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Different elements of creating @
business and marketing plan
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What Is strategye

How you get there?

Where you Where you want

are now? to go to?
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Business planning process
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' Individual

arketing Depariment
Plans
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Marketing
Planning

© MorkelingSiteqy

The Marketing Mix
WENAE))
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Promotional Mix (POET)

{ \ Above the line

Offline / Traditional (broadcast)
Online / Digital Below the line
(personalised)

anicca

data driven digital marketing



Promotional Mix (POET)

. . . . Acquisition

Paid Media Owned Media Earned Media Technical Media Gonsideralion
v Paid search v Search engine v Traditional and online PR v Voice search
v Paid display optimisation (SEO) v Social media v Chatbots Conversion
v Paid social v Content marketing v Communify olale v Infernet of Things
v Marketplaces ads & v Socialmedio epuiationmanagement. - | 4 Machine Learnin
optimisation v' Email and marketing v Influencer marketing
v Ecommerce automation v Reviews and testimonials

(incl. Affiliates, CSE)

Sales Funnel
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Main digital channels

__ Target
Audience
. Others (websites,
Search Socidal media sites)
On-site

= conversions

1-5% CONVERSIONS (LEAD OR SALE)
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How do you create a plan with
sOo many different elementse




Planning Frameworks




SOSTAC® by PR Smith




RACE

Reach D'\gital Mar keting

ACT
Convert
Engage

he Smart Insights RACE Planning Systep, for |
Unique Revenue n Searches
visitors per visit % Brand

Build an agile, strategic
approach to digital marketing

% Conversion Goal value Page views/

nkeads to lead per visit visit

% Conversion Average
to sale order value

Publish and promote your Key Measures:
content, allow sharing to ® Unique visitors
other outposts, networks and g \/31ye per visit

influencers. Draw people to ® Fans/Followers
your content hub...

% active % Customer % existing n Brand
customers conversion sales value mentions

Your web site, blog, Be worth finding via clear Key Measures:
community and customer journeys and a ® Leads/Lead

int R content hub that is relevant, cpnversion rate
eractive to inspirational, useful and ® Time on site

creates loads: m Shares/comments/
likes

E-commerce pl-'oceSS: Captilalise on marketing Key Measures:
product, price investment using CRO, marketing Sales (on and
and promotion automation and remarketing to offline-influence)

ensure contextual relevance Revenue/Profit
drives conversion. Average Order Value

,,

Customer Thrilled customers are key to social Key Measures:

i ' i Repeat Purchase

A c media marketing, social proof, repeat pe ‘
dvocacy sales and referral. Start your marketing (Lifetime Value)
here! Satisfaction and

Loyalty
Advocacy

o i @i Smart Insights

TO YOU BY 0 |nsights
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INnfroducing Anicca’s
A10 Marketing Framework




(6
The A10 Marketing Framework is a practical

10-step process that marketers can use

to analyse, plan, implement and manage their

. . . 11
marketing communications strategy
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A10
Marketing

Framework




Flexibility and practical use of
fthe A10 Marketing Framework

Flexibility

« Can be used for online and offline marketing channels and works particularly well tfor
integrated multi-channel and omni-channel campaigns

« The A10 Digital Marketing Framework can be used by companies of all sizes and types

|t will help your business to get the basics right, such as; welbsite usabllity, trust signal,
Analytics and brand consistency

* You can apply the same flexible framework even when digital marketing technology
changes

Practical use

« Depending on the size and complexity of your business the A10 Digital Framework
(iIncluding all the initial Analysis) can take between 5 and 10 days to complete

» This does require that your Analytics is set-up and reporting correctly and that the
necessary diagnostic tools are in place to record data and the effectiveness of specific

channels
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How does It fIf INto
fthe planning processe




Business
Plan

Marketing

lan Marketing stuation

The Marketing Mix

- =

Promotional Mix (POET)
Offline & Traditional
Online & Digital

Above the line (broadcast)

