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Your Digital Strategy

In only five easy steps

#1 Step Back #2 Analyse #3 Plan

D o 9

#4 Test

i

#5 Implement
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Step back

Why it's important to look at your business from a distance.
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To see the bigger picture

If you look at it too close you will miss a lot

Take note of the digital assets
Look around, be curious but don’t copy (yet)

Be honest to yourself
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Analyse

There is so much data about your business online, why not use it.
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Analyse your data

Only through data analysis can you be sure

Web Usage

How are people engaging with
your site? What are they
looking for? Where do drop off?

Online Advertising

How much are my conversions
costing? Am | missing out on
conversions? What are my top
keywords?

Social Media

Are social media users
engaging? Do they return? Are
they relevant?

Ee

Traditional

What is my call volume? How
many inquiries do | receive?
What is the “conversion”?
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Sessions * VS, Select a metric

® Sessions @ 2534 @ 3544 @ 4554

3,000

MNov & Mov 15

5564 @ 1824 @ 65+

Web Usage

Using Web Analytics you can understand your visitors

rimary Dimension: Age
A

Secondary dimension |SnrtType: | Default |

= a Starting pages 1stInteraction
106K sessions, 30.1K drop-offs 75.5K sessions, 13.6K drop-offs
= Dublin A ‘
L Wk
o
ersions Assisted Conversion Value Last Click or Direct Conversions

Age | Sessions

25-34

€3,492.38

% of Total 100.00% (€3,492.38)

L00% (523)

58,323

% of Total. 34.83% (106,376)

20,227 on: MCF Channel Grouping Source / Medium Source Medium Other ~

13,797 - ——

Foo= )

1,623

% of Total 100.00% (1,623)

Channel Groupings ~

MCF Channel Grouping ~ Assisted Conversions 3 Assisted Conversion Value Last Click or Direct Conversions
(J 1. Paid Search 252 (39.01%) €1,519.79 (35.91%) 915 (56.38%)
(J 2 (Other) 208 (32.20%) €1,546.80 (36 55%) 242 (14.91%)
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All online campaigns

Campaigns Ad groups Settings Ads

All but removed keywords ~ Segment ~

Customize columns

Select metrics

Attributes »
Performance »
Conversions »
Bid simulator »
Search Funnels »
Competitive metrics »

Online Advertising

The more Clicks your campaign generates, the more money the advertising company makes.

Keywords Audiences

Filter Columns ~

Campaign type
Campaign subtype
Labels

Bid strategy

Bid strategy type
Dest. URL

Qual. score

(?)

€0.46

€0.07

€0.05

Ad extensions Au ‘ Conversions 7 Cost/conv. 7 Conv. rate 7
[ 3 Ad 960 €164 12.62%
960 €1.64 12.62%
Total - all account 7
960 €1.64 12.62%
Een Airportkaart nodig?
Add all columns Voor de G3, G4, G5, Pro en meer 0 €0.00 0.00%
A dded Gratis verzending, directe levering
www.xailponkaan.nl 960 €1.64 12.62%
Added (mobile)
960 €1.64 12.62%
Added ™ T
Add Start Spend  Impressions  Engagements Eng. Rate engagemépt
2\ N
Add s €107.39 56,996
Add
Add ng Page PAUSED p 13 Aug €0580 23142 210 091%
o B Or COnversions -
VTR Edit
O seditio Limited PAUSED » 6 Aug €870 19,758 125 063%
Followers - Interests Edit
PAUSED » 6 Aug €289 14,096 61 043%

) Seditio Limited
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162
Likes

10
Comments

13
Shares

363 Post Clicks

330
Photo Views

NEGATIVE FEEDBACK
4 Hide Post

0 Report as Spam

Social Media

They sell it well but does Social Engagement increase ROI?

4,054 People Reached

185 Likes, Comments & Shares

155 7

On Post On Shares
6 4

On Post On Shares
1 2

On Post On Shares
0 33

Link Clicks Other Clicks

0 Hide All Posts
2 Unlike Page

(J 0

Antonie Geerts W Follow
@AntonieGeerts

Irish is now on Duolingo! ow.ly/AUXRA
0:15 AM - 2 Sep 2014

§ RETWEETS 3 FAVORITES - 93 %

Net Likes

Net likes shows the number of new likes minus the number of unlikes.

