 ; +DV�D�PHWKRG�RI�WUDFNLQJ�DQG�UHYLHZ�WR�NHHS�WKH�VWUDWHJ\�RQ�WUDFN�ZKHQ�\RX¶UH�

implementing it.
,Q�DOO�PDUNHWLQJ�VWUDWHJLHV��LW¶V�LPSRUWDQW�WR�IRFXV�RQ�EXLOGLQJ�D�SODQ�DURXQG�WKH�FXVWRPHU���
QRW�\RXU�SURGXFWV�DQG�WDFWLFV��%XW�WKLV�LV�SDUWLFXODUO\�WUXH�RQOLQH�VLQFH�GLJLWDO�PDUNHWLQJ�RIWHQ�
LQYROYHV�WDNLQJ�DGYDQWDJH�RI�QHZ�GLJLWDO�WHFKQRORJLHV�DQG�SODWIRUPV�DFFRUGLQJ�WR�KRZ�SHRSOH�
interact with them.

Strategy Recommendation 5 (QVXUH�\RXU�VWUDWHJ\�LV�FXVWRPHU�FHQWULF
3XW�FXVWRPHUV¶�FXUUHQW�XVH�RI�WHFKQRORJ\�DQG�KRZ�WKH\�ZLOO�LQWHUDFW�ZLWK�\RXU�EUDQG�DW�WKH�
KHDUW�RI�\RXU�VWUDWHJ\�

7R�PDNH�VXUH�\RXU�GLJLWDO�VWUDWHJ\�KDV�WKHVH�HVVHQWLDO�IHDWXUHV��ZH�UHFRPPHQG�WKH�
SOSTAC™�VWUXFWXUH�GHYHORSHG�E\�35�6PLWK��'DYH�&KDIIH\¶V�FR�DXWKRU�RI�(PDUNHWLQJ� 
([FHOOHQFH��7KLV�LV�D�JUHDW�IUDPHZRUN�IRU�EXVLQHVV��PDUNHWLQJ�RU�GLJLWDO�PDUNHWLQJ�SODQV�VLQFH�
LW¶V�VLPSOH�DQG�ORJLFDO��VR�LW¶V�HDV\�WR�UHPHPEHU�DQG�WR�H[SODLQ�WR�FROOHDJXHV�RU�DJHQFLHV�

Using SOSTAC® to create and manage a strategy
 � Q. 'R�ZH�KDYH�WKH�ULJKW�VWUDWHJ\�SURFHVV�IUDPHZRUN�LQ�SODFH��H�J��6267$&�GH¿QHG"

SOSTAC®�LV�D�VWUDWHJLF�SODQQLQJ�SURFHVV�IUDPHZRUN�WKDW�JLYHV�\RX�D�FOHDU�VWUXFWXUH�WR�ZRUN�
through to create and manage your plan.  

:KDW�LV�LW"� SOSTAC®
SOSTAC®�LV�D�SODQQLQJ�SURFHVV�IUDPHZRUN�WR�KHOS�VWUXFWXUH�DQG�PDQDJH�LPSOHPHQWDWLRQ�RI�
SODQV��,W�VWDQGV�IRU�6LWXDWLRQ��2EMHFWLYHV�DQG�6WUDWHJ\��7DFWLFV��$FWLRQ�DQG�&RQWURO�RULJLQDOO\�
GHYHORSHG�E\�35�6PLWK�IRU�PDUNHWLQJ�FRPPXQLFDWLRQV�SODQQLQJ��,Q�Emarketing Excellence 
'DYH�&KDIIH\�DQG�3DXO�6PLWK�KDYH�DGDSWHG�WKH�6267$&®�IUDPHZRUN�WR�DSSO\�LW�WR�GLJLWDO�
PDUNHWLQJ�DV�VKRZQ�LQ�WKH�GLDJUDP�RQ�WKH�QH[W�SDJH�

1RWH�WKDW�HDFK�VWDJH�LV�QRW�GLVFUHWH��UDWKHU�WKHUH�LV�RYHUODS�GXULQJ�HDFK�VWDJH�RI�SODQQLQJ�±�

http://www.smartinsights.com/digital-marketing-strategy-alerts/sostac-model/
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SUHYLRXV�VWDJHV�PXVW�EH�UHYLVLWHG�DQG�UH¿QHG��DV�LQGLFDWHG�E\�WKH�UHYHUVH�DUURZV��

Strategy Recommendation 6 &UHDWH�\RXU�VWUDWHJ\�XVLQJ�D�SODQQLQJ�SURFHVV�IUDPHZRUN�
OLNH�6267$&��FRPELQHG�ZLWK�5$&(
8VH�WKH�VWDJHV�LQ�WKH�SODQQLQJ�IUDPHZRUN�WR�KHOS�FUHDWH�WKH�GLIIHUHQW�SDUWV�RI�\RXU�SODQ��
<RX�VKRXOG�DOVR�DVVHVV�DQG�LPSURYH�WKH�FDSDELOLWLHV�RI�\RXU�RUJDQLVDWLRQ�LQ�HDFK�DVSHFW�
RI�FUHDWLQJ�DQG�LPSOHPHQWLQJ�WKH�SODQ��:H�UHFRPPHQG�UHYLHZLQJ�KRZ�\RX�FDQ�JHQHUDWH�
YDOXH�DW�HDFK�FXVWRPHU�VWDJH�RI�FXVWRPHU�LQWHUDFWLRQ�IURP�5$&(��5HDFK�$FW�&RQYHUW�
(QJDJH�DV�ZH�ZLOO�H[SODLQ�VKRUWO\�

&RQWURO�LV�D�NH\�SDUW�RI�6267$&®��VLQFH�LW�OLQNV�WR�WKH�REMHFWLYH�VHWWLQJ�ZKHUH�\RX�FUHDWH�D�
EXGJHW�PRGHO�DQG�\RX�XVH�LW�WR�FKHFN�WKDW�\RXU�VWUDWHJ\�DQG�WDFWLFV�DUH�RQ�WUDFN��

Best Practice Tip 2 ,WHUDWH�WKURXJK�WKH�VWDJHV�RI�6267$&®�WR�UH¿QH�\RXU�VWUDWHJ\
<RX�GRQ¶W�KDYH�WR�ZRUN�WKURXJK�WKH�PRGHO�LQ�D�OLQHDU�VHQVH��,I�DQ\WKLQJ��ZRUNLQJ�WKURXJK�
WKH�SURFHVV�PLJKW�UHTXLUH�\RX�WR�PDNH�UH¿QHPHQWV�WR�HDUOLHU�SRVLWLRQ�LQ�RUGHU�WR�FUHDWH�D�
VWUDWHJ\�WKDW�ZRUNV�IRU�\RX��

7KH�HOHPHQWV�RI�6267$&® planning to help develop digital marketing strategy are:

 ; 1. Situation Analysis means ‘where are we now?’ Planning activities involved as this 
VWDJH�LQFOXGH�SHUIRUPLQJ�D�GLJLWDO�FKDQQHO�VSHFL¿F�6:27�DQDO\VLV�UHYLHZLQJ�WKH�GLIIHUHQW�
DVSHFWV�RI�WKH�PLFUR�HQYLURQPHQW�LQFOXGLQJ�FXVWRPHUV��FRPSHWLWRUV�DQG�LQWHUPHGLDULHV�
IRUPLQJ�WKH�RQOLQH�PDUNHWSODFH��:H�FRYHU�VLWXDWLRQ�DQDO\VLV�LQ�6WHS���

 ; 2. Objectives means ‘where do we want to be?’�7KLV�FDQ�LQFOXGH�D�YLVLRQ�IRU�GLJLWDO�
FKDQQHOV�DQG�DOVR�VSHFL¿F�QXPHULFDO�REMHFWLYHV�IRU�WKH�GLJLWDO�FKDQQHOV�VXFK�DV�
SURMHFWLRQV�RI�VDOHV�YROXPHV�DQG�FRVW�VDYLQJV��7KH��6V�DUH�XVHG�KHUH�DV�D�VLPSOH�
PQHPRQLF�IRU�WKH�UDQJH�RI�REMHFWLYHV�WKDW�VKRXOG�EH�FRQVLGHUHG��:H�FRYHU�REMHFWLYH�
setting in Step 3.

 ; 3. Strategy means ‘how do we get there?’ 6WUDWHJ\�VXPPDUL]HV�KRZ�WR�DFKLHYH�
WKH�REMHFWLYHV�IRU�WKH�GLIIHUHQW�GHFLVLRQ�SRLQWV�H[SODLQHG�LQ�WKLV�FKDSWHU�LQFOXGLQJ�
segmentation, targeting, proposition development. We cover strategy and tactics in steps 
4 to 7.

 ; 4. 7DFWLFV�GH¿QHV�WKH�XVDJH�RI�WDFWLFDO�GLJLWDO�FRPPXQLFDWLRQV�WRROV. This includes 
VSHFL¿F�GHWDLOV�RI�WKH�PDUNHWLQJ�PL[��(�&50�DQG�GLJLWDO�FRPPXQLFDWLRQV�

 ; 5. Actions refers to action plans, change management and project management 
skills��:H�UHIHU�WR�WKH�LVVXHV�RI�PRGL¿FDWLRQV�WR�RUJDQL]DWLRQDO�UROHV�DQG�VWUXFWXUHV�ODWHU�
in this guide.

 ; 6. Control looks at keeping plans on track against target��7KH�XVH�RI�0DQDJHPHQW�
,QIRUPDWLRQ�LQFOXGLQJ�ZHE�DQDO\WLFV�WR�DVVHVV�ZKHWKHU�VWUDWHJLF�DQG�WDFWLFDO�REMHFWLYHV�DUH�
DFKLHYHG�DQG�KRZ�LPSURYHPHQWV�FDQ�EH�PDGH�WR�HQKDQFH�UHVXOWV�IXUWKHU��7KLV�LV�FORVHO\�
UHODWHG�WR�JRDO�VHWWLQJ�DV�GHVFULEHG��

,Q�6HFWLRQ����ZH�SURYLGH�PRUH�GHWDLOV�RQ�HDFK�VWDJH�RI�VWUDWHJ\�GHYHORSPHQW�DQG�JLYH�
H[DPSOHV�RI�WKH�GLDJQRVWLF�WRROV�WKDW�FDQ�EH�XVHG�WR�GH¿QH�VWUDWHJ\��

2Q�WKH�QH[W�SDJH�RXU�LQIRJUDSKLF�E\�'DYH�&KDIIH\�DQG�35�6PLWK�VKRZV�KRZ�WR�DSSO\�
SOSTAC®�WR�(PDUNHWLQJ�
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5HFRPPHQGHG�UHVRXUFH"� 6267$&��±�5$&(�UHYLHZ�WHPSODWH�
The Smart Insights digital marketing toolkit contains a one page SOSTAC® Word template 
WR�FUHDWH�DQ�LQLWLDO�RU�VXPPDU\�SODQ��,W�DOVR�FRQWDLQV�D�FRPSOHWHG�H[DPSOH�IRU�D�¿FWLWLRXV�
company, Perfect Lawn��:H�VXJJHVW�\RX�DSSO\�WKHVH�WHPSODWHV�VSHFL¿FDOO\�WR�WKH�PRELOH�
channel

You can then move on to a more in-depth 6267$&��±�5$&( templates to prepare a 
FXVWRPLVHG�SODQ�IRU�\RXU�EXVLQHVV�RU�\RXU�FOLHQWV��

Integrating the different parts of digital strategy
 � Q. Our digital marketing strategy aligns with business strategy?

7KH�UHDVRQV�IRU�LQWHJUDWLRQ�DUH�VWUDLJKWIRUZDUG��\RXU�JRDOV�IRU�GLJLWDO�VKRXOG�VXSSRUW�
\RXU�ZLGHU�PDUNHWLQJ�VWUDWHJLHV��2IWHQ�ZKHQ�GLJLWDO�H[LVWV�DV�D�VWUDWHJ\�WKHUH�LVQ¶W�JRRG�
LQWHJUDWLRQ��HLWKHU�ZLWK�RWKHU�VWUDWHJLHV�RU�ZLWKLQ�WKH�GLIIHUHQW�SDUWV�RI�WKH�VWUDWHJ\�VXJJHVWHG�
E\�6267$&®. 

http://www.smartinsights.com/guides/digital-strategy-template-toolkit/
http://www.smartinsights.com/guides/digital-strategy-template-toolkit/
http://www.smartinsights.com/guides/digital-strategy-template-toolkit/
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:H�UHFRPPHQG�WKH�JULG�EHORZ�DV�DQ�HI¿FLHQW�ZD\�WR�HQVXUH�OLQNDJH�EHWZHHQ�JRDOV��WKH�
VLWXDWLRQ�DQDO\VLV�XVHG�WR�LQIRUP�WKHP��WKH�VWUDWHJ\�WR�LPSOHPHQW�WKHP�DQG�WKH�.3,V�XVHG�WR�
WUDFN�SHUIRUPDQFH�WRZDUGV�WDUJHWV��+HUH�DUH�VRPH�H[DPSOHV�RI�KRZ�REMHFWLYHV�FDQ�EH�OLQNHG�
to strategies and KPIs:

2EMHFWLYHV 6XEVWDQWLDWLRQ��LQIRUPHG�
E\�VLWXDWLRQ�DQDO\VLV�RU�
LQVLJKW��H[DPSOH�

Strategies to achieve 
goals

.H\�SHUIRUPDQFH�LQGL-
FDWRUV��FULWLFDO�VXFFHVV�
IDFWRUV�

1. Acquisition 

objective. Acquire 

50,000 new online 

customers this 

¿QDQFLDO�\HDU�DW�DQ�

average cost per 

DFTXLVLWLRQ��&3$��RI�

£30 with an average 

SUR¿WDELOLW\�RI���

%DVHG�RQ�JURZWK�IRUHFDVW�

EDVHG�RQ�FXUUHQW�VDOHV�RI�

�������VDOHV�SHU�\HDU��EXW�ZLWK�

LQFUHPHQWDO�VDOHV�DULVLQJ�IURP�

QHZ�DI¿OLDWH�SURJUDPPH�DQG�

6(2�GHYHORSPHQW

6WDUW�DI¿OLDWH�PDUNHWLQJ�

SURJUDPPH�DQG�LPSURYH�6(2��

([LVWLQJ�PHGLD�PL[�EDVHG�

on pay-per-click and display 

DGYHUWLVLQJ�VXSSRUWHG�E\�

RIÀLQH�PHGLD

2YHUDOO�&3$�IRU�RQOLQH�VDOHV��

,QFUHPHQWDO�QXPEHU�DQG���RI�

VDOHV�IURP�DI¿OLDWH�PDUNHWLQJ�

SURJUDPPH��1XPEHU�RI�

strategic keywords ranked 

IRU�LQ�WRS�SRVLWLRQV�LQ�QDWXUDO�

search results page

2. Acquisition (or 

conversion) objective. 

0LJUDWH�����RI�H[LVWLQJ�

customers to using 

RQOLQH�µSDSHUOHVV¶�ELOO�

payment services and 

e-mail communications 

within 3 years

([WUDSRODWLRQ�RI�FXUUHQW�

natural migration coupled with 

LQFUHDVHG�DGRSWLRQ�IURP�RIÀLQH�

direct marketing campaign

Direct marketing campaign 

using direct mail, phone 

prompts and online persuasion 

WR�HQFRXUDJH�DGRSWLRQ��8VH�RI�

incentive to encourage change

1XPEHU�DQG�SHUFHQWDJH�RI�

H[LVWLQJ�FXVWRPHUV�UHJLVWHULQJ�

WR�XVH�RQOLQH�VHUYLFH��1XPEHU�

DQG�SHUFHQWDJH�RI�FXVWRPHUV�

actively using online services 

DW�GLIIHUHQW�SRLQWV�DIWHU�LQLWLDOO\�

registering

3. Conversion 

objective. Increase the 

DYHUDJH�RUGHU�YDOXH�RI�

online sales to £42 per 

customer

*URZWK�HVWLPDWHG�EDVHG�RQ�

FXUUHQW�$29�RI�����SOXV�PRGHO�

VXJJHVWLQJ�����LQFUHDVH�LQ�

AOV

8VH�RI�QHZ�PHUFKDQGLVLQJ�

system to show users related 

µQH[W�EHVW�SURGXFW¶�IRU�GLIIHUHQW�

product categories

��RI�VLWH�YLVLWRUV�UHVSRQGLQJ�WR�

merchandising / cross-selling 

messages

4. Conversion 

objective. Increase site 

FRQYHUVLRQ�UDWH�WR�����

Model showing separate 

LQFUHDVH�LQ�FRQYHUVLRQ�IRU�QHZ�

DQG�H[LVWLQJ�FXVWRPHUV�EDVHG�

on strategies shown on the 

right

&RPELQDWLRQ�RI�VWUDWHJLHV�

 � ,QFHQWLYL]HG�H�PDLO�
IROORZ�XS�RQ�FKHFNRXW�
DEDQGRQPHQWV�IRU�QHZ�
customers

 � ,QWURGXFWLRQ�RI�PRUH�
competitive pricing 
VWUDWHJ\�RQ�EHVW�VHOOHUV

 � AB and multivariate 
PHVVDJLQJ�LPSURYHPHQW�RI�
landing pages

 � 5H¿QHPHQW�WR�TXDOLW\�RI�
WUDI¿F�SXUFKDVHG�WKURXJK�
pay-per-click programme

Variations in conversion rates 

IRU�QHZ�DQG�H[LVWLQJ�FXVWRPHUV�

LQ�GLIIHUHQW�SURGXFW�FDWHJRULHV

5. Retention objective. 

Increase annual 

repeat new customer 

FRQYHUVLRQ�UDWH�E\����

%XVLQHVV�FDVH�EDVHG�RQ�

OLPLWHG�SHUVRQDOL]DWLRQ�RI�RIIHUV�

to encourage repeat purchases 

via e-mail.

 � 'HOLYHU\�RI�SHUVRQDOL]HG�
SURGXFW�RIIHUV�E\�H�PDLO

 � ���VHFRQG�SXUFKDVH�
discount voucher

 � Increased conversion rate 
RI�UHWHQWLRQ�H�PDLO�FRQWDFW�
programme

 � &RQYHUVLRQ�WR�VDOH�IRU�
second purchase discount 
campaigns
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2EMHFWLYHV 6XEVWDQWLDWLRQ��LQIRUPHG�
E\�VLWXDWLRQ�DQDO\VLV�RU�
LQVLJKW��H[DPSOH�

Strategies to achieve 
goals

.H\�SHUIRUPDQFH�LQGL-
FDWRUV��FULWLFDO�VXFFHVV�
IDFWRUV�

6. Growth objective. 

Increase new prospects 

UHFRPPHQGHG�E\�

IULHQGV��YLUDO�PDUNHWLQJ�

RU�µPHPEHU�JHW�

PHPEHU¶��E\��������

per annum

0RGHO�EDVHG�RQ�HQFRXUDJLQJ�

���RI�FXVWRPHUV�WR�

UHFRPPHQG�IULHQGV�DQQXDOO\�

�EDVHG�RQ�WULDO�VFKHPH�

6XSSRUWHG�E\�GLUHFW�PDLO�

and e-mail recommendation 

programme

 � Response rate to direct mail 
campaign

5HFRPPHQGHG�UHVRXUFH"� 60$57�REMHFWLYHV�6WUDWHJLHV�JULG�
The Smart Insights digital marketing toolkit contains a 60$57�2EMHFWLYHV�VWUDWHJLHV�JULG 
ZLWK�H[DPSOHV�IRU�\RX�WR�DPHQG�IRU�\RXU�EXVLQHVV�RU�\RXU�FOLHQWV�

7KH�NH\�HOHPHQWV�RI�GLJLWDO�VWUDWHJ\�LQYROYH�UHYLVLWLQJ�DQG�DOLJQLQJ�WKH�PDLQ�WKUXVW�RI�\RXU�
PDUNHWLQJ�VWUDWHJ\�LQ�DQ�RQOLQH�FRQWH[W��PDNH�VXUH�\RX�GUDZ�IURP�RWKHU�SODQV��LI�WKHUH�LVQ¶W�
one then use these headers. Don’t get drawn into the details at this stage. That’s the tactics.

%XW�\RX�PD\�ZDQW�WR�VXPPDULVH�WKH�HVVHQFH�RI�VRPH�RU�DOO�RI�WKH�GLJLWDO�VWUDWHJLHV�EHORZ���
+RZ�DUH�\RX�JRLQJ�WR�OHYHUDJH�WKH�SRWHQWLDO�RI�GLJLWDO�PDUNHWLQJ�WR�\RXU�EXVLQHVV��DQG�KRZ�
GRHV�WKDW�PHHW�WKH�REMHFWLYHV"�7KLV�LV�DERXW�\RXU�approach only, not the detail. 

&RQVLGHU�EUHDNLQJ�LW�GRZQ�DV�ZHOO��LW¶V�RIWHQ�HDVLHU�WR�H[SODLQ�LQ�VPDOOHU��ELWH�VL]H�FKXQNV��WKLV�
DOVR�KHOSV�ZKHQ�LW�FRPHV�WR�WDFWLFV�ZKLFK�VKRXOG�KDQJ�IURP�WKH�VWUDWHJLHV�EHORZ�

Key components of digital strategy
$V�\RX¶UH�FRQVWUXFWLQJ�\RXU�RYHUDOO�VWUDWHJ\��LW¶V�ZRUWK�WKLQNLQJ�DERXW�WKH�PDLQ�WKUXVWV�RI�
\RXU�VWUDWHJ\��:H�ZLOO�FRYHU�WKHVH�IURP�6WHS���RQZDUGV��EXW�ZH�WKRXJKW�LW�ZRXOG�EH�XVHIXO�
WR�LQWURGXFH�WKH�PDLQ�SDUWV�KHUH�DQG�\RX�FDQ�VWDUW�RXWOLQLQJ�D�ORQJHU�IRUP�GLJLWDO�PDUNHWLQJ�
SODQ�LQ�D�:RUG�GRFXPHQW�LI�\RX�ZDQW�WR�XVH�WKLV�DSSURDFK�UDWKHU�WKDQ�WKH�VKRUWHU�VXPPDULHV�
PHQWLRQHG�VR�IDU��

<RX�ZLOO�UHFRJQLVH�PDQ\�RI�WKHVH�IURP�WUDGLWLRQDO�PDUNHWLQJ�SODQQLQJ��,Q�PDQ\�ZD\V�GLJLWDO�
VWUDWHJ\�LV�DERXW�UHYLVLQJ�H[LVWLQJ�PDUNHWLQJ�FRPPXQLFDWLRQV�DSSURDFKHV�ZKLFK�VXLW�WKH�
XQLTXH�FKDUDFWHU�RI�WKH�RQOLQH�PDUNHWSODFH�DQG�FRPPXQLFDWLRQV�

http://www.smartinsights.com/guides/digital-strategy-template-toolkit/
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5HFRPPHQGHG�UHVRXUFH"� Word Strategy planning template
The Smart Insights digital marketing toolkit contains a Word Strategy planning template. 
This is a simple template using the SOSTAC® planning headings and prompts to help you 
FUHDWH�D�ORQJ�IRUP�:RUG�SODQQLQJ�GRFXPHQW�

A. Targeting and segmentation
 � A company’s online customers have different demographic characteristics, needs and 
EHKDYLRXUV�WR�LWV�RIÀLQH�FXVWRPHUV��,W�IROORZV�WKDW�GLIIHUHQW�DSSURDFKHV�WR�VHJPHQWDWLRQ�
PD\�EH�UHTXLUHG�DQG�VSHFL¿F�VHJPHQWV�PD\�QHHG�WR�EH�VHOHFWLYHO\�WDUJHWHG�WKRXJK�
VSHFL¿F�FRQWHQW�DQG�PHVVDJLQJ�RQ�\RXU�VLWH�RU�HOVHZKHUH�RQ�WKH�ZHE��7KLV�FDSDELOLW\�IRU�
³PLFUR�WDUJHWLQJ´�LV�RQH�RI�WKH�ELJJHVW�EHQH¿WV�RI�GLJLWDO�PDUNHWLQJ�

 � 6SHFL¿F�WDUJHWLQJ�DSSURDFKHV�WR�DSSO\�RQOLQH�LQFOXGH��GHPRJUDSKLF��YDOXH�EDVHG��
lifecycle and behavioural personalisation. 

B. Positioning
 � +RZ�GR�\RX�SRVLWLRQ�\RXU�RQOLQH�SURGXFWV�DQG�VHUYLFHV�LQ�WKH�FXVWRPHU¶V�PLQG"�

 � 5HLQIRUFLQJ�\RXU�FRUH�SURSRVLWLRQ��+RZ�GR�\RX�SURYH�\RXU�FUHGLELOLW\"

 � 'H¿QH�\RXU�RQOLQH�YDOXH�SURSRVLWLRQ��7KLV�VKRXOG�ÀRZ�IURP�\RXU�SRVLWLRQLQJ�DQG�EH�ZKDW�
the customer sees immediately when they interact with you online.

 � 'H¿QH�WKHVH�LQ�NH\�PHVVDJHV�IRU�GLIIHUHQW�DXGLHQFHV��H�J��SURVSHFWV�DJDLQVW�H[LVWLQJ�
FXVWRPHUV��VHJPHQWV�ZLWK�GLIIHUHQW�YDOXH�

 � <RX�QHHG�FOHDU�PHVVDJLQJ�KLHUDUFKLHV�WR�HIIHFWLYHO\�FRPPXQLFDWH�\RXU�SRVLWLRQLQJ�ERWK�LQ�
RQOLQH�DQG�RIÀLQH�PHGLD�

C. Proposition and the marketing mix 
7KLQN�DERXW�WKH�GLJLWDO�PDUNHWLQJ�PL[���KRZ�FDQ�\RX�SURYLGH�GLIIHUHQWLDO�YDOXH�WR�FXVWRPHUV�
through varying the 4Ps online through Product, Price, Promotion and Place and how 
can you add value through service. And don’t forget what PR Smith calls the Eighth P of 
“Partnering”

Particularly if you sell online, you will want to explain how you will modify the marketing mix. 
)RU�H[DPSOH�

 � Product. Can you offer a different product range online. How can you add value to 
products through additional content or online services?

 � Price. Review your pricing and consider differential pricing for online products or 
services.

 � Place. Identify your online distribution issues and challenges. Should you create new 
intermediaries or portals or partner with existing sites?

 � Promotion. Discuss the problems and opportunities of the online communications mix. 

http://www.smartinsights.com/guides/digital-strategy-template-toolkit/
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These will be detailed in the acquisition and retention communications strategies. Review 
approaches for online promotions and merchandising to increase sales.  You may want to 
include exclusive promotions to support the growth of different digital channels, i.e. email, 
mobile, Facebook, Twitter.

 � People��&DQ�\RX�XVH�DXWRPDWHG�WRROV�VXFK�DV�)$4�WR�GHOLYHU�³ZHE�VHOI�VHUYLFH´�RU�
VKRXOG�\RX�SURYLGH�RQOLQH�FRQWDFW�SRLQWV�WKURXJK�/LYH�&KDW�RU�3KRQH�&DOO�EDFN"

 � Processes. List the components of process and understand the need to integrate them 
into a system.

 � Physical evidence. Identify the digital components that give ‘evidence’ to customers of 
your credibility such as awards and testimonials

 � Partners. The eighth P. So much of marketing today is based on strategic partnerships, 
marketing marriages and alliances that we have added this ‘P’ in as a vital ingredient in 
today’s marketing mix.

D. Brand strategy 
Gaining ‘street cred’ online is now paramount to success, how and where are you going to do 
WKDW���EUDQG�IDYRXUDELOLW\�IROORZV�FUHGLELOLW\�DQG�WUXVW��6R�\RX�QHHG�WR�XQGHUVWDQG�WKH�UHDVRQV�
to engage with your brand, why will people interact  and recommend, or not? How will you 
demonstrate credibility online"

E. Online representation or presence
7KLV�LQFOXGHV�\RXU�³RZQHG�PHGLD´�ZKLFK�ZH�H[SODLQ�DW�WKH�VWDUW�RI�VWHS����,W�LQFOXGHV�\RXU�
ZHE�VLWH�VWUDWHJ\��RQH�VLWH�RU�IRXU��VXE�GRPDLQV��ZKDW�DUH�WKH�VLWH�JRDOV�DQG�KRZ�ZLOO�WKH\�
EH�DFKLHYHG�����DQG�SULRULWLHV�IRU�VRFLDO�SUHVHQFHV��2XU�GLJLWDO�PDUNHWLQJ�UDGDU��KWWS���ELW�O\�
smartradar) helps you prioritise your online presence to reach and engage your audience. 

F. Content and engagement strategy 
Ask which content will feature to gain initial interest, support the buying process (text and 
rich media product content and tools) and stickiness and to promote return visits (blogs 
DQG�FRPPXQLW\���5HPHPEHU�XVHU�JHQHUDWHG�FRQWHQW�WRR��VXFK�DV�UHYLHZV��UDWLQJV�DQG�
FRPPHQWV��<RX�ZLOO�KDYH�WR�SULRULWLVH�FRQWHQW�W\SHV�DQG�HQVXUH�\RX�GHYRWH�VXI¿FLHQW�UHVRXUFH�
to it to create quality content which helps you compete. All effective online companies see 
themselves as publishers!

G. Digital channel acquisition communications strategy 
2XWOLQH�KRZ�\RX�ZLOO�DFTXLUH�WUDI¿F��ZKDW�DUH�WKH�PDLQ�DSSURDFKHV�\RX�ZLOO�XVH"�'RQ¶W�IRUJHW�
WR�FRQVLGHU�KRZ�\RX�GULYH�YLVLWRUV�WKURXJK�RIÀLQH�PHGLD�DQG�LQWHJUDWHG�FDPSDLJQV��

.H\�GLJLWDO�PHGLD�FKDQQHOV�IRU�WUDI¿F�DFTXLVLWLRQ�LQFOXGH�

 � 6HDUFK�HQJLQH�PDUNHWLQJ��QDWXUDO�DQG�SDLG�

 � 6RFLDO�PHGLD�PDUNHWLQJ�DQG�RQOLQH�35��WKLQN�EUDQG�VWUDWHJ\�

 � 3DUWQHU�DQG�DI¿OLDWH�PDUNHWLQJ

 � Display advertising

 � (PDLO�PDUNHWLQJ�WR�OHDGV�GDWDEDVH

+HUH�IRU�UHIHUHQFH�DUH�WKH�NH\�GLJLWDO�FKDQQHOV�ZH¶OO�UHYLHZ�LQ�6WHS���DQG�RXU�RWKHU�JXLGHV��

http://bit.ly/smartradar
http://bit.ly/smartradar
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H. Digital channel conversion strategy
+RZ�GRHV�WKH�XVHU�H[SHULHQFH��ZKLFK�GHSHQGV�RQ�LQIRUPDWLRQ�DUFKLWHFWXUH���SDJH�WHPSODWH�
GHVLJQ��PHUFKDQGLVLQJ��PHVVDJLQJ�DQG�SHUIRUPDQFH�KHOS�\RX�PDNH�LW�HDV\�IRU�YLVLWRUV�WR�
HQJDJH�DQG�FRQYHUW"

I. Digital channel retention communications strategy 
2IWHQ�QHJOHFWHG��ZKDW�ZLOO�EH�WKH�PDLQ�RQOLQH�DQG�RIÀLQH�WDFWLFV�WR�HQFRXUDJH�UHSHDW�YLVLWV�
DQG�VDOHV"�$JDLQ�LQWHJUDWHG�FDPSDLJQV�LQYROYLQJ�RIÀLQH�WRXFKSRLQWV�DUH�FUXFLDO�KHUH�

J. Data strategy
:KDW�DUH�\RXU�JRDOV�LQ�SHUPLVVLRQ�PDUNHWLQJ�DQG�GDWD�FDSWXUH���ZKDW�ZKHUH�KRZ�ZKHQ�ZK\��
what tools and value adds are you going to use? You might alternatively reference these in 
the conversion strategy. Some of the practical implications here are covered in steps 6 and 7.

How do you improve the quality of your customer data across channels to help increase the 
relevance of your messages through personalisation

K. Integration strategy
How you integrate traditional and digital channels should run through every section of your 
strategy since it’s key to success. One way to structure this is to map customer journeys 
across channels as channel chains.

L. Social media marketing strategy
We would argue that social media marketing is part of a broader customer engagement 
strategy plus brand, acquisition, conversion and retention strategies, but many organisations 
are grappling with how they get value from this, so it may help to develop an overall social 
media marketing strategy.

M. Digital marketing governance strategy
In larger organisations how you manage digital marketing is a big challenge. Questions 
that the governance strategy seeks to answer are how do we manage internal and external 
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resources through changes to structures and skills needed for digital and multichannel 
marketing.

Benchmarking your capabilities compared to your competitors
 � Q. Marketing capabilities scored and compared to competitors"

:H¶UH�ELJ�IDQV�RI�VFRULQJ�WKH�FXUUHQW�GLJLWDO�PDUNHWLQJ�FDSDELOLWLHV�RI�D�FRPSDQ\��VR�\RX�FDQ�
VKRZ�\RXU�FROOHDJXHV�KRZ�\RXU�GLIIHUHQW�GLJLWDO�PDUNHWLQJ�DFWLYLWLHV�UDWH�QRZ�DQG�KRZ�WKH\�
QHHG�WR�EH�LPSURYHG�LQ�IXWXUH��7KLV�LV�D�FRUH�WHFKQLTXH�IRU�DUJXLQJ�IRU�DGGLWLRQDO�LQYHVWPHQW�
LQ�GLJLWDO�PDUNHWLQJ�DQG�IRU�UHSRUWLQJ�RQ�SURJUHVV��

Strategy Recommendation 7 6FRUH�\RXU�GLJLWDO�FDSDELOLWLHV�WR�UHYLHZ�KRZ�\RX�FDQ�LPSURYH�
DQG�WR�ZLQ�WKH�FDVH�IRU�LQYHVWPHQW
8VH�WKH�VWDJHV�LQ�WKH�SODQQLQJ�IUDPHZRUN�WR�KHOS�FUHDWH�WKH�GLIIHUHQW�SDUWV�RI�\RXU�SODQ��
<RX�VKRXOG�DOVR�DVVHVV�DQG�LPSURYH�WKH�FDSDELOLWLHV�RI�\RXU�RUJDQLVDWLRQ�LQ�HDFK�DVSHFW�RI�
the plan.

<RX�PD\�EH�LQWHUHVWHG�WR�NQRZ�WKDW�WKLV�DSSURDFK�RULJLQDWHG�YLD�VRIWZDUH�SURFHVV�FDSDELOLW\�
PDWXULW\�PRGHOV�GHYLVHG�E\�&DUQHJLH�0HOORQ�6RIWZDUH�(QJLQHHULQJ�,QVWLWXWH1. These are used 
WR�KHOS�RUJDQL]DWLRQV�LPSURYH�WKHLU�VRIWZDUH�GHYHORSPHQW�SUDFWLFHV�E\�HYDOXDWLQJ�WKHP�XVLQJ�
GLIIHUHQW�FULWHULD�RI�KRZ�ZHOO�WKHLU�SURFHVVHV�ZRUN��IRU�H[DPSOH�

 ; Level 1. Unmanaged.
 ; Level 2. Managed.
 ; /HYHO����'H¿QHG�
 ; Level 4. Quantitatively Managed.
 ; /HYHO����2SWLPL]LQJ�

5HFRPPHQGHG�UHVRXUFH"� Smart Insights Benchmarking Tools 
:H�KDYH�GHYHORSHG�D�VHULHV�RI�WRROV�WR�KHOS�GHYHORS�VWUDWHJ\�DQG�WR�PDNH�WKH�FDVH�IRU�
more investment in digital marketing. These are:

 ; Digital Marketing Healthcheck��6FRUH�\RXU�FRPSDQ\�RU�FOLHQWV�LQ�WKH���NH\�DUHDV�RI�
35$&(��7KLV�LV�PRUH�VXLWHG�WR�VPDOO�DQG�PHGLXP�VL]HG�FRPSDQLHV�

 ; Digital marketing audit��$�PRUH�GHWDLOHG�VSUHDGVKHHW�EDVHG�WHFKQLTXH�IRU�DVVHVVLQJ�D�
company in 6 key areas. More suited to larger organisations.

 ; Business case template��,PSURYHPHQW�QHHGHG�FDQ�EH�MXVWL¿HG�WKURXJK�WKLV�WHPSODWH�
DQG�WKH�FRPSDQLRQ�(ERRN�

1 &00,�,QVWLWXWH��%HQH¿WV�RI�&00,

http://www.smartinsights.com/guides/start-here-free-interactive-marketing-health-check/
http://www.smartinsights.com/guides/digital-marketing-benchmarking/
http://www.smartinsights.com/guides/business-case-template/
http://cmmiinstitute.com/results/benefits-of-cmmi/
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Step 2  
Understand your ecosystems 

 � Q. Marketplace reviewed for growth opportunities and threats"

7R�GHYHORS�D�VRXQG�GLJLWDO�VWUDWHJ\�WRGD\�LQYROYHV�XQGHUVWDQGLQJ�D�PRUH�FRPSOH[��PRUH�
FRPSHWLWLYH�EX\LQJ�HQYLURQPHQW�WKDQ�HYHU�EHIRUH��3UHYLRXVO\��PDUNHWHUV�KDYH�WDONHG�DERXW�
PDUNHWSODFH�DQG�VLWXDWLRQ�DQDO\VLV��EXW�WKHVH�WHUPV�KDUN�EDFN�WR�SUHYLRXV�WLPHV�ZKHQ�OLIH�
DQG�FRPPHUFH�ZHUH�VLPSOHU��7RGD\��LW¶V�EHFRPLQJ�PRUH�FRPPRQ��SDUWLFXODUO\�DPRQJVW�86�
LQYHVWPHQW�FLUFOHV��WR�WDON�DERXW�HFRV\VWHPV�GHVFULELQJ�WKH�GLIIHUHQW�W\SHV�RI�PHGLD��ZHEVLWHV�
DQG�RWKHU�GLJLWDO�SODWIRUPV�WKDW�GLJLWDO�FKDQQHO�XVHUV�LQWHUDFW�ZLWK��

:KDW�LV�LW"� Company online ecosystem 
7KH�G\QDPLF�LQWHUDFWLRQV�DQG�GHSHQGHQFLHV�EHWZHHQ�GLIIHUHQW�GLJLWDO�PHGLD�XVLQJ�GLIIHUHQW�
GLJLWDO�WHFKQRORJ\�SODWIRUPV�VXFK�DV�PRELOH��7KHVH�IRUP�WKH�PHGLD�RSWLRQV�IRU�UHDFKLQJ�
and interacting with online audiences.

6R�ZH�VWDUW�6WHS���ZLWK�DQ�LQWURGXFWLRQ�WR�WKH�GLIIHUHQW�PHGLD�RSWLRQV�IRU�WKH�PRGHUQ�GLJLWDO�
marketplace. This is important, since ZLWK�WKH�ULVH�LQ�LPSRUWDQFH�RI�VRFLDO�PHGLD�DQG�RQOLQH�
35��ZH¶UH�VHHLQJ�PRUH�FRPSDQLHV�FKDQJH�WKHLU�PHWKRG�RI�EXGJHWLQJ�DQG�UHSRUWLQJ�WR�UHÀHFW�
WKH�W\SHV�RI�VLWHV�ZKHUH�DXGLHQFHV�VSHQG�WKHLU�WLPH�RQOLQH��7KH�WUHQG�LV�WR�UHYLHZ�WKHLU�
LQYHVWPHQWV�LQ�PHGLD�EXFNHWV�RI�HDUQHG��VKDUHG�DQG�SDLG��ZKLFK�HDFK�JLYH�RSSRUWXQLWLHV�WR�
LQÀXHQFH�FXVWRPHUV��

,W¶V�D�SRVLWLYH�PRYH�VLQFH�LW�SRVHV�TXHVWLRQV�DERXW�KRZ�EHVW�WR�PHDVXUH�WKH�UHWXUQV�IURP�
social media and PR and set investments at the right level. 

