
Welcome...  

Campaign Planning



Introduction



What’s in it for you?







A brief history
Campaign Planning





CEOs don’t trust marketing people

We lose sight of our real jobs 

Too focused on creativity & 
brand building without 

showing results

Distracted by latest trends 
without proving ROI



Pay our way…



What is it?
Campaign Planning



?
What are 

‘Integrated 
Digital 

Marketing 
Campaigns’?



?
“Marketing concepts, 

creatives and 
activities, delivering a 

consistent and 
integrated brand 
message across 

various channels”



Not just ‘Marketing Spikes’



Why do we use it?
Campaign Planning



?
Why do we 

conduct 
‘Integrated 
Marketing 

Campaigns’?



“…campaigns across 
multiple platforms 

results in higher ROI” 

WPP
“…multichannel 

campaigns are better 
than single channels. 

78% of campaigns with 
3+ channels proven 

impact” 
IPA

Marketing Campaigns work





Old Spice Integrated Campaign



Gains maintained?



When do we use it?
Campaign Planning





Buying cycle for a mattress



Professor John Philip Jones 
says…
“A single advertising exposure is able to 
influence the purchase of a brand.  

However, as all experienced advertising people 
know…there must be enough concentration of 
media weight to cross a threshold.  

Repetition (is) necessary and there had to be 
enough of it within the period before a 
consumer buys a product to influence his or her 
choice of brand.”



How do you use it?
Campaign Planning



?
What are we 

trying to 
achieve?



What’s the Business Case? 



Background  

Objectives 

Scope  

Constraints 

Assumptions 

Reporting 

Dependencies 

Estimates 

Timescales  

What’s the Business Case? 



Six Strategic Steps
1. Determine Objectives 

2. Gather Data 

3. Analyse & Model 

4. Develop Strategy 

5. Deploy 

6. Measure 





Campaign Goals
Brand Awareness (% increase) 

Brand Favourability (% increase) 

Number of Customers  

Average Order Value 

Revenue growth 

Net Profit 

Market Share 



Campaign KPIs
App downloads 

YouTube Views 

Facebook Comments 

White paper downloads 

Retweets and hashtag mentions 

Pinterest re-pins 



Campaign KPIs
# landing page forms completed 

# of new customer enquiries 

# use of Voucher Codes 

# of orders placed 

# of salesperson visits 

% increase in footfall 



Create your Baselines

Before Campaign After Campaign





Who are you trying to reach?



Deep understanding of the customer



Be Audience led



B2B examples: www.forrester.com, www.alterian.com 

http://www.forrester.com
http://www.alterian.com


Lifetime Value



1.Return on Investment 

2.Lifetime Value  

3.Likelihood to Convert 



Led by Brand Strategy not tactics

BRAND MARKETING TACTICS



Clear about your brand’s…
Purpose 

Tone of Voice 

Objectives 

Values 



Good Market Analysis!
!
Clear Objectives!
!
Acquisition Strategy!
!
Retention Strategy!
!
Variety of Media!
!
Develop the Database!
!
Testing Schedule!

Good campaign plans include







John Caples

Learn from the past



Learn from overseas



Allocating your budgets



A technical discipline



Multi-Device Campaigns







Communication & Leadership



Ditch the organisational silos



Good Project Management



Hub and Spoke Approach



Marketing Automation



Continual Process Improvement



Monitor and Adjust

Before Campaign After Campaign

During Campaign



DIGITAL REQUIRES  
SPEED



Viral video 1 - 3 days



Majority email opens > 6 hrs



#hastags in real time



Willing to experiment



Who applies it?
Campaign Planning



Multi-channel example





Coca Cola Israel



First Direct UK





http://bemoredog.o2.co.uk/ 

O2 Be More Dog Campaign

http://bemoredog.o2.co.uk/


Further resources
Campaign Planning



Understanding Digital Marketing - Ryan



Summary and Key 
Takeaways

Campaign Planning





Campaign 
Start

Campaign 
Completion

Managing 
Phases/Stages Plans

Control  
Risks, Issues, Changes, Quality

VISION

Track

Review


