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Campaign Planning




Introduction



What’s in it for you?
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A brief history



—

< e




CEOs don’t trust marketing people

We lose sight of our real jobs

Home

Fou

Too focused on creativity &
brand building without
showing results

= Distracted by latest trends
e without proving ROI

ournais




§ Pay our way...
N\




What 1is 1t?




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’

EVENT SPIKES
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Why do we use it?




Why do we
conduct
‘Integrated

Marketing
Campaigns’'?




Marketing Campaigns work

“...campaigns across
multiple platforms
results in higher ROI”
“...multichannel
WPP campaigns are better
than single channels.
78% of campaigns with
3+ channels proven
impact”
IPA
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Old Spice Integrated Campaign

Old Spice Blog Coverage
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Gains maintained?
NLULSN Growth of men's body wash

4 WKS ENDED 12 WKS ENDED 52 WKS ENDED
JUNE13 JUNE 13 JUNE 13

SALES  SHARE SALES  SHARE  SALES  SHARE
(%)  (POINT SWING) (%) (POINTSWING) (%)  (POINT SWING)

OLD SPICE  +106 +4.8

NIVEAMEN  +63 +0.5  +65 +0.6  +26 +0.2
DOVEMEN N | +2.4  NA | +27  NA | +17
AXE =10 it -1'a =100 =16 s =02
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When do we use it?







Buying cycle for a matiress

Zero Stage

Isn't even in the market to buy a mattress yet

Early Stage

Has sleeping problems,
but isn't certain of buying yet

Research Stage

Is actively researching
options

Decision
Stage



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?




What are we
trying to

achieve?




What's the Business Case?




What's the Business Case?

Background
Objectives
Scope

Constraints

Assumptions

Reporting
Dependencies
Estimates

Timescales



Six Strategic Steps

1. Determine Objectives

2. Gather Data

3. Analyse & Model
4. Develop Strategy
5. Deploy

6. Measure

PRECISI°N
MARKETING

Maximizing Revenue
Through Relevance



Situation
analysis
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Campaign Goals
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Brand Awareness (% increase)
Brand Favourability (% increase)
Number of Customers

Average Order Value

Revenue growth

Net Profit

Market Share



Campaign KPIs

1

App downloads

YouTube Views

Facebook Comments

White paper downloads
Retweets and hashtag mentions

Pinterest re-pins



Campaign KPIs
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# 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

How does your audience interact with your website?
What do prospects need before they purchase?

Is your tone of voice consistent across all channels?
How many channels do customers typically come from?
Do returning customers have a different behaviour to
new visitors?

Can you tailor the experience to multiple personas?

What is the lifetime value of a new customer?



Personas
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FIRST TIME BUYER PART TIME MUM SINGLE MUM

Penny Edwards Jane Lawrence Rachel Wilson

Age: 2] Age: 37 Age: 40

Partner: Bei Husband: Joe Location: Reading

Location: North Londor Location: Manchester Occupation: Business Analyst
Occupation: Sales Assistant Occupation: Part time PR consultant

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



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

Lifetime Value
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Cumulative Value

Lifetime

Customer Payback Contract
acquisition cost anniversary



1.Return on Investment

2.Lifetime Value

3.Likelihood to Convert

Simples!




Led by Brand Sirategy not tactics

MARKETING TACTICS

y




Clear about your brand’s...

Purpose
Tone of Voice
Objectives

Values




Good campaign plans include

Good Market Analysis
Clear Objectives
Acquisition Strategy

Retention Strategy

Variety of Media

3
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Develop the Database

Testing Schedule



MAXIMIZING MARKETING
RETURNS IN A SOCIALLY
CONNECTED WORLD
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Learn from overseas




Allocating your budgets

Marketing Budget Breakdown
Inter values mio red bowes
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Multi-Device Campaigns

‘n'
listening to music

17% 52%

reading books watching TV

86%

use their
smartphones while...

34% | 43%
watching movies using the Internet
i 16%

28% reading magazines/

playing video games newspapers




Consumers take a multi-device path to purchase

650/ Starton a .
0 Smartphone
[
19%
Continue on 50
a Smartphone /6
Start ona p Continue on
PCI Laptop a Tablet

10%

1 1 % Starton a Continue on

61% 49

Continue on
a Tablet

Continue on
a PC/Laptop

Tablet y a PC/Laptop
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Responsive Web Design

Mobile First Web Design
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Communication & Leadership




Ditch the organisational silos
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Good Project Management




Hub and Spoke Approach
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Marketing Automation

« > A G

E Enter email & contact info to
download a brochure

Website Yes No
Nurture & recognise Opened? -

. (24hrs)
when back on site 4nrs

Send offers on areas

of interest Log phone call

request in CRM

Pass to Sales Rep

push another action (24hrs) i who know their
interest

Personalise site to ves Opened?