B uniikes M Organic Likes [ Paid Likes == Net Likes

: Your Average Your Average
N Last Period This Period
62 64

BENCHMARK
Compare your average
performance over ime

Unlikes

Organic Likes v

Paid Likes ¥

Net Likes

WANT MORE LIKES?

Prmnbn am ad bn ot ennrn
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Apr 11
12:00PM
Apr 11
12:30PM
Apr 11
01:00F
Apr 11
01:30P M
Apr 11
02:00FP M
Apr 11
02:30P M
Aar 11
03:00F M
Apr 11
03:30P M
Apr 11
04:00F
Apr 11
04:30P M
Apr 11
05:00P M

Interval
(EST) Handled Abandoned
3] 2 1

15 9 2
10 4 a
11 4 a0
7 1 1
7 4 1]
10 3 a0
7 5 o
g 2 1
11 4 2
14 3 3

In many cases

Abandoned
%

Abandoned

114

30

135

g1

239

20.00%

13.33%

0.00%

0.00%

14.29%

0.00%

0.00%

0.00%

16.67%

18.18%

21.43%

Abandoned

Time

40

g0

Traditional

IS just research before the traditional sell

a3

62

43

115

79

91

g3

116

119

649

1033

183

1098

a71

2333

47

4089

1613

32

44

36

43

62

41

45

58

71

110

203

246

115

284

331
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Analyse your competitors

Especially those that are performing well online

Search Engine
Results

If they are number one for

your products than there

must be a reason for that.
Find out why

—

\

/4

Ny

Social Media
Content

What are they sharing with
their followers, likes,
subscribers? Find it out
and try to measure it’s
success

\
/

Reality vs
perception

Likes, Tweets, Shares,
Subscribers everything can
be bought and very
reasonable prices.

N

—

\
)
\//

The road to
conversion

How are your competitors
converting their
customers? Why is their
sign-up process better
than yours.
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Relevant Advertising?

Organic listing?

Search Engine Results

‘\ /R

o gle

online advertising consultancy

Web Images News Maps Videos More ~ Search tools

About 5,900,000 results (0.38 seconds)

Cookies help us deliver our services. By using our services, you agree to our use of cookies.

Learn more

Digital Marketing Agency - VooDoo.ie @

www.voodoo.iel/ ~
Fully Integrated Digital Campaigns. Get Results, Not Just Rankings.

Online Advertising Agency - Let us put your business online
www.guerillascope.ief ¥ (043) 668 6666
Ireland's fastest growing ad agency

Reach 98% of the Web - Advertise Across 60+ Exchanges
www._adroll.com/ ~

Start Your Free 2 Week Trial Today!

Worldclass support - Easy, self-service app - Lowest CPMs, high ROI

Easily the frontrunner of retargeting platforms — KISSmetrics

AdRoll has 769 followers on Google+

Customer Success Stories - Retargeting for Agencies - How Retargeting Works

Online Advertising Consultancy and management services
www.seditio.iefonline-advertising-agency-ireland/ ~

We provide consultancy and management services for Online Advertising. We also
have some great training courses specializing in Google AdWords and more

@

Google Advertising

www google ie/AdWords ¥

1800 806 523

Use AdWords To Grow Your Business
Try Online Advertising Today!

Positioning brands online
www richardsdee.com/ ~

(01) 662 4472

Dublin Branding & Design Agency
We transform & strengthen brands

Digital Marketing Agency
www.webfactory.ie/ ~
Contact Webfactory Now To See
Guaranteed Results. Don't Miss Out
@ 7 Bachelor's Walk, Dublin 1

(01) 678 9992

Hire Online Consultants
www.odesk.com/Online-Consultants ~
Proven Consultants from $10/hr.

1000's of Consultants Standing By

Keyword Usage?

Great pitch?
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Soual Media Content

. s

Be Intentional about Your Content & SEO
Goals or Face Certain Failure
mz.cm/1yE6ZxZ By @randfish

Be Tntentasa) Abot Yor Gatest +520 Gy
G

) &c

ERYEan

Get the insights to do Competitor Analysis

Copy the link

And add the +.

/' NewTab x|

C' [0 mzcm/1yE6ZxZ +

o —

e —

WHERE THIS BITLINK WAS SHARED

u Twitter n Facebook

356 clicks ll tweets (3) 3 clicks ()

Unknown

58 clicks ()

GEOGRAPHIC DISTRIBUTION OF CLICKS

o

»'\.