7KH�LQWHUVHFWLRQ�EHWZHHQ�WKHVH�QHZ�³FKDQQHOV´�LV�VKRZQ�E\�WKLV�GLDJUDP��,W¶V�D�JUHDW�ZD\�WR�
WKLQN�DERXW�\RXU�RQOLQH�UHSUHVHQWDWLRQ�

Paid
media

  Earned 
  media

Owned 
media

Paid search
Display ads
��,liate marketing
Digital signage

PARTNER NETWORKS
Publisher editorial

"-uencer outreach 
Word-of-mouth
Social networks

DIGITAL PROPERTIES
Website(s)
Blogs
Mobile apps
Social presence

Atomisation
of content 
into ads

Paid 
placements

7KH�PDLQ�W\SHV�RI�PHGLD�FKDQQHOV�\RX�QHHG�WR�FRQVLGHU�WRGD\�DV�SDUW�RI�D�GLJLWDO�VWUDWHJ\�
are:

 ; 1. Paid media��6LPSOH��3DLG�RU�ERXJKW�PHGLD�DUH�PHGLD�ZKHUH�WKHUH�LV�LQYHVWPHQW�WR�
SD\�IRU�YLVLWRUV��UHDFK�RU�FRQYHUVLRQV�WKURXJK�VHDUFK��GLVSOD\�DG�QHWZRUNV�RU�DI¿OLDWH�
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PDUNHWLQJ��2IÀLQH�WUDGLWLRQDO�PHGLD�OLNH�SULQW�DQG�79�DGYHUWLVLQJ�DQG�GLUHFW�PDLO�UHPDLQ�
LPSRUWDQW��DFFRXQWLQJ�IRU�WKH�PDMRULW\�RI�SDLG�PHGLD�VSHQG�

 ; 2. Earned media��7UDGLWLRQDOO\��HDUQHG�PHGLD�KDV�EHHQ�WKH�QDPH�JLYHQ�WR�SXEOLFLW\�
JHQHUDWHG�WKURXJK�35�LQYHVWHG�LQ�WDUJHWLQJ�LQÀXHQFHUV�WR�LQFUHDVH�DZDUHQHVV�DERXW�D�
EUDQG��2I�FRXUVH��LW¶V�VWLOO�DQ�LQYHVWPHQW��1RZ�HDUQHG�PHGLD�DOVR�LQFOXGHV�ZRUG�RI�PRXWK�
WKDW�FDQ�EH�VWLPXODWHG�WKURXJK�YLUDO�DQG�VRFLDO�PHGLD�PDUNHWLQJ�DQG�LQFOXGHV�
FRQYHUVDWLRQV�LQ�VRFLDO�QHWZRUNV��EORJV�DQG�RWKHU�FRPPXQLWLHV��,W¶V�XVHIXO�WR�WKLQN�RI�
HDUQHG�PHGLD�DV�GHYHORSHG�WKURXJK�GLIIHUHQW�W\SHV�RI�SDUWQHUV�VXFK�DV�SXEOLVKHUV��
EORJJHUV�DQG�RWKHU�LQÀXHQFHUV�LQFOXGLQJ�FXVWRPHU�DGYRFDWHV��7KLQN�RI�HDUQHG�PHGLD�
DV�GLIIHUHQW�IRUPV�RI�FRQYHUVDWLRQV�EHWZHHQ�FRQVXPHUV�DQG�EXVLQHVVHV�RFFXUULQJ�ERWK�
RQOLQH�DQG�RIÀLQH��

 ; 3. Owned media��7KLV�LV�PHGLD�RZQHG�E\�WKH�EUDQG��2QOLQH�WKLV�LQFOXGHV�D�FRPSDQ\¶V�
RZQ�ZHEVLWHV��EORJV��PRELOH�DSSV�RU�WKHLU�VRFLDO�SUHVHQFH�RQ�)DFHERRN��/LQNHG�,Q�RU�
7ZLWWHU��2IÀLQH�RZQHG�PHGLD�PD\�LQFOXGH�EURFKXUHV�RU�UHWDLO�VWRUHV��

,W¶V�XVHIXO�WR�WKLQN�RI�D�FRPSDQ\¶V�RZQ�SUHVHQFH�DV�PHGLD�LQ�WKH�VHQVH�WKDW�WKH\�DUH�DQ�
DOWHUQDWLYH�LQYHVWPHQW�WR�RWKHU�PHGLD�DQG�WKH\�RIIHU�RSSRUWXQLWLHV�WR�SURPRWH�SURGXFWV�XVLQJ�
VLPLODU�DG�RU�HGLWRULDO�IRUPDWV�WR�RWKHU�PHGLD��,W�HPSKDVLVHV�WKH�QHHG�IRU�DOO�RUJDQLVDWLRQV�WR�
EHFRPH�PXOWL�FKDQQHO�SXEOLVKHUV��

<RX�FDQ�VHH�RQ�WKH�GLDJUDP�DERYH�WKDW�WKHUH�LV�RYHUODS�EHWZHHQ�WKH�WKUHH�GLIIHUHQW�W\SHV�
RI�PHGLD��,W�LV�LPSRUWDQW�WR�QRWH�WKLV�VLQFH�DFKLHYLQJ�WKLV�RYHUODS�UHTXLUHV�LQWHJUDWLRQ�RI�
FDPSDLJQV��UHVRXUFHV�DQG�LQIUDVWUXFWXUH��&RQWHQW�RQ�D�FRQWHQW�KXE�RU�VLWH�FDQ�EH�EURNHQ�
GRZQ��DWRPLVHG��DQG�VKDUHG�EHWZHHQ�RWKHU�PHGLD�W\SHV�WKURXJK�ZLGJHWV�SRZHUHG�E\�
SURJUDP�DQG�GDWD�H[FKDQJH�$3,V�VXFK�DV�WKH�)DFHERRN�$3,�

'H¿QH�\RXU�PDUNHWSODFH�PDS
 � Q. Marketplace reviewed"�

<RXU�RQOLQH�PDUNHWSODFH�ZKHUH�\RX�FRPSHWH�IRU�HQJDJHPHQW�DQG�FRPPHUFH�LV�VKDSHG�E\�
WKH�QHHGV�RI�FXVWRPHUV�DQG�KRZ�VHUYLFHV�DUH�SURYLGHG�WR�WKHP�WKURXJK�WKH�FRPSHWLWRUV��
LQWHUPHGLDULHV��LQÀXHQFHUV�

$�EXVLQHVV�RZQHU�RU�PDUNHWLQJ�PDQDJHU�ZKR�KDV�ZRUNHG�ZLWK�D�FRPSDQ\�IRU�D�ZKLOH�ZLOO�
NQRZ�WKHLU�WUDGLWLRQDO�PDUNHWSODFH�LQVLGH�RXW��EXW�SHUKDSV�QRW�WKHLU�RQOLQH�PDUNHWSODFH��
7KLV�FDQ�EH�TXLWH�GLIIHUHQW�LQ�WHUPV�RI�FXVWRPHU�QHHGV�DQG�EHKDYLRXUV��LQÀXHQFHUV�DQG�
FRPSHWLWRUV�IRU�LQWHUDFWLRQV�DQG�VDOHV�

6LQFH�WKH�RQOLQH�PDUNHWSODFH�LV�OHVV�IDPLOLDU�DQG�FRQVWDQWO\�HYROYLQJ�ZH�VXJJHVW�\RX�
FUHDWH�D�PDUNHWSODFH�PDS�WR�XQGHUVWDQG�\RXU�PDLQ�FXVWRPHU�EHKDYLRXUV��FRPSHWLWRUV�DQG�
LQÀXHQFHUV��7KLV�LV�HVVHQWLDO�IRU�FRQVXOWDQWV�DQG�DJHQFLHV�ZRUNLQJ�ZLWK�D�QHZ�FOLHQW�RU�QHZ�
marketplace.

Strategy Recommendation 8 Create a marketplace map to summarise your understanding 
RI�WKH�G\QDPLF�RQOLQH�PDUNHWSODFH�
3XW�WKH�FXVWRPHUV¶�FXUUHQW�XVH�RI�WHFKQRORJ\�DQG�KRZ�WKH\�ZLOO�LQWHUDFW�ZLWK�\RXU�EUDQG�DW�
WKH�KHDUW�RI�\RXU�VWUDWHJ\�

7KLV�GLDJUDP�H[SODLQV�WKH�PDLQ�SOD\HUV�LQ�WKH�PDUNHWSODFH�\RX�QHHG�WR�UHYLHZ�
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6RXUFH��&KDIIH\�HW��DO���������'LJLWDO�0DUNHWLQJ��6WUDWHJ\��,PSOHPHQWDWLRQ�DQG�3UDFWLFH�
)7�3UHQWLFH�+DOO���th edition��:LWK�SHUPLVVLRQ��3HDUVRQ�(GXFDWLRQ�

7KHQ�\RX�QHHG�WR�GULOO�GRZQ�WR�UHYLHZ�WKH�GLIIHUHQW�PDUNHWSODFH�LQÀXHQFHV�LQ�PRUH�GHWDLO�

5HYLHZ�PDLQ�PDUNHWSODFH�LQÀXHQFHV
 � 4��0DLQ�PDUNHWSODFH�LQÀXHQFHV�UHYLHZHG"

A. Our customers
Always start with the customer, their characteristics, behaviours, needs and wants. Your 
DQDO\VLV�VKRXOG�GH¿QH��

 � Options for segmenting and targeting. You should apply your traditional segments, 
EXW�DOVR�FRQVLGHU�WKH�QHZ�PLFURWDUJHWLQJ�RSWLRQV�DYDLODEOH�RQOLQH�±�VHH�KWWS���ELW�O\�
smarttargeting. 

 � Ideal customers��&KDUDFWHULVWLFV�VXPPDULVHG�LQ�QDPHG�SHUVRQDV��FRYHUHG�LQ�WKH�
WDUJHWLQJ�VHFWLRQ��DUH�XVHIXO�WR�JHW�VWDUWHG��WKLQN�DERXW�GHPRJUDSKLFV��VHDUFKLQJ�DQG�
SURGXFW�VHOHFWLRQ�EHKDYLRXUV�DQG�XQPHW�QHHGV���GHWDLO�KHUH�LV�YHU\�XVHIXO�WR�WDON�DERXW�
³:KDW�ZRXOG�-RKQ�GR���RU�WKLQN�DERXW���´��$OVR�FRQVLGHU�ZKDW�\RXU�GDWD�WHOOV�\RX�LQ�UHJDUG�
WR�\RXU�PRVW�SUR¿WDEOH��DQG�SRWHQWLDOO\�SUR¿WDEOH�FXVWRPHUV�

 � Target search behaviours��6HDUFK�PDUNHWLQJ�LV�VWLOO�UHDOO\�LPSRUWDQW�DV�D�GULYHU�RI�OHDGV�
DQG�VDOHV�VR�PDNH�VXUH�\RX�KDYH�JRRG�TXDOLW\�NH\SKUDVH�DQDO\VLV�DQG�DQ�LGHD�RI�KRZ�
\RX�DUH�UHDFKLQJ�GHPDQG���\RXU�VKDUH�RI�VHDUFK�� 
 
:KDW�LV�LW"� Keyphrase analysis
.H\SKUDVH�DQDO\VLV�LQYROYHV�LGHQWLI\LQJ�WKH�NH\SKUDVHV�\RXU�FXVWRPHUV�DUH�OLNHO\�WR�
XVH�ZKHQ�VHDUFKLQJ�IRU�\RXU�SURGXFWV�RU�VHUYLFHV�DQG�WKH�VHTXHQFH�WKH\�XVH�EHIRUH�
FRQYHUVLRQ��3RWHQWLDO�NH\SKUDVHV�WR�EH�XVHG�IRU�SURPRWLRQ�DUH�WKHQ�VHOHFWHG�

 

http://bit.ly/smarttargeting
http://bit.ly/smarttargeting
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Strategy Recommendation 9 (QVXUH�\RX�KDYH�JRRG�YLVLELOLW\�RI�FXVWRPHU�VHDUFK�
EHKDYLRXU�DJDLQVW�UHVXOWV�GHOLYHUHG�
'H¿QH�WDUJHW�JURXSV�RI�WDUJHW�NH\SKUDVHV�DQG�GHYHORS�FRQWHQW�VWUDWHJLHV�WR�UHDFK�WKHVH�
audiences. 

 
7KH�PDUNHWSODFH�PDS�OD\RXW�EHORZ�LV�RXU�VXJJHVWLRQ�RQ�KRZ�\RX�FDQ�VXPPDULVH�
FXVWRPHU�LQWHUDFWLRQV�ZLWK�RQOLQH�SOD\HUV��SDUWLFXODUO\�ZKHQ�VHDUFK�LV�D�ELJ�SDUW�RI�WKHLU�
customer journey.

6RXUFH��&KDIIH\�HW��DO���������,QWHUQHW�0DUNHWLQJ��6WUDWHJ\��,PSOHPHQWDWLRQ�DQG�3UDFWLFH�
)7�3UHQWLFH�+DOO���th edition��:LWK�SHUPLVVLRQ��3HDUVRQ�(GXFDWLRQ�

B. Our market
 � Market description��)RFXV�RQ�DFWLRQDEOH�QHHGV�DQG�WUHQGV���DUH�\RX�PHHWLQJ�WKHP��
ZKDW�DUH�WKH\���WKLV�LQVLJKW�LV�XVHIXO�IRU�RWKHU�WHDPV�DQG�\RX�VKRXOG�¿QG�RXW�ZKDW�RWKHU�
WHDPV�NQRZ��ZKDW�H[DFWO\�LV�JURZLQJ�LQ�WKH�PDUNHW��LV�WKHUH�HYLGHQFH�\RX�FDQ�GUDZ�IURP

C. Our competitors
 � Benchmark online marketing mix��%HQFKPDUN�DJDLQVW�FRPSHWLWRUV�IRU�\RXU�FXVWRPHU�
SHUVRQDV��FRYHUHG�LQ�WKH�WDUJHWLQJ�VHFWLRQ��DQG�VFHQDULRV�DJDLQVW�WKH�FULWHULD�JLYHQ�LQ�WKH�
VWUDWHJ\�VHFWLRQ��LQ�SDUWLFXODU�WKHLU�PDUNHWLQJ�PL[�

 � Benchmark digital communications channel��)RU�NH\�GLJLWDO�WDFWLFV�OLNH�6(2�DQG�
VRFLDO�PHGLD�PDUNHWLQJ��LW¶V�DOVR�LPSRUWDQW�WR�EHQFKPDUN�DJDLQVW�FRPSHWLWRUV��

5HFRPPHQGHG�UHVRXUFH"� &RPSHWLWRU�EHQFKPDUNLQJ�JXLGH�
See our FRPSHWLWRU�EHQFKPDUNLQJ�JXLGH�IRU�KRZ�WR�FRPSOHWH�FRPSHWLWRU�EHQFKPDUNLQJ�
DQG�IUHH�DQG�SDLG�GDWD�VRXUFHV�

http://www.smartinsights.com/guides/competitor-benchmarking-guide/
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'��,QWHUPHGLDULHV��LQÀXHQFHUV�DQG�SRWHQWLDO�SDUWQHUV
 � Customer use of online intermediaries��5HYLHZ�FXVWRPHU�XVH�RI�GLIIHUHQW�W\SHV�RI�VLWHV�
ZKLFK�PD\�LQÀXHQFH�WKHLU�GHFLVLRQ�IRU�H[DPSOH��VHDUFK�HQJLQHV��VSHFLDOLVW�QHZV�VLWHV��
DJJUHJDWRUV��VRFLDO�QHWZRUNV�DQG�EORJJHUV��

 � ,QÀXHQFHU�VWUHQJWK��<RX�FDQ�PRQLWRU�\RXU�UHSXWDWLRQ�DFURVV�GLIIHUHQW�LQÀXHQFHUV�XVLQJ�
KWWS���ELW�O\�VPDUWUHSXWDWLRQ. 

(��:LGHU�PDFUR�HQYLURQPHQW
7KHVH�DUH�WKH�ELJ�SLFWXUH�VWUDWHJLF�LQÀXHQFHV��:H�UHFRPPHQG�\RX�GRQ¶W�JR�LQWR�WRR�PXFK�
GHSWK�RQ�WKHVH��LQVWHDG�UHYLHZ�WKH�LQÀXHQFH�RI�WKH�PDLQ�PDFUR�IDFWRUV�IRU�GLJLWDO��VRFLDO��OHJDO�
DQG�WHFKQRORJ\�LQ�WKH�FRQWH[W�RI�FXVWRPHU�DQDO\VLV�DQG�FRPSHWLWRU�EHQFKPDUNLQJ�

 � Social���KRZ�KDYH�FRQVXPHU�DWWLWXGHV�FKDQJHG"

 � Legal - checking your online marketing activities comply with privacy and online trading 
ODZV�EHIRUH�SUREOHPV�DULVH"

 � Environment���LV�\RXU�DSSURDFK�HWKLFDO�DQG�VXVWDLQDEOH�

 � Political���FDQ�\RX�WDNH�DGYDQWDJH�RI�JRYHUQPHQW�IXQGLQJ�VFKHPHV"

 � Technology���UHYLHZ�RI�WKH�ODWHVW�WHFKQRORJ\�

)��2XU�RZQ�FDSDELOLWLHV
2QFH�\RX�KDYH�ORRNHG�RXWZDUGV��RIWHQ�PLVVHG���RQO\�WKHQ�VKRXOG�\RX�WXUQ�LQZDUGV�DQG�ORRN�
DW�\RXU�RZQ�FDSDELOLWLHV�ZKLFK�FDQ�EH�VXPPDULVHG�DV�SDUW�RI�WKH�VWUHQJWKV�DQG�ZHDNQHVVHV�
on a SWOT .

Create a digital channel SWOT
 � 4��'LJLWDO�FKDQQHO�VSHFL¿F�6:27�FUHDWHG"

A�GLJLWDO�FKDQQHO�6:27�VXPPDULVHV�\RXU�RQOLQH�PDUNHWSODFH�DQDO\VLV�¿QGLQJV�$1'�OLQNV�WR�
VWUDWHJ\��,W¶V�VSHFL¿F�WR�WKH�,QWHUQHW�DQG�GLJLWDO�FKDQQHOV�UDWKHU�WKDQ�D�PRUH�JHQHUDO�6:27��

,Q�D�ODUJH�RUJDQLVDWLRQ��RU�IRU�D�PRUH�FRPSOHWH�VXPPDU\��FRPSOHWH�D�VHSDUDWH�6:27�IRU�

 ; Customer acquisition and conversion and customer development
 ; 'LIIHUHQW�EUDQGV
 ; 'LIIHUHQW�PDUNHWV
 ; 'LIIHUHQW�FRPSHWLWRUV�±�GLUHFW�DQG�LQGLUHFW
 ; :H�UHFRPPHQG�XVLQJ�D�72:6�PDWUL[�IRU�6:27��KWWS���ELW�O\�VPDUWVZRW since this helps 
LQWHJUDWH�\RXU�DQDO\VLV�ZLWK�\RXU�VWUDWHJ\�UDWKHU�WKDQ�WKH�DQDO\VLV�EHLQJ�SODFHG�RQ�WKH�
VKHOI�DQG�IRUJRWWHQ�

Here’s more detail on how we approach SWOT analysis on consulting projects. You’ll want to 
VNLS�WKLV�SDUW�LI�\RX¶YH�FRPSOHWHG�ORWV�RI�GLJLWDO�6:27�DQDO\VHV��

$�6:27�DQDO\VLV�LV�DQ�HVVHQWLDO�SDUW�RI�DQ\�EXVLQHVV�RU�PDUNHWLQJ�SODQ��,W�DOORZV�\RX�WR�
FUHDWH�D�SODQ�RI�DFWLRQ�EDVHG�QRW�RQ�ZKDW�\RX¶UH�LQWHUHVWHG�LQ�GRLQJ�RU�RQ�\RXU�JXW�IHHO��
EXW�ZKDW�\RX�QHHG�WR�GR�JLYHQ�WKH�RSSRUWXQLWLHV�SUHVHQWHG�WR�\RX�LQ�\RXU�PDUNHWSODFH��,W�
FRQVLGHUV�\RXU�FDSDELOLWLHV�IRU�PDUNHWLQJ�DJDLQVW�FRPSHWLWRUV�SOXV�ORRNV�DW�RSSRUWXQLWLHV�
created as new technologies are introduced.

:KDW�LV�D�6:27"
$V�\RX¶OO�NQRZ�LW¶V�D���;���PDWUL[�VXPPDULVLQJ�WKH�LQWHUQDO�6WUHQJWKV�DQG�:HDNQHVVHV�
DJDLQVW�H[WHUQDO�2SSRUWXQLWLHV�DQG�7KUHDWV��7KHVH�H[WHUQDO�RSSRUWXQLWLHV�DQG�WKUHDWV�DUH�

http://bit.ly/smartreputation
http://bit.ly/smartswot
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DYDLODEOH�WR�DOO�FRPSHWLWRUV�LQ�WKH�PDUNHWSODFH��

When creating a digital marketing plan, SWOT analysis is also an essential step. We think 
LW¶V�VRPHWLPHV�VHHQ�DV�DQ�DFDGHPLF�H[HUFLVH�DQG�WKHUH¶V�WKH�IHHOLQJ�WKDW�WKH�WLPH�VKRXOG�EH�
VSHQW�RQ�LPSURYLQJ�WKH�H[HFXWLRQ�RI�WKH�WDFWLFV�OLNH�HPDLO�RU�VHDUFK�PDUNHWLQJ�RU�LPSURYLQJ�
the site. 

Strategy Recommendation 10 &UHDWH�D�72:V�GLJLWDO�6:27�PDWUL[
:KHQ�ZH�GHYHORS�6:27��ZH�¿QG�WKH�VR�FDOOHG�72:V�PDWUL[�DSSURDFK�LQYDOXDEOH��7KH�
SRZHU�RI�WKH�72:6�PDWUL[�IRUPDW�LV�LQ�WKH�ZD\�LW�QRW�RQO\�SURYLGHV�D�JUHDW�VXPPDU\��EXW�
also helps you create strategic options to help you compete.

5HFRPPHQGHG�UHVRXUFH"� 6:27�72:V�PDWUL[�
The Smart Insights digital marketing toolkit contains a 60$57�72:V�PDWUL[ with 
3RZHUSRLQW�DQG�:RUG�H[DPSOHV�IRU�\RX�WR�DPHQG�IRU�\RXU�EXVLQHVV�RU�\RXU�FOLHQWV�

7KH�H[DPSOH�EHORZ�VKRZV�KRZ�LW�UHYLHZV�QRW�RQO\�WKH�VLWXDWLRQ�LQ�LQWHUQDO�VWUHQJWKV�DQG�
ZHDNQHVVHV�DQG�H[WHUQDO�RSSRUWXQLWLHV�DQG�WKUHDWV�DURXQG�WKH�HGJH��EXW�DOVR�VKRZV���ER[�
IRU�FUHDWLQJ�VWUDWHJLHV�WR�VXFFHHG�LQ�WKH�PDUNHWSODFH�

So make sure your SWOT or SWOTs are: 

 ; ���%DVHG�RQ�H[LVWLQJ�6:27�IRU�WKH�EXVLQHVV�
 ; ���8VHV�D�72:V�PDWUL[�DSSURDFK
 ; ���,V�FUHDWHG�VSHFL¿F�IRU�GLJLWDO�PDUNHWLQJ�FKDQQHO�
 ; 4. Considers key digital marketing activities
 ; ���+DYH�IXUWKHU�GHWDLOV�RQ�VSHFL¿F�PDUNHWV�DV�UHTXLUHG�E\�WKH�VL]H�RI�WKH�FRPSDQ\

7KH�6:27�DQDO\VLV�ZLOO�JLYH�\RX�WKH�VWUDWHJLF�YLHZ�RI�WKH�PDLQ�RSSRUWXQLWLHV�DQG�FKDOOHQJHV�
DYDLODEOH�IURP�RQOLQH�PDUNHWLQJ��7KH�KLJK�OHYHO�YLHZ�ZLOO�KHOS�\RX�VHH�WKH�PRVW�LPSRUWDQW�
LVVXHV�ZKLFK�QHHG�WR�EH�PDQDJHG�IRU�\RXU�RQOLQH�VXFFHVV�

Best Practice Tip 3 *HQHUDWH�\RXU�6:27�DFURVV�WKH�IXOO�UDQJH�RI�WKH�FXVWRPHU�OLIHF\FOH�
8VH�WKH�SDUWV�RI�RXU�5$&(�IUDPHZRUN�SOXV�EUDQG�SRVLWLRQLQJ�DQG�JRYHUQDQFH�WR�UHYLHZ�DOO�
WKH�GLJLWDO�VWUDWHJ\�LVVXHV�WR�EH�PDQDJHG�

http://www.smartinsights.com/guides/digital-strategy-template-toolkit/


M
anaging digital 

strategy
G

etting new
  

custom
ers

K
eeping custom

ers 
loyal

P
roposition

Targeting
'
H¿QH�\RXU 

future
U

nderstanding 
your ecosystem

© Smart Insights (Marketing Intelligence) Limited. Please go to www.smartinsights.com to feedback or access our other guides.

7 Steps to Digital Marketing Strategy

�
25

3

:KLOH�DQ\�IRUP�RI�6:27�DQDO\VLV�LV�PXFK�EHWWHU�WKDQ�QRQH��ZH�KDYH�IRXQG�WKURXJK�ZRUNLQJ�
RQ�PDQ\�6:27��WKDW�WKH�WHFKQLTXH�ZRUNV�EHVW�IRU�GLJLWDO�PDUNHWLQJ�ZKHQ�WKHVH���LVVXHV�DUH�
UHYLHZHG�ZKHQ�FUHDWLQJ�WKH�6:27��<RX�FDQ�PDUN�WKHP�XS�RQ�\RXU�6:27�DV�IROORZV�

 ; R: Reach. Reaching prospects and customers, and raising awareness on your site or 
other online presences to encourage site visits.

 ; A: Act. Achieving interaction and participation to achieve leads.
 ; C: Convert��&RQYHUVLRQ�WR�VDOH�RQOLQH�RU�RIÀLQH��
 ; (��Engage��%XLOG�ORQJ�WHUP�UHODWLRQVKLS�EXLOGLQJ�ZLWK�FXVWRPHUV�
 ; B: Brand��3RVLWLRQLQJ�DQG�SHUFHSWLRQ�RI�WKH�EUDQG��0DUNHWLQJ�PL[�
 ; M: Multichannel. How the digital channel integrates with traditional channels.  
 ; G: Governance��,VVXHV�ZKLFK�DIIHFW�FDSDELOLW\�WR�GHOLYHU�OLNH�UHVRXUFH�

+HUH�LV�D�VSHFL¿F�H[DPSOH�RI�D�GLJLWDO�PDUNHWLQJ�6:27��ZLWKRXW�WKLV�FRGLQJ��

$V�LV�RIWHQ�WKH�FDVH�ZLWK�6:27�DQDO\VLV��WKH�RSSRUWXQLWLHV�DYDLODEOH�WR�D�FRPSDQ\�DUH�WKH�
RSSRVLWHV�RI�WKH�WKUHDWV�SUHVHQWHG�E\�RWKHU�FRPSDQLHV��7KH�VWUHQJWKV�DQG�ZHDNQHVVHV�ZLOO�
YDU\�DFFRUGLQJ�WR�WKH�FRPSDQ\�LQYROYHG��EXW�PDQ\�RI�WKH�VWUHQJWKV�DQG�ZHDNQHVVHV�DUH�
GHSHQGHQW�RQ�WKH�FDSDFLW\�RI�VHQLRU�PDQDJHPHQW�WR�DFNQRZOHGJH�DQG�DFW�RQ�FKDQJH��

Best Practice Tip 4 &UHDWH�D�³NH\�LVVXHV´�VXPPDU\�IURP�\RXU�6:27�
,I�\RX¶UH�OLNH�XV��\RX¶OO�SDFN�D�ORW�LQWR�\RXU�GLJLWDO�PDUNHWLQJ�6:27��VR�LGHQWLI\�����NH\�
LVVXHV�WKDW�DUH�LPSRUWDQW�WR�IXWXUH�IRU�VXFFHVV�VR�WKDW�\RX�FDQ�VWUHVV�WKHVH�WR�FROOHDJXHV��

7KH�QH[W�SDJH�VKRZV�DQ�H[DPSOH�RI�WKH�72:V�IRUPDW�RI�6:27��EXW�ZLWKRXW�WKH�5$&(%0*�
coding applied).



M
anaging digital 

strategy
G

etting new
  

custom
ers

K
eeping custom

ers 
loyal

P
roposition

Targeting
'
H¿QH�\RXU 

future
U

nderstanding 
your ecosystem

© Smart Insights (Marketing Intelligence) Limited. Please go to www.smartinsights.com to feedback or access our other guides.

7 Steps to Digital Marketing Strategy

�
26

3

$Q�H[DPSOH�RI�VWUDWHJLF�GLJLWDO�FKDQQHO�RSWLRQV�GHYHORSHG�XVLQJ�D�72:V�PDWUL[�
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Step 3  
'H¿QH�\RXU�IXWXUH

 � 4��*RDOV��YLVLRQ�DQG�REMHFWLYHV�IRU�GLJLWDO�PDUNHWLQJ�FKDQQHOV�GH¿QHG"

<RX�VKRXOG�VWDUW�ZLWK�D�VLPSOH�ZD\�RI�ORRNLQJ�DW�\RXU�IXWXUH��$VN�ZK\�DQG�ZKDW"�:K\�DUH�\RX�
XVLQJ�GLJLWDO�SODWIRUPV�QRZ�DQG�LQWR�WKH�IXWXUH"�:KDW�GR�\RX�ZDQW�WR�DFKLHYH"

6WDUW�E\�WKLQNLQJ�DERXW�WKH��6V�ZKLFK�DUH�D�JUHDW��VLPSOH�IUDPHZRUN�IRU�WKLQNLQJ�WKURXJK�KRZ�
\RX�ZLOO�XVH�GLJLWDO�FKDQQHOV��7KHQ�ORRN�DW�ORQJHU�WHUP�YLVLRQ���ZH¶OO�VKRZ�\RX�VRPH�H[DPSOHV�
RI�FRPSDQLHV�ZKR�KDYH�GHYHORSHG�D�YLVLRQ�WR�FRPPXQLFDWH�WKHLU�ORQJ�WHUP�DPELWLRQV�IRU�
GLJLWDO�PHGLD��2QO\�WKHQ�VKRXOG�\RX�GULOO�GRZQ�LQWR�WKH�GHWDLOV�RI�VSHFL¿F�JRDOV�\RX�ZDQW�
WR�DFKLHYH��/RRN�RXW�IRU�RXU�GHWDLOHG�JULG�RI�.3,V�ZKLFK�ZH�VWUXFWXUH�ZLWKLQ�RXU�5$&(�
IUDPHZRUN��7KLV�ZLOO�JLYH�\RX�D�FRPSUHKHQVLYH�VHW�RI�.3,V�\RX�FDQ�XVH�WR�KHOS�GHYHORS�\RXU�
RZQ�GDVKERDUG�

7R�GH¿QH�\RXU�IXWXUH�ZH�VXJJHVW�WKLV�KLHUDUFK\�RI�PHDVXUHV�PD\�KHOS�LQ�ODUJHU�RUJDQLVDWLRQV�

 ; 1. Mid-long term vision�WR�KHOS�FRPPXQLFDWH�WKH�WUDQVIRUPDWLRQ�QHHGHG�LQ�D�ODUJHU�
organisation

 ; ���7RS�OHYHO�EURDG�goals�WR�VKRZ�KRZ�WKH�EXVLQHVV�FDQ�EHQH¿W� 
IURP�GLJLWDO�FKDQQHOV

 ; ���6SHFL¿F�SMART objectives to give clear direction and commercial targets
 ; 4. Key performance indicators (KPIs) to check you are on track

<RX¶OO�VHH�DOO�RI�WKHVH�LQ�WKLV�VWHS�

:H�KRSH�\RX�DJUHH�WKDW�WKH�UHDVRQV�IRU�VHWWLQJ�REMHFWLYHV�DUH�REYLRXV��LI�\RX�GRQ¶W�NQRZ�
where you’re going and when you hope to get there, you won’t know your progress on the 
journey and so make adjustments when you go astray. 

6R��LW¶V�EHVW�WR�VWDUW�ZLWK�WKH�WRS�OHYHO�JRDOV�ZKLFK�KHOS�LQIRUP�WKH�YLVLRQ�EHIRUH�JRLQJ�RQWR�
VSHFL¿F�REMHFWLYHV��7KLV�LV�ZKHUH�WKH��6�JRDOV�FDQ�KHOS�

Introducing the 5S goals for digital marketing
7KH��6V�RI�GLJLWDO�PDUNHWLQJ�LV�D�JRRG��VLPSOH�VWDUWLQJ�SRLQW�WR�KHOS�FKHFN�\RX¶UH�FRYHULQJ�WKH�
ZKROH�RI�GLJLWDO�PDUNHWLQJ��QRW�MXVW�VDOHV�

,�GHYHORSHG�WKH��6V�RI�GLJLWDO�PDUNHWLQJ�ZLWK�35�6PLWK��P\�FR�DXWKRU�RQ�Emarketing 
Excellence�DURXQG�������DQG�DOWKRXJK�EDVLF�LW¶V�VWLOO�XVHG�E\�PDQ\�ZKHQ�SODQQLQJ�WKHLU�GLJLWDO�
marketing strategy. 

$V�ZH�UXQ�WKURXJK�HDFK�RI�WKH��6V��,¶OO�VKRZ�VRPH�TXHVWLRQV�\RX�VKRXOG�EH�DVNLQJ�LQ�HDFK�
DUHD�DQG�ORRN�DW�VRPH�H[DPSOHV�RI�KRZ�WKHVH�EURDG�JRDOV�KDYH�WUDQVODWHG�LQWR�VWUDWHJLHV�
DQG�WDFWLFV�IRU�RQOLQH�UHWDLOHU�$626�FRP�

5S: Sell – Set goals to grow sales?
 � Q. Sales goals set"

6WDUW�ZLWK�JRDOV�IRU�\RXU�PRVW�LPSRUWDQW�WUDQVDFWLRQV�ZKLFK�ZLOO�OHDG�WR�UHYHQXH�DQG�SUR¿W��
7KDW¶V�VDOHV��RU�LI�\RX�GRQ¶W�VHOO�RQOLQH��WKH�OHDGV�WKDW�\RXU�RQOLQH�PDUNHWLQJ�ZLOO�GHOLYHU��ZKLFK�
ZLOO�FRQYHUW�WKURXJK�WR�VDOHV�RU�GRQDWLRQV�LI�\RX¶UH�D�QRW�IRU�SUR¿W�

$V�\RX¶G�H[SHFW��$626�DUH�DOO�DERXW�VHOOLQJ��EXW�LW¶V�ZRUWK�ORRNLQJ�DW�KRZ�WKLV�WUDQVODWHV�WR�D�
FOHDU�VDOHV�RIIHU�GHOLYHUHG�DFURVV�WKH�ZKROH�VLWH�EHORZ�WKH�QDYLJDWLRQ�EDU��DQG�DW�WKH�ERWWRP�
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RI�WKLV�SDJH�

+HUH�DUH�VRPH�NH\�TXHVWLRQV�WR�DQVZHU�WR�KHOS�LQFUHDVH�WKH�TXDOLW\�RI�\RXU�VDOHV�JRDOV�

&UHDWH�FRQYHUVLRQ�PRGHO�WR�KHOS�GH¿QH�UHDOLVWLF�JRDOV
 � Q. Conversion model used to calculate realistic targets for goal volume"

Strategy Recommendation 11 Develop conversion models to set  
realistic online channel goals
&RQYHUVLRQ�PRGHOV�FDQ�KHOS�\RX�VHW�UHDOLVWLF�JRDOV�IURP�RQOLQH�PDUNHWLQJ�

A conversion model helps set quantitative targets to hit. Use this spreadsheet we have 
developed to help set the right goals: KWWS���ELW�O\�VPDUWGRZQORDGV.

/RRN�DW�RSWLRQV�WR�LQFUHDVH�VDOHV�WKURXJK�H[SDQGLQJ�RXU�UHDFK
 � Q. Options to extend reach reviewed"

2IWHQ�RQOLQH�PDUNHWLQJ�FDQ�IRFXV�RQ�VHOOLQJ�WR�H[LVWLQJ�PDUNHWV�ZLWKRXW�ORRNLQJ�IRU�QHZ�
RSSRUWXQLWLHV��8VH�EHQFKPDUNLQJ�DQG�VHDUFK�GHPDQG�WRROV�WR�SURYH�KRZ�LW¶V�SRVVLEOH�WR�
LQFUHDVH�VDOHV�EH\RQG�\RXU�W\SLFDO�FXVWRPHU�EDVH��

See:KWWS���ELW�O\�VPDUWEHQFKPDUNLQJ and KWWS���ELW�O\�VPDUWGHPDQG.

Review options to increase sales through conversion enhancements
 � Q. Options to increase conversion rate possible"

http://bit.ly/smartdownloads
http://bit.ly/smartbenchmarking
http://bit.ly/smartdemand
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:H�KDYH�VDLG�LW¶V�ZRUWK�ORRNLQJ�DW�KRZ�WR�DGG�PRUH�SURVSHFWV�WR�WKH�WRS�RI�WKH�IXQQHO��EXW�
WKHUH�DUH�DOVR�RSSRUWXQLWLHV�WR�LQFUHDVH�VDOHV�WKURXJK�LQFUHDVLQJ�WKH�HI¿FLHQF\�RI�FXVWRPHU�
MRXUQH\V�RQ�WKH�VLWH��ERWK�DW�WKH�WRS�RI�WKH�IXQQHO�DV�WKH\�QDYLJDWH�WR�¿QG�UHOHYDQW�VHUYLFHV�
DQG�IXUWKHU�GRZQ�WKH�IXQQHO�LQ�WKH�DGG�WR�EDVNHW�DQG�FKHFNRXW�SURFHVVHV�

6HW�VHSDUDWH�VDOHV�JRDOV�IRU�H[LVWLQJ�DQG�QHZ�FXVWRPHUV
 � Q. 6HSDUDWH�JRDOV�DQG�WUDFNLQJ�GH¿QHG�IRU�QHZ�DQG�H[LVWLQJ�FXVWRPHUV"

7R�PDQDJH�RQOLQH�VDOHV��LW¶V�XVHIXO�WR�LVRODWH�LQFUHPHQWDO�RQOLQH�VDOHV�DQG�QHZ�VDOHV��
Keeping incremental sales volume trending right is most important. You can use analytics or 
ecommerce sales systems to deliver this insight. 

Tracked goals through analytics
 � Q. *RDO�W\SHV�DQG�YDOXH�GH¿QHG�LQ�DQDO\WLFV"

:H�KDYH�D�PRUH�GHWDLOHG�VHFWLRQ�H[SODLQLQJ�KRZ�WR�GR�WKLV�LQ�RXU�JXLGH�WR�*RRJOH�$QDO\WLFV�
or online here2.

