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Loyalty
Program

Multichannel
Remarketing

Remarketing

Marketing Automation
Re-engage Email

Search PPC
Content Marketing
Social Media
Remarketing
Merchandising

Television
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Digital media Paid media
channels
1. Search marketing [ Pay-per-click (PPC) |
2. Social media marketing | | Paidsocial |
3. Digital advertising [Programmatic display]

4. Digital PR

[ Online advertorial

5. Digital partnerships

6. Digital messaging

J
| Affiliate marketing |
[Publisher email/push ]

ER

Owned media Earned media
[Organic search (SEO)] [ Backlinks ]
[ Organic social ] [ Earned mentions ]
[ Native advertising ] [ Sponsorship ]
[ Guest blogging J [ Influencer outreach ]
| Cobranding | | Co-marketing |
[ In-house email/push ] [ Partner emails ]
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Does your organization have a clearly-defined

digital marketing strategy?

B ves-it'sintegrated into our marketing strategy ‘
- it's defined into our marketing strategy

B o - we are doing digital marketing, but have no defined strategy




ER

Souns sl |y Jioms (515l 51 2l 65 6,8
&Joglﬁ,\;pgu;ﬁé;y@,@uw\xh\,\ﬂh JL.uﬁ!,SmartlnsightsAf@liu
Ly S 5 ok 457 @k dor g2 ioman (ins e i |y Jlim s (o)L las 51l LS
St LS g5 5 1S 5l Joms o515k 6351l bl pin iy oS it 95 2l (nl
a5l ml slowl (ol c.,l\j el bbbl RACE (Jtsw s =L uf.).ow Solwoslu

025 L OLLLIL & Jlaw s oLk slaasl
r.h45;’;‘#‘uMUﬂ)L"o’-Lw‘5|J1J&g)3&ud\i‘)|j\g‘;&g}'|.Sw‘_;‘jRACE UL:'JV;‘-?N
ufuﬁ_,g'b:;ﬁ.h‘_,ﬁ-G‘J‘Q}L&Axﬂ}'}:j‘o:u&d‘\gd&a‘JAJ‘JLg%T}VA}gﬁJ\Q-

:-\A.:L;c

(RACE) LG};JMUJ{ L:J_,Q-_J‘g-\

Ll O b 5900 Lok glis o3 Ay 5 W 6l 875 S &SI (o laslne 5 o Jled
S o0 xS (K gd

(RACE OSA) s 5 AT 5.

ool UL L el gla dluy (Sl (6 gt diile ¢35 JUIST G (sl b Lk

f\ A8 oslanal s Jlaes Sb,5L e sl RACE ., W}! djig- SU\AJ:Q sb
4 RACE (55250 2 s S Ll 5 o &S ol Smart Insights o1, i o Ol sea
&S S 8 senS ¢SS sl RACE iy ot 3l 03Ul 0 g 1 (6145 505 457 US55k 1y 05

.J@Ju.e olis b




ER

&G &S S o 4D [ RACE LLoI5L s 46l p oo gyl dlo 0 0 Lo s gumn K31 S s
Lo Jlams bsL Csmsler oo ool (lsI5L shdm 315 5 Coda b &SNS 1L b
5 b osls J.é‘j@ju\.:fo.l.humb.)}ﬁ-&‘i)\jb.éuQ:’ké@\ﬁ@;é.lé‘j@&@‘a‘

.A:So:umbjﬁ-;b\xa\g&l::wa‘_;!j;}s-u\}ﬁm&}é\jb&ﬁ

ACT

Prompt interactions, subcribers and (€245

CONVERT

Achieve sales online or offline
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The Smart Insights approach to digital marketing success

;)

Upskill your team

identify the opportumity
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Substantiation

Objectives
(informed by situation

analysis or insight)

Strategies to achieve
goals

KPIs (critical success

factors)

Growth forecast based on
current sales of 40,000 sales
per year, but with Incremental
sales arsing from new affiliate

1. Reach objective.
Acguire 50,000 new

onling customers
this financial year al

an average cost per programme and SEO develop-
acquisition (CPA) of meni

£30 with an average

profitability of 5%

2. Acquisition (or Extrapolation of current
conversion) objec- natural migration coupled with

tive. Migrate 40% of
existing customers 1o

using online ‘paperiess’

bill payment services
services and e-mail
communications within

Increased adoption from ofine
direct markeling campaign

3 years

3. Conversion objec- Growth eslimated based on
five. Increase the cumrent ACV of £35 plus model
average order value of  suggesting 20% increase in
onling sales 1o £42 per  AOW

customer

Start affiliate marketing pro-
gramme and improve SEQ.
Existing media mix based on
pay-per-click and display ad-
vertising supported by offline
media

Direct marketing campaign
using direct mail, phone
prompts and onling persuasion
lo encourage adoplion. Use of
incentive to encourage change

Use af new merchandising
system to show users related
‘mext best product’ for different

product categories

Overall CPA for online sales.
Incremental number and % of
sales from amiiate marketing

programme Number of sira-
tegic keywords ranked for in
top positions in natural search

results page

Mumber and percentage of
existing customers registenng
to use online service Number
and percentage of customers
actively using online semnvices
at different points after initially
regislering

% of site visilors responding 1o
merchandising / cross-selling
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Digital
Capability

A_ Strategic
Approach

B. Performance
Improvement
Process

C. Management
Buy-in

D. Resourcing
and
Structure

E. Data, Martech
and
Infrastructure

F. Integrated
Customer
Communications

G. Integrated
Customer
Experience

Mo strategy

Mo KPls

Limited

Mo specific digital skils

No or limited
customer database

Mat integrated

Static brochureware
website

“Laggard™

+ Refine your Digital Marketing Strategy
with Smart Insights member toolkits.

Outline plan with
prioritised marketing
activities

Volume-based KPls
No dashboards

erbal support, but
inadequate resourcing

Care skills centralised or
agencies

Separate marketing
technology, limited data
integration

Core push activities
synchronised

Desktop and mobile

support, not personalized.

Landing pages in place.

THREE. Defined

Defined vision and
strategy for
Digital Transformation

Quality-based KPls
‘Last click’ attribution
Business dashboards

Sponsorship and
increased investrment for
Digital Transformation

Centralised hub and spoke
Dedicated resources

Partial integrated
Martech stack and data
quality controls

Integrated inbound
approach. Last-click
evaluation.

Partially personalized
deskiop and mobile
experience

“Competent average
capability”

+ Check out our hub page http:/bit.ly/smartstrategy
for our free blog articles and planning template.

FOUR. Quantified

Business-aligned
strategy and roadmap

Value-based KPIs
Weighted attribution
Ad hoc tests / CRO

Active championing and
approriate investment

Decentralisation and
reskilling

Integrated systerms
and 360° view data
sources in Martech stack

Integrated, Personalised,
Paid-Owned-Earmed
media attribution

Integrated, Personalized
web, mobile, email and
social media

"Above-sector average
capability”

+ Join our premium members to download digil

Agile strategic
approach

Lifetime-value KPls
Structured experiment

programme

Digital is an integral part of
strateqgy developrment

Balanced blend of
marketing skills

Latest innovations, e.g. Al
and Machine Learning can

be integrated

Media optimised for ROI
and to maximise CLV

Full contexual personalized

experiences and
recommendations

| marketing

planning templates and our 7 Step guides to digital strategy.
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https://www.talkwalker.com/blog/instagram-stories-analytics
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