'&V
| 4

S—
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Reality vs Perception

India
Ireland
: - ®
msa like th
Eaypt 1KE eSe
Pakistan
Canada i
- -~
Australia cee © O °
Malaysia (TR v o0
-~ -

: 4 N A P

Brazil -~ . . $e i

~
Germany )@ oo v @e w. ' Cw*° i “
5% 0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50% 55% 60%
Ii’_? 535 Percentage of 'likes' that engaged this month

Countries (49) Likes :
Check the Likes using likescheck.com ~ Watch the

= Veritasium
Many companies including top social media agencies engage in fake likes ter seeing thi

3779:515

Philippines 5.354

== Addto & Share G Hootlet ees More e 88,174 1 807



The road to conversion

Have you ever decided to not buy a product you wanted?

Do you ship the product? Will you fax me?
Address is not always necessary in the first part

of the conversion and well fax machines are very

rarely used.

Are you wearing what you represent?
Your website “clothes” represent your business
so make sure it is suited for your customer.

Can we trust your business?

If | am going in business with you | want to see
trust. Previous clients, Experience, Security etc.

How easy is it?
Can | order my product or get in touch easy
enough? And if I’'m stuck are you there to help me

Is this a perception of the price?
Your competitors may look cheaper but after
additional taxes + shipping fees they are more
expensive. Use that info to your benefit

Can you give them a better offer?

Because if you can make sure to remarketing them
“correctly”. Remarketing at the point that the visitor
is clearly interested in the product. Don’t remarket
existing customers!
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Plan

When you make a plan, you have something to fall back on later.




Planning your strategy

And make sure you write it all down

PRIORITY BUDGET KPI'S EXPECTATION MEASUREMENT

A / N\ A A A

Select the different digital Set a budget on your spend Determine the various KPI’s Make sure everyone in the How will you measure the

area’s you want to engage for the various digital areas for the different channels. company is clear about the various activities and does it

with and assign priority but be flexible based on Not only KPI’s on campaign expectations. 1000 followers measure end to end.

low/high performance but also business level are not 1000 clients
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Assign priority and budget

Make sure you don’t lose money on your conversions.

Cost per conversion

The total price of clicks until a

conversion was reached.

Running Costs

Shipping, Storage ,Postage,
Staff.

Website hosting

The website and all relevant

cost.

Product Cost

What it costs me to purchase

the product.

“You are doing something wrong if
you spend more per conversion
than the margin of the product you

sold is worth”
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Measure everything

For example through the url-builder from Google.

Using the URL builder H ©- @ =
Step 1: Enter the URL of your website. HOME INSERT PAGE LAYOUT FORMULAS |
Website URL * 2 - . v o= _
B The webpage you want to 0 &% |Callbn '|11 AA = . L7
www_seditio ie/my-twitter-page Ep ~
(e.g. http:/fwww_urchin.com/download_html drive visits too. Paste ~ B I U~ _ - D A v E=E = E =
Campaign Source * Clipboard Font M Alignment
Twitter The Type of Traffic -~ . N £
(referrer: google, citysearch, newsletterd4) X
Campaign Medium ~ A B
Tweet The type of Medium 1 Nr Tweet
(marketing medium: cpc, banner, email) 2 |Twl Doing a master class on Digital Marketing Strategy
Campaign Term for example e-mail or 3 |TW2 Great to be talking about #SEO at www.seditio.ie
4 |TW3 Another #webanalytics course booked #analytics
tweet

(identify the paid keywords)

Campaign Content 1,942
e The content of the 1942 » b 1,550
TW1-2AM S ' =
(use to differentiate ads) tweet ‘g: 383 (f72%)

-

Campaign Name
Twitter-Dec-2014

(product, promo code, or slogan)

The name of the

campaign

Put ltems in cart

19 proceeded to Enter Customerdetails

Enter Customerdetails
383

o) b o
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Test

Writing down a plan is good but testing it is better.

it




Testing your strategy

You

Find out the best match for your business

pa\

Test a number of days

And make sure you write down on
which days and at what times.

Try a consistent theme

Staying consistent will allow you to
determine conversion easier.

Measure Engagement

Make sure you measure the
engagement end to end.