'H¿QH�PXOWLFKDQQHO�JRDOV
 � 4��2QOLQH�FKDQQHOV�JRDOV�GH¿QHG�DV�RQOLQH�FRQWULEXWLRQ�RI�UHYHQXH�RU�SUR¿W"

6DOHV�PLJKW�EH�GLUHFW�LI�WKH�SURGXFW�FDQ�EH�VROG�RQOLQH�RU�LQGLUHFW�ZKHUH�WKH\�DUH�JHQHUDWHG�
RIÀLQH��6WLOO�PDQ\�SHRSOH�UHVHDUFK�RQOLQH�DQG�WKHQ�SXUFKDVH�RIÀLQH��VR�LW¶V�NH\�IRU�PDQ\�
FRPSDQLHV�WR�WKLQN�KRZ�WKH\�XVH�RQOLQH�FKDQQHOV�WR�LQÀXHQFH�RIÀLQH�VDOHV��

Strategy Recommendation 12�(QVXUH�\RXU�JRDO�VHWWLQJ�UHÀHFWV�FKDQQHO�VZLWFKLQJ
Users switch channels during the purchase process, so make sure you set goals, 
PHDVXUHV�DQG�VXSSRUW�WKHVH�FURVV�FKDQQHO�EHKDYLRXUV�

+HUH¶V�RQH�H[DPSOH3��VKRZLQJ�WKH�LPSRUWDQFH�RI�RIÀLQH�SXUFKDVH������RI�PRELOH�SKRQH�
FRQWUDFWV�DIWHU�RQOLQH�UHVHDUFK��

2 Smart Insights: Set goals in Google Analytics
3 *).�5RSR�9RGDIRQH�PXOWLFKDQQHO�5232�VWXG\

http://www.smartinsights.com/blog/web-analytics/google-analytics-web-analytics/getting-to-grips-with-goals-in-google-analytics/
http://www.smartinsights.com/analytics-conversion-optimisation-alerts/multichannel-customer-journeys-ropo/
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5S: Speak – Set goals to get closer to customers
 � Q. &RPPXQLFDWLRQV�JRDOV�GH¿QHG"

'LJLWDO�FKDQQHOV�DUH�QRW�RQO\�VDOHV�FKDQQHOV��WKH\�H[FHO�DV�FRPPXQLFDWLRQV�FKDQQHOV�WR�
engage your audience. We say engage since we don’t mean SHOUTING, we mean getting 
WKH�EDODQFH�ULJKW�EHWZHHQ�FRPPXQLFDWLQJ�\RXU�RIIHU�DQG�LQWHUDFWLQJ�ZLWK�\RXU�DXGLHQFH�

$626�LV�D�IDQWDVWLF�H[DPSOH�RI�D�EUDQG�WKDW�KDV�D�FRKHUHQW�DSSURDFK�WR�FRPPXQLFDWLQJ�
WKURXJK�LW¶V�EORJ�DQG�FRPPXQLWLHV��,W�KDV�GHYHORSHG�D�FRQWHQW�PDUNHWLQJ�VWUDWHJ\�WR�KHOS�
WKLQN�DERXW�LW¶V�RQOLQH�FRPPXQLFDWLRQV�LQ�D�PRUH�VWUDWHJLF�ZD\��5HDG�RXU�FRQWHQW�PDUNHWLQJ�
VWUDWHJ\�JXLGH�IRU�PRUH�GHSWK�RQ�KRZ�\RX�FDQ�DSSURDFK�WKLV�

:H�UHFRPPHQG�FUHDWLQJ�GHWDLOHG�FRQYHUVLRQ�RU�EXGJHW�PRGHOV��ZKLFK�DOORZ�\RX�WR�VHW�JRDOV�
E\�GLJLWDO�FKDQQHO�IRU�UHDFKLQJ�DQG�LQÀXHQFLQJ�\RXU�DXGLHQFH��

2Q�D�ZHEVLWH��LW¶V�XVHIXO�WR�NQRZ�KRZ�PDQ\�SHRSOH�DUH�DW�WKH�WRS�RI�WKH�IXQQHO�ZKR�DUH�
VHDUFKLQJ��DQG�EURZVLQJ�SURGXFWV�LQ�GLIIHUHQW�FDWHJRULHV��:H¶OO�ORRN�DW�VRPH�H[DPSOHV�RI�
WKHVH�PRGHOV�DW�WKH�HQG�RI�WKLV�UHSRUW�

Strategy Recommendation 13�6HW�JRDOV�DQG�WUDFN�HQJDJHPHQW�IRU�YLVLWRUV�DW�WKH�WRS�RI�WKH�
SXUFKDVH�IXQQHO
6HW�JRDOV�IRU�KRZ�PDQ\�YLVLWRUV�VHDUFK�IRU�DQG�HQJDJH�ZLWK�SURGXFWV�DW�WKH�WRS�RI�WKH�
SXUFKDVH�IXQQHO��
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6LQFH�GLJLWDO�FKDQQHOV�ZRUN�EHVW�ZKHQ�MRLQHG�ZLWK�RWKHU�FKDQQHOV��WKH�JRDOV�KHUH�VKRXOG�DOVR�
LQFOXGH�RQOLQH�YLVLWV�SURPSWHG�E\�WUDGLWLRQDO�RIÀLQH�PHGLD�

5S:  Service – Have we set goals to online customer service goals?
 � Q. Are goals set for customer care, service and satisfaction?

7KH�FRPSDQ\�ZHEVLWH�DQG�VRFLDO�FXVWRPHU�VHUYLFH�VLWHV�DUH�D�QDWXUDO�SODFH�IRU�FXVWRPHUV�WR�
JR�WR�JHW�WKHLU�TXHVWLRQV�DQVZHUHG�RU�WR�FRPSODLQ��3D\LQJ�DWWHQWLRQ�WR�WKH�TXDOLW\�RI�VHUYLFH�
\RX�RIIHU�LV�DOVR�NH\�WR�VXSSRUW�\RXU�FDSDELOLW\�WR�6HOO��6SHDN��6DYH�DQG�6L]]OH��

$JDLQ�$626�KDV�WKRXJKW�WKLV�WKURXJK�ZLWK�D�VHSDUDWH�7ZLWWHU�FKDQQHO�IRU�UHVSRQGLQJ�WR�
customer service.

6R�\RX�QHHG�FXVWRPHU�VDWLVIDFWLRQ�JRDOV�WR�DVVHVV�KRZ�\RX�JRRG�\RX�DUH�DW�FXVWRPHU�
VHUYLFH�DQG�WKHQ�LPSURYH�LW�IXUWKHU��

*LYH�FXVWRPHUV�H[WUD�EHQH¿WV�RQOLQH��DQG�JXLGH�QHZ�SURGXFW�GHYHORSPHQW�ZLWK�RQOLQH�
GLDORJXH�DQG�IHHGEDFN��7KHUH�DUH�ORWV�RI�H[FHOOHQW�WRROV�ZH�OLVW�DW�KWWS���ELW�O\�VPDUWIHHGEDFN.

Strategy Recommendation 14�%XLOG�LQ�IHHGEDFN�PHFKDQLVPV�WR�\RXU�VLWHV
*HW�IHHGEDFN�RQ�RQOLQH�H[SHULHQFH�DQG�H[SHULHQFH�RI�WKH�EUDQG�LQWR�\RXU�VLWH�DQG�WKHQ�
prioritise and improve.

5S: Save – Set cost-saving goals
 � Q. Goals set around cost savings?

/HVV�JODPRURXV�WKDQ�WKH�VL]]OH�RI�EXLOGLQJ�\RXU�EUDQG�DQG�VRFLDO�PHGLD�HQJDJHPHQW��EXW�\RX�
can also show the value you gain through using online cost savings to reduce service costs 
and save on traditional media like print and post. 

7KLV�LV�PRVW�UHOHYDQW�IRU�D�PXOWLFKDQQHO�UHWDLOHU�RU�VHUYLFH�FRPSDQ\�ZKR�FDQ�VHW�JRDOV�IRU�
QXPEHU�RI�FDWDORJXHV�GRZQORDGHG�RU�QXPEHU�RI�VHUYLFH�WUDQVDFWLRQV�FRPSDUHG�WR�RWKHU�
channels.

,I�\RX¶UH�¿JKWLQJ�IRU�EXGJHW�IRU�RQOLQH�FKDQQHOV��WKH�VDYLQJV�\RX�FDQ�GHPRQVWUDWH�WR�\RXU�
¿QDQFH�GLUHFWRU�RU�EXGJHW�KROGHU�ZLOO�LPSURYH�\RXU�FDXVH�

http://bit.ly/smartfeedback
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5S:  Sizzle – Adding value to your brand online
 � Q. Goals set for brand engagement and advocacy"

3XWWLQJ�WKH�VL]]OH�LQWR�\RXU�GLJLWDO�PDUNHWLQJ�ZLOO�UHDOO\�KHOS�\RXU�VDOHV�DQG�VSHDN�JRDOV��EXW�
LW¶V�QRW�WR�HDV\�WR�VHW�JRDOV�IRU�DQG�WKHQ�WR�WUDFN��6R�ZKDW�LV�WKH�³6L]]OH�LQ�\RXU�6DXVDJH´"�

6L]]OH�LV�DERXW�EXLOGLQJ�\RXU�EUDQG�RQOLQH��7KLQN�DERXW�ZKDW�PDNHV�IRU�D�SRVLWLYH�RQOLQH�
EUDQG�H[SHULHQFH�IRU�\RXU�DXGLHQFH�DQG�\RX��

:H�KDYH�DOUHDG\�VDLG�LW¶V�LPSRUWDQW�WR�VHW�JRDOV�DQG�WUDFN�WKH�TXDOLW\�RI�WKH�H[SHULHQFH�
RQOLQH��EXW�\RX�VKRXOG�DOVR�FKHFN�WKH�WHPSHUDWXUH�RI�\RXU�VL]]OH�WKURXJK�KRZ�VKDUHDEOH�DQG�
OLNHDEOH�\RXU�EUDQG�LV�

Strategy Recommendation 6�(QFRXUDJH�DQG�PHDVXUH�VKDULQJ�RI�\RXU�EUDQG
3URYLGH�WRROV�WR�VXSSRUW�DQG�WUDFN�YLUDO�VKDULQJ�DQG�UHFRPPHQGDWLRQV�DERXW�\RXU�EUDQG��
You will also want to track positive and negative sentiment.

,I�WKH�H[SHULHQFH�LV�HIIHFWLYH��WKH�EHQH¿WV�RI�HQJDJLQJ�ZLWK�\RXU�GLJLWDO�SUHVHQFH�ZLOO�EH�FOHDU��
WKH�LQWHUDFWLRQV�ZLWKLQ�WKH�VLWH�DQG�ZLWK�RWKHU�FKDQQHOV�ZLOO�EH�VPRRWK�DQG�WKH�YLVLWRU�ZLOO�ZDQW�
WR�XVH�\RXU�RQOLQH�VHUYLFHV�DJDLQ��DQG�WHOO�WKHLU�IULHQGV�DQG�FROOHDJXHV�DERXW�LW�

6R��NH\�JRDOV�KHUH�DUH�DERXW�OHYHOV�RI�VDWLVIDFWLRQ�DQG�UHFRPPHQGDWLRQV�RU�DGYRFDF\��$626�
KDYH�LQYHVWHG�KHDYLO\�LQ�FRPPXQLW\�SODWIRUPV�DQG�VRFLDO�PHGLD�WR�GHOLYHU�WKH�VL]]OH�

'H¿QH�YLVLRQ
 � Q. :H�KDYH�D�GH¿QHG�PLG�ORQJ�WHUP�YLVLRQ�IRU�WKH�IXWXUH�FRQWULEXWLRQ�RI�RXU�GLJLWDO�

marketing channels?

:H�EHOLHYH�WKDW�GHYHORSLQJ�D�VSHFL¿F�YLVLRQ�RU�PLVVLRQ�VWDWHPHQW�IRU�\RXU�GLJLWDO�FKDQQHOV�
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FDQ�UHDOO\�KHOS�H[SODLQ�WKH�QHHG�IRU�GLJLWDO�FKDQQHO�LQLWLDWLYHV�ZLWKLQ�D�FRPSDQ\��7KH\�DOVR�
VKRZ�ZKHUH�WKH�IRFXV�RI�GLJLWDO�PDUNHWLQJ�DFWLYLWLHV�DQG�LQYHVWPHQW�VKRXOG�EH��

Strategy recommendation  15 'H¿QH�D�YLVLRQ�IRU�KRZ�GLJLWDO�FKDQQHOV�ZLOO�VXSSRUW�\RXU�
FXVWRPHU�DQG�EUDQG
3URYLGH�WRROV�WR�VXSSRUW�DQG�WUDFN�YLUDO�VKDULQJ�DQG�UHFRPPHQGDWLRQV�DERXW�\RXU�EUDQG��
You will also want to track positive and negative sentiment.

<RX¶UH�SUREDEO\�WKLQNLQJ�‘we’ve already got a corporate mission statement that everyone 
SRNHV�IXQ�DW��VR�ZK\�ZRXOG�ZH�ZDQW�WR�GH¿QH�D�YLVLRQ�VWDWHPHQW"¶�RU�µwhy should we bother? 

It’s too corporate and we’re just a small 
business, we just get on with selling our 
products.¶�*RRG�TXHVWLRQV��%XW�ZH�VWLOO�WKLQN�LW¶V�
KHOSIXO�WR�KDYH�D�YLVLRQ�IRU�\RXU�RQOLQH�PDUNHWLQJ�
IRU�DOO�GLIIHUHQW�W\SHV�RI�RUJDQLVDWLRQ��:H�VD\�WKLV�
VLQFH�WKH�RSSRUWXQLWLHV�IURP�GLJLWDO�PDUNHWLQJ�DUH�
WRR�ELJ�WR�QRW�KDYH�D�YLVLRQ�RI�KRZ�\RX�ZLOO�XVH�
GLJLWDO�PHGLD�LQ�WKH�IXWXUH��,I�\RX�GRQ¶W�GH¿QH�WKH�
RSSRUWXQLW\�\RX�ZRQ¶W�EH�DEOH�WR�JUDVS�LW�EHFDXVH�
WKHUH�ZLOO�EH�WRR�PDQ\�RWKHU�GLVWUDFWLRQV��7KH\�

PD\�DOVR�WDNH�WLPH�WR�EH�DFKLHYHG��/RRN�DW�KRZ�'HOO4�VHW�WKHLU�ORQJ�WHUP�YLVLRQ��ERWK�IRU�WKHLU�
online channel as a whole and how online analytics will support it.

$�JRRG�YLVLRQ�VWDWHPHQW�IRU�\RXU�GLJLWDO�PDUNHWLQJ�DFWLYLWLHV�FDQ�KHOS�

 ; 6KRZ�KRZ�GLJLWDO�PDUNHWLQJ�RU�(EXVLQHVV�FDQ�WUDQVIRUP�\RXU�RUJDQLVDWLRQ�LQ�WKH�IXWXUH�LI�
you innovate and invest

 ; 6KRZ�ZKHUH�\RX�QHHG�WR�IRFXV�\RXU�HIIRUW�±�LV�LW�FXVWRPHU�H[SHULHQFH�DQG�VHUYLFH�WR�EXLOG�
OR\DOW\�RU�DUH�\RX�DOVR�ORRNLQJ�WR�H[SDQG�\RXU�UHDFK�LQWR�QHZ�PDUNHWV"

 ; (QHUJLVH�FROOHDJXHV�E\�VKRZLQJ�WKH�IXWXUH�SRWHQWLDO�RI�GLJLWDO�PDUNHWLQJ�DQG�
communicating that it’s a strategic priority through a senior manager or director who is a 
VSRQVRU�RI�GLJLWDO�PDUNHWLQJ

 ; Set top-level goals without going into detailed KPIs.
:H¶UH�QRW�WDONLQJ�DERXW�PLVVLRQ�VWDWHPHQWV�RI�ZKDW�\RXU�FRPSDQ\�FXUUHQWO\�LV��LQVWHDG��D�
YLVLRQ�LV�DQ�LQVSLULQJ��LGHDO�IXWXUH�VWDWH��$�YLVLRQ�LV�DOPRVW�FHUWDLQO\�QRW�JRLQJ�WR�EH������
DWWDLQDEOH��EXW�\RX�PXVW�IHHO�DV�LI�LW�LV�SRVVLEOH�

/HW¶V�ORRN�DW�VRPH�H[DPSOHV�RI�LQVSLULQJ�YLVLRQ�VWDWHPHQWV�WDNHQ�IURP�WKH�86�6(&�¿OLQJV�IRU�
these companies:

 ; Amazon.com  
Our vision is to be earth’s most customer centric company; to build a place where people 
FDQ�FRPH�WR�¿QG�DQG�GLVFRYHU�DQ\WKLQJ�WKH\�PLJKW�ZDQW�WR�EX\�RQOLQH.

 ; Dell  
Dell listens to customers and delivers innovative technology and services they trust and 
value.

 ; eBay  
eBay pioneers communities built on commerce, sustained by trust, and inspired by 
opportunity. eBay brings together millions of people every day on a local, national and 
international basis through an array of websites that focus on commerce, payments and 
communications.

4 Smart Insights: Dell case study
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 ; Facebook  
)DFHERRN�LV�D�VRFLDO�XWLOLW\�WKDW�KHOSV�SHRSOH�FRPPXQLFDWH�PRUH�HI¿FLHQWO\�ZLWK�WKHLU�
friends, family and coworkers. The company develops technologies that facilitate the 
VKDULQJ�RI�LQIRUPDWLRQ�WKURXJK�WKH�VRFLDO�JUDSK��WKH�GLJLWDO�PDSSLQJ�RI�SHRSOH¶V�UHDO�ZRUOG�
social connections. Anyone can sign up for Facebook and interact with the people they 
know in a trusted environment.

 ; Google  
Google’s aim is to organize the world’s information and make it universally accessible and 
useful.

1RWH�WKDW�VRPH�RI�WKHVH�H[DPSOHV�DUH�EHWWHU�GHVFULEHG�DV�PLVVLRQ�VWDWHPHQWV�DQG�IRU�XVH�
EH\RQG�D�FRPSDQ\��5HPHPEHU�WKDW�PLVVLRQ�DQG�YLVLRQ�VWDWHPHQWV�DUH�WZR�YHU\�GLIIHUHQW�
WKLQJV�DQG�ZH¶UH�IRFXVLQJ�RQ�GLJLWDO�YLVLRQ�VWDWHPHQWV�KHUH��$W�D�FRUSRUDWH�VWUDWHJ\�OHYHO��
D�FRPSDQ\�VKRXOG�KDYH�D�YLVLRQ�VWDWHPHQW��DQG�D�PLVVLRQ��DQG�JRDOV�E\�ZKLFK�WR�DFKLHYH�
WKHVH��7KH�PLVVLRQ�LV�ZKDW�\RXU�FRPSDQ\�FXUUHQWO\�LV��D�YLVLRQ�LV�DQ�LQVSLULQJ��LGHDO�IXWXUH�
state.

:H�JLYH�PRUH�H[DPSOHV�DQG�ZK\�LW¶V�LPSRUWDQW�WR�KDYH�D�ORQJ�WHUP�YLVLRQ�LQ�LQ�RXU�
goal-setting guide.

Some examples of vision statements for digital channels
+HUH¶V�D�UHDO�H[DPSOH�RI�D�%+$*5�GLJLWDO�YLVLRQ�VWDWHPHQW�IRU�D�PXOWLFKDQQHO�FRPSDQ\�

 ; ��[���[���
 ; /DUJHVW�RQOLQH�DXGLHQFH�VKDUH��1R����LQ�(XURSH�E\�;;;; 
%\�;;;;����LQ���RI�WRWDO�VDOHV�ZLOO�EH�JHQHUDWHG�RQ�OLQH

 ; ��LQ���RI�RXU�SHRSOH�DQG�RXU�FXVWRPHUV�ORYH�RXU�RQOLQH�VHUYLFHV�DQG�ZLOO�UHFRPPHQG�WKHP�
WR�D�IULHQG

 ; ��LQ���FXVWRPHU�VHUYLFH�FRQWDFWV�ZLOO�EH�HOHFWURQLF�E\�;;;;

Best Practice Tip 5 6HW�%+$*��³%LJ�+DLU\�$XGDFLRXV�*RDOV´
7KHVH�DPELWLRXV�WDUJHWV�DUH�XVHG�WR�JDLQ�DWWHQWLRQ�IRU�DQ�LQLWLDWLYH�DQG�DWWUDFW�LQYHVWPHQW�
DQG�UHVRXUFHV�WR�LW��7KH\�ZHUH�SRSXODULVHG�LQ�D������+DUYDUG�%XVLQHVV�5HYLHZ�DUWLFOH�E\�
-DPHV�&ROOLQV�DQG�-HUU\�3RUUDV�RQ�%XLOGLQJ�<RXU�&RPSDQ\¶V�9LVLRQ�

<RX�FDQ�VHH�WKLV�LV�VLPSOH�\HW�VSHFL¿F�HQRXJK�WR�OLQN�WR�IXWXUH�WDUJHWV�XQOLNH�PDQ\�YDJXH�
mission statements. 

+HUH¶V�DQRWKHU�H[DPSOH�RI�D�YLVLRQ�VWDWHPHQW�IRU�D�UHWDLOHU�ZKLFK�LV�OHVV�VSHFL¿F�DERXW�JRDOV�
EXW�HPSKDVLVHV�WKH�VWUDWHJLF�IRFXV�

³Our digital channels will make it easy for shoppers to ¿QG, compare and select products 
using a structured approach to merchandising and improving conversion to produce an 
experience rated as excellent by the majority of our customers.´

'LIIHUHQW�DVSHFWV�RI�WKH�YLVLRQ�VWDWHPHQW�FDQ�WKHQ�EH�H[SDQGHG�XSRQ�ZKHQ�GLVFXVVLQJ�ZLWK�
colleagues, e.g. 

 ; Digital channels  �WKH�ZHE�VLWH�VXSSRUWHG�E\�HPDLO�DQG�PRELOH�PHVVDJLQJ
 ; Find� �LPSURYHPHQWV�WR�VLWH�VHDUFK�IXQFWLRQDOLW\
 ; Compare and select = Using detailed product descriptions, rich media and ratings

5 6PDUW�,QVLJKWV��%+$*�H[DPSOHV

http://www.smartinsights.com/goal-setting-evaluation/vision-setting/goal-setting-for-digital-marketing-2195/


M
anaging digital 

strategy
G

etting new
  

custom
ers

K
eeping custom

ers 
loyal

P
roposition

Targeting
'
H¿QH�\RXU 

future
U

nderstanding 
your ecosystem

© Smart Insights (Marketing Intelligence) Limited. Please go to www.smartinsights.com to feedback or access our other guides.

7 Steps to Digital Marketing Strategy

�
35

3

 ; Merchandising and improving conversion  �7KURXJK�GHOLYHU\�RI�DXWRPDWHG�PHUFKDQGLVLQJ�
IDFLOLWLHV�WR�SUHVHQW�UHOHYDQW�RIIHUV�WR�PD[LPLVH�FRQYHUVLRQ�DQG�DYHUDJH�RUGHU�YDOXH��
$GGLWLRQDOO\��XVH�RI�VWUXFWXUHG�WHVWLQJ�WHFKQLTXHV�VXFK�DV�$%�WHVWLQJ�DQG�PXOWLYDULDWH�
WHVWLQJ�ZLOO�EH�XVHG�

 ; Experience rated as excellent� �:H�ZLOO�UHJXODUO\�UHYLHZ�FXVWRPHU�VDWLVIDFWLRQ�DQG�
DGYRFDF\�DJDLQVW�GLUHFW�FRPSHWLWRUV�DQG�RXW�RI�VHFWRU�WR�GULYH�LPSURYHPHQWV�ZLWK�WKH�ZHE�
site

<RX�FDQ�VHH�WKLV�H[DPSOH�IRFXVHV�RQ�WKH�RQOLQH�H[SHULHQFH��EXW�LV�QRW�VR�JRRG�DW�KLJKOLJKWLQJ�
channel integration. 

Best Practice Tip 6 'H¿QH�D�VLPSOH�ODEHO�ZKLFK�WULJJHUV�WKH�IRFXV�RQ�GLJLWDO�DPRQJVW�\RXU�
colleagues
,W¶V�XVHIXO�WR�DSSO\�D�VLPSOH�UHPLQGHU�WR�VWDII�RI�WKH�LPSRUWDQFH�RI�D�IRFXV�RQ�GLJLWDO�LQ�
VWUDWHJ\�DQG�LPSOHPHQWDWLRQ��:H�KDYH�VHHQ�WKLV�XVHG�W\SH�RI�ODEHO�VXFFHVVIXOO\�LQ�VHYHUDO�
GLIIHUHQW�FRPSDQLHV��IRU�H[DPSOH��

 ; Digital by default
 ; Digital First
 ; Digital DNA 

Checklist - creating your vision statement
:H�WKLQN�\RX�VKRXOG�LQFOXGH�WKHVH�IHDWXUHV�LQ�\RXU�YLVLRQ�VWDWHPHQW��&KHFN�\RXUV�

 � ���6KRZV�KRZ�GLJLWDO�FKDQQHOV�ZLOO�KHOS�WKH�FXVWRPHU��:KDW�YDOXH�ZLOO�\RX�SURYLGH"

 � ���6KRZV�WKH�EHQH¿W�WR�WKH�FRPSDQ\�LQ�WHUPV�RI�HI¿FLHQFLHV�RU�SUR¿WDELOLW\"

 � ���/LQN�YLVLRQ�WR�VSHFL¿F�JRDOV�LQ�WKH�IXWXUH"

 � ���,V�VLPSOH�DQG�PHPRUDEOH"

 � ���,V�LQVSLUDWLRQDO"

'H¿QH�VSHFL¿F�60$57�REMHFWLYHV�LQ�\RXU�SHUIRUPDQFH�
improvement framework for digital marketing 

 � Q. 5LJKW�PHDVXUHPHQW�IUDPHZRUNV�DQG�GDVKERDUGV�GH¿QHG"

0HDVXUHPHQW�IUDPHZRUNV�DUH�HVVHQWLDO�WR�JLYH�\RX�IRFXV�±�UDWKHU�WKDQ�UHYLHZLQJ�KXQGUHGV�
RI�PHDVXUHV�\RX�FDQ�MXVW�IRFXV�RQ�WRS�OHYHO�SHUIRUPDQFH�PHDVXUHV�ZKLFK�DUH�FULWLFDO�WR�
LPSURYH�SHUIRUPDQFH��7KHVH�DUH�VXPPDULVHG�RQ�GDVKERDUGV�

Strategy Recommendation 16�'H¿QH�WKH�ULJKW�PHDVXUHPHQW�IUDPHZRUN�DQG�GDVKERDUGV
<RX�FDQ¶W�PHDVXUH�HYHU\WKLQJ��IDU�IURP�LW��6R�GH¿QH�WKH�PHDVXUHV�DQG�.3,V�WKDW�\RX�
FDQ�UHYLHZ�UHJXODUO\�WR�UHDOO\�GULYH�\RXU�EXVLQHVV�DQG�GHYHORS�DQ�DXWRPDWHG�PHWKRG�RI�
UHSRUWLQJ�YLD�GDVKERDUGV�

$QG�UHPHPEHU�WKDW�GDVKERDUGV�FRXQW�IRU�QRWKLQJ�LI�WKH\¶UH�QRW�UHYLHZHG�DQG�DFWLRQHG��
$YLQDVK�.DXVKLN��WKH�ZHE�HYDQJHOLVW�DW�*RRJOH�IDPRXVO\�VDLG���

³If you have $100 to make smart decisions on the web, invest $10 in tools, spend $90 on 
people. This is the 10/90 rule.´�

http://www.kaushik.net/avinash/2006/05/the-10-90-rule-for-magnificient-web-analytics-success.html
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Strategy Recommendation 17�,QYHVW�VXI¿FLHQW�WLPH�LQ�WKH�SHRSOH��SURFHVV�DQG�WRROV�WR�
VXSSRUW�SHUIRUPDQFH�LPSURYHPHQW
,I�\RX�GRQ¶W�LQYHVW�VXI¿FLHQW�LQ�WKH�VXSSRUWLQJ�SURFHVVHV�DQG�SHRSOH�\RXU�FDUHIXO�
VSHFL¿FDWLRQ�RI�JRDOV�DQG�REMHFWLYHV�ZLOO�KDYH�EHHQ�SRLQWOHVV��6R�PDNH�VXUH�\RX�SXW�LQ�
SODFH�WKH�ULJKW�DSSURDFKHV�WR�UHYLHZ�DQG�WDNH�DFWLRQ�GHSHQGLQJ�RQ�\RXU�QXPEHUV�

:H�WDON�PRUH�DERXW�KRZ�WR�PDNH�WKLV�KDSSHQ�LQ�RXU�JXLGH�WR�LPSURYLQJ�UHVXOWV�WKURXJK�
JRDO�VHWWLQJ�DQG�NHHS�LW�EULHI�KHUH��&KHFN�WKDW�

 � Q. 7KHUH�LV�D�GH¿QHG�PHDVXUHPHQW�IUDPHZRUN�WR�UHYLHZ�DQG�WDNH�DFWLRQ"

 � Q. Our KPIs are aligned to business success"

 � Q. The dependencies between KPIs is clear"

 � Q. Individuals are responsible for KPIs"

 � Q. 2XU�PHDVXUHPHQW�IUDPHZRUN�LQFOXGHV�WKH�ULJKW�HI¿FLHQF\�PHDVXUHV"

 � Q. Our measurement framework includes the right effectiveness measures"

 � Q. 0HDVXUHV�FDQ�EH�GLVWULEXWHG�DQG�UHYLHZHG�LQ�D�WRS�OHYHO�UHSRUW�RU�GDVKERDUG"

Best Practice Tip 7 ,GHQWLI\�\RXU�³FULWLFDO�IHZ´�.3,V���PDNH�VXUH�WKH\¶UH�60$57
8VH�WKH�60$57�PQHPRQLF�WR�UHYLHZ�\RXU�PHDVXUHV�WR�GH¿QH�WKH�.3,V�WKDW�PDWWHU�WR�
improve results. 

0HDVXUHV�\RX�FRQVLGHU�VKRXOG�EH�VLPSOL¿HG�WR�D�GDVKERDUG�WR�OLPLW�WKH�LQIRUPDWLRQ�WKDW�
QHHGV�WR�EH�UHYLHZHG�WR�WKH�³critical few´�RU�WKH�³measures that matter´��

60$57�VWDQGV�IRU�

 ; 6SHFL¿F�±�,V�WKH�REMHFWLYH�VXI¿FLHQWO\�GHWDLOHG�WR�PHDVXUH�UHDO�ZRUOG�SUREOHPV�DQG�
RSSRUWXQLWLHV"

 ; Measurable�±�&DQ�D�TXDQWLWDWLYH�TXDOLWDWLYH�DWWULEXWH�EH�DSSOLHG�WR�FUHDWH�D�PHWULF"
 ; Actionable�±�&DQ�WKH�LQIRUPDWLRQ�EH�XVHG�WR�LPSURYH�SHUIRUPDQFH"�,I�WKH�REMHFWLYH�
GRHVQ¶W�FKDQJH�EHKDYLRXU�LQ�VWDII�WR�KHOS�WKHP�LPSURYH�SHUIRUPDQFH��WKHUH�LV�OLWWOH�SRLQW�LQ�
LW�

 ; Relevant�±�&DQ�WKH�LQIRUPDWLRQ�EH�DSSOLHG�WR�WKH�VSHFL¿F�SUREOHP�IDFHG�E\�WKH�PDQDJHU"
 ; 7LPH�UHODWHG�±�&DQ�WKH�LQIRUPDWLRQ�EH�FRQVWUDLQHG�WKURXJK�WLPH"

'H¿QH�\RXU�PHDVXUHPHQW�IUDPHZRUN
:H�KDYH�IRXQG�WKDW�VWLOO��PDQ\�FRPSDQLHV�GRQ¶W�KDYH�D�FOHDU�REMHFWLYH�VHWWLQJ�DQG�UHSRUWLQJ�
V\VWHP�VXPPDUL]HG�DV�GLJLWDO�PDUNHWLQJ�GDVKERDUGV���%XW�WKHUH�VHHPV�WR�EH�D�KXQJHU�WR�
create and use these. 

,Q�RXU�JXLGH�WR�LPSURYLQJ�RQOLQH�UHVXOWV�ZH�FRQVLGHU���GLIIHUHQW�SHUIRUPDQFH�PDQDJHPHQW�
IUDPHZRUNV��%XW�KHUH��ZH¶OO�ZLOO�MXVW�XVH�RXU�5$&(�IUDPHZRUN�VLQFH�WKLV�KDV�WKH�IXOOHVW�UDQJH�
RI�.3,V�IRU�GLIIHUHQW�PDQDJHUV��

:H¶YH�GHYHORSHG�³5$&(´�DV�D�SUDFWLFDO�IUDPHZRUN�WR�KHOS�PDQDJH�DQG�LPSURYH�WKH�
FRPPHUFLDO�YDOXH�WKDW�FRPSDQLHV�FDQ�JDLQ�IURP�GLJLWDO�PDUNHWLQJ���,W�ZLOO�KHOS�VLPSOLI\�\RXU�
DSSURDFK�WR�UHYLHZLQJ�WKH�SHUIRUPDQFH�RI�\RXU�RQOLQH�PDUNHWLQJ�DQG�WDNLQJ�DFWLRQV�WR�
LPSURYH�LWV�HIIHFWLYHQHVV�

5$&(�FRQVLVWV�RI�IRXU�VWHSV�GHVLJQHG�WR�KHOS�HQJDJH�SURVSHFWV��FXVWRPHUV�DQG�IDQV�ZLWK�
EUDQGV�WKURXJKRXW�WKH�FXVWRPHU�OLIHF\FOH�
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 ; Stage 1 Reach�±�%XLOG�DZDUHQHVV�RI�D�EUDQG��LWV�SURGXFWV�DQG�VHUYLFHV�RQ�RWKHU�VLWHV�DQG�
LQ�RIÀLQH�PHGLD�DQG�EXLOG�WUDI¿F�E\�GULYLQJ�YLVLWV�WR�ZHE�SUHVHQFHV

 ; Stage 2 Act�±�(QJDJH�DXGLHQFH�ZLWK�EUDQG�RQ�LWV�ZHEVLWH�RU�RWKHU�RQOLQH�SUHVHQFH�
 ; Stage 3 Convert�±�$FKLHYH�FRQYHUVLRQ�WR�PDUNHWLQJ�JRDOV�VXFK�DV�QHZ�IDQV��OHDGV�RU�
VDOHV�RQ�ZHE�SUHVHQFHV�DQG�RIÀLQH

 ; Stage 4 Engage – Build customer relationships through time to achieve retention goals

Best Practice Tip 8 8VH�D�JULG�RI�5$&(�YV�VHQLRULW\�WR�GH¿QH�\RXU�JRDOV�
,Q�WKH�URZV��LW�LVRODWHV�PRUH�GHWDLOHG�PHWULFV�WKDW�GULYH�SHUIRUPDQFH�IURP�WKH�FXVWRPHU�
FHQWULF�.3,V�DQG�%XVLQHVV�YDOXH�.3,V��VR�LW�LGHQWL¿HV�WKH�PHDVXUHV�WKDW�UHDOO\�PDWWHU�
RU�.H\�.H\�3HUIRUPDQFH�,QGLFDWRUV��..3,V��DW�WKH�ERWWRP�RI�WKH�PDWUL[��0RUH�VHQLRU�
PDQDJHUV�ZLOO�UHYLHZ�WKH�SHUIRUPDQFH�GULYHUV�DW�WKH�ERWWRP�RI�WKH�JULG��

7KLV�$FTXLVLWLRQ��&RQYHUVLRQ��5HWHQWLRQ�DSSURDFK�LV�DGDSWHG�IURP�DQ�DSSURDFK�
UHFRPPHQGHG�E\�DQDO\WLFV�VSHFLDOLVW�1HLO�0DVRQ�RQ�KLV�FRXUVHV��

<RX�FDQ�VHH�LW�LV�PRVW�SUDFWLFDO�WR�XVH�LQ�D�ODUJHU�RUJDQLVDWLRQ�ZLWK�GLIIHUHQW�WLHUV�RI�
PDQDJHPHQW��7KH�LGHD�LV�WR�VHOHFW�WKH�PRVW�UHOHYDQW�.3,V�WR�IRUP�GDVKERDUGV�IRU�GLIIHUHQW�
SHRSOH�DV�VKRZQ�LQ�WKH�OHIW�FROXPQ�

Metric Reach  
audience

(QFRXUDJH 
Action and Leads

Convert 
to Sale

Engage  
customers to 
Retain & Grow

Tracking 
metrics

�Digital 
specialists)

 � Unique visitors

 � New visitors

 � Visits

 � Conversation  
volume

 � Online opportunity 
�OHDG��YROXPH

 � 2IÀLQH�RSSRUWXQLW\�
�OHDG��YROXPH� 
�RQOLQH�
LQÀXHQFHG�

 � Online sales volume

 � 2IÀLQH�VDOHV�YROXPH� 
�RQOLQH�LQÀXHQFHG�

 � (�PDLO�OLVW�TXDOLW\

 � (�PDLO�UHVSRQVH�
quality

 � Transactions

3HUIRUPDQFH�
drivers 
�GLDJQRVWLFV�

�Digital 
managers)

 � 6KDUH�RI�DXGLHQFH�
compared to 
competitors

 � 6KDUH�RI�VHDUFK

 � Brand / direct visits 

 � Bounce rate 
and duration 
measures

 � Macro-conver-
sion rate to 
opportunity and  
micro-conversion 
HI¿FLHQF\

 � Conversion rate to 
Sale

 � (�PDLO�FRQYHUVLRQ�UDWH

 � Active customers 
�����VLWH�	�H�PDLO�
active)

 � Active social 
IROORZHUV

 � Repeat conversion 
rate

Customer 
Centric 
KPIs 
 
�Brand and 
Product 
managers)

 � Cost per Click and 
per Sale

 � Brand awareness

 � Conversation  
3RODULW\��VHQWLPHQW�

 � Cost per 
Opportunity

 � Customer 
VDWLVIDFWLRQ

 � Cost per Sale

 � &XVWRPHU�VDWLVIDFWLRQ

 � /LIHWLPH�YDOXH

 � Customer loyalty 
LQGH[

 � Customer advocacy 
LQGH[

 � Products per 
customer

Business 
Value 
KPIs

�Business 
managers)

 � Audience share

 � 6KDUH�RI�
conversations

 � Goal value per visit

 � Online product 
requests 
�Q�������RI�WRWDO�

 � Revenue per visit

 � Online originated sales 
UHYHQXH�DQG�SUR¿W 
�Q�������RI�WRWDO�

 � Retained sales 
growth and 
volume

 � Revenue per 1000 
emails sent



M
anaging digital 

strategy
G

etting new
  

custom
ers

K
eeping custom

ers 
loyal

P
roposition

Targeting
'
H¿QH�\RXU 

future
U

nderstanding 
your ecosystem

© Smart Insights (Marketing Intelligence) Limited. Please go to www.smartinsights.com to feedback or access our other guides.

7 Steps to Digital Marketing Strategy

�
38

3

5HFRPPHQGHG�UHVRXUFH"� 5$&(�.3,�JULG�
The Smart Insights digital marketing toolkit contains a 5$&(�.3,�*ULG�ZLWK�H[DPSOHV�IRU�
\RX�WR�DPHQG�IRU�\RXU�EXVLQHVV�RU�\RXU�FOLHQWV�

/HW¶V�ORRN�DW�WKH�NH\�SHUIRUPDQFH�LQGLFDWRUV�IRU�HDFK�RI�WKH�IRXU�VWHSV�DQG�ZKHUH�\RX�FDQ�¿QG�
the reports in Google Analytics.  

Stage 1 Reach�LQYROYHV�EXLOGLQJ�DZDUHQHVV�RI�D�EUDQG��LWV�SURGXFWV�DQG�VHUYLFHV�RQ�RWKHU�
VLWHV�DQG�LQ�RIÀLQH�PHGLD�DQG�EXLOGLQJ�WUDI¿F�E\�GULYLQJ�YLVLWV�WR�ZHE�SUHVHQFHV��.3,V�LQFOXGH�

 ;  Unique visitors��7KH�VL]H�RI�\RXU�DXGLHQFH�DW�WKH�WRS�RI�WKH�IXQQHO�ZLWK�WKH�SRWHQWLDO�
WR�FRQYHUW��7KLV�PHDVXUH�LV�DYDLODEOH�RQ�\RXU�GDVKERDUG���<RX�PD\�ZDQW�WR�UHYLHZ�\RXU�
UHDFK�LQWR�VRFLDO�QHWZRUN�VLWHV�OLNH�)DFHERRN�DQG�7ZLWWHU�DOVR�LI�\RX¶UH�DFWLYH�RQ�WKHVH��

 ;  Audience share.�<RX�FDQ�EHQFKPDUN�WKLV�WKURXJK�FRPSDULQJ�\RXU�XQLTXH�YLVLWRUV�WR�
FRPSHWLWRU�VLWHV�XVLQJ�*RRJOH�$G3ODQQHU��6KDUH�RI�DXGLHQFH�LV�SDUWLFXODUO\�LPSRUWDQW�IRU�
VHDUFK�PDUNHWLQJ�ZKLFK�RIWHQ�DFFRXQWV�IRU�����RU�PRUH�RI�D�FDWDORJXH�VLWH¶V�DXGLHQFH��
<RX�VKRXOG�FRPSDUH�YLVLWV�IURP�VHDUFK�LQ�\RXU�NH\ZRUGV�UHSRUW�DJDLQVW�WKH�SRWHQWLDO�
GHPDQG�IRU�VHDUFK�HQJLQHV�XVLQJ�D�JDS�DQDO\VLV�WR�VHH�ZKHUH�\RXU�PLVVLQJ��

 ; Revenue or goal value per visit��$V�GHVFULEHG�DERYH��WKHVH�PHDVXUHV�HQDEOH�\RX�
WR�VHH�WKH�YDOXH�WKDW�HDFK�UHIHUULQJ�FDPSDLJQ��VLWH�RU�NH\ZRUG�LV�JHQHUDWLQJ��7KURXJK�
UHYLHZLQJ�KRZ�\RX�SURPRWH�\RXU�VLWH�WKURXJK�WKHVH�WUDI¿F�VRXUFHV�\RX�FDQ�DLP�WR�
LQFUHDVH�UHYHQXH�SHU�YLVLW��2I�FRXUVH�LQFUHDVLQJ�FRQYHUVLRQ�UDWH�ZLOO�DOVR�KHOS�LQFUHDVH�
revenue per visit.