Continual Process Improvement




Monitor and Adjust

Before Campaign : After Campaign

During Campaign



DIGITAL REQUIRES

SPEED /6~0 -.



Viral video 1 - 3 days

The Social Diffusion Curve

€ The Viral Peak * 10% shares occur on day 2, the viral peak

» 25% of shares occur in the first 3 days
» 50% of shares occur in the first 3 weeks

The Ffirst days following launch are key to a video's
short term and long term success. There are strong
correlations between shares achieved in days 1-3
(R2=0.59) and 1-6 (R2=0.87) and all-time share.

Figure 7: The social diffusion curve: Unruly studied the day by day shares of the top 200 branded
videos of 2012, plotted here in aggregate




Majority email opens > 6 hrs

120%
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CUMULATIVE PERCENTAGE OF OPENS IN HOURS AFTER DELIVERY



#hastags in real time

Live _ | #DZVanadﬂCha;mcellor,




Willing to experiment




Who applies it?




Multi-channel example




- m I am White Rose Is on Facebook

Sign up for Facebook to connect with | am White Rose,

. AM WHITE ROSE

R

o/

'eeds’ largest shopping centre,

with over 100 stores and food
outiets

Information

White Rose Shor 3 Centre

Leeds, United King

0113 225 1234

dom, L511 54U

I am White Rose & Like

Wwall

Info Photos Discussions Reviews

I am White Rose + Others m Just Others

I am White Rose Dorothy Perkins are offering 20% off everything in store
today ~ the perfect excuse 10 pick up a bargain! Offer ends at closing time
today

| am White Rose Check out all the latest fashion pieces that are arriving in
stores across the centre this month - http:/ /www.iamwhiterose.co.uk

Just-in

Just In



Coca Cola Israel




First Direct UK




A Tell us what

P have et goo s you'’re thinking...

things to say about

. & At first direct we don't away from feedback, we thrive on it - it
First Direct i agd .
shapes the way we do things around here. This website streams
Source: kingofreviews liua what'e halnm eald alhmit e In Aanlina hiane and fanime A hlack ann
reviewcentre.com 01/04/2008
How people are feeling Goopieies T8

about first direct

Negative 5




O2 Be More Dog Campaig

02 About Maore Play Create

Maybe we should all be a bit more dog.
To them, life is amazing.

Carpe diem. It means grab the frisbee,
50 what are you walting for?

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



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

Further resources




Understanding Digital Marketing - Ryan

adMazon..«

Try Prims

Shop by
Department ~

Books

Advanced Search
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Start reading Understanding Digital Marketing on your Kindle in under a minute. Dont have a Kindle? Get your Kindle here or start reading now with a free Kindle Reading App.

e )

Look inside 3

DIGITAL
MARKETING

o}

kindle edit

Hardoower

Papomack

92

£1769

2929
£

Understanding Digital Marketing: Marketing Strategies for Engaging the Digital
Generation [Kindle Edition]

Ramise Byan v (Author)
--------- Sl B SR S )
List Price. BABGO
wndie price: £11.78 includes VAT* & free wireless defivery via Amazon Whispernet
You Save: £8.21 (41%)

* Unlike print books, digital books are suject to VAT,

Length: 433 pages (Contans Real Page Numbers) -
Word Wise: Enabled
Don't have a Kindle? Get your Kindie here o start reading now with a free Kindie Reading Ace.

| (-] {J Free Kindle Reading App
- Anyody can read Kindle Dooks—even without a Kindle device ~with the FREE Kindle agp for smartphones,
tabiets and computers.
To get the free app, enter your e~mall address or bile ph b

Send me the hnk

Amazon Price New from Used from
fi1vrs

£30 8%
14

Daliver to:
Ao s & Prore

Add 10 Wish List

-

Try it free

Sampie the Deginning of this doo

for free

Send sample now

Defiver to:
Aww s 4 Prone

How saTphng worksy

Arddiih 20 row M

B

s 00




Summary and Key
Takeaways







Campaign Campaign
Start Completion
. Track
Managing Control
Phases/Stages Plans Risks, Issues, Changes, Quality

Review