Reduce/Increase spend

Based on the different channel
performance assign budget.
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Measure Engagement

But make sure it is end-to-end

Acqguisition Behavior
Source | Medium

Sessions * ¥ BounceRate ° -~

Pages [ Session Avg. Session Duration

7

99 89.90% 1.14 00:00:05

ot of Total: 0.07% Site Awg: 57.83% Site Awg: 2.57 Site Awg: 00:02:14

(141,780} (55.45%) (-55.62%) (-96.29%)

35,317 Likes 1. reddit com / referal 46 (46.46%) 82.61% 124 00:00:09
2. Inkd.in / referral 15 (15.15%) 93.33% 113 00:00:01

31,092 Followers

Direct & Organic Search & Paid Search & Social Network: 0.09% (13)

27,901 Subcribe

Direct & Organic Search & Social Network: 0.28% (39)

| Seditio
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What led to the sale?

The activities that converted into a sale

Conversions eCommerce ¥

Campaign = Ad Content

1st Contact Social Transactions ~ Revenue
A tracked tweet promoting your 668 €9,138.15
product at a special rate for Twitter Rt Rt
followers . .

1. Shopping: My Product Listing Ads fr:ﬁggﬂﬂ'"d gratis verzending in NL 219 (3278%)  €2.808.88 (30 74%)

2. Shopping: My Product Listing Ads Direct uit voorraad leverbaar 147 (22.01%) €1,877.22 (20.54%)
an Contact Sea rCh 3. beslist popup 3 (0.45%) €36.15 (0.40%)

User found you through Organic
Search to further research the

product MCF Channel Grouping Assisted Conversions J
i i (O 1. Direct 5,402 (41.12%)

Final Contact Remarketing

User decided to purchase the product after [ 2. Organic Search 3,811 (29.01%)

you remarketed them with a special offer.
[J 3. Paid Search 3,109 (23.66%)
[ 4. Refemral 672 (5.11%)
[J 5  Display 62 (0.47%)
B Seditio
[ | 6. Social Metwork 53 (0.40%)
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Implement

Make the changes and reap the benefits




Implementation Process

Digital is dynamic and a on-going process and so is yours strategy

it

Test

ol Seditio
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Closing thoughts

When investing in digital be diligent as they make it look too easy

Ownership

Never give up ownership of the
measurement and marketing tools.
Setup and share access only!

Objectives

Your businesses objectives are
different than that of companies
you hire.

Knowledge

Learning digital marketing will help
you understand the possibilities.
It’s worth the investment

Automation

Systems automate the process of
generating more clicks + money. Be
skeptical about dynamic ads

Top 20 Countries, Ranked by Total Media Ad Spending
gg;;emn and Digital Ad Spending per Internet User,

Digital ad spending per Total media ad spending
internet user " per person ¥

1. Australia 1209 | 1. Nonway 1582
2, UK $201 [ 2. U5 3540
3. Norway 191 | 2. Australia 3535
4,15 = 3174 | 4, Sweden 404
5. Demmark $143 | 5. Canada 3397
&, Canada $11% | & Denmark $393
7. Swaden $118 [ 7. UK 3347
&, Netherlands $104 | & Finland 1328
9. Germany 597 | 9. Japan 3320
10. Japan 591 | 0. Germany ing
11. Finland 5§73 | 11. Netharlands 2304
12. France 5&7 | 12 France 1227
13. South Korea 5§53 | 13. S5outh Korea 1187
14, Italy 551 | 14, Italy 3183
15. Spain §37 | 15. Spain $13&
16. Russiz 526 | 16, Brazil 3101
17. Brazil 525 | 17. Argentina 590
18. Chiina ** 5Z3 | 18. Russia 569
19, Argantina 513 | 19. Mexico 539
20. Mexico 512 | 20 Indonesia 536
Worldwide 5446 | Worldwide 573

Mote: (1) includes advertising that appears on deskiog and laptop
computers as well as mobile phones and tablets, and includes all the
varmous farmats of advertising on those platforms, exclides SMS, MMS and
F2P messaging-based advertising: (2} includes digital foriline and mabils),
directories, magazines, Newspapers, outdoor, radio and TV (3] includes
SME, MMS and P2P messaging-hased advertising, (4) excludes Hong Kong
Source: eMarketer, AL[_g 2013

143112 wniieMarketer.com
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Thank you D e

'* antonie@seditio.ie

+353 851610136