Stage 2 Act�VWDQGV�IRU�LQWHUDFW��\RXU�DLP�LV�WR�DFKLHYH�WKH�LQLWLDO�HQJDJHPHQW�RI�\RXU�YLVLWRUV�
when they enter your site. KPIs include:

 ; Bounce rate. %RXQFH�UDWH�LV�D�JUHDW�PHDVXUH�WR�XVH�DV�SDUW�RI�\RXU�DLP�RI�LQFUHDVLQJ�
VDOHV��5HYLHZ�WKH�WRS�VRXUFHV�RI�WUDI¿F�UHSRUW�DQG�NH\ZRUGV�UHSRUWV�WR�LGHQWLI\�WUDI¿F�
VRXUFHV�ZLWK�WKH�KLJKHVW�ERXQFH�UDWH�DQG�DLP�WR�UHGXFH�WKLV�¿JXUH��2IWHQWLPHV�PRUH�
WKDQ�����RI�YLVLWRUV�ZLOO�ERXQFH�PHDQLQJ�WKH�LQYHVWPHQW�LQ�PHGLD�LV�ZDVWHG��/LNHZLVH�
UHYLHZ�WKH�ODQGLQJ�SDJH�RU�HQWUDQFH�SDJH�UHSRUWV�WR�LGHQWLI\�SDJHV�WKDW�DUHQ¶W�HIIHFWLYH�LQ�
engaging visitors.

 ; Pages per visit��,I�\RX�FDQ�HQFRXUDJH�PRUH�EURZVLQJ�DQG�VHDUFKLQJ��\RX�DUH�OLNHO\�WR�
LQFUHDVH�FRQYHUVLRQ�UDWHV��7KH�DYHUDJH�¿JXUH�IRU�YLVLWV�ZKLFK�LQYROYH�D�VHDUFK�LV�DURXQG�
����LQ�WKH�8.�IRU�UHWDLOHUV��DFFRUGLQJ�WR�&RUHPHWULFV��&KHFN�KRZ�\RX�FRPSDUH�DQG�WKHQ�
ORRN�WR�LQFUHDVH�WKH�SURSRUWLRQ�RI�VHDUFKHV�DQG�VHDUFKHV�WKDW�DUH�IROORZHG�E\�DQ�H[LW�
EHFDXVH�WKH�ULJKW�SURGXFW�LV�XQDYDLODEOH�

 ; Product page conversion��&RQYHUVLRQ�UDWHV�IRU�VRPH�SURGXFWV�ZLOO�QDWXUDOO\�EH�KLJKHU�
WKDQ�RWKHUV�VR�ZRUN�RQ�LQFUHDVLQJ�FRQYHUVLRQ�UDWHV�ZKHUH�\RX�KDYH�³SUREOHP�SURGXFWV´�
ZLWK�D�UHODWLYHO\�KLJK�YROXPH�RI�SDJH�YLHZV��EXW�UHODWLYHO\�ORZ�FRQYHUVLRQ�UDWH��<RX�FDQ�
XVH�WKH�$GYDQFHG�¿OWHU�IHDWXUH�LQ�WKH�UHSRUWV�WR�KHOS�ZKLWWOH�GRZQ�WR�WKHVH�SDJHV���

Stage 3 Convert�±�$FKLHYH�FRQYHUVLRQ�WR�PDUNHWLQJ�JRDOV�VXFK�DV�QHZ�IDQV��OHDGV�RU�VDOHV�
RQ�ZHE�SUHVHQFHV�DQG�RIÀLQH��7KH�ZHOO�NQRZQ�.3,V�LQFOXGH�

 ; Conversion rates��$JDLQ�LW¶V�ZRUWK�XQGHUVWDQGLQJ�KRZ�WKHVH�YDU\�IRU�GLIIHUHQW�YLVLWRUV�
VRXUFHV��6R�DOZD\V�VHJPHQW�FRQYHUVLRQ�UDWHV�IXUWKHU�

 ; Sales transactions��7KH�QXPEHU�DQG�YDOXH�RI�VDOHV�EURNHQ�GRZQ�E\�FDWHJRU\�
 ; Revenue and margin��5HYHQXH�LV�UHDGLO\�UHSRUWHG��EXW�PDUJLQ�ZLOO�EH�XVXDOO\�UHSRUWHG�
WKURXJK�D�EDFN�HQG�V\VWHP���

http://www.smartinsights.com/guides/digital-strategy-template-toolkit/
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Stage 4 Engage. Build customer relationships through time to achieve retention goals. 
*RRJOH�LV�OHVV�VDWLVIDFWRU\�LQ�WKLV�DUHD�VLQFH�LW�GRHVQ¶W�KDYH�VXLWDEOH�PHWULFV�DQG�\RX�PD\�
have to derive these through your sales systems. KPIs include:

 ; % returning visitors��7KLV�JLYHV�\RX�D�VLPSOH�LQGLFDWLRQ�RI�WKH�LPSRUWDQFH�RI�UHWXUQLQJ�
YLVLWRUV�WR�\RXU�EXVLQHVV��

 ; % active hurdle rates��7KHVH�KDYH�WR�EH�H[WUDFWHG�IURP�WKH�&50�GDWDEDVH���\RX�VKRXOG�
ORRN�DW�WKH�SHUFHQWDJH�RI�FXVWRPHUV�ZKR�PDNH�D�SXUFKDVH�LQ�D���RU���PRQWK�SHULRG��
$626�XVHV�D���PRQWK�SHULRG�WR�GH¿QH�DFWLYH�FXVWRPHUV�

 ;  Repeat conversion rate��7KLV�LV�WKH�SURSRUWLRQ�RI�¿UVW�WLPH�SXUFKDVHUV�ZKR�EX\�DJDLQ��

Best Practice Tip 9 'H¿QH�GDVKERDUGV�IRU�GLIIHUHQW�WHDP�PHPEHUV�
<RX�FDQ�XVH�*RRJOH�$QDO\WLFV�FXVWRP�UHSRUWV�RU�VSUHDGVKHHW�ZRUNVKHHWV�WR�KDYH�GLIIHUHQW�
WDEV�IRU�GLIIHUHQW�OHYHOV�RI�VHQLRULW\�DQG�LQYROYHPHQW�ZLWK�GLJLWDO��

7KLV�H[DPSOH�VKRZV�KRZ�RQH�([SHUW�PHPEHU�XVHG�WKH�³PHQX´�RI�.3,V�LQ�WKH�WDEOH�DERYH�WR�
VHOHFW�WKH�PRVW�UHOHYDQW�PHDVXUHV�IRU�WKHP�WR�SXW�LQWR�WKHLU�UHSRUWLQJ�
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Step 4  
Strategy: Targeting

 � Q. &XVWRPHU�VHJPHQWDWLRQ�DQG�WDUJHWLQJ�DSSURDFK�GH¿QHG"

'LJLWDO�FKDQQHOV�RIIHU�H[FLWLQJ�SRWHQWLDO�WR�WDUJHW�FXVWRPHUV�PRUH�FORVHO\��)RU�D�ORQJ�WLPH�
PDUNHWHUV�KDYH�WDONHG�DERXW�WKH�QLUYDQD�RI�RQH�WR�RQH�PDUNHWLQJ�HQDEOHG�E\�WHFKQRORJ\��

:KLOH�WKHUH�DUH�RSSRUWXQLWLHV�IRU�VPDUW�WDUJHWLQJ�ZLWK�WHFKQRORJ\��WKH�UHDOLW\�LV�WKDW�PDQ\�
FRPPXQLFDWLRQV�DUHQ¶W�WDUJHWHG�DW�DQ\�OHYHO��<HW�5HOHYDQFH��5HOHYDQFH��5HOHYDQFH�
VKRXOG�EH�WKH�PDQWUD�WKDW�XQGHUSLQV�\RXU�RQOLQH�PDUNHWLQJ��:LWKRXW�GHOLYHULQJ�UHOHYDQW�
communications you’re dead in the water. 

,Q�WKLV�VWHS�ZH�UHFRPPHQG�\RX�WDUJHW�WKHVH�JURXSV�RI�FXVWRPHUV�RU�VHJPHQWV�WR�KHOS�JURZ�
your audience:

 ; A Overall targeting approaches - strategic segmentation
 ; %�2ZQHG�PHGLD�WDUJHWLQJ�DSSURDFKHV���PDLQ�DXGLHQFHV�DQG�ZHE�GHVLJQ�SHUVRQDV
 ; &�3DLG�PHGLD�RSWLRQV�IRU�WDUJHWLQJ�WKURXJK�GLIIHUHQW�GLJLWDO�PHGLD�FKDQQHOV
 ; '�(DUQHG�PHGLD�WDUJHWLQJ�RSWLRQV

<RX�FDQ�VHH�WKDW�WKHVH�WDUJHWLQJ�DSSURDFKHV�DUH�FORVHO\�UHODWHG�WR�WKH�QH[W���VWHSV��WKH�
SURSRVLWLRQV�\RX�RIIHU�WR�WKHVH�VHJPHQWV��KRZ�\RX�JURZ�\RXU�UHDFK�DQG�KRZ�\RX�HQJDJH�
H[LVWLQJ�FXVWRPHUV��

$W�D�SUDFWLFDO�OHYHO��\RX�FDQ�WDUJHW�VSHFL¿F�DXGLHQFHV�HLWKHU�WKURXJK�\RXU�ZHEVLWH�DQG�RWKHU�
RZQHG�PHGLD�OLNH�\RXU�VRFLDO�SUHVHQFH��ERXJKW�RU�HDUQHG�PHGLD��VR�ZH�ZLOO�ORRN�DW�WKH�
WDUJHWLQJ�RSWLRQV�LQ�HDFK�RI�WKHVH�DUHDV�

A Set strategic segmentation
 � Q. 6WUDWHJLF�PDUNHW�VHJPHQWV�GH¿QHG"

%HIRUH�ZH�GLYH�LQWR�WKH�WDFWLFDO�VHJPHQWDWLRQ�RI�KRZ�WR�WDUJHW�H[LVWLQJ�DXGLHQFHV�EHWWHU��ZH�
VKRXOG�ORRN�DW�WKH�ELJJHU�SLFWXUH�RI�WKH�PDLQ�PDUNHWV�\RX¶UH�WDUJHWLQJ��7KLV�LV�\RXU�VWUDWHJLF�
segmentation.

:KDW�LV�LW"� Strategic segmentation  
$�GH¿QLWLRQ�RI�WKH�PDLQ�PDUNHWV�DQG�DXGLHQFHV�\RX�DUH�WDUJHWLQJ�

'H¿QH�FRUH�DXGLHQFHV to target
 � Q. &RUH�DXGLHQFH�GHPRJUDSKLFV�GH¿QHG. 

<RX�FDQ¶W�EH�DOO�WKLQJV�WR�DOO�SHRSOH��\RX�QHHG�WR�IRFXV�WR�RIIHU�D�WDUJHWHG�SURSRVLWLRQ��VR�\RX�
VKRXOG�VSHFLI\�ZKR�DUH�\RXU�FRUH�DXGLHQFHV��7KHVH�ZLOO�EH�OLNHO\�����PDLQ�DXGLHQFHV��2QOLQH�
PHGLD�OLNH�DG�QHWZRUNV�JLYH�RSSRUWXQLWLHV�WR�EX\�PHGLD�E\�GHPRJUDSKLF�FULWHULD��VR�FOHDUO\�
GH¿QH�GLIIHUHQW�JURXSV�E\�DJH��JHQGHU�DQG�VRFLDO�JURXSLQJV�

7KHVH�DXGLHQFHV�ZLOO�IRUP�WKH�ZHE�GHVLJQ�SHUVRQDV�ZH�GHVFULEH�LQ�WKH�QH[W�VHFWLRQ�
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&KHFNOLVW�±�DXGLHQFHV�E\�SULRULW\
/LVW�DXGLHQFH�E\�SULRULW\�RI�YROXPH�RU�E\�YDOXH�WR�WKH�RUJDQLVDWLRQ�

1. ____________________________________

2. ____________________________________ 

3. ____________________________________

4. ______________________________________

5. ______________________________________

6. _______________________________________

'H¿QH�LQWHUQDWLRQDO�DXGLHQFHV to target
 � 4��,QWHUQDWLRQDO�PDUNHWLQJ�RSWLRQV�GH¿QHG�

:H�DOO�NQRZ�WKH�ZHE�LV�JOREDO�DQG�LQGHHG��WKDQNV�WR�WKH�VHDUFK�HQJLQHV��HYHU\�VLWH�ZLOO�
UHFHLYH�YLVLWV�IURP�PDQ\�GLIIHUHQW�FRXQWULHV��%XW�FHUWDLQ�PDUNHWV�ZLOO�EH�PXFK�PRUH�LPSRUWDQW��
VR�\RX�KDYH�WR�LGHQWLI\�WKHVH�DQG�JURXS�WKHP�LQ�D�PHDQLQJIXO�ZD\�VXFK�WKDW�\RX�FDQ�WDFNOH�
WKHP��2I�FRXUVH��\RXU�SULPDU\�PDUNHW�PD\�EH�LQ�\RXU�ORFDO�FRXQWU\�VLPSO\�EHFDXVH�\RX�FDQ�
RQO\�GHOLYHU�SURGXFWV�RU�VHUYLFHV�ORFDOO\��LQ�ZKLFK�FDVH�\RX�ZLOO�QHHG�WR�H[FOXGH�DOO�RWKHU�
FRXQWULHV�LQ�DQDO\WLFV�XQOHVV�SHRSOH�EX\�IURP�DEURDG��

Best Practice Tip 10 *URXS�LQWHUQDWLRQDO�WDUJHW�PDUNHWV�LQ�D�PHDQLQJIXO�ZD\��
7R�KHOS�PDQDJH�PDUNHWV�\RX�VKRXOG�JURXS�WKHP�LQWR�WKUHH�RU�IRXU�WLHUV�DFFRUGLQJ�WR�WKH�
DPRXQW�RI�EXVLQHVV�WKH\�JHQHUDWH�RU�EDVHG�RQ�IXWXUH�SRWHQWLDO��H�J��HPHUJLQJ�PDUNHWV�

'H¿QH�RSSRUWXQLWLHV�WR�UHDFK�QHZ�PDUNHWV�DQG�DXGLHQFHV 
 � Q. Options to reach new markets and audiences reviewed?

7KURXJK�UHYLHZLQJ�VWUDWHJLF�VHJPHQWDWLRQ��\RX�FDQ�WKLQN�WKURXJK�WKH�RSSRUWXQLWLHV�DYDLODEOH�
to sell into new markets through online channels. These could involve taking advantage 
RI�WKH�ORZ�FRVW�RI�DGYHUWLVLQJ�LQWHUQDWLRQDOO\�ZLWKRXW�WKH�QHFHVVLW\�IRU�D�VXSSRUWLQJ�VDOHV�
LQIUDVWUXFWXUH�LQ�WKH�FXVWRPHU¶V�FRXQWU\��)RU�H[DPSOH��WKH�,QWHUQHW�KDV�KHOSHG�ORZ�FRVW�
DLUOLQHV�VXFK�DV�HDV\-HW�DQG�5\DQDLU�WR�HQWHU�QHZ�PDUNHWV�VHUYHG�E\�WKHLU�URXWHV�FRVW�HIIHF-
WLYHO\��7KLV�LV�D�UHODWLYHO\�FRQVHUYDWLYH�XVH�RI�WKH�,QWHUQHW�EXW�LV�D�JUHDW�RSSRUWXQLW\�IRU�60(V�
WR�LQFUHDVH�H[SRUWV�DW�D�ORZ�FRVW��WKRXJK�LW�GRHV�UHTXLUH�RYHUFRPLQJ�WKH�EDUULHUV�WR�H[SRUWLQJ�

Strategy Recommendation 18 5HYLHZ�RSSRUWXQLWLHV�RI�GLJLWDO�PHGLD�WR�WDUJHW�QHZ�
audiences and new markets
'RQ¶W�OLPLW�\RXU�RQOLQH�DPELWLRQV�WR�VHOO�LQWR�H[LVWLQJ�PDUNHWV��,QVWHDG��UHYLHZ�RSSRUWXQLWLHV�
WR�UHDFK�QHZ�DXGLHQFHV���HLWKHU�FRPSOHWHO\�GLIIHUHQW�WR�WKRVH�WKDW�H[LVW�DOUHDG\�RU�WKURXJK�
micro-targeting
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7KHUH�PD\�DOVR�EH�RSSRUWXQLW\�WR�VHOO�WR�QHZ�PDUNHW�VHJPHQWV�RU�GLIIHUHQW�W\SHV�RI�
FXVWRPHUV��)RU�H[DPSOH��%�%�FRPSDQ\�RS Components��D�VXSSOLHU�RI�D�UDQJH�RI�052�
�PDLQWHQDQFH��UHSDLU�DQG�RSHUDWLRQV��LWHPV��IRXQG�ZKHQ�LW�¿UVW�ODXQFKHG�LWV�VLWH�WKDW�����
RI�WKH�ZHE�EDVHG�VDOHV�ZHUH�WR�LQGLYLGXDO�FRQVXPHUV�UDWKHU�WKDQ�WUDGLWLRQDO�EXVLQHVV�
FXVWRPHUV��,W�DOVR�XVHV�WKH�ZHEVLWH�WR�RIIHU�DGGLWLRQDO�IDFLOLWLHV�IRU�FXVWRPHUV�SODFLQJ�ODUJH�
RUGHUV�RQOLQH��7KH�8.�UHWDLOHU�$UJRV�IRXQG�WKH�RSSRVLWH�ZDV�WUXH�ZLWK�����RI�ZHEVLWH�VDOHV�
EHLQJ�IURP�EXVLQHVVHV�ZKHQ�WKHLU�WUDGLWLRQDO�PDUNHW�ZDV�FRQVXPHU�EDVHG��(DV\-HW�DOVR�
KDV�D�VHFWLRQ�RI�LWV�ZHEVLWH�WR�VHUYH�EXVLQHVV�FXVWRPHUV��7KH�,QWHUQHW�PD\�RIIHU�IXUWKHU�
RSSRUWXQLWLHV�IRU�VHOOLQJ�WR�PDUNHW�VXE�VHJPHQWV�WKDW�KDYH�QRW�EHHQ�SUHYLRXVO\�WDUJHWHG��
)RU�H[DPSOH��D�SURGXFW�VROG�WR�ODUJH�EXVLQHVVHV�PD\�DOVR�DSSHDO�WR�60(V�WKDW�WKH\�KDYH�
SUHYLRXVO\�EHHQ�XQDEOH�WR�VHUYH�EHFDXVH�RI�WKH�FRVW�RI�VDOHV�YLD�D�VSHFLDOLVW�VDOHV�IRUFH��
$OWHUQDWLYHO\�D�SURGXFW�WDUJHWHG�DW�\RXQJ�SHRSOH�FRXOG�DOVR�DSSHDO�WR�VRPH�PHPEHUV�RI�
DQ�ROGHU�DXGLHQFH�DQG�YLFH�YHUVD��0DQ\�FRPSDQLHV�KDYH�IRXQG�WKDW�WKH�DXGLHQFH�DQG�
FXVWRPHUV�RI�WKHLU�ZHEVLWH�DUH�TXLWH�GLIIHUHQW�IURP�WKHLU�WUDGLWLRQDO�DXGLHQFH�

Common online targeting priorities
/HW¶V�ORRN�DW�VRPH�H[DPSOHV�RI�KRZ�ZH�FDQ�VHOHFW�VHJPHQWV�IRU�WDUJHWLQJ�RQOLQH�WKDW�
DUH�PRVW�DWWUDFWLYH�LQ�WHUPV�RI�JURZWK�DQG�SUR¿WDELOLW\��7KHVH�PD\�EH�VLPLODU�RU�GLIIHUHQW�
FRPSDUHG�ZLWK�JURXSV�WDUJHWHG�RIÀLQH��6RPH�H[DPSOHV�RI�%�&�DQG�%�%�FXVWRPHU�VHJPHQWV�
WKDW�\RX�VKRXOG�WKLQN�DERXW�UHDFKLQJ�RU�LQÀXHQFLQJ�WKURXJK�\RXU�VLWH�DQG�HFRV\VWHP�LQFOXGH�

 � 7KH�PRVW�SUR¿WDEOH�FXVWRPHUV��8VLQJ�WKH�,QWHUQHW�WR�SURYLGH�WDLORUHG�RIIHUV�WR�WKH�WRS�
����RI�FXVWRPHUV�E\�SUR¿W�PD\�UHVXOW�LQ�PRUH�UHSHDW�EXVLQHVV�DQG�FURVV�VDOHV�

 � &XVWRPHUV�WKDW�DUH�GLI¿FXOW�WR�UHDFK�XVLQJ�RWKHU�PHGLD. An insurance company 
ORRNLQJ�WR�WDUJHW�\RXQJHU�GULYHUV�FRXOG�XVH�WKH�ZHE�DV�D�YHKLFOH�IRU�WKLV�

 � Customers that are brand-loyal. 6HUYLFHV�WR�DSSHDO�WR�EUDQG�OR\DOLVWV�DQG�LQÀXHQFHUV�
FDQ�EH�SURYLGHG�WR�VXSSRUW�WKHP�LQ�WKHLU�UROH�DV�DGYRFDWHV�RI�D�EUDQG��DV�VXJJHVWHG�E\�
$DNHU�DQG�-RDFKLPVWKDOHU��������

 � Customers that are not brand-loyal. Conversely, incentives, promotion and a good 
OHYHO�RI�VHUYLFH�TXDOLW\�FRXOG�EH�SURYLGHG�E\�WKH�ZHEVLWH�WR�WU\�DQG�UHWDLQ�VXFK�FXVWRPHUV�

 � Larger companies (B2B)��7KLQN�DERXW�KRZ�\RX�FDQ�UHDFK�WKHVH�DXGLHQFHV�WKURXJK�
GLJLWDO�PHGLD�DQG�WKHQ�KRZ�\RX�DSSHDO�WR�WKHP�RQ�\RXU�VLWH�WKURXJK�VSHFL¿F�VLWH�VHFWLRQV�
RU�PHVVDJHV�RQ�D�ZHE�SDJH�

 � Smaller companies (B2B). Large companies are traditionally serviced through sales 
UHSUHVHQWDWLYHV�DQG�DFFRXQW�PDQDJHUV��EXW�VPDOOHU�FRPSDQLHV�PD\�QRW�ZDUUDQW�WKH�
H[SHQVH�RI�DFFRXQW�PDQDJHUV��7KH�,QWHUQHW��HVSHFLDOO\�WKURXJK�WKH�VRIWZDUH�DV�D�VHUYLFH�
�6DD6��PRGHO�FDQ�EH�XVHG�WR�UHDFK�DQG�VHUYH�VPDOOHU�FRPSDQLHV�PRUH�FRVW�HIIHFWLYHO\�

 � 6SHFL¿F�PHPEHUV�RI�WKH�EX\LQJ�XQLW��%�%�. Again, the site can provide detailed 
LQIRUPDWLRQ�IRU�GLIIHUHQW�LQWHUHVWV�ZKLFK�VXSSRUWV�WKH�EX\LQJ�GHFLVLRQ��IRU�H[DPSOH�
WHFKQLFDO�GRFXPHQWDWLRQ�IRU�XVHUV�RI�SURGXFWV��LQIRUPDWLRQ�RQ�VDYLQJV�IURP�
H�SURFXUHPHQW�IRU�,6�RU�SXUFKDVLQJ�PDQDJHUV��DQG�LQIRUPDWLRQ�WR�HVWDEOLVK�WKH�FUHGLELOLW\�
RI�WKH�FRPSDQ\�IRU�GHFLVLRQ�PDNHUV�

$V�ZH�ZLOO�VHH�DW�WKH�HQG�RI�WKLV�VWHS��WKH�GLJLWDO�PHGLD�FKDQQHOV�OLNH�DI¿OLDWH��VHDUFK�DQG�
VRFLDO�PHGLD�DOVR�JLYH�RSSRUWXQLWLHV�WR�UHDFK�WR�VPDOOHU�VHJPHQW�VL]HV��WKLV�LV�PLFUR�WDUJHW-
ing. 

Tactical segmentation methods review
 � Q. Tactical segmentation reviewed?

7KH�QH[W�WZR�VHFWLRQV�DOVR�UHYLHZ�WDFWLFDO�VHJPHQWDWLRQ�RSWLRQV��%HIRUH�ZH�ORRN�DW�WKHVH��

http://www.rswww.com
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one other segmentation method to consider is psychographic segmentation. In plain 
ODQJXDJH�WKLV�LV�KRZ�DXGLHQFHV�WKLQN�DERXW�SURGXFWV�DQG�EUDQGV�DQG�KRZ�WKH\�EHKDYH�
WKURXJK�WKH�EX\LQJ�SURFHVV��,W�LQYROYHV�XQGHUVWDQGLQJ�WKHLU�EX\LQJ�FULWHULD�DQG�EHKDYLRXU��

)RU�H[DPSOH��ODVHU�H\H�WUHDWPHQW�FRPSDQ\�8OWUDODVH�GLVFRYHUHG�WKDW�OHDGV�RQ�WKHLU�ZHEVLWH�
ZHUH�JHQHUDWHG�WKURXJK�WZR�GLVWLQFW�EHKDYLRXUV��)LUVW�VRPH�OHDGV�ZHUH�JHQHUDWHG�UDSLGO\�
ZLWKLQ�D�GD\�RI�WKH�¿UVW�YLVLW��EXW�DQRWKHU�JURXS�RI�YLVLWRUV�WRRN�PXFK�ORQJHU��XVLQJ�D�PRUH�
considered approach involving many visits over a longer time period. 

'RQ¶W�IRUJHW�WKDW�DW�D�SUDFWLFDO�OHYHO��\RXU�RSWLRQV�WR�WDUJHW�\RXU�HPDLO�OLVW�ZLOO�EH�EDVHG�RQ�
your customer knowledge. Since we are looking to learn more through time, we need a 
VWUXFWXUHG�DSSURDFK�WR�FXVWRPHU�GDWD�FDSWXUH��7KLV�FDQ�EH�DFKLHYHG�WKURXJK�D�common 
FXVWRPHU�SUR¿OH.

:KDW�LV�LW"� &RPPRQ�FXVWRPHU�SUR¿OH
$�GH¿QLWLRQ�RI�DOO�WKH�GDWDEDVH�¿HOGV�WKDW�DUH�UHOHYDQW�WR�WKH�PDUNHWHU�LQ�RUGHU�WR�
XQGHUVWDQG�DQG�WDUJHW�WKH�FXVWRPHU�ZLWK�D�UHOHYDQW�RIIHULQJ��,W�LV�EHVW�LI�GLIIHUHQW�
OHYHOV�����RI�SUR¿OH�FDQ�EH�GH¿QHG�WR�HQFRXUDJH�PRUH�FXVWRPHUV�WR�VLJQ�XS. 

2QFH�GH¿QHG��WKH�FRPPRQ�FXVWRPHU�SUR¿OH�FDQ�WKHQ�EH�XVHG�DV�D�PHDQV�RI�
VWUXFWXULQJ�H�SHUPLVVLRQ�PDUNHWLQJ�DQG�UH¿QLQJ�XQGHUVWDQGLQJ�DERXW�WKH�FXVWRPHU��$�SODQ�
ZLWK�WDUJHWV�IRU�HDFK�OHYHO�FDQ�EH�FUHDWHG�DERXW�KRZ�WR�OHDUQ�PRUH�DERXW�WKH�FXVWRPHU�

Best Practice Tip 11 �,GHQWLI\�NH\�SUR¿OH�¿HOGV
,GHQWLI\�WKH�SUR¿OH�¿HOGV�\RX�UHDOO\�QHHG�WR�EH�DEOH�WR�XQGHUVWDQG�\RXU�DXGLHQFH�DQG�WDUJHW�
WKHP�ZLWK�IXWXUH�PHVVDJHV��7KHVH�DUH�OHYHO���RU���RI�WKH�FRPPRQ�FXVWRPHU�SUR¿OH��

$�VWUXFWXUHG�DSSURDFK�WR�FXVWRPHU�GDWD�FDSWXUH�LV�QHHGHG�RWKHUZLVH�VRPH�GDWD�ZLOO�EH�
PLVVHG��DV�LV�WKH�FDVH�ZLWK�WKH�XWLOLW\�FRPSDQ\�WKDW�FROOHFWHG��������H�PDLO�DGGUHVVHV��EXW�
IRUJRW�WR�DVN�IRU�WKH�SRVWFRGH�IRU�JHR�WDUJHWLQJ��

7KH�FXVWRPHU�SUR¿OH�FDQ�KDYH�GLIIHUHQW�OHYHOV�WR�VHW�WDUJHWV�IRU�GDWD�TXDOLW\�

 ; /HYHO���LV�FRQWDFW�GHWDLOV�DQG�NH\�SUR¿OH�¿HOGV�RQO\
 ; /HYHO���LQFOXGHV�SUHIHUHQFHV�
 ; /HYHO���LQFOXGHV�IXOO�SXUFKDVH�DQG�UHVSRQVH�EHKDYLRXU

B Owned media targeting options
 � Q. Owned media targeting options reviewed"

7KH�FRPSDQ\�ZHEVLWH�LV�VWLOO�WKH�PDLQ�RZQHG�PHGLD�RSWLRQ�IRU�PRVW�FRPSDQLHV�WR�LQWHUDFW�
ZLWK�SURVSHFWV�DQG�FXVWRPHUV��,W¶V�LPSRUWDQW�WR�WKLQN�RI�PHWKRGV�RI�SHUVRQDOLVDWLRQ�WR�XVH��
%XW�IRU�VRPH��VXFK�DV�)0&*�EUDQGV�VRFLDO�SODWIRUPV�DUH�EHFRPLQJ�PRUH�LPSRUWDQW���RIWHQ�
WKHLU�)DFHERRN�SDJHV�DUH�ODUJHU�WKDQ�WKHLU�ZHEVLWH�E\�DXGLHQFH�DQG�LQWHUDFWLRQV��)RU�RWKHUV��
PRELOH�SODWIRUPV�OLNH�WKH�PRELOH�ZHEVLWH�DQG�PRELOH�DSSV�DUH�EHFRPLQJ�HYHU�PRUH�LPSRUWDQW��
:H¶OO�ORRN�DW�HDFK�RI�WKHVH�LQ�WKLV�VHFWLRQ�

'H¿QH�FRPSDQ\�ZHEVLWH�WDUJHWLQJ�DSSURDFK
 � Q. :HEVLWH�DXGLHQFH�WDUJHWLQJ�DSSURDFK�GH¿QHG"

:H�GLVFXVV�FRPSDQ\�ZHEVLWH�WDUJHWLQJ�RSWLRQV�LQ�GHWDLO�LQ�RXU���6WHS�*XLGH�WR�,PSURYLQJ�
5HVXOWV�IURP�\RXU�:HEVLWH��

7KH�PDLQ�SRLQW�ZH�HPSKDVLVH�KHUH�LV�WR�WKLQN�DERXW�XVLQJ�SHUVRQDV�WR�KHOS�PDNH�WKH�VLWH�
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more customer-centric.

Strategy Recommendation 19 &UHDWH�ZHE�SHUVRQDV�WR�KHOS�GH¿QH�\RXU�VLWH�DXGLHQFH�
3HUVRQDV�FDQ�KHOS�LPSURYH�\RXU�VLWH�VR�LW¶V�EDVHG�RQ�WKH�SV\FKRORJ\�DQG�QHHGV�RI�WKH�
visitor. In short, it makes pages more customer-centric. 

:HE�GHVLJQ�SHUVRQDV�DUH�D�SRZHUIXO�PHWKRG�RI�WKLQNLQJ�DERXW�\RXU�DXGLHQFH�QHHGV�DQG�
SULRULWLHV��<RX�FDQ�UHDG�PRUH�DERXW�DSSURDFKHV�WR�FUHDWLQJ�WKHP�LQ�WKLV�SRVW��KWWS���ELW�O\�
smartpersonas

:KDW�LV�LW"� :HE�GHVLJQ�SHUVRQDV
$�WKXPEQDLO�VXPPDU\�RI�WKH�FKDUDFWHULVWLFV��QHHGV��PRWLYDWLRQV�DQG�HQYLURQPHQW�RI�W\SLFDO�
site users.

5HFRPPHQGHG�UHVRXUFH"� Personas toolkit 
See our Personas toolkit showing key issues to consider when creating personas and with 
H[DPSOHV�RI�GLIIHUHQW�VW\OHV�RI�SHUVRQDV�

'H¿QH�VRFLDO�SUHVHQFH�WDUJHWLQJ�DSSURDFK
 � Q. 6RFLDO�PHGLD�SODWIRUP�WDUJHWLQJ�DSSURDFK�GH¿QHG"

<RX�FDQ�DSSO\�WKH�DSSURDFK�RI�SHUVRQDV�WR�\RXU�ZHEVLWH�VRFLDO�SUHVHQFH��<RX�ZLOO�OLNHO\�¿QG�
WKDW�WKH�GHPRJUDSKLFV�DQG�SUHIHUHQFHV�RI�XVHUV�RI�\RXU�VRFLDO�SUHVHQFHV�DUH�TXLWH�GLIIHUHQW�
IURP�WKRVH�RI�\RXU�PDLQ�ZHEVLWH��7KHUH�ZLOO�DOVR�EH�GLIIHUHQFHV�EHWZHHQ�GLIIHUHQW�VRFLDO�VLWHV�
OLNH�)DFHERRN��7ZLWWHU�DQG�RI�FRXUVH�/LQNHG,Q�IRU�EXVLQHVV�XVHUV�

Best Practice Tip 12 $XGLW�XVHUV�RI�\RXU�VRFLDO�SUHVHQFH�WR�FUHDWH�D�VRFLDO�SUR¿OH� 
IRU�HDFK�VLWH��
5HYLHZ�D�VDPSOH�RI�SUR¿OHV�DQG�FRPPHQWV�RQ�\RXU�VRFLDO�PHGLD�SUHVHQFH�WR�XQGHUVWDQG�
WKH�W\SHV�RI�DXGLHQFHV�DQG�WKHLU�SUHIHUHQFHV�

Targeting using email marketing 
 � Q. 2SWLRQV�IRU�WDUJHWLQJ�WKURXJK�HPDLO�KRXVH�OLVW�UHYLHZHG"

(PDLO�LV�PRVW�HIIHFWLYH�IRU�PDUNHWLQJ�ZKHQ�XVLQJ�\RXU�LQ�KRXVH�OLVW��<RXU�FDSDELOLW\�KHUH�IRU�
WDUJHWLQJ�ZLOO�EH�SDUW�RI�\RXU�ZLGHU�(�&50�VWUDWHJ\��%XW�DW�D�SUDFWLFDO�OHYHO�LW�ZLOO�GHSHQG�RQ�
WKH�¿HOGV�\RX�KDYH�DYDLODEOH�RQ�WKH�GDWDEDVH�IRU�\RXU�DXGLHQFH�DQG�ZKHWKHU�WKH\�KDYH�EHHQ�
populated.

,Q�RXU���6WHSV�*XLGH�WR�([FHOOHQW�(PDLO�0DUNHWLQJ��ZH�UXQ�WKURXJK���RSWLRQV�IRU�HPDLO�
WDUJHWLQJ��2I�WKHVH��ZH�WKLQN�WKH�FXVWRPHU�OLIHF\FOH�DQG�DFWLYLW\�OHYHOV�DUH�SDUWLFXODUO\�
LPSRUWDQW�OHYHOV�RI�WDUJHWLQJ�WR�FRQVLGHU�

&KHFNOLVW�±���HPDLO�WDUJHWLQJ�DSSURDFKHV
 � ���&XVWRPHU�SUR¿OH�FKDUDFWHULVWLFV��GHPRJUDSKLFV��

 � 2. Customer value (current and future).

 � 3. Customer lifecycle groups.

 � 4. Customer behaviour in response and purchase (observed and predicted).

http://www.smartinsights.com/about/
http://www.smartinsights.com/about/
http://www.smartinsights.com/guides/customer-persona-toolkit/
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 � ���&XVWRPHU�PXOWL�FKDQQHO�EHKDYLRXU��FKDQQHO�SUHIHUHQFH��

 � 6. Customer personas including psychographics.

Best Practice Tip 13 6XPPDULVH�\RXU�VHJPHQWDWLRQ�LQ�D�OD\HUHG�IRUP
,W�FDQ�EH�XVHIXO�WR�VXPPDULVH�GLIIHUHQW�WDUJHWLQJ�RSWLRQV�IRU�FROOHDJXHV�WKURXJK�D�OD\HUHG�
VHJPHQWDWLRQ�DV�VKRZQ�LQ�WKLV�DSSURDFK�XVHG�E\�H%D\�8.�VKDUHG�DW�D�UHFHQW�HPDLO�
PDUNHWLQJ�FRQIHUHQFH�

C Paid media targeting options
 � Q. 3DLG�PHGLD�DXGLHQFH�WDUJHWLQJ�DSSURDFK�GH¿QHG"

:H�ZLOO�ORRN�DW�WKH�SDLG�PHGLD�WDUJHWLQJ�DSSURDFKHV�LQ�PRUH�GHSWK�LQ�6WHS����EXW�IRU�FRP-
SOHWHQHVV�ZH�KDYH�D�TXLFN�UHYLHZ�RI�WKH�WDUJHWLQJ�RSWLRQV�KHUH��
Targeting using search marketing

 � Q. Search marketing targeting approach reviewed"

2I�FRXUVH�VHDUFK�PDUNHWLQJ�LQYROYHV�ERWK�SDLG�DQG�RZQHG�PHGLD��WKH�RZQHG�PHGLD�EHLQJ�
WKH�QDWXUDO�VHDUFK�HQJLQH�RSWLPLVDWLRQ��6(2���%XW�ERWK�VKDUH�VLPLODU�WDUJHWLQJ�RSWLRQV�

At a strategy level, the most important thing to get right is investing time in targeting the 
NH\SKUDVHV�WKDW�ZLOO�JHW�\RX�WKH�EHVW�UHVXOWV��0HWKRGV�RI�NH\SKUDVH�UHVHDUFK�DQG�WDUJHWLQJ�
are covered in more detail in our guides on  paid and natural search marketing and a later 
VHFWLRQ�ZKLFK�UHPLQGV�XV�WKDW�WKH�*RRJOH�'LVSOD\�1HWZRUN��*'1��FDQ�EH�XVHG�IRU�WDUJHWLQJ�
on third-party sites. 

Targeting using display advertising
 � Q. Opportunities for reaching audience through display advertising reviewed"

$OWKRXJK�VHDUFK�PDUNHWLQJ�LV�HIIHFWLYH�DW�UHDFKLQJ�YLVLWRUV�ZKR�KDYH�D�GH¿QHG�QHHG�WKH\�DUH�
VHDUFKLQJ��IRU�LW�LV�OHVV�HIIHFWLYH�IRU�JHQHUDWLQJ�KLGGHQ�GHPDQG�WKURXJK�WDUJHWHG�DGV�RQ�QLFKH�
sites or reaching a mass-market audience through larger sites. Many companies don’t invest 
LQ�GLVSOD\�VLQFH�WKH\�FDQ¶W�VHH�EH\RQG�WKH�ORZ�FOLFNWKURXJK�UDWHV��%XW�LI�\RX�FKHFN�RXU���6WHS�
*XLGH�WR�'LVSOD\�$GYHUWLVLQJ�\RX�ZLOO�VHH�WKDW�WKHUH�DUH�RWKHU�EHQH¿WV�IRU�LQYHVWLQJ���
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7DUJHWLQJ�XVLQJ�DI¿OLDWHV�DQG�SDUWQHUV
 � 4��5HOHYDQFH�RI�DI¿OLDWH�PDUNHWLQJ�UHYLHZHG"

0DUNHWLQJ�YLD�SDUWQHUV�LV�DQRWKHU�PHWKRG�RI�WDUJHWLQJ�DXGLHQFHV�XVLQJ�WKLUG�SDUW\�VLWHV�ZKLFK�
FDQ�FRPSOHPHQW�\RXU�RWKHU�WUDI¿F�EXLOGLQJ�HIIRUWV��7KHVH�FDQ�JLYH�QHZ�SRWHQWLDO�VRXUFHV�IRU�
UHDFKLQJ�DXGLHQFHV�WKDW�DUHQ¶W�DZDUH�RI�\RXU�EUDQG�RU�VSHFL¿F�SURGXFWV�DQG�VHUYLFHV��)RU�
H[DPSOH��UHWDLOHU�7HVFRV�KDV�JRRG�OHYHOV�RI�EUDQG�DZDUHQHVV�LQ�PDQ\�PDUNHWV��EXW�VRPH�
RIIHULQJV�OLNH�WKHLU�¿QDQFLDO��GLHW�RU�ZLQH�SURGXFWV�PD\�EH�OHVV�ZHOO�NQRZQ��VR�WKH\�XVH�
DI¿OLDWH�PDUNHWLQJ�WR�UDLVH�DZDUHQHVV�RI�WKHVH�VHUYLFHV�ZLWK�KLJKHU�OHYHOV�RI�FRPPLVVLRQ�

D Earned media targeting options
 � Q. (DUQHG�PHGLD�DXGLHQFH�WDUJHWLQJ�DSSURDFK�GH¿QHG"

5HDFKLQJ�\RXU�DXGLHQFH�WKURXJK�RQOLQH�SXEOLF�UHODWLRQV�LV�DQRWKHU�WDFWLFDO�PHWKRG�RI�
targeting. Here we are looking to deliver a message to our audience though editorial 
SURGXFHG�E\�LQÀXHQFHUV�VXFK�DV�EORJJHUV��FHOHEULWLHV�RU�RQOLQH�SXEOLFDWLRQV��

Strategy Recommendation 20 (QVXUH�\RX�LQYHVW�VXI¿FLHQW�LQ�LQÀXHQFHU�RXWUHDFK�
6HJPHQWLQJ�DQG�WKHQ�IRUPLQJ�UHODWLRQVKLSV�ZLWK�UHOHYDQW�EORJJHUV�DQG�FRQWHQW�VLWHV�LV�D�
NH\�SDUW�RI�LQÀXHQFHU�RXWUHDFK��EXW�LW¶V�RIWHQ�DQ�XQGHU�UHVRXUFHG�SDUW�RI�FRQWHQW�PDUNHWLQJ��
2XU�LQERXQG�PDUNHWLQJ�LQIRJUDSKLF��ERWWRP�ULJKW��UHPLQGV�XV�LW¶V�D�NH\�FRPSRQHQW�RI�XVLQJ�
earned media.
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Step 5  
Strategy: Proposition

 � Q. Are we continuously reviewing our digital channel proposition and how we  
communicate it?

'HVSLWH�DOO�WKH�WDON�RI�WDFWLFV�RQOLQH��ZKDW�UHDOO\�KHOSV�FRPSDQLHV�VXFFHHG�RQOLQH�LV�WKH�
VWUHQJWK�RI�WKHLU�EUDQG�DQG�ZKDW�LW�FDQ�RIIHU�FXVWRPHUV��6LQFH�GLJLWDO�FKDQQHOV�DUH�VWLOO�TXLWH�
new and many consumers are still switching to use them there are two issues to consider 
when developing your proposition. 

)LUVW�\RX�FDQ�WKLQN�DERXW�KRZ�\RX�FRPPXQLFDWH�WKH�FRUH�IHDWXUHV�RI�\RXU�EUDQG�DQG�LQ�
SDUWLFXODU�ZKDW�PDNHV�\RX�GLIIHUHQW"�7KLV�LV�ZKHUH�\RX�DLP�WR�SRVLWLRQ�\RXU�EUDQG�DQG�LWV�
products and services relative to competitors.

6HFRQG��\RX�VKRXOG�WDNH�D�FKDQQHO�EDVHG�YLHZ�RI�\RXU�SURSRVLWLRQ�DQG�FRPPXQLFDWH�ZKDW�
\RXU�FKDQQHO�RIIHUV�FRPSDUHG�WR�\RXU�RZQ�RIIHULQJV�LQ�WKLV�FKDQQHO�DQG�RWKHUV��7KURXJK�
GRLQJ�WKLV�\RX�FDQ�HQFRXUDJH�YLVLWRUV�WR�VWDUW�DQG�FRQWLQXH�XVLQJ�\RXU�ZHEVLWH��VRFLDO�QHWZRUN�
SUHVHQFH��HPDLO�FRPPXQLFDWLRQV��PRELOH�VLWH�RU�DSS�

Strategy Recommendation 21 (QVXUH�\RXU�RQOLQH�SUHVHQFHV�FRPPXQLFDWH�ERWK�FRUH�
EUDQG�HVVHQFH�DQG�SURGXFW�IHDWXUHV�EXW�DOVR�FKDQQHO�YDOXH�
8VHUV�RI�\RXU�GLJLWDO�SODWIRUPV�ZLOO�FRPSDUH�WKHVH�SODWIRUPV�WR�\RXU�RWKHU�FKDQQHOV�DQG�
WR�FRPSHWLWRUV��VR�\RX�KDYH�WR�FRPPXQLFDWH�WKHVH�WKURXJK�WKH�LQWHUIDFH�GHVLJQ�DQG�
messaging. 

Communicating the core features of your brand
 � Q. Have we reviewed how effectively we communicate the core features of our brand 

online"

2QFH�ZH�KDYH�XQGHUVWRRG�RXU�DXGLHQFHV�DQG�ZKDW�ZH�ZLOO�RIIHU�WKHP��NH\�PHVVDJHV�
VKRXOG�EH�GH¿QHG�ZKLFK�FDQ�EH�FRPPXQLFDWHG�WR�FXVWRPHUV�RQ�WKH�VLWH�LWVHOI�DQG�LQ�RIÀLQH�
communications. 

Strategy Recommendation 22 (QVXUH�WKH�NH\�EUDQG�RIIHU�LV�FOHDUO\�GH¿QHG
0DNH�WKH�EDVLFV�FOHDU��:KR�\RX�DUH"�:KDW�\RX�RIIHU"�:KHUH�\RX�RIIHU�LW"�What makes you 
GLIIHUHQW"�

5HPHPEHU�WKDW�IRU�\RXU�ZHEVLWH�RU�VRFLDO�VLWHV��WKH�PDMRULW\�RI�YLVLWRUV�ZRQ¶W�NQRZ�\RX�VR�
ZHOO��7KLQN�DERXW�ZKDW�ZH�FDOO�WKH�³)RXU�)DPLOLDULWLHV´�IRU�D�QHZ�VLWH�YLVLWRU��

7KH\�ZLOO�GLIIHU�LQ�

 � )DPLOLDULW\�RI�WKH�FXVWRPHU�ZLWK�WKH�GLIIHUHQW�GLJLWDO�SODWIRUPV

 � )DPLOLDULW\�RI�WKH�FXVWRPHU�ZLWK�D�EUDQG

 � )DPLOLDULW\�ZLWK�\RXU�SURGXFWV�DQG�VHUYLFHV�

 � )DPLOLDULW\�RI�D�FXVWRPHU�ZLWK�\RXU�RQOLQH�FKDQQHOV

6R��WKH�PDLQ�EUDQG�PHVVDJHV�QHHG�WR�H[SODLQ�ZKDW�\RX�RIIHU�WR�WKHVH�GLIIHUHQW�JURXSV�

*LYHQ�WKDW�ZH�KDYH�WKLV�UDQJH�RI�IDPLOLDULW\��LW¶V�XVHIXO�WR�GH¿QH�WKH�FRUH�RI�ZKDW�\RX�RIIHU��
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SDUWLFXODUO\�IRU�QHZ�FXVWRPHUV��&KHFN�LW¶V�FOHDU�\RXU�YLVLWRUV�FDQ�DQVZHU�WKHVH�TXHVWLRQV�

 � 1. Who you are? Clear brand names and idents"

 � 2. What you offer? Clear products and services"

 � 3. Who your offer appeals to? /HVV�LPSRUWDQW��EXW�WKLV�FDQ�KHOS�GH¿QH�\RXU�SRVLWLRQLQJ�

 � 4. Where you offer it? 3DUWLFXODUO\�LPSRUWDQW�LI�\RX�VHUYH�ORFDO�PDUNHWV�

 � 5. What makes you different?�2IWHQ�PLVVHG�DQG�WKH�PRVW�LPSRUWDQW��:KDW�WUXO\�
GLIIHUHQWLDWHV�\RX"

)RU�H[DPSOH��WKLV�VLWH�KDV�D�FOHDU�³:K\�&KRRVH�8V"´�PHVVDJH�RQ�WKH�KRPH�SDJH��LPSRUWDQW�
since it is a less well known provider in its sector. 

,W¶V�DOVR�LPSRUWDQW�WKDW�WKHVH�W\SH�RI�PHVVDJHV�GHWDLOLQJ�WKH�RIIHU�DQG�OLQNLQJ�WR�VXSSRUWLQJ�
LQIRUPDWLRQ�DUH�YLVLEOH�RYHU�WKH�HQWLUH�VLWH�VLQFH�QRW�HYHU\RQH�DUULYHV�RQ�WKH�KRPH�SDJH�DQG�
UHPLQGHUV�ZRUN��+HUH¶V�WZR�H[DPSOHV�DQG�ZH�KDYH�PRUH�LQ�SRVW�KHUH6:

Best Practice Tip 14 �(QVXUH�NH\�EUDQG�PHVVDJHV�DUH�YLVLEOH�DFURVV�WKH�VLWH
8VH�FRQWDLQHUV�DERYH�RU�EHORZ�WKH�PHQX�RU�LQ�WKH�VLGHEDUV�WR�FRPPXQLFDWH�\RXU�NH\�
messages aimed at increasing conversion. 

6 6PDUW�,QVLJKWV��293�H[DPSOHV

http://www.smartinsights.com/blog/web-design/online-value-proposition-examples
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Differentiate!
 � 4��+DYH�ZH�GHYHORSHG�D�VXI¿FLHQWO\�GLVWLQFW�SRVLWLRQLQJ"

0DUNHWHUV�NQRZ�WKH�LPSRUWDQFH�RI�FRPPXQLFDWLQJ�IHDWXUHV�DQG�EHQH¿WV�RI�WKHLU�SURGXFWV��
VHUYLFHV�RU�SODWIRUPV�ZHOO��7KH\�DOVR�NQRZ�WKDW�LW¶V�WKH�EHQH¿WV�WKDW�\RX�VKRXOG�VWUHVV�UDWKHU�
WKDQ�WKH�IHDWXUHV��%XW�ZKDW�LV�OHVV�ZHOO�NQRZQ��LV�WKH�QHHG�WR�UHDOO\�GLIIHUHQWLDWH�WKURXJK�WKH�
GULYHU�IHDWXUHV�WKDW�DUH�LPSRUWDQW�WR�FXVWRPHUV�DQG�GLIIHUHQWLDWHG�IURP�WKH�FRPSHWLWLRQ�

Strategy Recommendation 23 ,GHQWLI\�NH\�GLIIHUHQWLDWRUV
'RQ¶W�IDOO�LQWR�WKH�WUDS�RI�RQO\�FRPPXQLFDWLQJ�ORZ�UHOHYDQFH�RU�ORZ�GLIIHUHQWLDWLQJ�YDOXH���
PDNH�VXUH�\RX�LGHQWLI\�WKH�NH\�GULYHV�RI�UHOHYDQFH�DQG�GLIIHUHQWLDWLRQ�WKDW�DUH�ULJKW�IRU�\RXU�
FXVWRPHU�VHJPHQW�V���

Source��$GDSWHG�IURP��Better Branding��$XIUHLWHU��(O]LQJD��DQG��*RUGRQ��������0F.LQVH\�
Quarterly. Issue 4

Adding value to your brand online
 � Q. Have we reviewed our online value proposition for different online platforms?

5HDOO\��FUHDWLQJ�DQG�DGGLQJ�PRUH�YDOXH�WR�\RXU�EUDQG�LV�RQH�RI�WKH�PRVW�SRZHUIXO�DVSHFWV�
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RI�GLJLWDO�FKDQQHOV��VLQFH�LW�ZLOO�HQJDJH�\RXU�DXGLHQFH�DQG�HQFRXUDJH�WKHP�WR�VKDUH�WKH�
proposition, so it’s essential to think this through clearly.

:KDW�LV�LW"� Online value proposition
(DFK�GLJLWDO�FKDQQHO�VKRXOG�KDYH�LWV�RZQ�293�GH¿QHG�DQG�WKHUH�LV�D�FROOHFWLYH�293��

<RX�FDQ�FRPPXQLFDWH�WKH�293�LQGLUHFWO\�WKURXJK�WKH�PHQX�RSWLRQV��GHVLJQ�VW\OH�DQG�WRQH�RI�
YRLFH�RI�\RXU�GLJLWDO�SODWIRUPV�ZKHWKHU�WKDW¶V�D�ZHEVLWH��EORJ��PRELOH�DSS�RU�HPDLO�FDPSDLJQ��
%XW¶V�LW¶V�DOVR�XVHIXO�WR�IRUPDOLVH�DQG�GHYHORS�VSHFL¿F�PHVVDJLQJ�WR�H[SODLQ�\RXU�SURSRVLWLRQ��
VR�ZH�ZLOO�ORRN�DW�H[DPSOHV�RI�WKHVH�ODWHU�LQ�WKH�VHFWLRQ��

Strategy Recommendation 24 'H¿QH�WKH�RYHUDOO�293�IRU�\RXU�GLJLWDO�FKDQQHOV�DQG�
LQGLYLGXDO�FKDQQHOV�DQG�FRPPXQLFDWH�WKHP�HIIHFWLYHO\�
,I�\RX�GRQ¶W�GH¿QH�\RXU�293��LW¶V�OLNHO\�\RX¶UH�QRW�UHDOO\�WDNLQJ�DGYDQWDJH�RI�WKH�XQLTXH�
EHQH¿WV�RI�GLJLWDO�FKDQQHOV�WR�SURYLGH�EHWWHU�H[SHULHQFHV�IRU�FXVWRPHUV��<RX�DOVR�ZRQ¶W�
EH�DEOH�WR�FRPPXQLFDWH�WKH�293�ZHOO�LI�LW¶V�LOO�GH¿QHG��,W¶V�LPSRUWDQW�WKLV�FRPPXQLFDWLRQ�
KDSSHQV�ERWK�RQOLQH�DQG�LQ�RWKHU�FKDQQHOV��

&KHFNOLVW���GLIIHUHQW�293V
 � :HEVLWH�293

 � 6RFLDO�PHGLD�SODWIRUP�293

 � (PDLO�PDUNHWLQJ�FRQWHQW�293

 � Service OVP

 � 0RELOH�SODWIRUP��DSS�293V

5HFRPPHQGHG�UHVRXUFH"� ,PSURYLQJ�UHVXOWV�IURP�\RXU�ZHEVLWH���6WHSV�*XLGH�
Our LPSURYLQJ�UHVXOWV�IURP�\RXU�ZHEVLWH�JXLGH shows how to review your key customer 
MRXUQH\V�DQG�EUDQG�PHVVDJLQJ�IRU�TXLFN�ZLQV�WR�KHOS�ERRVW�FRQYHUVLRQ�

5HYLHZ�PDQDJHPHQW�RI�FRQWHQW�PDUNHWLQJ
 � Q. We have reviewed our content marketing strategy"

<RX�FDQ�VHH�WKDW�WKH�TXDOLW\�RI�FRQWHQW�DQG�WKH�HGLWRULDO�FRQWURO�RI�KRZ�LW�LV�SXEOLVKHG�
XQGHUSLQV�DOO�RI�WKHVH�293V��&KHFN�RXU�FRQWHQW�PDUNHWLQJ�JXLGH�IRU�D�GHWDLOHG�UHYLHZ�RI�
developing a content marketing strategy.7

Strategy Recommendation 25 5HYLHZ�DQG�LPSURYH�FRQWHQW�PDUNHWLQJ�FDSDELOLWLHV�
&RQWHQW�PDUNHWLQJ�LV�DW�WKH�KHDUW�RI�KRZ�\RX�UHDFK��FRQYHUW�DQG�HQJDJH�DXGLHQFHV��VR�
HQVXUH�LW�LV�PDQDJHG�FRKHUHQWO\��6XFFHVVIXO�RQOLQH�EXVLQHVV�KDYH�D�FRQWHQW�PDUNHWLQJ�
strategy.

7 Smart Insights: 7 Steps Content marketing guide

http://www.smartinsights.com/guides/improving-results-from-your-website-7-steps-guide/
http://www.smartinsights.com/guides/digital-marketing-strategy/content-marketing-strategy-guide/
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5HFRPPHQGHG�UHVRXUFH"� Content marketing 7 Steps Guide 
Use our content marketing strategy guide�WR�GH¿QH�D�SODQ�WR�GHYHORS�WKH�PRVW�UHOHYDQW��
FRQWHQW�WR�JURZ�\RXU�DXGLHQFH�WKURXJK�VKDULQJ��DPSOL¿FDWLRQ��DQG�EUDQG�DSSHDO��7KH�
FRQWHQW�PDUNHWLQJ�PDWUL[�LV�D�NH\�WHFKQLTXH�WR�UHYLHZ�FXUUHQW�XVH�RI�FRQWHQW�PDUNHWLQJ�DQG�
LGHQWLI\�QHZ�W\SHV�RI�FRQWHQW�

%HQFKPDUN�\RXU�293�DJDLQVW�FRPSHWLWRUV�WKURXJK�WKH�FXVWRPHU�OLIHF\FOH
 � Q. We’ve reviewed our content marketing strategy

7KH�GHWDLOV�RI�WKH�293�UHDOO\�FRYHUV�DOO�DVSHFWV�RI�WKH�EX\LQJ�F\FOH��VR�DXGLWLQJ�DJDLQVW�
FRPSHWLWRUV�DQG�WKHQ�UH¿QLQJ�\RXU�SURSRVLWLRQ�DQG�KRZ�\RX�FRPPXQLFDWH�WKLV�LV�WKH�EHVW�ZD\�
to give you an edge. 

Best Practice Tip 15 5H¿QH�\RXU�293�WKURXJK�EHQFKPDUNLQJ�DFURVV�WKH�OLIHF\FOH
7KLQN�DERXW�KRZ�RIWHQ�\RX�EHQFKPDUN��,W¶V�PD\EH�DQ�DQQXDO�SODQQLQJ�DFWLYLW\��EXW�VKRXOG�
EH�PRUH�RIWHQ�LQ�G\QDPLF�PDUNHWSODFHV��IRU�H[DPSOH�UHWDLO��WUDYHO�DQG�WHOHFRPPXQLFDWLRQV�

7R�GHYHORS�DQ�293�UHTXLUHV�IRU�\RX�WR�UHYLHZ�WKH�QHHGV�RI�FXVWRPHUV�WKURXJKRXW�WKHLU�
OLIHF\FOH�DJDLQVW�ZKDW�\RX�RIIHU�QRZ�DQG�FRPSHWLWRUV�RIIHU��7KH�VR�FDOOHG�(&50�(JJ�VKRZV�
KRZ�\RX�FDQ�UHYLHZ�FXVWRPHU�QHHGV�DFURVV�WKH�OLIHF\FOH��:H�UHFRPPHQG�\RX�XVH�WKLV�WR�
EHQFKPDUN�DJDLQVW�FRPSHWLWRUV�XVLQJ�RXU�EHQFKPDUNLQJ�FKHFNOLVW�

http://www.smartinsights.com/guides/content-marketing-strategy-guide/
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+RZ�VWURQJ�LV�\RXU�EUDQG�SHUVRQDOLW\"
 � 4��+DYH�ZH�UHYLHZHG�KRZ�ZH�FRPPXQLFDWH�RXU�EUDQG�SHUVRQDOLW\�RQOLQH"

5RKLW�%KDUJDYD��D�93�DW�2JLOY\�1HZ�<RUN�DQG�DXWKRU�RI�Personality Not Included stresses the 
LPSRUWDQFH�RI�GHYHORSLQJ�D�EUDQG�WKDW�LV�VXI¿FLHQWO\�GLVWLQFWLYH�DQG�HQHUJHWLF�WR�HQFRXUDJH�
LQWHUDFWLRQ�DQG�GLVFXVVLRQ�WKDW�ZLOO�DPSOLI\�EUDQG�PHVVDJHV�WKURXJK�ZRUG�RI�PRXWK��:H�
UHFRPPHQG�5RKLW¶V�ERRN�RU�VLWH��ZZZ�URKLWEKDUJDYD�FRP��WR�OHDUQ�PRUH��)RU�XV��WKLV�LV�RQH�
RI�WKH�PRVW�LPSRUWDQW�PDUNHWLQJ�ERRNV�RI�WKH�ODVW�IHZ�\HDUV��WKLV�PLOOHQQLXP�HYHQ�

Strategy Recommendation 26 5HYLHZ�DQG�UH¿QH�EUDQG�SHUVRQDOLW\�
,V�\RXU�EUDQG�SHUVRQDOLW\�GLVWLQFW�DQG�HQHUJHWLF�HQRXJK�WR�HQFRXUDJH�HQJDJHPHQW�DQG�
VKDULQJ��LI�QRW�\RX�ZLOO�¿QG�JHWWLQJ�FXW�WKURXJK�LQFUHDVLQJO\�GLI¿FXOW�

5RKLW�QDLOV�LW�ZKHQ�KH�GHVFULEHV�SHUVRQDOLW\�DV�

³the unique, authentic, and talkable soul of your brand that people can get passionate about” 

He goes onto say:

³Personality is not just about what you stand for, but how you choose to communicate it. It is 
DOVR�WKH�ZD\�WR�UHFRQQHFW�\RXU�FXVWRPHUV��SDUWQHUV��HPSOR\HHV��DQG�LQÀXHQFHUV�WR�WKH�VRXO�
of your brand in the new social media era´�

5RKLW�DQG�RWKHUV��OLNH�-D\�%DHU�RI�³Convince and Convert´�UHFRPPHQG�WKDW�\RX�FRPELQH�\RXU��
EUDQG�SHUVRQDOLW\�ZLWK�\RXU�³RQH�ELJ�WKLQJ´��2QOLQH��WKLV�KDV�EHFRPH�SDUWLFXODUO\�LPSRUWDQW�WR�
FRPPXQLFDWH�VLQFH�LQWHUDFWLRQV�FDQ�EH�VR�ÀHHWLQJ�

Best Practice Tip 16 &RPPXQLFDWH�\RXU�³RQH�ELJ�WKLQJ´
3DUWLFXODUO\�WUXH�IRU�WKH�FRUH�GLIIHUHQWLDWLQJ�IHDWXUHV�RI�D�VWDUWXS�EXVLQHVV���EXW�YDOXDEOH�IRU�
GH¿QLQJ�WKH�EUDQG�RI�HVWDEOLVKHG�FRPSDQLHV��FRPPXQLFDWLQJ�\RXU�PDLQ�SRLQW�RI�GLIIHUHQFH�
is key.

(QWUHSUHQHXU�-DVRQ�*ROGEHUJ�UHFRPPHQGV8 that online startups you should answer these 
questions:

 � 1. What’s the one thing your product will do" 
 
_________________________________________________________________

8 Beta Shop

http://www.rohitbhargava.com
http://betashop.com/post/4066229168/the-only-question-your-startup-needs-to-answer-whats
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 � 2. What’s the one thing that your startup will do and do better than everyone else" 
 
_________________________________________________________________

 � 3. What’s the one thing your brand will represent" 
 
_________________________________________________________________

 � ���:KDW¶V�WKH�RQH�WKLQJ�\RX�ZLOO�GR�GD\�LQ�DQG�GD\�RXW��WR�WKH�H[FOXVLRQ�RI�DOO�RWKHU�
things" 
 
_________________________________________________________________

+H�VD\V�³The answer to all 4 of those questions should be exactly the same.  And that’s your 
one thing´��+H�JLYHV�WKHVH�H[DPSOHV�

 ; Twitter:  Share short updates
 ; )RXUVTXDUH���&KHFN�LQ
 ; Instagram: Share pretty photos
 ; 'URSER[��(DV\�FORXG�VWRUDJH
 ; <RX7XEH���8SORDG�D�YLGHR
 ; Groupon:  One great local deal per day
 ; The original Google:  Algorithmic search
 ; /LQNHGLQ���SURIHVVLRQDO�QHWZRUNLQJ

Options for mixing-up your marketing mix for online channels
 � 4��2SWLRQV�IRU�UHYLHZLQJ�PDUNHWLQJ�PL[�RI�GLJLWDO�FKDQQHOV�UHYLHZHG"

7KH�ZHOO�NQRZQ���3V�RI�3URGXFW��3ULFH��3ODFH�DQG�3URPRWLRQ�LV�VWLOO�XVHG�DV�DQ�HVVHQWLDO�
SDUW�RI�LPSOHPHQWLQJ�PDUNHWLQJ�VWUDWHJ\�E\�PDQ\�SUDFWLWLRQHUV��7KH���3V�DUH�RIWHQ�H[WHQGHG�
WR�WKH���3V�E\�LQFOXGLQJ�WKUHH�IXUWKHU�HOHPHQWV�WKDW�EHWWHU�UHÀHFW�VHUYLFH�GHOLYHU\��3HRSOH��
Processes and Physical evidence. 

$V�SDUW�RI�GHYHORSLQJ�\RXU�GLJLWDO�SURSRVLWLRQ�LW¶V�KHOSIXO�WR�UHYLHZ�HDFK�HOHPHQW�RI�WKH�PL[��LQ�
SDUWLFXODU��SURGXFW��SULFH�DQG�SODFH��SURPRWLRQ�LV�VHSDUDWH�DQG�ZH�UHIHUHQFH�WKLV�LQ�WKH�¿QDO�
two steps).

+HUH¶V�D�VXPPDU\�RI�DOO�WKH�HOHPHQWV�RI�WKH�PDUNHWLQJ�PL[��$V�\RX�UHYLHZ�WKLV��WKH�TXHVWLRQ�
WR�DVN�LV�KRZ�FDQ�ZH�XVH�RXU�GLJLWDO�FKDQQHOV�WR�HQKDQFH�DQG�GLIIHUHQWLDWH�RXU�RIIHULQJ�IRU�
GLIIHUHQW�VHJPHQWV"
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/HW¶V�QRZ�ORRN�DW�HDFK�HOHPHQW�RI�WKH�PDLQ�HOHPHQWV�RI�WKH�PL[�LQ�PRUH�GHWDLO�DQG�,¶OO�FDOO�
RXW�VRPH�RI�WKH�PDLQ�DUHDV�WR�FRQVLGHU��<RX¶OO�VHH�PDQ\�RI�WKHVH�DUH�PRVW�UHOHYDQW�IRU�
WUDQVDFWLRQDO�VLWHV�OLNH�UHWDLO��:H¶OO�ORRN�DW�3URPRWLRQ�LQ�WKH�¿QDO�WZR�VHFWLRQV�

5HYLHZ�SURGXFW�RSWLRQV�RI�PDUNHWLQJ�PL[
 � Q. Product options of marketing mix for digital channels reviewed?

7KH�PDLQ�LVVXHV�WR�UHYLHZ�IRU�3URGXFW�DUH�

 � Product range���FDQ�LW�EH�H[WHQGHG�RU�UHGXFHG��)RU�H[DPSOH�7HVFR�KDYH�ODXQFKHG�PDQ\�
SURGXFWV�DQG�VHUYLFHV�RQOLQH�WKURXJK�LW¶V�ZHE�SODWIRUP�IURP�¿QDQFLDO�VHUYLFHV�DQG�PRELOH�
WR�GLHWLQJ��2WKHU�FRPSDQLHV�KDYH�RIIHUHG�D�PRUH�OLPLWHG�UDQJH��SHUKDSV�WR�PDQDJH�
FRQÀLFWV�ZLWK�RWKHU�FKDQQHO�SDUWQHUV��)RU�H[DPSOH���0�6HOHFW�VHOO�QHZ�SURGXFWV�DQG�
UHPDLQGHUHG�SURGXFWV�ZKLFK�RWKHU�GLVWULEXWRUV�FDQ¶W�VXSSRUW�VR�ZHOO�

 � Product partners���FDQ�ZH�SDUWQHU�WR�VHOO�RU�FURVV�SURPRWH�SDUWQHU�SURGXFWV"

 � Extended product - can we add value - this is the online value proposition we have 
ORRNHG�DW�HDUOLHU�LQ�WKLV�VHFWLRQ��,W�FDQ�DOVR�EH�GHYHORSPHQW�RI�QHZ�EUDQG�H[SHULHQFHV��
)RU�H[DPSOH��GHYHORSPHQW�RI�D�JDPLQJ�DSS�IRU�D�QRQ�JDPLQJ�FRPSDQ\�

 � New digital versions or service components of products��([DPSOH��*DUPLQ�KDV�
FUHDWHG�*DUPLQ�&RQQHFW�WR�DOORZ�UXQQHUV�DQG�RXWGRRU�IRONV�WR�PDS�DQG�VKDUH�ZKHUH�WKH\�
KDYH�EHHQ�RQ�WKHLU�DFWLYLWLHV��

 � New revenue sources from new services��([DPSOH��PDQ\�UHWDLOHUV�OLNH�$626�RIIHU�
advertising as an additional revenue source.

 � Bundling products��$GG�YDOXH�E\�RIIHULQJ�UHODWHG�SURGXFWV�RU�VHUYLFHV�WRJHWKHU�WR�
encourage purchase.

 � Customised products��([DPSOH��FDU�PDQXIDFWXUHUV�DQG�FORWKLQJ�PDQXIDFWXUHUV�
KDYH�RIIHUHG�RSWLRQV�WR�³PDVV�FXVWRPLVH´�SURGXFWV�WKURXJK�OLQNLQJ�ZHE�FKDQQHOV�XS�WR�
IDEULFDWLRQ�DQG�GLVWULEXWLRQ�IDFLOLWLHV��

5HYLHZ�SULFLQJ�RSWLRQV�RI�PDUNHWLQJ�PL[
 � Q. Pricing options of marketing mix for digital channels reviewed?

The main issues to review here are:

 � New payment models. Most relevant to digital products, options include pay per view, 
VXEVFULSWLRQ�RU�DG�VXSSRUWHG�

 � Dynamic pricing���)RU�RQOLQH�UHWDLOHUV�WKHUH�DUH�RSWLRQV�WR�FKDQJH�SULFLQJ�PRUH�UDSLGO\

 � Price discovery��,W�LV�DUJXDEO\�HDVLHU�WR�WULDO�GLIIHUHQW�SULFLQJ�PRGHOV�LQ�WKH�RQOLQH�
channels.

 � Auction pricing models��2IWHQ�DXFWLRQV�ZLOO�EH�FRPSOHWHG�WKURXJK�DQ�LQWHUPHGLDU\��
H%D\�LV�WKH�REYLRXV�H[DPSOH�

 � Aggregated buying��([DPSOH��*URXSRQ�HQDEOHV�FRPSDQLHV�WR�SURPRWH�SURGXFWV�DW�D�
ORZHU�SULFH�SRLQW�GXH�WR�WKH�YLUDO�HIIHFW�RI�JURXS�EX\LQJ���

5HYLHZ�SODFH�RSWLRQV�RI�PDUNHWLQJ�PL[
 � Q. Place options of marketing mix for digital channels reviewed?

7KH�PDLQ�LVVXHV�WR�UHYLHZ�IRU�3ODFH�DUH�

 � Online direct sales channel. A company that has not previously sold direct can sell 
GLUHFW��DOWKRXJK�WKHUH�ZLOO�RIWHQ�EH�FKDQQHO�FRQÀLFWV�WR�PDQDJH�
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 � Increasing sales to international markets��7KH�ZHE�HQDEOHV�VDOHV�FKDQQHOV�WR�EH�
RSHQHG�LQ�FRXQWULHV�ZKHUH�WKLV�ZDVQ¶W�SUHYLRXVO\�SRVVLEOH��

 � New direct sales partner distribution channels��$UH�WKHUH�QHZ�RSWLRQV�IRU�SDUWQHUV�WR�
GLVWULEXWH�SURGXFWV�RQOLQH��0DQ\�FRPSDQLHV�KDYH�RSHQHG�DQ�H%D\�RU�$PD]RQ�VWRUH�WR�
H[WHQG�WKHLU�UHDFK�WR�QHZ�DXGLHQFHV���0�6HOHFW�KDV�DJDLQ�XVHG�WKLV�DSSURDFK��EXW�RQO\�
IRU�D�VXEVHW�RI�WKHLU�SURGXFW�UDQJH���

 � Use of online marketplaces��7KHVH�FDQ�XVH�DXFWLRQ�RU�ELG�EDVHG�DSSURDFKHV�WR�VDOHV�

 � 5HIHUUDO�HQJLQH�RU�DI¿OLDWH�PRGHO. Nokia trialled the online direct sales channel model, 
EXW�LQVWHDG�KDV�IRXQG�LW�LV�PRUH�FRVW�HIIHFWLYH�WR�EXLOG�D�VHUYLFH�WR�FRPSDUH�GHDOV�IURP�
GLIIHUHQW�UHWDLOHUV�DQG�QHWZRUN�RSHUDWRUV����

 � Virtual organisations��7KH�FUHDWLRQ�DQG�VDOH�RI�SURGXFWV�WKURXJK�FROODERUDWLRQ�RQOLQH�E\�
companies that are physically separate. 

 � Multichannel propositions��:LWK�PXOWLFKDQQHO�SURSRVLWLRQV�ZH�FDQ�RIIHU�FXVWRPHUV�DQ�
H[SHULHQFH�WKDW�EULGJHV�WKH�RIÀLQH�DQG�RQOLQH�ZRUOG��7KH�PRVW�FRPPRQ�DSSURDFK�LV�WR�
HQFRXUDJH�RIÀLQH�VDOHV�WR�VXSSRUW�VLWH�YLVLWRUV�ZKR�DUH�UHVHDUFKLQJ�SURGXFWV�RQOLQH��7KLV�
is a ROPO model that we discussed earlier in this guide in the section on goal setting. 

5HYLHZ�VHUYLFH�RSWLRQV�RI�PDUNHWLQJ�PL[
 � Q. Service options of marketing mix for digital channels reviewed?

7KH�PDLQ�LVVXHV�WR�UHYLHZ�IRU�VHUYLFH�DUH�WKH�GHOLYHU\�RI�WKHVH�IRUPV�RI�FXVWRPHU�VHUYLFHV��
7KHVH�DVSHFWV�RI�WKH�PL[�LQYROYH�EDODQFLQJ�WKH�FRVWV�RI�VHUYLFH�GHOLYHU\��EXW�DW�WKH�VDPH�WLPH�
PD[LPLVLQJ�VHUYLFH�TXDOLW\�

 � Pre-sales web service��7KH�XVH�RI�IUHTXHQWO\�DVNHG�TXHVWLRQV��FKDW�DQG�SKRQH�FDOOEDFN�
FDQ�DOO�KHOS�VXSSRUW�VDOHV�DQG�RIWHQ�DUH�ZLWKLQ�WKH�UHPLW�RI�FXVWRPHU�VHUYLFH�UDWKHU�WKDQ�
sales - the areas are now less distinct..

 � Post-sales web self-service (own site). +RZ�FDQ�WKLV�EH�HQFRXUDJHG�WR�LPSURYH�
FXVWRPHU�H[SHULHQFH�DQG�UHGXFH�FRVWV"

 � Intermediary site customer service��6LWHV�OLNH�*HW�6DWLVIDFWLRQ�HQDEOH�FXVWRPHUV�WR�JHW�
IHHGEDFN�IURP�RWKHU�FXVWRPHUV��7KHVH�PXVW�EH�PDQDJHG�DQG�UHVSRQGHG�WR�E\�FRPSDQ\�
VWDII�DV�DSSURSULDWH�

 � Website feedback��6DWLVIDFWLRQ�ZLWK�WKH�VHUYLFH�DQG�WKH�FXVWRPHU�H[SHULHQFH�FDQ�EH�
UHYLHZHG�RQOLQH�WKURXJK�VXUYH\V�DQG�D�ZKROH�KRVW�RI�IHHGEDFN�WRROV�DYDLODEOH�IURP�http://
ELW�O\�VPDUWIHHGEDFN.

 � Social network service��7RGD\�FXVWRPHUV�DQG�SURVSHFWV�ZLOO�GLVFXVV�RSLQLRQV�RI�EUDQGV�
DQG�WKHLU�SURGXFWV�RQOLQH��7KHVH�VKRXOG�EH�UHYLHZHG�WKURXJK�WKH�UDQJH�RI�UHSXWDWLRQ�
PDQDJHPHQW�WRROV�GHVFULEHG�LQ�RXU�VRFLDO�PHGLD�JXLGH�DQG�FRPSDUHG�DW�KWWS��ELW�O\�
smartlistening.   
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Step 6 
Strategy: Getting New Customers
,Q�SUHYLRXV�VWHSV�ZH�KDYH�ORRNHG�DW�KRZ�WR�EHVW�GH¿QH�WKH�DXGLHQFHV�ZH�VKRXOG�WDUJHW�DQG�
how to develop online and multichannel propositions to engage and sell to them.

,Q�WKLV�VWHS��ZH�ORRN�DW�KRZ�WR�JHW�VDOHV�IURP�QHZ�FXVWRPHUV�WKURXJK�UHDFKLQJ�WKHP�DQG�
WKHQ�FRQYHUWLQJ�WKHP�WR�FXVWRPHUV��,Q�ELJ�RUJDQLVDWLRQV��WKLV�LV�FDOOHG�D�FXVWRPHU�DFTXLVLWLRQ�
strategy.

7R�JDLQ�QHZ�FXVWRPHUV�RQOLQH��LW¶V�KHOSIXO�WR�WKLQN�DERXW�WKH�PDQ\�DQG�YDULHG�PHWKRGV�
DYDLODEOH�WR�UHDFK�FXVWRPHUV�WRGD\��6R�ZH�VWDUW�E\�ORRNLQJ�DW�ZKHUH�WR�¿QG�DQG�LQÀXHQFH�
FXVWRPHUV�RQ�RWKHU�W\SHV�RI�VLWHV�DQG�GHYHORS�FXVWRPHU�MRXUQH\V�OHDGLQJ�WR�RIÀLQH�RU�RQOLQH�
VDOH��1H[W�ZH�ORRN�DW�KRZ�WR�GHYHORS�FRQYHUVLRQ�SDWKZD\V��

7KLV�LV�TXLWH�D�VKRUW�VHFWLRQ�VLQFH�PXFK�RI�WKH�VXFFHVV�RI�FXVWRPHU�DFTXLVLWLRQ�VWUDWHJLHV�LV�
EDVHG�RQ�WKH�H[HFXWLRQ�RI�WKH�GLIIHUHQW�VWUDWHJLHV�WKDW�DUH�GHVFULEHG�LQ�RWKHU�JXLGHV�LQ�RXU�
seven step series like display advertising, search marketing, social media marketing and 
FRQYHUVLRQ�UDWH�RSWLPL]DWLRQ�

,Q�WKLV�JXLGH��ZH�ZLOO�IRFXV�RQ�DQVZHULQJ�WKH�%,*�TXHVWLRQV�WKDW�\RX�QHHG�WR�DQVZHU�
VXFFHVVIXOO\�WR�JHW�WKH�EHVW�UHVXOWV��:H�VWDUW�ZLWK�VHOHFWLQJ�WKH�ULJKW�PHGLD�WR�GULYH�YLVLWRUV�WR�
a site or social presence and then look at converting the visitor to the outcome you seek.

Set acquisition goals
 � Q. Do we have visibility of actual against target performance in support of our business 

goals?

7KHUH¶V�WKH�SRSXODU�PDUNHWLQJ�PDQWUD�±�µyou can’t manage what you can’t measureµ��7KLV�
LV�WKH�SODFH�WR�VWDUW�IURP�ZKHQ�SODQQLQJ�WR�JURZ�WKH�HIIHFWLYHQHVV�RI�\RXU�GLJLWDO�DFTXLVLWLRQ��
The EHQFKPDUNLQJ�SURFHVV�VWDUWV�ZLWK�D�FOHDU�XQGHUVWDQGLQJ�RI�KRZ�\RX�SHUIRUP�DFURVV�D�
UDQJH�RI�FKDQQHOV��DQG�WR�WKHQ�XQGHUVWDQG�WKH�UHODWLRQVKLS�EHWZHHQ�WUDI¿F�RU�UHDFK�EDVHG�
KPIs and their impact on marketing or sales conversions, including lead generation. Try to 
map out how KPIs impact on this. eCommera recommend you use this approach - we think 
LW¶V�D�JUHDW�ZD\�RI�PDSSLQJ�RXW�(FRPPHUFH�.3,V�IRU�UHWDLOHUV�
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$WWULEXWLRQ�DQG�WKH�SDWK�WR�SXUFKDVH
,I�\RX¶UH�LQYHVWLQJ�D�ORW��LW¶V�HVVHQWLDO�WR�SXW�WLPH�LQWR�WKH�WULFN\�GLVFXVVLRQ9�RI�ZKLFK�FKDQQHO�
JHWV�WKH�FUHGLW�±�ODVW�RU�¿UVW�UHIHUULQJ��RU�LV�LW�ZHLJKWHG"�.HHS�LW�VLPSOH�LQLWLDOO\�DQG�SLFN�
RQH��(YHQ�LI�\RX¶UH�QRW�LQYHVWLQJ�VR�PXFK��\RX�FDQ�XVH�IUHH�WRROV�OLNH�*RRJOH�$QDO\WLFV�
Multichannel analysis10 to understand your customer journeys.

Strategy Recommendation 27 $QDO\VH�\RXU�FXVWRPHU�³SDWK�WR�SXUFKDVH´�WR�FUHGLW�
channels and keywords correctly 
8VH�DWWULEXWLRQ�PRGHOLQJ�WR�DGMXVW�\RXU�LQYHVWPHQW�LQ�WKH�PHGLD�PL[��

0RUH�RQ�WKLV�LQ�WKH�VHFWLRQ�RQ�VHOHFWLQJ�WKH�ULJKW�PL[��EXW�ZH�ZDQWHG�WR�ÀDJ�LW�XS�KHUH��VLQFH�
it’s so important.

'H¿QH�DOORZDEOH�FRVW�SHU�DFTXLVLWLRQ
 � Q. 5HDOLVWLF�PLQLPXP�FRVW�SHU�DFTXLVLWLRQ�GH¿QHG"

'LJLWDO�PHGLD�DUH�RIWHQ�FRVWO\�EHFDXVH�RI�WKH�WDUJHWLQJ�WKH\�RIIHU��6R�LW¶V�HVVHQWLDO�WR�VHW�D�
UHDOLVWLF�PD[LPXP�FRVW�RI�XVLQJ�GLIIHUHQW�GLJLWDO�PHGLD�FKDQQHOV�WR�DWWUDFW�YLVLWRUV�DQG�FRQYHUW�
WKHP��7KLV�LV�WKH�FRVW�SHU�DFTXLVLWLRQ��&3$���VRPHWLPHV�FRVW�SHU�DFWLRQ�RU�VDOH���

Strategy Recommendation 28 'H¿QH�DOORZDEOH�FRVW�SHU�DFTXLVLWLRQ
$Q�DOORZDEOH�FRVW�SHU�DFTXLVLWLRQ�ZLOO�KHOS�\RX�FRQWURO�\RXU�FRVWV�DQG�&3$�HQDEOHV�\RX�WR�
compare media.

7R�FRQWURO�FRVWV��LW�LV�LPSRUWDQW�IRU�PDQDJHUV�WR�GH¿QH�D�WDUJHW�DOORZDEOH�FRVW�SHU�DFTXLVLWLRQ�
VXFK�DV�����IRU�JHQHUDWLQJ�D�EXVLQHVV�OHDG�RU�����IRU�DFKLHYLQJ�VLJQ�XS�WR�D�FUHGLW�FDUG��,I�
\RX�UXQ�D�WUDQVDFWLRQDO�EXVLQHVV��WKHQ�LW¶V�IDLUO\�REYLRXV�WR�VHW�D�&3$�EDVHG�RQ�\RXU�DYHUDJH�
RUGHU�YDOXH�DQG�D�FRQYHUVLRQ�PRGHO���%XW�WKLV�LV�OHVV�REYLRXV�LI�\RX¶UH�QRW�VHOOLQJ�RQOLQH��<RX�
FDQ�VWLOO�WU\�WR�DSSO\�WKH�SULQFLSOH�WKRXJK���ZRUN�RXW�WKH�YDOXH�RI�D�OHDG�RU�HPDLO�VLJQXS�

:KDW�LV�LW"� Cost per acquisition
7KH�FRVW�RI�DFTXLULQJ�D�QHZ�FXVWRPHU�RU�DFKLHYLQJ�D�VDOH��7\SLFDOO\�OLPLWHG�WR�WKH�
FRPPXQLFDWLRQV�FRVW�DQG�UHIHUV�WR�FRVW�SHU�VDOH�IRU�QHZ�FXVWRPHUV��0D\�DOVR�UHIHU�WR�
other outcomes such as cost per quote or lead. 

8VLQJ�D�&3$�OHG�DSSURDFK�LV�VRXQG��EXW�LW�GRHV�KDYH�WKH�GLVDGYDQWDJH�WKDW�LW�ZLOO�IDYRXU�
GLUHFW�UHVSRQVH�PHGLD�VXFK�DV�VHDUFK�DQG�DI¿OLDWH�PDUNHWLQJ�DQG�PD\�QRW�JLYH�VXI¿FLHQW�
FUHGLW�WR�PHGLD�WKDW�ZRUN�EHVW�DW�JHQHUDWLQJ�DZDUHQHVV�DQG�IRU�GHPDQG�JHQHUDWLRQ��7KLV�LV�
SDUWLFXODUO\�WUXH�LI�\RX¶UH�MXVW�DVVHVVLQJ�PHGLD�XVLQJ�WKH�ODVW�FOLFN�PRGHO�WR�DVVHVV�PHGLD�
HIIHFWLYHQHVV��:H¶OO�H[SODLQ�PRUH�LQ�WKH�VHFWLRQ�RQ�PHGLD�DWWULEXWLRQ�

Best Practice Tip 17 %DODQFH�\RXU�PL[�WR�LQFOXGH�VXI¿FLHQW�DZDUHQHVV�EXLOGLQJ� 
approaches
'LVSOD\�DGYHUWLVLQJ�DQG�35�DFWLYLWLHV�FDQ�ZRUN�DV�SDUW�RI�\RXU�PL[�WR�GULYH�DZDUHQHVV��VR�
LW¶V�LPSRUWDQW�WR�LQYHVW�VXI¿FLHQW�LQ�WKHVH�

�� 7R�UHDG�PRUH�DERXW�FUHGLWLQJ�\RXU�FKDQQHOV��UHDG�RXU�LQ�GHSWK�SRVW�RQ�PHGLD�DWWULEXWLRQ.
10 An introduction to Google Analytics multichannel Social Reports

http://www.smartinsights.com/traffic-building-strategy/media-attribution/media-conversion-attribution/
http://www.smartinsights.com/google-analytics/google-analytics-campaign-tracking/using-google-analytics-to-track-social-media-marketing/
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'H¿QH�FKDQQHO�PL[
 � Q. Appropriate mix of digital media channels reviewed"

%HIRUH�\RX�JR�LQWR�WKH�GHWDLOV�RI�KRZ�WR�XVH�LQGLYLGXDO�FKDQQHOV�EHWWHU��\RX�QHHG�WR�VHOHFW�WKH�
EHVW�FKDQQHOV�IRU�\RX�DQG�GHFLGH�KRZ�PXFK�\RX�VKRXOG�LQYHVW�LQ�WKHP��+RZ�WR�GR�WKLV"�:HOO�
LW¶V�TXLWH�D�FKDOOHQJH��7KH�EHVW�DSSURDFK�LV�WR�WHVW�DQG�OHDUQ�IURP�ZKDW�KDV�ZRUNHG�IRU�\RX�
in the past or others in your sector. This shows what your customers have responded to. Try 
YDU\LQJ�WKH�PL[�WR�VHH�ZKDW�ZRUNV�EHVW�IRU�\RX��IRU�DFTXLULQJ�GLIIHUHQW�W\SHV�RI�RIIHUV�

Best Practice Tip 18 7HVW�YDU\LQJ�\RXU�PL[�IRU�GLIIHUHQW�SURGXFWV�RU�FDPSDLJQV�RU�PDUNHWV
<RX�ZRQ¶W�OHDUQ�ZKDW�ZRUNV�EHVW�LI�\RX�DOZD\V�XVH�WKH�VDPH�PHGLD��6R�YDU\�LW�LQ�
GLIIHUHQW�VLWXDWLRQV��6RPH�WU\�DQ�RQOLQH�RQO\�ODXQFK�IRU�FHUWDLQ�SURGXFWV�WR�KHOS�JDXJH�WKH�
HIIHFWLYHQHVV�RI�GLIIHUHQW�DSSURDFKHV��

*HWWLQJ�WKH�SDLG��RZQHG��HDUQHG�PHGLD�EDODQFH�ULJKW
 � Q. Balance of time and money spend on different media types right?

%HIRUH�\RX�ORRN�DW�LQGLYLGXDO�FKDQQHOV�OLNH�VHDUFK�RU�VRFLDO�PHGLD��LW¶V�EHVW�WR�VWDUW�ZLWK�
WKH�ELJJHU�SLFWXUH��'R�\RX�UHPHPEHU�WKDW�LQ�6WHS����ZH�UHYLHZHG�SDLG��RZQHG�DQG�HDUQHG�
PHGLD"�:HOO��LW¶V�ZRUWK�UHYLVLWLQJ�WKLV�ZD\�RI�EUHDNLQJ�GRZQ�PHGLD�DQG�FRQVLGHULQJ�WKHLU�
EHQH¿WV�DQG�FKDOOHQJHV�LQ�\RXU�PDUNHWLQJ�DQG�ZKHWKHU�\RX�QHHG�WR�DGMXVW�\RXU�SULRULWLHV��

6XFFHVVIXO�FRPSDQLHV�PD[LPLVH�WKH�RYHUODS�EHWZHHQ�WKH�WKUHH�GLIIHUHQW�W\SHV�RI�PHGLD��
$FKLHYLQJ�WKLV�RYHUODS�UHTXLUHV�WKH�LQWHJUDWLRQ�RI�DFTXLVLWLRQ�FDPSDLJQV��&RQWHQW�RQ�\RXU�
EORJ�RU�KXE�VLWH�FDQ�EH�EURNHQ�GRZQ�DQG�UH�VKDUHG�LQWR�RWKHU�PHGLD�W\SHV��,W¶V�XVHIXO�WR�DOVR�
WKLQN�RI�D�FRPSDQ\¶V�RZQ�SUHVHQFHV�DV�µPHGLD¶�LQ�WKLV�VHQVH�±�WKHVH�EHLQJ�DQ�DOWHUQDWLYH�
LQYHVWPHQW�LQ�WLPH�RU�EXGJHW�WR�RWKHU�PHGLD�WKDW�RIIHU�RSSRUWXQLWLHV�WR�SURPRWH�SURGXFWV�
XVLQJ�DG�RU�HGLWRULDO�IRUPDWV�

7KH�RQH�OLQH�WDNH�DZD\�LV�WR�HQVXUH�WKDW�WKHUH¶V�HPSKDVLV�RQ�D�SODQ�WR�EHFRPH�PXOWL�FKDQQHO�
SXEOLVKHUV��DQG�VWRS�VHSDUDWLQJ�µPHGLD¶�IURP�¶VRFLDO�RU�RQOLQH�35¶�

7KLV�WDEOH�ZLOO�KHOS�\RX�WKLQN�WKURXJK�WKH�RSWLRQV��GRQ¶W�IRUJHW�WR�FRQVLGHU�KRZ�WKHVH�GLIIHUHQW�
PHGLD�W\SHV�FDQ�EHVW�EH�LQWHJUDWHG���

Media type %HQH¿WV Challenges Strategies KPIs

Paid media  � 3UHGLFWDEOH�UHDFK�
ZLWKLQ�EXGJHW�
DYDLODELOLW\

 � Targeting

 � &RQWURO�RI�UHDFK�ZLWK�
EXGJHW

 � Cut-through

 � Cost

 � Targeting

 � Short-term returns

 � Needs to integrate 
with owned 
DQG�HDUQHG�IRU�
HIIHFWLYHQHVV

 � 8VH�IRU�VKRUW�WHUP�
demand-generation 
VXSSRUWLQJ�RI�RZQHG�
earned media

 � 8VH�IRU�FRQWLQXRXV�
SUHVHQFH��H�J��LQ�
6(53V��QLFKH�VLWHV�

 � Volume����9LVLWV��
audience share

 � Quality: Conversion 
rate and site 
engagement

 � Value: CPC. CPA, 
revenue per visit, 
LTV
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Media type %HQH¿WV Challenges Strategies KPIs

Owned  
media

 � Potential lower 
&3$�RI�LQERXQG�
PDUNHWLQJ��VHDUFK��
content)

 � ,QÀXHQFLQJ�H[LVWLQJ�
customers at low 
cost

 � Longer-term  
cut-through 

 � Cut-through

 � Cost

 � Targeting

 � Short-term returns

 � Needs to integrate 
with owned 
DQG�HDUQHG�IRU�
HIIHFWLYHQHVV

 � 8VH�LQERXQG�
marketing to create 
continuous targeted 
demand

 � Tactical campaigns 
LQÀXHQFH�IRRWIDOO�
FUHDWHG�E\�EUDQG�
engagement

 � $V�DERYH�SOXV��

 � Value per content 
unit

(DUQHG� 
media

 � Gain additional reach 
over search and 
media guides

 � (QGRUVHPHQW�E\�
LQÀXHQFHUV�FDQ�
ERRVW�FRQYHUVLRQ�

 � (QJDJHPHQW�ZLWK�
DXGLHQFH�ERRVW�
EUDQG�DI¿QLW\

 � 'LI¿FXOW�WR�SUHGLFW�
52,�RI�35�DQG�
viral marketing

 � Negative mentions 
and hijacking

 � Potential cost-
HI¿FLHQF\�EXW�
can require 
paid media 
investment

 � Listening and 
response required

 � Investment in an 
LQÀXHQFHU�QHWZRUN

 � 8VH�RI�WDFWLFDO�
viral campaigns 
integrated with paid 
and earned media

 � Conversation 
volume

 � 6KDUH�RI�
conversation

 � Conversation 
polarity 
�VHQWLPHQW��

5HYLHZ�\RXU�µUHIHUUDO�PL[¶�LQ�DQDO\WLFV
 � Q. 6LWH�WUDI¿F�PL[�UHYLHZHG"

*RLQJ�GRZQ�WR�D�OD\HU�RI�GHWDLO��\RX�FDQ�LQIRUP�\RXU�IXWXUH�SULRULWLHV�E\�FKHFNLQJ�KRZ�ZHOO�WKH�
FKDQQHO�PL[�LV�FXUUHQWO\�ZRUNLQJ�IRU�\RX�LQ�GULYLQJ�WUDI¿F�

7KRXJK�ZH�ZDQW�PRUH�WUDI¿F��DQG�ZH¶UH�DVVXPLQJ�WKDW�LWV�FRPPHUFLDO�YDOXH�LV�XQGHUVWRRG�
DQG�EHQFKPDUNHG��WKH�WUDI¿F�PL[�LV�LPSRUWDQW�VLQFH�LW�KHOSV�PDQDJH�DJDLQVW�ZHDNQHVVHV�DQG�
KLJKOLJKW�QHZ�RSSRUWXQLWLHV�IRU�JURZWK��)RU�H[DPSOH��WKHUH¶V�D�ULVN�LI�³WRR�PDQ\�RI�\RXU�HJJV�
DUH�LQ�RQH�EDVNHW´��SDUWLFXODUO\�RQ�QDWXUDO�VHDUFK�VLQFH�WKHQ�\RX�DUH�WRR�UHOLDQW�DV�*RRJOH�
changes it’s algorithms…

7KHUH�DUH�DOO�NLQGV�RI�FRPSOH[LWLHV�WKDW�FDQ�DIIHFW�UHSRUWLQJ�RQ�WUDI¿F�PL[��ZKHUH�WRR�PXFK�LV�
WDJJHG�DV�³GLUHFW´�RU�³RWKHU´�GXH�WR�HPDLOV�RU�FDPSDLJQV�QRW�EHLQJ�SURSHUO\�WDJJHG��7KH�NH\�
WKLQJ�LV�WKDW�RQFH�WUDI¿F�PL[�LV�RQ�\RXU�DJHQGD�\RX�FDQ�VSRW�FKDQJHV�DQG�VWDUW�WR�PDQDJH�WKH�
PL[��

<RX�FDQ�VSRW�RSSRUWXQLWLHV�WR�YDU\�\RXU�PL[�LI�\RX�FRPSDUH�WR�LQGXVWU\�DYHUDJHV�OLNH�WKH�RQH�
EHORZ��)RU�H[DPSOH��DVN�DUH�\RX�JHWWLQJ�HQRXJK��FRPPHUFLDOO\�UHOHYDQW��WUDI¿F�IURP�VRFLDO�
PHGLD�RU�LQÀXHQWLDO�LQGXVWU\�VLWHV��PD\EH�WKDW�ZRXOG�KLJKOLJKW�RSSRUWXQLWLHV�WR�FRQVLGHU�D�
WDFWLFDO�RU�FDPSDLJQ�IRFXV�ZLWKLQ�/LQNHG,Q�

7KLV�FRPSLODWLRQ�IURP�*RRJOH�JLYHV�D�W\SLFDO�EUHDNGRZQ�IRU�YLVLWRUV�WR�D�VLWH�DFURVV�DOO�WKH�
VLWHV�PHDVXUHG�E\�*RRJOH�$QDO\WLFV11��+RZ�GRHV�\RXU�VLWH�FRPSDUH"�7KH�³ULJKW�PL[´�ZLOO�YDU\�
GUDVWLFDOO\�EHWZHHQ�W\SHV�RI�VLWHV��IRU�H[DPSOH�H�FRPPHUFH�YV�SXEOLVKLQJ�SODWIRUPV��DQG�RI�
FRXUVH�E\�LQGXVWU\�ZKHUH�WKH�W\SHV�RI�XVHUV�GLIIHU�

��� 6HH�'DYH¶V�SRVW�IRU�D�GH¿QLWLRQ�RI�WKH�GLIIHUHQW�W\SHV�RI�UHIHUUHU��Smart Insights: Marketing 
0L[ 

http://www.smartinsights.com/analytics-conversion-optimisation-alerts/how-balanced-is-your-traffic-mix
http://www.smartinsights.com/analytics-conversion-optimisation-alerts/how-balanced-is-your-traffic-mix
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7R�WHVW�ZKLFK�PHGLD�ZRUN�EHVW�IRU�\RX��ZLWK�\RXU�RIIHUV�DQG�\RXU�DXGLHQFH��WKHUH�LV�QR�
VXEVWLWXWH�IRU�WHVWLQJ�WR�LGHQWLI\�WKH�EHVW�PL[��

Best Practice Tip 19 7HVW�YDU\LQJ�\RXU�PL[�IRU�GLIIHUHQW�SURGXFWV�RU�FDPSDLJQV�RU�PDUNHWV
<RX�ZRQ¶W�OHDUQ�ZKDW�ZRUNV�EHVW�LI�\RX�DOZD\V�XVH�WKH�VDPH�PHGLD��6R�YDU\�LW�LQ�
GLIIHUHQW�VLWXDWLRQV��6RPH�WU\�DQ�RQOLQH�RQO\�ODXQFK�IRU�FHUWDLQ�SURGXFWV�WR�KHOS�JDXJH�WKH�
HIIHFWLYHQHVV�RI�GLIIHUHQW�DSSURDFKHV��

8QGHUVWDQGLQJ�ZKLFK�FKDQQHOV�DUH�PRVW�HIIHFWLYH
 � Q. Attribution models and conversion models applied"

,I�\RX¶YH�KHDUG�RI�DWWULEXWLRQ��ZKLFK�\RX�OLNHO\�ZLOO�LI�\RX¶YH�PDQDJHG�D�EXGJHW�LQ�WKH�PLOOLRQV��
WKHQ�\RX�FDQ�VNLS�WKLV�VHFWLRQ��%XW��,¶YH�IRXQG�WKDW�PDQ\�ZLWK�VPDOOHU�EXGJHWV�KDYHQ¶W�DQG�ZH�
WKLQN�LW¶V�XVHIXO�WR�XQGHUVWDQG�WKH�SULQFLSOHV�DQG�LW�FDQ�KHOS�\RX�DGMXVW�\RXU�PL[�

7KH�PRVW�FRPPRQ�DSSURDFK�WR�DWWULEXWLQJ�WKH�LQÀXHQFH�RI�GLIIHUHQW�RQOLQH�PHGLD�D�FXVWRPHU�
FRQVXPHV�EHIRUH�SXUFKDVH�KDV�EHHQ�WKH�µ/DVW�FOLFN�PHWKRG¶�RI�GLJLWDO�PHGLD�FKDQQHO�
DWWULEXWLRQ��EHVW�NQRZQ�DV�µODVW�FOLFN�ZLQV¶��$V�\RX�FDQ�VHH�IURP�WKLV�H[DPSOH��WKLV�KDV�WKH�
EHQH¿W�WKDW�ZH�GRQ¶W�FUHGLW�PXOWLSOH�WUDI¿F�VRXUFHV�ZLWK�VDOH�±�RQO\�$I¿OLDWH���LV�FUHGLWHG�ZLWK�
WKH�VDOH��D�SURFHVV�NQRZQ�DV�µ'LJLWDO�PHGLD�GH�GXSOLFDWLRQ¶��%XW�LW�KDV�WKH�GLVDGYDQWDJH�WKDW�
LW�VLPSOL¿HV�WKH�UHDOLW\�RI�SUHYLRXV�LQÀXHQFH�RU�GLJLWDO�PHGLD�µDVVLVWV¶�DQG�SUHYLRXV�UHIHUUDOV�
LQÀXHQFHG�E\�RWKHU�FXVWRPHU�WRXFK�SRLQWV�RQ�RWKHU�VLWHV�DUH�LJQRUHG��VXFK�DV�WKH�QDWXUDO�
search or display ad.

:KDW�LV�LW"� /DVW�FOLFN�PHWKRG�RI�GLJLWDO�PHGLD�FKDQQHO�DWWULEXWLRQ
7KH�VLWH�ZKLFK�UHIHUUHG�D�YLVLWRU�LPPHGLDWHO\�EHIRUH�SXUFKDVH�LV�FUHGLWHG�ZLWK�WKH�VDOH��
3UHYLRXV�UHIHUUDOV�LQÀXHQFHG�E\�RWKHU�FXVWRPHU�WRXFK�SRLQWV�RQ�RWKHU�VLWHV�DUH�LJQRUHG�

6R��IRU�WKH�PRVW�DFFXUDWH�LQWHUSUHWDWLRQ�RI�WKH�FRQWULEXWLRQ�RI�GLIIHUHQW�PHGLD��WKH�RQOLQH�
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PDUNHWHU�QHHGV�WR�XVH�WDJJLQJ�DQG�DQDO\VLV�WRROV�WR�WU\�WR�EXLOG�WKH�EHVW�SLFWXUH�RI�ZKLFK�
FKDQQHOV�DUH�LQÀXHQFLQJ�VDOHV�DQG�WKHQ�ZHLJKW�WKH�PHGLD�DFFRUGLQJO\��

)RU�H[DPSOH��D�PRUH�VRSKLVWLFDWHG�DSSURDFK�LV�WR�ZHLJKW�WKH�UHVSRQVLELOLW\�IRU�VDOH�DFURVV�
VHYHUDO�GLIIHUHQW�UHIHUUHUV�DFFRUGLQJ�WR�D�PRGHO�±�VR�MXVW�FRQVLGHULQJ�WKH�DI¿OLDWHV��$I¿OLDWH�
��PLJKW�EH�FUHGLWHG�ZLWK�����RI�WKH�VDOHV�YDOXH�DQG�$I¿OLDWH���ZLWK�����IRU�H[DPSOH��
7KLV�DSSURDFK�LV�XVHIXO�VLQFH�LW�LQGLFDWHV�WKH�YDOXH�RI�GLVSOD\�DGYHUWLVLQJ�±�D�FRPPRQ�
SKHQRPHQRQ�LV�WKH�KDOR�HIIHFW�ZKHUH�GLVSOD\�DGV�LQGLUHFWO\�LQÀXHQFH�VDOHV�E\�FUHDWLQJ�
awareness and stimulating sale at a later point in time. 

,QFUHDVH�FKDQQHO�HI¿FLHQF\�IRU�GLJLWDO�PHGLD�FKDQQHOV
 � Q. Success factors for main media channels reviewed and prioritised"

:H�LQWURGXFHG�WKH�VL[�PDLQ�GLJLWDO�PHGLD�FKDQQHOV�DW�WKH�VWDUW�RI�WKH�JXLGH�

:KLFK�RI�WKHVH�FKDQQHOV�LV�PRVW�LPSRUWDQW�WR�D�FRPSDQ\�ZLOO�YDU\�GUDPDWLFDOO\��EXW�ZLWKLQ�
HDFK�WKHUH�DUH�VRPH�FRPPRQ�VXFFHVV�IDFWRUV�WKDW�ZLOO�DIIHFW�\RXU�UHWXUQV�IURP�HDFK�FKDQQHO��

:H�ZLOO�KLJKOLJKW�WKHVH�KHUH�DQG�WKHQ�\RX�FDQ�GULOO�GRZQ�WR�UHDG�PRUH�DERXW�WKHP�LQ�WKH�
LQGLYLGXDO���6WHSV�*XLGHV�RU�GLVFXVV�WKHP�ZLWK�\RXU�DJHQF\�RU�WHDP�PHPEHUV�UHVSRQVLEOH�
IRU�WKHP�

5HFRPPHQGHG�UHVRXUFH"� Search and social media marketing guides 
:H�EHOLHYH�WKDW�VHDUFK�DQG�VRFLDO�PHGLD�PDUNHWLQJ�DUH�WKH�PRVW�LPSRUWDQW�FKDQQHOV�IRU�
JURZLQJ�\RXU�DXGLHQFH�FRVW�HIIHFWLYHO\��6HH�RXU�GHWDLOHG���6WHS�*XLGHV�WR�WKHVH�FKDQQHOV�
IRU�D�',<�DSSURDFK�WR�LPSURYLQJ�WKHLU�HIIHFWLYHQHVV�RU�UHYLHZLQJ�ZLWK�\RXU�DJHQF\�FOLHQWV�

 ; 6HDUFK�(QJLQH�2SWLPLVDWLRQ��6(2����6WHSV�*XLGH
 ; Google Adwords Paid Search 7 Steps Guide
 ; Social media marketing 7 Steps Guide

http://www.smartinsights.com/guides/seo-7-steps-to-success-guide/
http://www.smartinsights.com/guides/google-adwords-7-steps-to-success-guide/
http://www.smartinsights.com/guides/social-media-marketing-7-steps-to-success-ebook/
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)RU�HDFK�RI�WKHVH�\RX�VKRXOG�UHYLHZ�\RXU�FXUUHQW�FDSDELOLWLHV�DQG�WKHQ�WDFNOH�WKH�VXFFHVV�
IDFWRUV�WKDW�\RX�IHHO�DUH�WKH�ELJJHVW�OHYHUV�WKDW�DUH�JRLQJ�WR�JHW�\RX�UHVXOWV�

Strategy Recommendation 29 ,GHQWLI\�WKH�PDLQ�VXFFHVV�RU�HI¿FLHQF\�IDFWRUV�IRU�HDFK�
FKDQQHO�WR�PDNH�WKHP�PRUH�HIIHFWLYH�DQG�WKHQ�ZRUN�ZLWK�VSHFLDOLVWV�WR�LPSURYH�HI¿FLHQF\�
(IIHFWLYHQHVV�GHVFULEHV�KRZ�VXFFHVVIXO�HDFK�PHGLD�LV�LQ�PHHWLQJ�\RXU�RYHUDOO�EXVLQHVV�
JRDOV�RI�GHOLYHULQJ�WKH�ULJKW�PHVVDJH�DQG�RXWFRPH��(I¿FLHQF\�LV�WKH�TXDOLW\�RI�H[HFXWLRQ�LQ�
GHOLYHULQJ�FRVW�HI¿FLHQFLHV�DQG�UHVSRQVH��

���0DNLQJ�VHDUFK�PRUH�HI¿FLHQW
� Q. Search marketing acquisition strategy reviewed?

7KH�VHDUFK�PDUNHWLQJ�VWUDWHJ\�LV�LQ�WZR�PDLQ�SDUWV���WR�JDLQ�YLVLELOLW\�LQ�WKH�SDLG�DQG�QDWXUDO�
UHVXOWV�DQG�VR�HQFRXUDJH�EUDQG�DZDUHQHVV�DQG�FOLFN�WKURXJK���

� Q. SEO acquisition strategy reviewed?

<RX�ZLOO�VHH�IURP�WKH���6WHSV�*XLGH�WR�6(2�WKDW�WKH�PDLQ�VXFFHVV�IDFWRUV�DUH�

 � Keyphrase research and targeting

 � 2Q�SDJH�RSWLPLVDWLRQ��PDWFK�RI�FRQWHQW�DQG�GRFXPHQW�PDUNXS�WR�NH\SKUDVHV�VHDUFKHG�

 � Universal or blended search (images, videos, maps, product content)

 � 2II�SDJH�RSWLPLVDWLRQ��OLQN�EXLOGLQJ���SDUWLFXODUO\�WKURXJK�DWWUDFWLQJ�OLQNV�WKURXJK�FRQWHQW

 � Internal linking and site structure

 � Social media optimisation (integration with SEO and online PR)

6RFLDO�PHGLD�VLJQDOV�DUH�LQFUHDVLQJO\�LPSRUWDQW�WR�6(2��VR�LW¶V�LPSRUWDQW�WR�LQWHJUDWH�ZLWK�
(�35�DFWLYLWLHV�

� Q. Adwords acquisition strategy reviewed?

 � Keyphrase targeting - gap analysis with Google Analytics 

 � Quality score review

 � Campaign structure

 � Match type review including balance between broad and negatives

 � Excluding or harnessing the Google Display Network (GDN)

���0DNLQJ�VRFLDO�PHGLD�PRUH�HI¿FLHQW
� Q. Social media acquisition strategy reviewed?

 � 3ULRULW\�RI�VRFLDO�SUHVHQFH

 � 4XDOLW\�RI�PHVVDJLQJ�DQG�RIIHU�WR�VLJQ�XS�RQ�VRFLDO�FKDQQHOV

 � 5HYLHZ�RI�HFRPPXQLFDWLRQV�VWUDWHJ\��HIIHFWLYHQHVV�RI�YDOXH�DQG�HQJDJHPHQW�PHVVDJHV�
DQG�IUHTXHQF\�

 � 4XDOLW\�RI�LQWHUDFWLRQV�DQG�VKDULQJ�RQ�VRFLDO�FKDQQHO

 � ,QWHJUDWLRQ�RI�VRFLDO�FKDQQHOV�ZLWK�EXVLQHVV�JRDOV

 � 6RFLDO�PHGLD�RSWLPLVDWLRQ�LQFOXGLQJ�LQWHJUDWLRQ�RI�VRFLDO�PHGLD�FRQWHQW�DQG�VKDULQJ�LQWR�D�
site
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���0DNLQJ�RQOLQH�35�PRUH�HI¿FLHQW
� Q. Online PR acquisition strategy reviewed?

 � 8VH�RI�LQÀXHQFHU�QHWZRUNV�DQG�RXWUHDFK

 � Reputation management and social listening

 � ,QWHJUDWLRQ�RI�35�ZLWK�6(2�DQG�VRFLDO�PHGLD�DFWLYLWLHV

���0DNLQJ�SDUWQHU�PDUNHWLQJ�PRUH�HI¿FLHQW
� Q. Partner marketing acquisition strategy reviewed?

)RU�DI¿OLDWH�PDUNHWLQJ�WKLV�LQFOXGHV�

 � 6KDUH�RI�NH\�VXSHU�DI¿OLDWHV�DQG�VHJPHQWDWLRQ�RI�RWKHU�DI¿OLDWH�W\SHV

 � $I¿OLDWH�SDUWQHU�FRPPXQLFDWLRQV�DQG�PDQDJHPHQW

 � 8VH�RI�DSSURSULDWH�FRPPLVVLRQ�OHYHOV

���0DNLQJ�GLVSOD\�DGYHUWLVLQJ�PRUH�HI¿FLHQW
� Q. Display advertising acquisition strategy reviewed?

 � %DODQFH�RI�GLUHFW�VLWH�DGYHUWLVLQJ�DQG�DG�QHWZRUNV�

 � 4XDOLW\�RI�HQJDJHPHQW�GHYLFHV�

 � Creative quality 

 � 'LUHFW�UHVSRQVH�HI¿FLHQF\�DQG�EUDQGLQJ�HIIHFWLYHQHVV��DZDUHQHVV�JHQHUDWLRQ�

���0DNLQJ�DFTXLVLWLRQ�HPDLO�PDUNHWLQJ�PRUH�HIIHFWLYH
� Q. Email marketing acquisition strategy reviewed?

 � ,GHQWL¿FDWLRQ�RI�VXLWDEOH�OLVW�SDUWQHUV�

 � 4XDOLW\�RI�HQJDJHPHQW�GHYLFHV

 � (QJDJHPHQW�DQG�UHVSRQVH�IROORZ�XS�

Working more with partners
 � 4��9DOXH�DQG�HI¿FLHQF\�RI�RIIHU�WR�HQFRXUDJH�DFTXLVLWLRQ�RI�QHZ�OHDGV�GH¿QHG"

$FURVV�WKH�VL[�FKDQQHOV��SXWWLQJ�HQRXJK�WLPH�LQWR�ZRUNLQJ�ZLWK�SDUWQHUV�WR�NHHS�WKLQJV�
LQWHJUDWHG�LV�LPSRUWDQW��:H�VXJJHVW�\RX�LGHQWLI\�SRWHQWLDO�LQÀXHQFHU�DQG�SDUWQHU�VLWHV�DQG�
WKHQ�VHOHFW�WKHP�FDUHIXOO\�WR�HQVXUH�WKDW�\RX�JHW�WKH�WKUHH�IRU�RQH�EHQH¿W�RI�UHIHUUDO�WUDI¿F��
VRFLDO�VKDULQJ�DQG�LQERXQG�OLQN�HTXLW\��

Strategy Recommendation 30 3XW�VXI¿FLHQW�UHVRXUFH�LQWR�LQÀXHQFHU�PDUNHWLQJ
5HYLHZ�\RXU�LQÀXHQFHUV�DQG�SXW�LQ�SODFH�D�PHWKRG�WR�FRPPXQLFDWH�ZLWK�WKHP�WR�
HQFRXUDJH�VKDULQJ�DQG�FROODERUDWLRQ��

,QÀXHQFHUV�DUH�NH\�LQ�PRGHUQ�PDUNHWLQJ��DV�-D\�%DHU�FRPPHQWV�� 
 
³:LWK�D�GLVSURSRUWLRQDWH�DELOLW\�WR�VSUHDG�LQIRUPDWLRQ�DQG�DGG�FUHGLELOLW\��LQÀXHQFHUV�DUH�
human TV stations and magazines�´

1RNLD�DUH�D�JRRG�H[DPSOH�RI�D�FRPSDQ\�WKDW�QRZ�OLYHV�E\�WKLV�PDQWUD��3UHYLRXVO\�ZLWK�D�
WHQGHQF\�WR�EH�VHFUHWLYH�DERXW�QHZ�WHFKQRORJLHV�DQG�GHYLFH�UHOHDVHV��1RNLD�XVH�DJHQF\�
³�����+HDGV´�WR�PDQDJH�DQ�DGYRFDWH�QHWZRUN�RI�WKRXVDQGV�RI�EORJJHUV�LQ�GLIIHUHQW�



M
anaging digital 

strategy
G

etting new
  

custom
ers

K
eeping custom

ers 
loyal

P
roposition

Targeting
'
H¿QH�\RXU 

future
U

nderstanding 
your ecosystem

© Smart Insights (Marketing Intelligence) Limited. Please go to www.smartinsights.com to feedback or access our other guides.

7 Steps to Digital Marketing Strategy

�

6

64

FRXQWULHV��7KH\�XVH�D�PLFURVLWH�³1RNLD�&RQQHFWLRQV´�DQG�VRFLDO�VLWHV�WR�NHHS�WKHP�XSGDWHG��
plus personal invites to events. 

,W�FDQ�KHOS�WR�WKLQN�DERXW�LQÀXHQFHUV�ZLWK�D�KXE�DQG�VSRNH�PRGHO�LQ�PLQG��\RXU�VLWH�EHLQJ�
WKH�KXE��ZLWK�LQÀXHQFHUV�RQ�GLIIHUHQW�VSRNHV��2XU�VRFLDO�UDGDU�GLDJUDP��EHORZ��KHOSV�\RX�
WKLQN�WKDW�WKURXJK�DQG�SULRULWLVH�GLIIHUHQW�RXWSRVWV��VRPH�RI�ZKLFK�ZLOO�EH�PRUH�SRZHUIXO�
LQÀXHQFHUV��2XU�UDGDU�ZDV�LQVSLUHG�E\�%ULDQ�6ROLV¶�&RQYHUVLRQ�3ULVP�EXW�ZH�IRXQG�LW�XQFOHDU��
LI�QRW�EHDXWLIXOO\�GHVLJQHG�

2QFH�LGHQWL¿HG��WUXH�LQÀXHQFHUV�DQG�SDUWQHU�VLWHV�QHHG�WR�EH�WUHDWHG�ZLWK�WKH�UHVSHFW�WKH\�
GHVHUYH��\RXU�EXVLQHVV�LV�HIIHFWLYHO\�LQ�D�UHODWLRQVKLS��DQG�OLNH�DQ\�UHODWLRQVKLS�LW�GHYHORSV�
RYHU�WLPH�DQG�LV�EDVHG�RQ�UHVSHFW��WUXVW�DQG�D�ORW�RI�JLYLQJ��<RX�ZRXOGQ¶W�H[SHFW�D�UHODWLRQVKLS�
to develop any other way.
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Making your conversion more effective
 � Q. Conversion effectiveness reviewed"

7R�¿QG�RXW�KRZ�WR�ERRVW�FXVWRPHU�FRQYHUVLRQ�EDVHG�RQ�D�GHWDLOHG�UHYLHZ��FKHFN�RXW�RXU�
RWKHU���6WHS�(ERRNV12�ZKHUH�ZH�GHVFULEH�ZD\V�WR�ZRUN�RQ�&52�LQ�PRUH�GHWDLO�

:KDW�LV�LW"� &RQYHUVLRQ�5DWH�2SWLPLVDWLRQ��&52�
$�VWUXFWXUHG�DSSURDFK�WR�UHYLHZLQJ�DQG�LPSURYLQJ�WKH�FRPPHUFLDO�YDOXH�JHQHUDWHG�E\�
conversion. 

'H¿QH�OHDG�DFTXLVLWLRQ�RIIHUV�DQG�HQJDJHPHQW�GHYLFHV
 � Q. 9DOXH�DQG�HI¿FLHQF\�RI�RIIHU�WR�HQFRXUDJH�DFTXLVLWLRQ�RI�QHZ�OHDGV�GH¿QHG"

6R�IDU��ZH�KDYH�ORRNHG�DW�KRZ�ZH�FDQ�XVH�PHGLD�WR�GULYH�YLVLWRUV�WR�D�VLWH��EXW�DV�\RX¶OO�NQRZ�
\RX�FDQ�OHDG�D�KRUVH�WR�ZDWHU��EXW�\RX�PD\�QHHG�WR�HQFRXUDJH�LW�WR�GULQN��7KLV�LV�ZKHUH�
WKLQNLQJ�DERXW�WKH�VWUHQJWK�RI�FRQWHQW�DQG�OHDG�JHQHUDWLRQ�RIIHUV�ZLOO�KHOS��5HPHPEHU�WKDW�
LQ�6WHS���ZH�WDONHG�DERXW�XVLQJ�SHUVRQDV�DV�D�ZD\�RI�XQGHUVWDQGLQJ�FXVWRPHU�QHHGV�DQG�LQ�
VWHS����RIIHULQJ�UHOHYDQW�W\SHV�RI�YDOXH��

2I�FRXUVH�\RX�QHHG�WR�HVWDEOLVK�WKHVH�before you plan your campaigns since these devices 
ZLOO�IHDWXUH�LQ�\RXU�DGV�DQG�FRPPXQLFDWLRQV�

7KLV�LV�SDUWLFXODUO\�LPSRUWDQW�IRU�QRQ�WUDQVDFWLRQDO�VLWHV�ZKLFK�LV�RIWHQ�WKH�FDVH�LQ�EXVLQHVV�
WR�EXVLQHVV�VHUYLFH�VLWHV�DQG�KLJK�YDOXH��KLJK�FRQVLGHUDWLRQ�FRQVXPHU�VLWHV��OLNH�/DVHU�H\H�
WUHDWPHQW��:H¶OO�WDNH�D�ORRN�DW�VRPH�H[DPSOHV�LQ�D�PRPHQW��7KH�QHHG�LV�DOVR�WKH�FDVH�ZLWK�
WUDQVDFWLRQDO�VLWHV�ZKHUH�\RX�FDQ�HQFRXUDJH�WKH�¿UVW�SXUFKDVH�WKURXJK�D�OR\DOW\�ERQXV�RU�
³KHUR�SURGXFWV´�

%XW��JRLQJ�EDFN�WR�QRQ�WUDQVDFWLRQDO�VLWHV��KHUH�\RX�QHHG�WR�JR�EDFN�WR�EDVLF�SHUPLVVLRQ�
PDUNHWLQJ�SULQFLSOHV�IRU�VXFFHVV�

Permission marketing
3HUPLVVLRQ�PDUNHWLQJ�LV�DQ�HVWDEOLVKHG�DSSURDFK�WKDW�VWLOO�JLYHV�D�SUDFWLFDO�IRXQGDWLRQ�IRU�
&50�DQG�RQOLQH�FXVWRPHU�HQJDJHPHQW��µPermission marketing¶�LV�D�WHUP�FRLQHG�E\�6HWK�
*RGLQ�ZD\�EDFN�LQ�������EXW�LW¶V�VWLOO�YDOLG�DQG�ZH�WKLQN�WKDW�PDQ\�VWLOO�GRQ¶W�ZRUN�KDUG�HQRXJK�
to get permission.

:KDW�LV�LW"� Permission marketing
&XVWRPHUV�DJUHH��RSW�LQ��WR�EH�LQYROYHG�LQ�DQ�RUJDQL]DWLRQ¶V�PDUNHWLQJ�DFWLYLWLHV�E\�HPDLO��
VRFLDO�QHWZRUNV�RU�WUDGLWLRQDO�FKDQQHOV��LQ�UHWXUQ�IRU�WKH�YDOXH�RIIHUHG�

7KH�FODVVLF�H[FKDQJH�LV�EDVHG�RQ�LQIRUPDWLRQ�RU�HQWHUWDLQPHQW�±�D�%�%�VLWH�FDQ�RIIHU�D�IUHH�
UHSRUW�LQ�H[FKDQJH�IRU�D�FXVWRPHU�VKDULQJ�WKHLU�H�PDLO�DGGUHVV�DQG�GHWDLOV��ZKLOH�D�%�&�VLWH�
FDQ�RIIHU�D�QHZVOHWWHU�RU�FRPSDQ\�)DFHERRN�SDJH�ZLWK�YDOXDEOH�FRQWHQW�DQG�RIIHUV��7KLV�LV�
stage 2 in this process: 

12 ��6WHSV�WR�JHWWLQJ�EHWWHU�UHVXOWV�IURP�\RXU�ZHEVLWH and 7 Steps to landing page success

http://www.smartinsights.com/guides/improving-results-from-your-website-7-steps-guide/
http://www.smartinsights.com/guides/boosting-landing-pages-7-steps-guide/
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,W¶V�ZRUWKZKLOH�RSWLPLVLQJ�WKLV�SURFHVV�WR�HQVXUH�\RX¶UH�XVLQJ�WKH�EHVW�HQJDJHPHQW�GHYLFHV��
PHVVDJLQJ�DQG�SODFHPHQW�WR�PD[LPLVH�OHDG�JHQHUDWLRQ�

:KDW�LV�LW"� (QJDJHPHQW�GHYLFHV
$�FDOO�WR�DFWLRQ�WKDW�HQFRXUDJHV�YLVLWRUV�WR�WKH�VLWH�WR�LQWHUDFW��,I�WKHVH�DOVR�HQDEOH�FDSWXUH�
RI�OHDGV��WKHVH�DUH�OHDG�JHQHUDWLRQ�GHYLFHV�

7R�LPSURYH�WKH�HIIHFWLYHQHVV�RI�\RXU�SHUPLVVLRQ�PDUNHWLQJ��DVN�WKHVH�TXHVWLRQV�

(�SHUPLVVLRQ�PDUNHWLQJ�FKHFNOLVW���KRZ�HIIHFWLYH�DUH�RXU�HQJDJHPHQW�GHYLFHV"
 � $SSHDO�DQG�UDQJH�RI�GHYLFHV"�+RZ�HIIHFWLYH�FRPSDUHG�WR�FRPSHWLWRUV"

 � %DODQFH�RI�OHDG�JHQHUDWLRQ�DQG�QRQ�OHDG�JHQHUDWLRQ�GHYLFHV

 � 3ODFHPHQW���HQJDJHPHQW�GHYLFHV�KDYH�WR�EH�ORFDWHG�ZLWKLQ�WKH�ULJKW�W\SH�RI�FRQWHQW��IRU�
H[DPSOH��SURGXFW�SDJHV�RU�EUDQG�SDJHV�

 � &DOO�WR�DFWLRQ"�/HDG�JHQHUDWLRQ�RIIHUV�QHHG�WR�KDYH�FOHDU�EHQH¿WV�VWDWHG�

 � $ELOLW\�WR�WUDFN��VHH�WKH�VHFWLRQ�RQ�HYHQW�WUDFNLQJ�LQ�RXU�*RRJOH�$QDO\WLFV�JXLGH�

 � 7\SH�RI�HQJDJHPHQW�GHYLFH�

 � Videos

 � Content download

 � 3ROO��VXUYH\�RU�LQWHUDFWLYH�TXL]

 � 6RFLDO�UHFRPPHQGDWLRQ��VKDUH�WKURXJK�VRFLDO�QHWZRUNV�RU�HPDLO��

Strategy Recommendation 31 Review engagement and lead-generation devices
&KHFN�WKDW�\RX�KDYH�WKH�EHVW�PHWKRGV�RI�JHQHUDWLQJ�OHDGV�ZLWKLQ�\RXU�EXGJHW��5HYLHZ�
WKH�UDQJH�RI�HQJDJHPHQW�GHYLFHV�\RX�KDYH�DJDLQVW�FRPSHWLWRUV��8VH�WHVWLQJ�WR�UHYLHZ�
WKH�PHVVDJLQJ�DQG�SODFHPHQW�RI�RIIHUV�WR�PD[LPLVH�FRQYHUVLRQ��,W¶V�EHVW�WR�XVH�D�PL[�
RI�HQJDJHPHQW�GHYLFHV�WKDW�LQFOXGH�ERWK�WKRVH�WKDW�LQFOXGH�OHDG�JHQHUDWLRQ�DQG�GR�QRW�
UHTXLUH�UHJLVWUDWLRQ�WR�PD[LPLVH�UHDFK�



M
anaging digital 

strategy
G

etting new
  

custom
ers

K
eeping custom

ers 
loyal

P
roposition

Targeting
'
H¿QH�\RXU 

future
U

nderstanding 
your ecosystem

© Smart Insights (Marketing Intelligence) Limited. Please go to www.smartinsights.com to feedback or access our other guides.

7 Steps to Digital Marketing Strategy

�

6

67

&UHDWH�D�FRQYHUVLRQ�PRGHO�WR�KHOS�GH¿QH�UHDOLVWLF�JRDOV
 � Q. Conversion model used to calculate realistic targets for goal volume"

Strategy Recommendation 32 Develop conversion models to set realistic  
online channel goals
&RQYHUVLRQ�PRGHOV�FDQ�KHOS�\RX�VHW�UHDOLVWLF�JRDOV�IURP�RQOLQH�PDUNHWLQJ��2QFH�
\RXU�JRDOV�DUH�GH¿QHG�\RX�FDQ�UHYLHZ�\RXU�SURJUHVV�WRZDUGV�WKHP�DQG�PDNH�WKH�
improvements necessary to succeed.

A conversion model helps set quantitative targets to hit. Use this spreadsheet we have 
developed to help set the right goals: KWWS���ELW�O\�VPDUWGRZQORDGV.

6HH�WKH�µ5HDG�PH¶�RQ�WKH�VSUHDGVKHHW�RU�GURS�XV�D�OLQH�LI�\RX¶G�OLNH�PRUH�LQIRUPDWLRQ�RQ�KRZ�
to set these up.

Understand your conversion drivers (and barriers)
 � Q. Loyalty drivers understood?

6XFFHVV�IDFWRU�PDSSLQJ�LV�D�XVHIXO�DSSURDFK�WR�LPSURYH�DQ\�DVSHFW�RI�\RXU�GLJLWDO�PDUNHWLQJ��
EXW�LW¶V�SDUWLFXODUO\�LPSRUWDQW�WR�DSSO\�ZKHQ�WU\LQJ�WR�LPSURYH�FRQYHUVLRQ�DQG�OR\DOW\��

Strategy Recommendation 33 8QGHUVWDQG�FRQYHUVLRQ�GULYHUV�IRU�SXUFKDVH�DQG�LQWHUDFWLRQ
$QDO\VH��WKURXJK�ZHE�DQDO\WLFV�DQG�FXVWRPHU�UHVHDUFK��ZKLFK�IDFWRUV�DUH�PRVW�LPSRUWDQW�
LQ�IDFLOLWDWLQJ�RU�EORFNLQJ�WKH�SDWK�WR�SXUFKDVH�DQG�RWKHU�IRUPV�RI�HQJDJHPHQW�RQ�WKH�VLWH��

+HUH¶V�DQ�H[DPSOH�RI�KRZ�'HOO�DSSO\�WKLV�DSSURDFK�WR�WKHLU�UHWDLO�VLWH��,W�KLJKOLJKWV�WKH�PDLQ�
OHYHUV�WKDW�QHHG�WR�EH�SXOOHG�WR�LPSURYH�UHVXOWV�

http://bit.ly/smartdemand
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8VLQJ�VWUXFWXUHG�H[SHULPHQWV�WR�LPSURYH�SHUIRUPDQFH
 � 4��:H�KDYH�HYDOXDWHG�WKH�UHOHYDQFH�RI�$%�DQG�PXOWLYDULDWH�WHVWLQJ"

2QFH�\RX�KDYH�LGHQWL¿HG�WKH�OHYHUV�ZKLFK�DIIHFW�FRQYHUVLRQ�RQ�\RXU�VLWH�WKDW�ZLOO�JLYH�\RX�WKH�
ELJJHVW�SRWHQWLDO�LPSURYHPHQWV��ZH�UHFRPPHQG�\RX�LQYHVW�LQ�D�VWUXFWXUHG�LPSURYHPHQW�RU�
&52�SURJUDPPH�LI�\RXU�VLWH�LV�ELJ�HQRXJK�WR�ZDUUDQW�LW��

Developing a conversion rate optimisation strategy�LV�IDU�IURP�RQH�GLPHQVLRQDO��LW�PHDQV�
EULQJLQJ�D�ORW�RI�GLVFLSOLQHV�WR�WKH�WDEOH��LQFOXGLQJ�XQGHUVWDQGLQJ�WUDI¿F�VRXUFHV��YLVLWRU�
psychology, and the company’s position in the marketplace, including its core strengths and 
ZHDNQHVVHV��2Q�WRS�RI�WKDW�WKHUH¶V�XVDELOLW\�WHVWLQJ��FRS\ZULWLQJ��DQG�ZHE�GHVLJQ�IDFWRUV�
WR�ORRN�DW��$OO�RI�WKHVH�HOHPHQWV�JR�LQWR�FUHDWLQJ�D�K\SRWKHVHV�IRU�WHVWLQJ��DQG�WKHQ�JHWWLQJ�
PDQLDFDO�DERXW�WHVWLQJ��7KH�DLP�LV�QRW�WR�WKURZ�D�VHULHV�RI�³EHVW�SUDFWLFHV´�DJDLQVW�WKH�ZDOO�WR�
VHH�LI�DQ\WKLQJ�VWLFNV��%HVW�SUDFWLFHV�VKRXOG�QRW�EH�WKH�DQVZHU�WR�RSWLPL]LQJ�D�ZHEVLWH��WKH\�
DUH�WKH�VWDUWLQJ�SRLQW�IRU�IRUPXODWLQJ�D�WHVW�VWUDWHJ\�

&RQVLGHU�UHYLHZLQJ�GLIIHUHQW�YLVLWRU�VHJPHQWV13, though a head-line conversion may look 
VWURQJ��PD\EH�D�ERXQFH�UDWH�������\RX�ZDQW�WR�JR�EH\RQG�WKH�RYHU�DUFKLQJ�FRQYHUVLRQ�
UDWHV�WR�¿QG�SUREOHPV�DQG�RSSRUWXQLWLHV�DW�WKH�GHHSHU�OHYHO��

Best Practice Tip 20 �&KHFN�\RX¶UH�XVLQJ�VHJPHQWV�WR�DQDO\VH�EHKDYLRXU
8VH�D�VWUXFWXUHG�DSSURDFK�WR�VHJPHQW�YLVLWRUV�ZLWK�GLIIHUHQW�QHHGV�DQG�FKDUDFWHULVWLFV�
DQG�WKHQ�DSSO\�WKHVH�VHJPHQWV�WR�*RRJOH�$QDO\WLFV�±�H�J��IURP�VHDUFK��DI¿OLDWHV��¿UVW�WLPH�
customers. 

7KLQN�DERXW�ZKHUH�SHRSOH�DUH�EHLQJ�routed through your site��PXFK�OLNH�DQ�DLU�WUDI¿F�
controller landing your planes on the right runway according to their origin and then routing 
WKHP�WR�WKH�ULJKW�WHUPLQDO�JDWH�DV�HI¿FLHQWO\�DV�SRVVLEOH�E\�XVLQJ�WKH�EHVW�VLJQSRVWV�DQG�
VFHQW�WUDLOV��*RRJOH�PDNHV�WKLV�UHODWLYHO\�VWUDLJKW�IRUZDUG��WKRXJK�RI�FRXUVH�\RX�FDQ�OD\HU�WKLV�
RQ�WRS�RI�WKRVH�YLVLWRU�VHJPHQWV�LI�LW�PDGH�VHQVH�WR�GLJ�GHHSHU�

6LQFH�VRPH�RI�WKH�WRROV�DUH�IUHH��WKH�PDLQ�FRVW�LV�OHDUQLQJ�DERXW�WKH�WRROV�DQG�UXQQLQJ�WKH�
WHVWV��VR�LW�FRXOG�HYHQ�EH�ZRUWKZKLOH�IRU�VPDOOHU�VLWHV�

Strategy Recommendation 34  ,QYHVW�WLPH�LQ�³FRQYHUVLRQ�UDWH�RSWLPLVDWLRQ´��&52��
H[SHULPHQWV�WR�LPSURYH�SDJHV�DQG�MRXUQH\V

13 Read this post on Advanced Segment options in Google Analytics to see how you can 
XQGHUVWDQG�GLIIHUHQW�FXVWRPHU�JURXSV�EHWWHU�

http://www.smartinsights.com/conversion-optimization/conversion-rate-optimisation/
http://www.smartinsights.com/blog/web-analytics/conversion-optimisation/
http://www.smartinsights.com/google-analytics/google-analytics-segmentation/segmenting-google-analytics/
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$%�DQG�PXOWLYDULDWH�WHVWLQJ�HQDEOHV�\RX�WR�WHVW�LPSURYHPHQWV�WR�VLWH�OD\RXW��PHVVDJLQJ�DQG�
RIIHUV�LQ�D�VWUXFWXUHG�ZD\�UDWKHU�WKDQ�EDVHG�RQ�JXW�IHHO�DQG�DG�KRF�WHVWLQJ��

:KDW�LV�LW"� AB testing
$%�WHVWLQJ�UHIHUV�WR�WHVWLQJ�WZR��RU�PRUH��GLIIHUHQW�YHUVLRQV�RI�D�SDJH�ZKLFK�FRQWDLQ�
GLIIHUHQW�SDJH�HOHPHQWV�VXFK�DV�D�KHDGLQJ��LPDJHV�RU�EXWWRQ�DJDLQVW�D�FRQWURO�ZKLFK�LV�WKH�
original page.

Best Practice Tip 21 �8VH�WKH�ULJKW�WRROV�IRU�PDQDJLQJ�SDJH�RSWLPLVDWLRQ�H[SHULPHQWV
7RROV�OLNH�*RRJOH�&RQWHQW�([SHULPHQWV�HQDEOH�\RX�WR�PRGLI\�H[LVWLQJ�SDJHV�WKURXJK�
-DYDVFULSW�ZKLOH�RWKHUV�VXFK�DV�LRQ�,QWHUDFWLYH�DQG�8QERXQFH�PDQDJH�WKH�FUHDWLRQ�RI�
landing pages also. www.whichmvt.com provides a great summary.

+HUH�LV�DQ�H[DPSOH�RI�WKH�EHQH¿WV�RI�WKLV�IRUP�RI�WHVWLQJ�ZKHUH�ODQGLQJ�SDJH�FRQYHUVLRQ�
UDWHV�KDYH�EHHQ�LPSURYHG�E\����SHUFHQW�DQG�DFTXLVLWLRQ�FRVWV�ZHUH�DOPRVW�KDOYHG��,Q�WKLV�
FDVH�LW�ZDV�IRXQG�WKDW�WKH�DGGLWLRQ�RI�DGGLWLRQDO�EXOOHW�SRLQWV�RQ�WKH�ULJKW�RI�WKH�VFUHHQ�
increased conversion.

Source: PRWD

6XUYH\�YLVLWRUV�DERXW�WKHLU�YLVLW�LQWHQW�DQG�VDWLVIDFWLRQ�ZLWK�WKHLU�H[SHULHQFH
 � 4�9LVLWRU�LQWHQW�VDWLVIDFWLRQ�VXUYH\V�FRPSOHWHG"

$�YLVLWRU�LQWHQW�VXUYH\�LQYROYHV�DVNLQJ�WKH�XVHU�ZK\�WKH\�YLVLWHG�WKH�VLWH�WKURXJK�DQ�H[LW�
VXUYH\��:H�WKLQN�WKH\¶UH�HVVHQWLDO�VLQFH�\RXU�ZHE�DQDO\WLFV�ZLOO�RQO\�WHOO�\RX�VR�PXFK�±�ZKDW�
YLVLWRUV�'2��QRW�ZKDW�WKH\�)((/��6HH�WKLV�SRVW�IRU�WKH�IXOO�UDQJH�RI�WRROV�DYDLODEOH14

Strategy Recommendation 35 (QVXUH�\RX�XVH�TXDOLWDWLYH�WRROV�WR�JHW�IHHGEDFN� 
IURP�VLWH�YLVLWRUV�
�8VH�YLVLWRU�LQWHQW�VXUYH\V�DQG�VLWH�IHHGEDFN�WRROV�WR�XQGHUVWDQG�MRXUQH\V�DQG�VDWLVIDFWLRQ�
ZLWK�WKH�FRQWHQW�\RX�RIIHU�

4Q Survey�LV�D�IUHH�H[LW�VXUYH\�WRRO�ZH�UHFRPPHQG�IRU�UDWLQJ�LQWHQW��UHDVRQ�WR�YLVLW�VLWH��DQG�
VDWLVIDFWLRQ�±�VR�\RX�FDQ�VHH�ZKLFK�MRXUQH\V�DUH�PRVW�FRPPRQ�DQG�ZKLFK�DUH�PRVW�EURNHQ��
7KH�IUHH�IRUP�WH[W�FRPPHQWV�ZLOO�JLYH�\RX�TXDOLWDWLYH�LQIR�RQ�ZKLFK�IDFWRUV�DUH�FDXVLQJ�
SUREOHPV�DV�ZLOO�RWKHU�WRROV�OLNH�.DPS\OH�

14 6PDUW�,QVLJKWV��:HEVLWH�IHHGEDFN�WRROV�UHYLHZ

http://www.whichmvt.com
http://blog.prwd.co.uk/usability/case-study-conversion-rate-improved-by-86pc-with-google-website-optimiser
http://www.briansolis.com/2010/03/we-become-media/
http://www.smartinsights.com/digital-marketing-software/website-feedback-tools-review
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3HUKDSV�PRUH�LPSRUWDQWO\��\RX�FDQ�XVH�WKH�ZHEVLWH�DV�D�SODWIRUP�WR�JHW�IHHGEDFN�RQ�\RXU�
ZKROH�SURSRVLWLRQ��)RU�H[DPSOH�8VHUYRLFH�HQDEOHV�D�FXVWRPHU�SDQHO�WR�VXJJHVW�DQG�UDWH�
LGHDV�IRU�QHZ�SURGXFWV�

Best Practice Tip 22 �8VH�IHHGEDFN�WRROV�WR�JHW�FXVWRPHU�SDQHO�IHHGEDFN
Using services such as Uservoice and Ideascale you can gain ideas and ratings on new 
product and service ideas.

$�FRXSOH�RI�KLJKHU�HQG�HQWHUSULVH�VHUYLFHV�OHVV�VXLWHG�WR�WKH�VPDOO�EXVLQHVV�WKDW�FDQ�EH�XVHG�
IRU�WKLV�SXUSRVH�DUH�&RQ¿UPLW and )RUVHHUHVXOWV.

Use your analytics system to identify broken customer journeys
 � 4��'R�ZH�KDYH�RSWLPLVDWLRQ�SURFHVVHV�IRU�UHYLHZLQJ�DQG�LPSURYLQJ�SHUIRUPDQFH"

0DQ\�VLWHV�KDYH�*RRJOH�$QDO\WLFV�RU�RWKHU�V\VWHPV�LQVWDOOHG��EXW�LW¶V�QRW�VR�RIWHQ�XVHG�
IRU�LQ�GHSWK�DQDO\VLV��7KHUH�DUH�PDQ\�UHDVRQV�ZK\�WKLV�FRXOG�EH��EXW�LW¶V�PRVW�OLNHO\�
WKDW�PDQDJHPHQW�GRHVQ¶W�SURYLGH�WKH�UHVRXUFHV�WR�PDNH�WKLV�KDSSHQ��VR�VWDII�ZRUN�RQ�
operational issues like content and campaigns rather than optimisation.

Strategy Recommendation 36 3URYLGH�VXI¿FLHQW�UHVRXUFH�IRU�VLWH�RSWLPLVDWLRQ�
7R�FRPSHWH�DQG�JURZ�UHVRXUFH�DQG�SURFHVV�KDV�WR�EH�IRXQG�IRU�RSWLPLVDWLRQ�WR�KDSSHQ�
FRQWLQXRXVO\��7KLV�VHWV�DSDUW�WKH�PRVW�FDSDEOH�GLJLWDO�PDUNHWLQJ�FRPSDQLHV�IURP�WKH�DOVR�
rans.

7KLQN�RI�\RXU�FDSDELOLWLHV��+RZ�GR�\RX�UDWH�FRPSDUHG�WR�WKHVH�IRXU�VWDJHV��,V�RSWLPLVDWLRQ�
KDSSHQLQJ�FRQWLQXRXVO\��RFFDVLRQDOO\�RU�QRW�DOO"��

http://www.cscape.com
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&52�LV�UHODWLYHO\�HDV\�WR�WDFNOH�LI�\RX¶UH�D�UHWDLOHU�VLQFH�DW�WKH�EXVLQHVV�OHYHO��\RX¶UH�JRLQJ�WR�
ORRN�DW�FRQYHUVLRQ�UDWH�WR�VDOH��VDOHV�XQLWV�DQG�EDVNHW�YDOXH��7KLV�LV�JUHDW�RI�FRXUVH�EXW�DOVR�
ORRN�DW�WKH�ZKROH�IXQQHO�±�QRW�MXVW�WKH�FKHFNRXW��EXW�WKH�WRS�RI�WKH�IXQQHO�WRR��5HYLHZ�KRZ�
PDQ\�DUH�HQJDJLQJ�ZLWK�GLIIHUHQW�W\SHV�RI�SURGXFWV��UHVSRQGLQJ�WR�RIIHUV�DQG�HYHQ�JHWWLQJ�
EH\RQG�WKH�KRPH�SDJH"

,I�\RX¶UH�QRW�D�UHWDLOHU��WKHQ�\RX�KDYH�WR�LGHQWLI\�RWKHU�ZD\V�WR�GHPRQVWUDWH�YDOXH�WR�WKH�
EXVLQHVV�IURP�&52��7KLV�LV�VHULRXV�VWXII�VLQFH�ZHE�LQYHVWPHQW�DQG�PDUNHWLQJ�DFWLYLW\�QHHG�
WR�DOLJQ�IURP�WKH�SHUVSHFWLYH�RI�VDOHV�PDQDJHUV�RU�PDQDJLQJ�GLUHFWRUV��,W¶V�HDVLHU�WR�GR�WKDW�
you might think, as marketing managers working within the TUI Travel Group at www.i-to-i.
com�ZH�QHHGHG�WR�EH�DEOH�WR�GH¿QH�WKH�YDOXH�RI�OHDGV�EDVHG�RQ�DYHUDJH�RUGHU�YDOXH�DQG�
FRQYHUVLRQ�UDWH�WR�VDOH��.QRZLQJ�D�EURFKXUH�HQTXLUHU�LV�ZRUWK��VD\����FKDQJHV�HYHU\RQH¶V�
perspective, knowing that people who completed 3 lead types are worth £50 changes 
SHUVSHFWLYH�DW�WKH�EXVLQHVV�OHYHO�DJDLQ��WKRVH�VDPSOH�YDOXHV�DUH�PDGH�XS�RI�FRXUVH����
Management is immediately empowered to enter in to healthy and relevant discussion 
VXUURXQGLQJ�ZHEVLWH�FRQYHUVLRQ�DQG�DOO�WKDW�HQFRPSDVVHV��$OO�WKH�EHVW�IRU�FRQYLQFLQJ�\RXU�
FROOHDJXHV�RI�WKH�QHHG�IRU�&52�

http://www.smartinsights.com/digital-marketing-strategy-alerts/conversion-optimisation-strategy/www.i-to-i.com
http://www.smartinsights.com/digital-marketing-strategy-alerts/conversion-optimisation-strategy/www.i-to-i.com
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Step 7 
Strategy: Keeping customers engaged and loyal
0XFK�RI�ZKDW�LV�ZULWWHQ�DERXW�RQOLQH�PDUNHWLQJ�ORRNV�DW�XVLQJ�WDFWLFV�OLNH�$GZRUGV��6(2��
6RFLDO�PHGLD�DQG�ODQGLQJ�SDJHV�WR�LQFUHDVH�DFTXLVLWLRQ�RI�QHZ�FXVWRPHUV��%XW�VDYY\�
EXVLQHVV�SHRSOH�NQRZ�WKDW�LW¶V�D�PDVVLYH�PLVWDNH�WR�QHJOHFW�FRPPXQLFDWLRQV�DQG�VHUYLFH�IRU�
H[LVWLQJ�FXVWRPHUV��

(QJDJLQJ�ZLWK�H[LVWLQJ�FXVWRPHUV�LV�DOVR�RQH�RI�WKH�ELJJHVW�FKDOOHQJHV�LQ�RQOLQH�PDUNHWLQJ��
6XUH��\RX�PD\�DEOH�WR�JHW�VRPHRQH�WR�YLVLW�RU�EX\�IURP�\RXU�VLWH�RQFH��%XW�JHWWLQJ�WKHP�WR�GR�
WKH�VDPH�DJDLQ�LV�MXVW�DV�FKDOOHQJLQJ��(YHQ�PRUH�FKDOOHQJLQJ�LI�\RX�GRQ¶W�JHW�WKHLU�H[SHULHQFH�
ULJKW�WKH�¿UVW�WLPH�

7R�JHW�WKLV�SDUW�RI�\RXU�RQOLQH�PDUNHWLQJ�ULJKW�\RX�QHHG�D�VWURQJ�EUDQG��$W�WKLV�OHYHO��
FRPSHWLQJ�HIIHFWLYHO\�LV�VLPSO\�GRZQ�WR�WKH�VWUHQJWK�RI�RQH�EUDQG�DJDLQVW�DQRWKHU��6R�\RX�
KDYH�WR�ZRUN�RXW�ZKLFK�DVSHFWV�RI�\RXU�EUDQG�HQFRXUDJH�OR\DOW\�DQG�DGYRFDF\�IURP�\RXU�
DXGLHQFH��$�EUDQG�WKDW�LV�VWURQJ�RQOLQH�ZLOO�RIIHU�

 ; Great experience��(DVH�RI�XVH�DQG�HQMR\DEOH�LQWHUDFWLRQV�FRPELQHG�ZLWK�TXDOLW\�VHUYLFH�
 ; Great communications��&RPSHOOLQJ��UHOHYDQW�FRPPXQLFDWLRQV�ZKLFK�HQJDJH�DQG�ZLOO�EH�

shared. 
 ; Great community��*LYHV�FXVWRPHUV�D�UHDVRQ�WR�EHORQJ���WR�EH�SDUW�RI�D�WULEH�RU�

community
 ; Great connections��/LQNV�WR�FRPSOLPHQWDU\�SDUWQHUV�RU�WR�WKH�RIÀLQH�H[SHULHQFH�RI�WKH�
EUDQG��

 ; Great value. Value through great deals, great product and great content.

3XWWLQJ�WKLV�WRJHWKHU�ZH�QHHG�WR�RSHQ�DQG�PDLQWDLQ�FRQYHUVDWLRQ��DVN�TXHVWLRQV��OLVWHQ��EXLOG�
EHWWHU�SURGXFWV�DQG�PDUNHW�LQ�D�PRUH�UHOHYDQW�ZD\��WR�DGG�YDOXH�WR�WKH�UHODWLRQVKLS�ZLWK�WKH�
FRQVXPHU��7KHUH�DUH�QR�TXLFN�WLSV�ZH�FDQ�JLYH�KHUH��EXW�ZH�FDQ�RIIHU�WKLV�VWUXFWXUH�ZKLFK�ZLOO�
step you through the decisions you need to make to work towards long-term relationships

:H�VWDUW�6WHS���E\�ORRNLQJ�DW�KRZ�WR�HQFRXUDJH�RQOLQH�EUDQG�HQJDJHPHQW�VLQFH�
XQGHUVWDQGLQJ�WKH�UHDVRQV�IRU�WKH�FXUUHQW�OHYHO�RI�RQOLQH�HQJDJHPHQW�LV�NH\�WR�ERRVWLQJ�
IXWXUH�RQOLQH�LQWHUDFWLRQV��:KDW�ZH�QHHG�WR�XQGHUVWDQG�DUH�WKH�OR\DOW\�GULYHUV�DQG�EDUULHUV��
:KDW�ZLOO�HQFRXUDJH�DQG�GLVFRXUDJH�FXVWRPHUV�IURP�PDNLQJ�IXWXUH�SXUFKDVHV�DQG�
LQWHUDFWLQJ�ZLWK�RXU�EUDQG�RQOLQH"�

Understand current levels of online brand engagement
 � 4��$SSURDFKHV�WR�HQFRXUDJH�EUDQG�HQJDJHPHQW�UHYLHZHG"

,Q�������)RUUHVWHU�KHUDOGHG�FXVWRPHU�HQJDJHPHQW�DV�³Marketing’s New Key Metric´�GXH�WR�
WKH�UDSLGO\�LQFUHDVLQJ�RQOLQH�PHGLD�IUDJPHQWDWLRQ�DQG�LQFUHDVLQJ�LPSRUWDQFH�RI�VRFLDO�PHGLD�
PDUNHWLQJ��:H�DJUHH�DERXW�WKH�LPSRUWDQFH�RI�XQGHUVWDQGLQJ�DQG�LPSURYLQJ�HQJDJHPHQW�
��WKDW¶V�ZK\�ZH�PDGH�LW�WKH�µ(¶�LQ�RXU�5$&(�IUDPHZRUN���)RU�FXVWRPHU�HQJDJHPHQW�LQ�DQ�
RQOLQH�FRQWH[W��LW¶V�D�PLVWDNH�WR�UHVWULFW�XQGHUVWDQGLQJ�RI�HQJDJHPHQW�WR�HQJDJHPHQW�RQ�D�
VLQJOH�RFFDVLRQ��OLNH�D�YLVLWRU�GZHOOLQJ�RQ�D�VLWH�IRU�D�VLJQL¿FDQW�WLPH�RU�FRQYHUWLQJ�WR�VDOH��

Instead engagement really�UHIHUV�WR�WKH�ORQJ�WHUP�DELOLW\�RI�D�EUDQG�WR�JDLQ�D�FXVWRPHUV�
DWWHQWLRQ�RQ�DQ�RQJRLQJ�EDVLV�ZKHWKHU�WKH�HQJDJHPHQW�FRXOG�RFFXU�RQ�VLWH��LQ�WKLUG�SDUW\�
social networks or in email or traditional direct communications. 
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Strategy Recommendation 37 Review engagement and use it to drive retention
)LQG�RXW�KRZ�HQJDJLQJ�\RXU�EUDQG�LV�QRZ�IRU�GLIIHUHQW�VHJPHQWV�DQG�ZKDW�LW¶V�PRVW�
important to do to enhance engagement.

)RUUHVWHU�DQDO\VW�%ULDQ�+DYHQ�VD\V�

³Using engagement, you get a more holistic appreciation of your customers’ actions, 
recognizing that value comes not just from transactions but also from actions people take 
WR�LQÀXHQFH�RWKHUV��2QFH�HQJDJHPHQW�WDNHV�KROG�RI�PDUNHWLQJ��PDUNHWLQJ�PHVVDJHV�ZLOO�
become conversations, and dollars will shift from media buying to customer understanding�´

5LFKDUG�6HGOH\�RI�6HUHQ��www.seren.com��KDV�GHYHORSHG�WKLV�GH¿QLWLRQ�RI�HQJDJHPHQW�
which works well.

:KDW�LV�LW"� Customer engagement
Repeated interactions that strengthen the emotional, psychological or physical investment 
D�FXVWRPHU�KDV�LQ�D�EUDQG��

5LFKDUG�H[SODLQV�WKLV�LQ�RXU�LQWHUYLHZ�ZLWK�KLP15:

³The two key words here are ‘repeated’ and ‘investment’. A simple focus on maximising 
conversions can, in some circumstances, decrease the likelihood of repeat conversions. 
7KLQN�RI�WKDW�SXVK\�GRRU�WR�GRRU�VDOHVPDQ�

You might buy something from him but what is the likelihood that you will repeat that 
purchase, or recommend his services to a friend?

Customer engagement places the strategic emphasis on the creation of valuable 
relationships and encourages both parties to see mutual advantage in that relationship. 
)UHTXHQWO\�WKLV�ZLOO�PHDQ�WKDW�\RXU�WDFWLFV�UHTXLUH�D�PXOWL�FKDQQHO�DSSURDFK�LQFRUSRUDWLQJ�
the best of digital and traditional media. I see the ability to effective blend media in its type, 
TXDQWLW\�DQG�WLPLQJ��NQRZQ�DV�5LJKW�WRXFKLQJ��DV�RQH�RI�WKH�NH\�FKDOOHQJHV�LQ�WKH�FRPLQJ�
years.

)RUUHVWHU�GHYHORSHG�D�IUDPHZRUN�\RX�FDQ�DSSO\�WR�PHDVXUH�HQJDJHPHQW�WKURXJK�WKH�
FXVWRPHU�OLIHF\FOH�DQG�DOVR�DZD\�IURP�D�EUDQGV�RZQ�VLWH��VXFK�DV�RQ�SXEOLVKHU�VLWHV�RU�VRFLDO�
networks. 

$FFRUGLQJ�WR�)RUUHVWHU��HQJDJHPHQW�KDV�IRXU�SDUWV�ZKLFK�FDQ�EH�PHDVXUHG�ERWK�RQOLQH�DQG�
RIÀLQH�

1. Involvement��)RUUHVWHU�VD\V�WKDW�RQOLQH��WKLV�LQFOXGHV�ZHE�VLWH�YLVLWV��WLPH�VSHQW��SDJHV�
viewed.

2. Interaction��7KLV�LV�FRQWULEXWHG�FRPPHQWV�WR�EORJV��TXDQWLW\�IUHTXHQF\�RI�ZULWWHQ�UHYLHZV��
DQG�RQOLQH�FRPPHQWV�DV�ZHOO�DV�FRPPHQWV�H[SUHVVHG�LQ�FXVWRPHU�VHUYLFH��>:H�FRXOG�DGG�
WKH�UHFHQF\��IUHTXHQF\�DQG�FDWHJRU\�RI�SURGXFW�SXUFKDVHV�DQG�DOVR�RQJRLQJ�HQJDJHPHQW�LQ�
email marketing programmes as discussed later in this chapter are important here]

3. Intimacy��7KLV�LV�VHQWLPHQW�WUDFNLQJ�RQ�WKLUG�SDUW\�VLWHV�LQFOXGLQJ�EORJV�DQG�UHYLHZV��DV�
ZHOO�DV�RSLQLRQV�H[SUHVVHG�LQ�FXVWRPHU�VHUYLFH�FDOOV

4. ,QÀXHQFH��7KLV�LV�DGYRFDF\�LQGLFDWHG�E\�PHDVXUHV�VXFK�DV�OLNH�OLNHOLKRRG�WR�UHFRPPHQG��
EUDQG�DI¿QLW\��FRQWHQW�IRUZDUGHG�WR�IULHQGV��HWF��,W�VKRXOG�EH�PHDVXUHG�E\�GDWD�FROOHFWHG�ERWK�
RQOLQH�DQG�RIÀLQH��

15 6PDUW�,QVLJKWV��5LFKDUG�6HGOH\�RQ�&XVWRPHU�(QJDJHPHQW 

http://www.seren.com
http://www.smartinsights.com/customer-engagement/customer-engagement-strategy/customer-engagement-interview-with-richard-sedley-of-cscape/
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Set goals to improve engagement

Using hurdle rates to assess and set goals
 � Q. Hurdle rates used to assess and set goals for customer engagement?

$OWKRXJK�WKH�LGHD�RI�KXUGOH�UDWHV�VHHPV�WR�EH�TXLWH�ZLGHO\�XVHG�ZLWKLQ�¿QDQFH�DQG�
LQYHVWPHQW�FLUFOHV��ZH�UDUHO\�KHDU�LW�GLVFXVVHG�ZLWK�GLJLWDO�PDUNHWLQJ��%XW�WKH\¶UH�RQH�RI�WKH�
PRVW�LPSRUWDQW�W\SHV�RI�PHDVXUHV�IRU�LPSURYLQJ�RQOLQH�UHWHQWLRQ�PDUNHWLQJ�VLQFH�WKH\�HQDEOH�
HQDEOH�\RX�WR�VHW�DFWLRQDEOH�JRDOV��

:KDW�LV�LW"� Hurdle rate
7KH�KXUGOH�UDWH�IRU�HQJDJHPHQW�LV�VLPSO\�WKH�SHUFHQWDJH�RI�FXVWRPHUV�ZKR�SHUIRUP�DQ�
activity, they have jumped over the hurdle target you set. 

$�KXUGOH�UDWH�LV�WKH�SURSRUWLRQ�RI�FXVWRPHUV�WKDW�IDOO�ZLWKLQ�D�SDUWLFXODU�OHYHO�RI�DFWLYLW\�RU�
HQJDJHPHQW�ZLWK�D�EUDQG�W\SLFDOO\�ZLWKLQ�D�WLPH�SHULRG��7KLV�LV�XVXDOO\�H[SUHVVHG�DV�D�WDUJHW�
SHUFHQWDJH�DQG�WKH�QXPEHU�ZKR�KDYH�DFKLHYHG�LW�

)RU�H[DPSOH��WKH�SHUFHQWDJH�RI�PHPEHUV�RI�DQ�HPDLO�OLVW�WKDW�FOLFN�RQ�WKH�HPDLO�ZLWKLQ�D����
GD\�SHULRG��RU�WKH�SHUFHQWDJH�RI�FXVWRPHUV�WKDW�KDYH�PDGH�D�VHFRQG�SXUFKDVH�ZLWKLQ����
GD\V��RU�WKH�SHUFHQWDJH�RI�\RXU�DXGLHQFH�WKDW�KDV�ORJJHG�LQWR�\RXU�QHWZRUN�ZLWKLQ����GD\V�

6R��KXUGOH�UDWHV�HQDEOH�\RX�WR�DVVHVV�KRZ�PDQ\�RI�\RXU�DXGLHQFH�DUH�HQJDJHG�ZLWK�\RXU�
marketing activities. You can then set targets to use communications to encourage more 
FXVWRPHUV�WR�³MXPS�WKH�KXUGOH´�RU�HQJDJH�ZLWK�\RX�

+XUGOH�UDWH�H[DPSOHV
+HUH�DUH�VRPH�H[DPSOHV�ZH¶YH�XVHG�LQ�GLIIHUHQW�DUHDV�RI�GLJLWDO�PDUNHWLQJ�

 ; Email marketing�±�WKH�OHYHO�RI�HPRWLRQDOO\�XQVXEVFULEHG�±�WKH���ZKR�QHYHU�RSHQ�RU�QHYHU�
click in a 6 month period .

 ; Email marketing���WKH�OHYHO�RI�DFWLYH�VXEVFULEHUV�±�WKH�UHYHUVH�±�WKH���RI�YLVLWRUV�WKDW�
have clicked within a 6 month period.

 ; Social media and community�±�OLNHZLVH�±�WKH���RI�DFWLYH�IROORZHUV�±�LI�\RX�KDYH�D�
)DFHERRN�SDJH��)DFHERRN�ZLOO�WHOO�\RX�WKH�SURSRUWLRQ�RI�PRQWKO\�DFWLYH�XVHUV��6LPLODUO\�
you could calculate average clickthrough rates across a month in Twitter to see how 
PDQ\�RI�\RXU�DXGLHQFH�UHVSRQGHG��,¶P�QRW�VXUH�RI�D�VLPSOH�ZD\�WR�GR�WKLV��$Q\�LGHDV"

 ; Banking�±�7KH���RI�DFWLYH�RQOLQH�DFFRXQW�KROGHUV�±����GD\�DFWLYH�LV�D�VWDQGDUG�ZH�
EHOLHYH�±�WKH���RI�RQOLQH�FXVWRPHUV�ZKR�ORJ�LQ�DW�OHDVW�RQFH�LQ�WKDW�SHULRG��<RX�FDQ�DOVR�
VHW�JRDOV�IRU�GLIIHUHQW�DFWLYLWLHV�OLNH�FKHFNLQJ�D�EDODQFH��XVLQJ�RQOLQH�SD\PHQW�VHUYLFHV��
etc.

 ; Intranet or communities�±�WKH�VDPH�SULQFLSOH�FDQ�EH�DSSOLHG�WR�KRZ�PDQ\�ORJ�LQ�WR�D�
VXEVFULSWLRQ�VLWH�DQG�WKH�DFWLYLWLHV�WKH\�SHUIRUP��+RZ�PDQ\�EORJJHUV�OHDYH�FRPPHQWV�IRU�
H[DPSOH�

 ; Retail�±�KRZ�KXUGOH�UDWHV�FDQ�EH�XVHG�IRU�5HFHQF\��)UHTXHQF\�DQG�0RQHWDU\�YDOXH��:H�
SLFNHG�XS�WKLV�FRQFHSW�IURP�-LP�1RYR�D�ZKLOH�EDFN���WKLV�LV�RULJLQDO�SRVW�ZKLFK�LV�VWLOO�
ZRUWK�D�UHDG��SDUWLFXODUO\�LI�\RX�ZRUN�LQ�UHWDLO16.

Understand your loyalty drivers (and barriers)
 � Q. Loyalty drivers understood?

16 http://www.jimnovo.com/RetailCustomerRetention.htm
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6XFFHVV�IDFWRU�PDSSLQJ�LV�D�XVHIXO�DSSURDFK�WR�LPSURYH�DQ\�DVSHFWV�RI�\RXU�GLJLWDO�
PDUNHWLQJ��EXW�LW¶V�SDUWLFXODUO\�LPSRUWDQW�WR�WKLQN�RI�ZLWK�LPSURYLQJ�OR\DOW\��$�JHQHUDO�DQDO\VLV�
RI�OR\DOW\�GULYHUV�IRU�D�UHWDLO�VLWH�LV�VKRZQ�RQ�WKH�OR\DOW\�PDS�EHORZ��

Strategy Recommendation 38 8QGHUVWDQG�OR\DOW\�GULYHUV�IRU�SXUFKDVH�DQG�LQWHUDFWLRQ
$QDO\VH�WKURXJK�FXVWRPHU�UHVHDUFK�ZKLFK�IDFWRUV�DUH�PRVW�UHVSRQVLEOH�IRU�FRQWLQXHG�
SXUFKDVH��,W¶V�DOVR�XVHIXO�WR�XQGHUVWDQG�ZKDW�LQÀXHQFHV�FRQWLQXHG�VRFLDO�IROORZLQJ�DQG�
interaction. Once you understand the loyalty drivers you can work to knock down the 
EDUULHUV�WKDW�PD\�SUHYHQW�WKHVH��

<RX�PD\�NQRZ�WKLV�WHFKQLTXH�DV�µFDXVH�DQG�HIIHFW�DQDO\VLV¶��,VKLNDZD�RU�µ¿VKERQLQJ¶��:LWK�
WKLV�DSSURDFK��WKH�XOWLPDWH�REMHFWLYH�LV�SODFHG�DW�WKH�ULJKW�RI�WKH�GLDJUDP�DQG�WKH�VXFFHVV�
IDFWRUV�RU�SHUIRUPDQFH�GULYHUV�WKDW�ZLOO�KHOS�DFKLHYH�WKLV�RXWFRPH�DUH�SODFHG�RQ�WKH�OHIW�RI�WKH�
GLDJUDP��D�PRUH�W\SLFDO�IRUPDW�IRU�WKLV�GLDJUDP�LV�VKRZQ�ODWHU���

Note: Touch strategy includes social network interactions.

)RU�RQOLQH�UHWHQWLRQ�PDUNHWLQJ��RXU�XOWLPDWH�JRDO�RQ�WKH�ULJKW�RI�WKH�GLDJUDP�LV�FXVWRPHU�
OR\DOW\��7KH�IDFWRUV�RQ�WKH�OHIW�KHOS�WR�GHOLYHU�WZR�PDLQ�GULYHUV�RI�OR\DOW\��

)LUVW�ZH¶UH�ORRNLQJ�IRU�HPRWLRQDO�OR\DOW\�ZKHUH�OR\DOW\�WR�D�EUDQG�LV�GHPRQVWUDWHG�E\�
IDYRXUDEOH�SHUFHSWLRQV��RSLQLRQV�DQG�UHFRPPHQGDWLRQV�LQFOXGLQJ�VRFLDO�VKDULQJ��7KH�
VXFFHVV�IDFWRUV�DW�WKH�WRS�RI�WKH�GLDJUDP�ZKLFK�DUH�DOO�UHODWHG�WR�WKH�FXVWRPHU�H[SHULHQFH�
RI�\RXU�RQOLQH�VHUYLFHV��7KHVH�WHQG�WR�LQÀXHQFH�HPRWLRQDO�OR\DOW\�WKH�PRVW�DQG�WKHVH�DUH�
LPSRUWDQW�LQ�GHWHUPLQLQJ�FXVWRPHU�VDWLVIDFWLRQ��2I�FRXUVH��D�IDYRXUDEOH�FXVWRPHU�H[SHULHQFH�
is, very important to achieving repeat purchases – how many online sites have you continued 
WR�XVH�DIWHU�D�SRRU�OHYHO�RI�VHUYLFH�ZDV�GHOLYHUHG"�
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7KH�VHFRQG�W\SH�RI�OR\DOW\�LV�EHKDYLRXUDO�OR\DOW\�ZKHUH�OR\DOW\�UHODWHV�WR�UHSHDW�VDOHV��
repeated site visits, social interactions and response to marketing campaigns. To achieve 
these repeat sales, companies work hard to deliver relevant marketing communications 
HLWKHU�WKURXJK�H�PDLO�RU�ZHE�EDVHG�SHUVRQDOLVDWLRQ�RU�WKURXJK�GLUHFW�PDLO�

([DPSOHV�RI�VDWLVIDFWLRQ�JDS�DQDO\VLV
/HW¶V�QRZ�ORRN�DW�D�FRXSOH�RI�FRPSXWHU�UHODWHG�H[DPSOHV�RI�WKLV�JDS�DQDO\VLV�

)LUVW��D�FRPSXWHU�PDQXIDFWXUHU�ORRNHG�DW�WKH�EX\LQJ�H[SHULHQFH�DFURVV�WKH�FXVWRPHU�
OLIHF\FOH�

<RX�FDQ�VHH�WKHUH�LV�D�ELJ�JDS�LQ�VHUYLFH�KHUH��)RU�HDFK�RI�WKH�IDFWRUV�\RX�FDQ�WKLQN�WKURXJK�
KRZ�WKH�ZHE�FKDQQHO�FDQ�KHOS��DOWKRXJK�KHUH�WKH�RIÀLQH�FKDQQHO�QHHGV�¿[LQJ�

+HUH¶V�DQ�H[DPSOH�RI�KRZ�'HOO�WDFNOH�WKLV��'HOO�WUHDW�OR\DOW\�VHULRXVO\��RYHU����\HDUV�DJR�WKH\�
FUHDWHG�D�FXVWRPHU�H[SHULHQFH�FRXQFLO�WKDW�UHVHDUFKHG�NH\�OR\DOW\�GULYHUV�DFURVV�GLIIHUHQW�
FKDQQHOV��LGHQWL¿HG�PHDVXUHV�WR�WUDFN�WKHVH�DQG�SXW�LQ�SODFH�DQ�DFWLRQ�SODQ�WR�LPSURYH�
OR\DOW\��([DPSOHV�RI�WKHLU�OR\DOW\�GULYHUV�DQG�.3,V�WKH\�XVHG�WR�UHYLHZ�SHUIRUPDQFH�DUH�

1. 2UGHU�IXO¿OPHQW��6KLS�WR�WDUJHW����WKDW�VKLS�RQ�WLPH�H[DFWO\�DV�WKH�FXVWRPHU�VSHFL¿HG�

2. Product performance��,QLWLDO�¿HOG�LQFLGHQW�UDWH�±�WKH�IUHTXHQF\�RI�SUREOHPV�H[SHULHQFHG�E\�
customers.

3. Post sale service and support. 2Q�WLPH��¿UVW�WLPH�¿[�±�WKH�SHUFHQWDJH�RI�SUREOHPV�¿[HG�RQ�
WKH�¿UVW�YLVLW�E\�D�VHUYLFH�UHS�ZKR�DUULYHV�DW�WKH�WLPH�SURPLVHG�

<RX�FDQ�VHH�WKDW�VLPLODU�OR\DOW\�GULYHUV�FDQ�EH�LGHQWL¿HG�IRU�DQ�H�UHWDLOHU��L�H��'HOLYHU�RQ�
WDUJHW��WLPH�WR�UHVROYH�GLIIHUHQW�TXHULHV�DQG�UHWXUQV�

2QFH�WKH�SUREOHPV�KDYH�EHHQ�LGHQWL¿HG�\RX�ZLOO�KDYH�WR�ORRN�DW�WKH�UHDVRQV�LQVLGH�WKH�
FRPSDQ\�IRU�WKH�LQHI¿FLHQF\��7KLV�LV�DQ�H[DPSOH�RI�D�³¿VK�WDLO´�DQDO\VLV�IURP�'HOO��,W¶V�DQ�
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DSSURDFK�ZH�UHFRPPHQG�WR�KHOS�QDLO�SUREOHPV�DQG�RSSRUWXQLWLHV�

2QFH�\RX¶UH�DEOH�WR�XQGHUVWDQG�DQG�OHYHUDJH�FRQVXPHU�PRWLYDWLRQ��QHHG��LQWHQW�DQG�RU�
purchase history then there’s the potential to re-market and so re-engage with someone 
much more easily, since you can really speak to them. How this is done is dependent on 
ZKDW�NLQG�RI�RUJDQLVDWLRQ�\RX�DUH�LQ�WHUPV�RI�EXGJHWV�DQG�UHVRXUFHV�DYDLODEOH�

5HFRPPHQGHG�UHVRXUFH"� (FRPPHUFH�6XFFHVV�0DSSLQJ�
Our (FRPPHUFH�6XFFHVV�0DSSLQJ�WHPSODWH�FDQ�EH�XVHG�DV�D�PDQDJHPHQW�WRRO�WR�KHOS�
\RX�UHYLHZ�DQG�ZRUN�RQ�LPSURYLQJ�WKH�NH\�IDFWRUV�WKDW�GULYH�RQOLQH�VDOHV�

Asking customers what they think
 � Q. Customer feedback obtained regularly?

6R��KRZ�FDQ�\RX�JHW�WKLV�GDWD"�:H�ZLOO�WDON�DERXW�TXLWH�D�IHZ�GLIIHUHQW�IHHGEDFN�WRROV�KHUH17. 
Here are some ideas:

 � On site survey tools��*HW�GDWD�IURP�WKRVH�PDVVHV�ZKR�GR�QRWKLQJ�RQ�\RXU�VLWH��WRROV�OLNH�
�4�DQG�.DPS\OH�DUH�JUHDW�VLQFH�WKH\¶UH�ORZ�FRPPLWPHQW��IDVW�DQG�DQRQ\PRXV��,W¶V�LPSRU-
tant to learn what people are interested in and why people are losing interest and leaving.

 � Email surveys��*RRG�LI�\RX�ODFN�D�VWHDG\�VWUHDP�RI�GDWD�DQG�SUHIHU�WR�DG�KRF��PDVV�TXHV-
WLRQLQJ�RI�\RXU�GDWDEDVH��DQQXDOO\�IRU�H[DPSOH��,W¶V�WKH�PRVW�FRPPRQ�IRUP�RI�LQVLJKWV�
JDWKHULQJ�WKRXJK�RIWHQ�GRQH�ODVW�PLQXWH�ZKHQ�WKLQJV�IHHO�EURNHQ��%HWWHU�LV�GHVLJQLQJ�
LQVLJKW�FDSWXUH�LQWR�WKH�PDUNHWLQJ�DQG�VDOHV�SURFHVV�LQ�D�UREXVW�ZD\��IRU�H[DPSOH�XVLQJ�
HPDLO�VHTXHQFHV�VLQFH�LW�EULQJV�WKH�FRQVXPHU�WR�WKH�PDUNHWLQJ�WDEOH��2I�FRXUVH�\RX�FDQ�
WDUJHW�SDUWLFXODU�JURXSV�RI�FXVWRPHUV�ZLWK�HPDLO��VR�WKH\¶UH�SRZHUIXO�LQ�WKLV�VHQVH�

 � Ask during key processes��$YRLG�DVNLQJ�HYHU\WKLQJ�DW�RQFH��%XLOG�UHOHYDQW�GDWD�FDSWXUH�
DW�NH\�EX\HU�VWDJHV�VR�WKDW�\RX�OHDUQ�PRUH�DERXW�\RXU�FRQVXPHU�DV�WKH\�QHDU�SXUFKDVH��
DQG�EH\RQG��7KLV�FDQ�EH�DV�VLPSOH�TXHVWLRQV�EXLOW�LQWR�H[LVWLQJ�HQTXLU\��SXUFKDVH�DQG�
SRVW�SXUFKDVH�IRUPV�XVLQJ�WRROV�OLNH�4XDODURR�WKDW�DUH�VSHFL¿FDOO\�GHVLJQHG�IRU�WKLV��7KLQN�

17 Smart Insights: cXVWRPHU�IHHGEDFN�WRROV�UHYLHZ

http://www.smartinsights.com/guides/ecommerce-success-mapping/
http://www.smartinsights.com/digital-marketing-software/website-feedback-tools-review/
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DOVR�DERXW�XVLQJ�WRROV�VXFK�DV�*HW�6DWLVIDFWLRQ�IRU�IHHGEDFN�WRR�VLQFH�LW�RIIHUV�\RX�SUR-
JUHVVLRQ�LQWR�D�IHHGEDFN�FRPPXQLW\�DQG�FURZG�VRXUFLQJ��<RX�FDQ�DOVR�XVH�WKH�³:DWFK�
GRQ¶W�DVN´�DSSURDFK�RI�XVLQJ�DQDO\WLFV�WR�VHH�ZKDW�FXVWRPHUV�FOLFN�RQ�RU�GRQ¶W�FOLFN�RQ�

Encouraging online brand engagement
 � 4��$SSURDFKHV�WR�HQFRXUDJH�EUDQG�HQJDJHPHQW�UHYLHZHG"�

9DOXDEOH�FRQWHQW�LV�DW�WKH�KHDUW�RI�RQOLQH�EUDQG�HQJDJHPHQW��2Q�WRSLF�FRQWHQW�HQDEOHV�\RX�WR�
GHPRQVWUDWH�D�FRQWLQXHG�UHOHYDQFH�WR�FRQVXPHUV�ZKR�DUH�EX\LQJ�FHUWDLQ�W\SHV�RI�SURGXFWV�
IURP�\RX��RU�DW�OHDVW�WKH\¶UH�JLYLQJ�\RX�LQGLFDWRUV�DV�WR�ZKDW�LV�PRWLYDWLQJ�DQG�KHOSLQJ�VROYH�
SUREOHPV�LQ�WKHLU�ZRUOG��$�JUHDW�H[DPSOH�RI�WKLV�DUH�WKH�HQHZVOHWWHUV�IURP�/DNHODQG18.

%ORJV�DUH�D�ZD\�WR�FHQWUDOLVH�WKLV��WR�IRUP�WKH�FRQWHQW�KXE��WKHQ�UHSXUSRVLQJ�\RXU�FRQWHQW�
LQWR�)DFHERRN��7ZLWWHU��/LQNHG,Q�DQG�*RRJOH��UHSUHVHQW�DGGLWLRQDO�ZD\V�WR�UHDFK��ZLWK�
permission) and so re-connect. Layer on segmented email communications to such solid 
VRFLDO�PHGLD�SURJUDPPH�DQG�\RX¶UH�SLRQHHULQJ�EUDQG�FRPPXQLFDWLRQV��%HLQJ�XVHIXO�DGGV�
DQ�LQFRPSDUDEOH�YDOXH�WR�D�FRQVXPHU�UHODWLRQVKLS�SRVW�SXUFKDVH�DV�ZHOO�DV�NHHS�\RX�IURQW�RI�
mind.

7KLV�DSSURDFK�KDV�REYLRXV�SRWHQWLDO�IRU�UH�SURPRWLRQ�RI�\RXU�SURGXFWV�LQ�WKH�ULJKW�ZD\��DQG�
DW�WKH�ULJKW�WLPH��DGGLQJ�YDOXH�DQG�UH�HQJDJLQJ�UH�DI¿UPV�UHOHYDQFH�DQG�HDUQV�\RX�WKDW�
ULJKW��,W¶V�ULJKW�VLGH�XS�PDUNHWLQJ�LQ�WKDW�VHQVH�VLQFH�LW�KDV�DQ�LQERXQG�HIIHFW�RYHU�LQWHUUXSWLYH�
RXWERXQG�SURPRWLRQV�WKDW�IHHO�UDQGRP�WR�WKH�UHFLSLHQW�

<RX�PD\�VD\�LW¶V�VLPSOLVWLF��EXW�ZH�WKLQN�LW¶V�ZRUWKZKLOH�EUDLQVWRUPLQJ�DOO�WKH�ZD\V�WR�
HQFRXUDJH�UHSHDW�YLVLWV�WR�DQ�RQOLQH�SUHVHQFH�OLNH�D�ZHEVLWH�RU�VRFLDO�VLWH��+HUH¶V�RXU�
EUDLQGXPS�IURP�WKH�VLPSOH�TXHVWLRQ��³What will encourage site visitors and customers to visit 
our website or social network community again in future"´�

:H¶YH�WULHG�WR�NHHS�LW�JHQHUDO��VR�LW�DSSOLHV�WR�GLIIHUHQW�W\SHV�RI�EXVLQHVV��7HFKQLTXHV�WHQG�WR�
ZRUN�ERWK�IRU�ZHEVLWHV�DQG�\RXU�)DFHERRN�SUHVHQFH��+HUH�DUH�VRPH�LGHDV��:KDW�ZRXOG�\RX�
DGG"

Value
This is more important than the push comms, ask how your site can add real value to help 
SHRSOH¶V�GD\�WR�GD\�OLIH�DQG�EXVLQHVV��7KLV�EDVHG�RQ�WKH�QHHG�IRU�D�FRQWHQW�VWUDWHJ\�

 � Regular features��,W¶V�SXEOLVKLQJ������UHDGHUV�UHWXUQ�WR�ZKDW�WKH\�OLNH��6R�¿QG�\RXU�PRVW�
SRSXODU�FRQWHQW�DQG�RIIHUV�DQG�HQFRXUDJH�YLVLWRUV�WR�UHWXUQ�WR�LW��

 � Exclusive deals. Likewise it’s merchandising 101, make your audience on a channel 
PDNH�IHHO�VSHFLDO�WKURXJK�VSHFLDO�RQOLQH�RQO\�RU�FKDQQHO�RQO\�OR\DOW\�UHZDUGLQJ�GHDOV�DQG�
keep them regular.  

 � Different content offers and formats��'LIIHUHQW�VWURNHV�IRU�GLIIHUHQW�IRONV��:KDW¶V�
SRSXODU�ZLOO�YDU\��VR�GRQ¶W�PDNH�\RXU�FRQWHQW�DQG�IRUPDWV�WRR�QDUURZ��,Q�WKH�FRQWHQW�
PDUNHWLQJ�JXLGH�ZH�WDON�DERXW�WKH�VHOO�LQIRUP�HQWHUWDLQ�EDODQFH��\RX�QHHG�D�ELW�RI�HDFK�
ZLWK�WKH�EDODQFLQJ�YDU\LQJ�GHSHQGLQJ�RQ�\RXU�DXGLHQFH�

 � Community. People like to hang-out, share ideas, so make sure you emphasise the 
ZDWHUFRROHU�FRQYHUVDWLRQV�RIIHU��QRW�MXVW�WKH�FRQWHQW�DQG�GHDOV�\RX�RIIHU���

Push communications
1H[W��WKLQN�KRZ�\RX�FDQ�EHVW�FRPPXQLFDWH�WKHVH�HQJDJHPHQW�RIIHUV��/HW¶V�VWDUW�ZLWK�WKH�

��� /DNHODQG�(QHZVOHWWHU�H[DPSOH�HQWHUWDLQV��HGXFDWHV�DQG�VHOOV�WKURXJK�LQYHVWPHQW�LQ�
quality content 
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PRVW�REYLRXV�WHFKQLTXHV�

 � Email marketing���(QHZVOHWWHUV�DQG�FDPSDLJQ�RIIHUV�VWLOO�ZRUN�LI�WKH�UHOHYDQFH�LV�ULJKW�

 � Social channels��)DFHERRN��/LQNHG,Q��7ZLWWHU��*RRJOH�

 � Display advertising: Remarketing is good at reminding previous site visitors to go 
through to the site

 � Traditional communications��,I�\RX¶UH�XVLQJ�GLUHFW�PDLO�DV�SDUW�RI�\RXU�PDUNHWLQJ�PL[��
WKHQ�RIIHU�UHPLQGHUV�RI�WKH�YDOXH�DYDLODEOH�RQOLQH�

Encouraging customer advocacy
 � 4��$SSURDFKHV�WR�HQFRXUDJH�DGYRFDF\�UHYLHZHG"

As you develop your retention communications think how you can encourage and reward 
loyalty and sharing. 

(�&50�DQG�GDWD�SUR¿OLQJ�DSSURDFK�UHYLHZHG"
 � 4��(�&50�DQG�GDWD�SUR¿OLQJ�DSSURDFK�UHYLHZHG"

:H�FDQ�UH¿QH�6HWK�*RGLQ¶V�SHUPLVVLRQ�PDUNHWLQJ�LGHDV��ZKLFK�KDYH�EHHQ�GHVFULEHG�LQ�WKH�
previous steps, to make them more practical to apply to retention marketing. 

Permission marketing E-permission marketing

Opt-in Selective opt-in

Opt-out Selective opt-out

,QLWLDO�SUR¿OLQJ &RPPXQLFDWLRQV�SUHIHUHQFHV

&RQWLQXHG�SUR¿OLQJ Sense
Targeted communications & Respond

7KHVH�DUH�VRPH�RI�WKH�NH\�IHDWXUHV�RI�(�&50�LPSOHPHQWDWLRQ�ZH�VXJJHVW�\RX�ZRUN�WKURXJK�
IRU�\RXU�RUJDQLVDWLRQ�

 � 1. ‘Offer selective opt-in to communications’��2IIHU�FKRLFH�LQ�FRPPXQLFDWLRQV�
SUHIHUHQFHV�WR�WKH�FXVWRPHU�WR�HQVXUH�PRUH�UHOHYDQW�FRPPXQLFDWLRQV��6RPH�FXVWRPHUV�
PD\�QRW�ZDQW�D�ZHHNO\�H�QHZVOHWWHU��UDWKHU�WKH\�PD\�RQO\�ZDQW�WR�KHDU�DERXW�QHZ�
SURGXFW�UHOHDVHV��5HPHPEHU�RSW�LQ�DQG�SURYLGLQJ�RSW�RXW�LV�D�OHJDO�UHTXLUHPHQW�LQ�PRVW�
countries.

)RXU�NH\�RSW�LQ�RSWLRQV��VHOHFWHG�E\�WLFN�ER[�DUH�

 � &RQWHQW�±�1HZV��SURGXFWV��RIIHUV��HYHQWV

 � )UHTXHQF\�±�ZHHNO\��PRQWKO\��TXDUWHUO\��RU�DOHUWV

 � &KDQQHO�±�(PDLO��GLUHFW�PDLO��SKRQH�RU�606

 � )RUPDW�±�7H[W�YV�+70/�YV�0RELOH�DQG�QRZ�D�FKRLFH�RI�PRELOH�DV�$PD]RQ�KDYH�LQ�
WKHLU�SUHIHUHQFH�FHQWUH
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7KLV�LV�DQ�H[DPSOH�RI�D�SUHIHUHQFH�FHQWUH�RU�FXVWRPHU�SUR¿OH��$OWKRXJK�PDQ\�PHJD�EUDQGV�
XVH�WKHVH��WKH\�DUH�QRZ�ZLWKLQ�WKH�UHDFK�RI�VPDOOHU�FRPSDQLHV�WKURXJK�ORZ�FRVW�(�&50�
WRROV��,)�WKH\�KDYH�D�VWUDWHJ\�WKDW�DFNQRZOHGJHV�WKHLU�LPSRUWDQFH�

Best Practice Tip 23 &UHDWH�D�FXVWRPHU�FRPPXQLFDWLRQV�SUHIHUHQFHV�FHQWUH
$�SUHIHUHQFH�FHQWUH�HQDEOHV�FXVWRPHUV�WR�DGMXVW�WKH�IUHTXHQF\�DQG�W\SH�RI�
FRPPXQLFDWLRQV�VR�LQFUHDVLQJ�WKH�OLNHOLKRRG�RI�HQJDJHPHQW�

 � 2. &UHDWH�D�µFRPPRQ�FXVWRPHU�SUR¿OH¶��)ROORZLQJ�RQ�IURP�WKH�LGHD�RI�D�SUHIHUHQFHV�
centre. A structured approach to customer data capture is needed otherwise key data is 
QHHGHG�IRU�GHOLYHULQJ�WDUJHWHG�H�PDLOV�ZLOO�EH�PLVVHG��<RX�GRQ¶W�ZDQW�WR�DVN�IRU�ORWV�RI�
GHWDLOV�VWUDLJKWDZD\��VR�D�SUHIHUHQFH�FHQWUH�HQDEOHV�\RX�WR�JUDGXDOO\�DGG�GDWD��

 � 3. ‘Don’t make opt-out too easy’ (selective opt-out)��$�ELW�UDGLFDO��EXW�P\�YLHZ�LV�WKDW�
ZH�RIWHQ�PDNH�LW�WRR�HDV\�WR�XQVXEVFULEH��<HV��SURYLGLQJ�D�VWUDLJKWIRUZDUG�RSW�RXW�LV�SDUW�
RI�SHUPLVVLRQ�PDUNHWLQJ�DQG�LQ�PDQ\�FRXQWULHV��D�OHJDO�UHTXLUHPHQW��$OWKRXJK�RIIHULQJ�
VRPH�IRUP�RI�RSW�RXW�LV�QRZ�D�OHJDO�UHTXLUHPHQW�LQ�PDQ\�FRXQWULHV�GXH�WR�SULYDF\�ODZV��
D�VLQJOH�FOLFN�WR�XQVXEVFULEH�LV�DUJXDEO\�PDNLQJ�LW�WRR�HDV\��,QVWHDG��ZLVH�H�SHUPLVVLRQ�
PDUNHWHUV�XVH�WKH�FRQFHSW�RI�µ0\�3UR¿OH¶��,QVWHDG�RI�XQVXEVFULEH��WKH\�RIIHU�D�OLQN�WR�
D�ZHE�IRUP�WR�XSGDWH�D�SUR¿OH��ZKLFK�LQFOXGHV�WKH�RSWLRQ�WR�XQVXEVFULEH�WR�VRPH�RU�
SRWHQWLDOO\�DOO�FRPPXQLFDWLRQV��$PD]RQ¶V�FRPPXQLFDWLRQV�SUHIHUHQFHV�SDJH�LV�D�JRRG�
H[DPSOH�RI�WKLV�DSSURDFK��5HPHPEHU�WKRXJK�WKDW�RIIHULQJ�RSW�RXW�WKDW�ZRUNV�LV�D�OHJDO�
UHTXLUHPHQW��0DQ\�RSW�RXW�SURFHVVHV�VWLOO�GRQ¶W�ZRUN�VR�LQVWHDG�VXEVFULEHUV�PD\�UHSRUW�
DV�VSDP�ZKLFK�FDQ�KLW�\RXU�RYHUDOO�GHOLYHUDELOLW\��6WLOO��ZH�VWLOO�WKLQN�WKHUH¶V�VRPH�PHULW�LQ�
ZKDW�ZH�VDLG�ZD\�EDFN��7KH�XVH�RI�µ0\�3UR¿OH¶�FDQ�EH�WLHG�WR�WKH�SULQFLSOH�RI�µVHOHFWLYH�
RSW�LQ¶�±�\RX�FRXOG�FDOO�LW�VHOHFWLYH�RSW�RXW��3XW�WKH�µ0\�SUR¿OH¶�RSWLRQ�LQ�WKH�H�PDLO�SURPSW�
the user to keep their contact details up-to-date. Take care though since opt-out is a legal 
UHTXLUHPHQW��PDQ\�RSW�RXW�SURFHVVHV�VWLOO�GRQ¶W�ZRUN�VR�LQVWHDG�VXEVFULEHUV�PD\�UHSRUW�
DV�VSDP�ZKLFK�FDQ�KLW�\RXU�RYHUDOO�GHOLYHUDELOLW\��

 � 4. ‘Watch don’t ask’ – use ‘Sense and Respond’. The need to ask interruptive 
TXHVWLRQV�WR�EHWWHU�SUR¿OH�FXVWRPHUV�FDQ�EH�UHGXFHG�WKURXJK�WKH�XVH�RI�PRQLWRULQJ�RI�
FOLFNV�WR�EHWWHU�XQGHUVWDQG�FXVWRPHU�QHHGV�DQG�WR�WULJJHU�IROORZ�XS�FRPPXQLFDWLRQV�RU�
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µ6HQVH�DQG�5HVSRQG¶��6RPH�H[DPSOHV�RI�SHUVRQDOLVDWLRQ�WKURXJK�WKLV�WHFKQLTXH�LQFOXGH� 
0RQLWRULQJ�FOLFN�WKURXJK�WR�GLIIHUHQW�W\SHV�RI�FRQWHQW�RU�RIIHU��7KH�LQWHUHVWV�RI�LQGLYLGXDO�
OLVW�PHPEHUV�FDQ�EH�DVVHVVHG�WKURXJK�PRQLWRULQJ�ZKDW�WKH\�FOLFN�WKURXJK�WR��/DVWPLQXWH�
FRP�UHSXWHGO\�WDLORU�WKHLU�QHZVOHWWHUV�WR�PDQ\�GLIIHUHQW�WHPSODWH�W\SHV�DFFRUGLQJ�WR�
FRQWHQW�FOLFNWKURXJK��)RU�H[DPSOH��LI�\RX�FOLFN�WKURXJK�WR�WKHDWUHV�RU�FLW\�EUHDNV��WKHQ�\RX�
ZLOO�UHFHLYH�PRUH�RI�WKLV�W\SH�RI�FRQWHQW�LQ�IXWXUH�

 ; 0RQLWRULQJ�WKH�HQJDJHPHQW�RI�LQGLYLGXDO�FXVWRPHUV�ZLWK�H�PDLO�FRPPXQLFDWLRQV��7KLV�
LV�DFKLHYHG�E\�PRQLWRULQJ�WUHQGV�RI�RSHQLQJ�DQG�FOLFN�WKURXJK�E\�LQGLYLGXDO�FXVWRPHU��
7KHVH�PHWULFV�LQGLFDWH�WKH�OHYHO�RI�LQWHUHVW�RI�LQGLYLGXDO�FXVWRPHUV�DQG�ZH�FDQ�PRQLWRU�
KRZ�WKHVH�YDU\�WKURXJK�WLPH�DQG�XVH�IROORZ�XS�FRPPXQLFDWLRQV��)RU�H[DPSOH��SHUKDSV�
D�EX\LQJ�VLJQDO�LV�VXJJHVWHG�E\�D�FXVWRPHU�ZKR�KDV�QRW�SUHYLRXVO\�UHVSRQGHG�WR�H�PDLOV�
ZKR�VWDUWV�FOLFNLQJ�WKURXJK�WR�WKH�ZHE�VLWH�PRUH�IUHTXHQWO\��7KLV�FRXOG�EH�IROORZHG�XS�E\�D�
tailored e-mail communication or a phone call.

 ; )ROORZ�XS�RI�UHVSRQVH�WR�D�VSHFL¿F�H�PDLO��,I�D�%�%�YHQGRU�RIIHUV�LQIRUPDWLRQ�DERXW�D�
new product launch which encourages click through to a landing page then they have two 
PDLQ�FKRLFHV�RI�IROORZ�XS��)LUVW��WKH�IRUP�FRXOG�FRQWDLQ�D�TXHVWLRQ�DVNLQJ�DERXW�WKH�IXWXUH�
EX\LQJ�LQWHQWLRQV�RU�ZKHWKHU�FRQWDFW�IURP�D�VDOHV�UHS�LV�UHTXLUHG��$OWHUQDWLYHO\��LI�WKHUH�
LV�D�FDSDELOLW\�WR�PRQLWRU�DQ�LQGLYLGXDO�ZKR�KDV�FOLFNHG�WKURXJK�WR�D�SDJH��WKHQ�LW�PD\�EH�
EHVW�WR�XVH�WKLV�WR�SURPSW�D�FDOO�IURP�DQ�DFFRXQW�PDQDJHU�RU�VDOHV�SHUVRQ��7KH�VHFRQG�
DSSURDFK�PD\�UHVXOW�LQ�PRUH�VDOHV��EXW�RI�FRXUVH�WKHUH�LV�D�GDQJHU�WKDW�WKH�FXVWRPHU�PD\�
UHDFW�QHJDWLYHO\�WR�PRQLWRULQJ�RU�µVWDONLQJ¶�RI�WKLV�W\SH�DQG�LW�LV�DUJXDEO\�QRW�SHUPLVVLRQ�
marketing.

5H¿QH�(FRPPXQLFDWLRQV�VWUDWHJ\�
 � 4��&RPPXQLFDWLRQV�VWUDWHJ\�LQ�SODFH�WR�GHOLYHU�TXDOLW\�FRQWHQW�DQG�GLDORJXH"

<RX�ZLOO�KDYH�VRPH�IRUP�RI�(FRPPXQLFDWLRQV�VWUDWHJ\�LQ�SODFH�LI�\RX¶UH�XVLQJ�HQHZVOHWWHUV�
DQG�VRFLDO�PHGLD�PDUNHWLQJ��EXW�\RX�QHHG�WR�PDNH�LW�VLQJ��:LOO�ORRN�DW�KRZ�LQ�WKLV�¿QDO�VHFWLRQ

Strategy Recommendation 39 Update your ecommunications strategy to manage 
sustained content sharing and dialogue
7R�PDLQWDLQ�D�VWURQJ�YRLFH�RQOLQH�UHTXLUHV�FRPPLWPHQW�WR�FRQWLQXRXV�GLVWULEXWLRQ�RI�
content. But there is also a need to encourage conversation and dialogue to maintain 
interest and sharing.

Create a content hub
 � Q. Content hub created?

<RXU�(FRPPXQLFDWLRQV�VWUDWHJ\�VKRXOG�EH�FHQWUHG�RQ�D�FHQWUDO�ORFDWLRQ�IRU�FRQWHQW��D�
³FRQWHQW�KXE´��:KDW�GR�ZH�PHDQ�E\�D�KXE"�(VVHQWLDOO\�LW¶V�D�SODFH�DURXQG�ZKLFK�\RX�FDQ�
JURZ�D�QHWZRUN�RI�LQWHUHVWHG�LQGLYLGXDOV��a place where interaction or engagement with your 
content and your brand can take place��7KLV�LQWHUDFWLRQ�ZLOO�KDSSHQ�EHFDXVH�RI�WKH�TXDOLW\�RI�
your content marketing.

:KDW�LV�LW"� &RQWHQW�PDUNHWLQJ�KXE
,GHDOO\�WKLV�LV�D�FHQWUDO�EUDQGHG�ORFDWLRQ�ZKHUH�\RXU�DXGLHQFH�FDQ�DFFHVV�\RXU�FRQWHQW�
marketing and interact with it. It should integrate with your other content.

7KLQN�RI�WKH�KXE�DV�WKH�KRPH�IRU�\RXU�FRQWHQW��D�SODFH�IRU�IHHGEDFN�DQG�GLDORJXH�DQG�WKH�
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FRQQHFWRU�WR�D�QXPEHU�RI�RXW�SRVWV�ZKHUH�\RXU�EUDQG�LV�SUHVHQW��)DFHERRN��6OLGHVKDUH�HWF��
DQG�EHLQJ�VKDUHG�DQG�GLVFXVVHG��<RX�FDQ�LQFUHDVLQJO\�XVH�D�VRFLDO�QHWZRUN�OLNH�)DFHERRN�
DV�WKH�SODFH�WR�EXLOG�\RXU�KXE��EXW�)DFHERRN�LV�QRW�DQ�DVVHW�\RX�FDQ�WUXO\�RZQ�LQ�WHUPV�RI�
IHDWXUHV�DQG�IXQFWLRQV�VR�WKDW�LV�ULVN\��\RX�QHYHU�NQRZ����)DFHERRN�DOVR�UHPDLQV�H[WHUQDO�
WR�\RXU�PDLQ�EUDQG�SUHVHQFH��VR�ZH¶G�VXJJHVW�WKDW�D�KXE�LV�WKH�EULGJH�EHWZHHQ�WKH�\RXU�
FRPPHUFLDO�RU�PDLQ�ZHEVLWH��DQG�H[WHUQDO�RXW�SRVWV�OLNH�)DFHERRN�

$W�D�SK\VLFDO�OHYHO�RI�D�VLWH�WKH�FRQWHQW�KXE�FDQ�EH�

 ; $�EORJ�±�HIIHFWLYHO\�WKH�KRPH�SDJH
 ; $�FXVWRPHU�PDJD]LQH
 ; Your online news section
 ; A resource centre

'RHV�WKH�ODEHO�PDWWHU"�<HV�LW�ZLOO�YDU\�E\�DXGLHQFH��VR�RIWHQ�LQ�%�%��³%ORJ´�RU�³1HZV´�LV�WKH�
EHVW�DSSURDFK�ZKHUHDV�FRQVXPHUV�PD\�QRW�EH�VR�IDPLOLDU�ZLWK�EORJ��VR�D�PDJD]LQH�PD\�EH�
WKH�EHVW�ODEHO��+HUH¶V�D�JRRG�H[DPSOH�IURP�ZZZ�DVGDPDJD]LQH�FRP which originally used 
WKH�:RUGSUHVV�EORJ�SODWIRUP��EXW�LV�SRVLWLRQHG�DV�D�PDJD]LQH�

Strategy Recommendation 40 &UHDWH�D�FHQWUDO�EUDQGHG�KXE 
$�KXE�JLYHV�\RX�D�IRFXV�IRU�\RXU�DXGLHQFH�WR�¿QG�DQG�VKDUH�\RXU�FRQWHQW�DQG�WR�
participate.

6R�ZKDW�VKRXOG�JR�LQWR�DQ�(FRPPXQLFDWLRQV�VWUDWHJ\"�:HOO�ZH�FRYHU�DOO�RI�WKHVH�LQ�GHWDLO�LQ�
our content marketing 7 Steps guide19���(QVXUH�\RX�KDYH

 � ���*XLGHOLQHV�IRU�UHJXODU�FRQWHQW�XSGDWH�IUHTXHQF\�

 � ���*XLGHOLQHV�IRU�FRQWHQW�W\SHV�DQG�IRUPDWV

 � 3. Create core content marketing resources

 � ���5HYLHZ�RSWLRQV�IRU�FUHDWLQJ�DQG�VRXUFLQJ�FRQWHQW

 � ���&RQWHQW�DWRPL]DWLRQ��UHSXUSRVLQJ�DQG�V\QGLFDWLRQ

 � 6. Create and update your editorial calendar  

 � 7. Communicate your content marketing proposition

19 Smart Insights: Content marketing strategy guide

http://blog.prwd.co.uk/usability/case-study-conversion-rate-improved-by-86pc-with-google-website-optimiser
http://www.smartinsights.com/guides/digital-marketing-strategy/content-marketing-strategy-guide/
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Review social media engagement strategy
 � Q. Social media engagement strategy reviewed

The ecommunications strategy is closely-related to the content and social media marketing 
strategy. Read our detailed guide on social media marketing.

6R��WKRVH�DUH�RXU�VHYHQ�UHFRPPHQGHG�VWHSV�IRU�GHYHORSLQJ�D�GLJLWDO�VWUDWHJ\��$OO�WKH�EHVW�IRU�
GHYHORSLQJ�DQG�UH¿QLQJ�\RXU�SODQV��$Q\�TXHVWLRQV�RU�FRPPHQWV��GR�contact us. Thanks.

'DYH�&KDIIH\�DQG�'DQ�%RVRPZRUWK��6PDUW�,QVLJKWV�

http://www.smartinsights.com/guides/social-media-marketing-7-steps-to-success-ebook/
http://www.smartinsights.com/contact-us/
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