Below the line (personalised)




Key elements
of the
A10
Marketing
Framework




Use the A10 steps to audit your site
and markefing activities —

by using our cheat sheetf!




anicca
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What | want to understand Example of Analysis
Audience
Who are my target audience(s) e . Analysis of my website audience €.g. demographics and interest data in Analyfics
Who are my current customerse . Use of social platforms analyfics to understand my website visitors, and my social fans or
Who visits my site and social profilese followers e.qg. Facebook and LinkedIn analytics. Use of third-party audience tools like Mosaic
Assets (website)
Do my customers like my site — what is their instant . Inifial Impression - Site speed, bounce rates — is there a problem®
impression of my sife (does the site load quickly, isthe | e Design and user experience (UX) vs competitors. Ease of use and navigation
design attractive, is it easy fo use and navigate)e Do . Does the site have the relevant trust symbols? Are there 39 party or on-sife reviewse
they frust my site (are there reviews, case studies and s there evidence of posifive user-experience e.q. case studies, testimonialse Is there any proof
other frust symbols) e of credibility or thought leadership, such as awards, certfifications etce
Do they understand the confent on the site, our . Content - Presence of relevant confent on the main pages or supporfing content in
message and propaosifione Is the site easy fo read, guides/blogs. Types and formatfing of the content for users and SEO. Problems with content,
fresh, relevant and useful? e.q. out of date, duplication, infernational pages, thin pages (with limited content)
Does the site work: is it fast, secure, and mobile . Technical - Site speed, load times, Security (HTTPS), mobile performance €.g. responsive design,
friendlye Are there any errors or other technical . SEO - Technical SEO including indexing, errors, site maps, robot.txf, On-page SEO and confent,
Issuese including tagging and body copy, Off-page SEO including inbound links and domain authority
Does the site have the legal safeguards and . Are the relevant legal elements presente Cookie policy, Privacy and GDPR, Terms and
messages required to comply with local and condifions, Accessibility, Ecommerce compliance (selling regulations specific to each counftry)
international legislation? . Following the review of the site, is the site fit for purpose and will it help you meet your
What's the purpose of the site - did it achieve thise objectivese
Assets (social presence)
Where do | have a socidl presence and how big is . Presence of business pages/profiles on the fop and sector specific social platforms; with a
my followinge Are my social profiles set-up correctly consistent, complete and verified profile
and am | actively posting and communicating fomy | e The size of your fan base on each profile, and the level of engagement by your fans/followers
followerse . Regular, varied and relevant content posted across the platforms
What is my presence in the presse

Assets (marketing collateral, ads & creative)
Do my marketing assets, ads, content and video etc. . Review of all brand guidelines, marketing collateral, ads and confent (text and multi-media),

get my message across 1o my customerse . Are they consistent, atfractive and relevante Are there any gaps, or do you need new assefse
Assets (marketing toolkit)

Do | have a CRM and the necessary marketing . Sales and marketing technology (CRM, email etc), quality of the data and how the tools are

management toolse used (e.q. frequency and effectiveness of emails)

Do | have the channel specific and 3rd party foolse . 3rd party or in-house tools, costs, effectiveness, frequency of use, alternatives, gaps and other

requirements, such as staff fraining.




s my target audience aware of my brand (do you . Brand searches and visibility in search engines

have a recognisable brand namee . Brand awareness using surveys and measurement techniques

Am | using any brand building techniques such as . PR and media coverage, Presence in Google My Business pages and directories

display advertising, PR, sociale . Social presence and activity

Can potential customers find the site in the search . Analytics data to understand the sources of traffic

enginese . What are your rankings in the search engines (i.e. the organic, local, or paid results) e

What other ways can my site be found? . Keyphrase rankings (vs competitors), levels of organic fraffic and any changes over time

Can customers buy my product and services away . Effectiveness of paid campaigns (search, social and display) and other sources of

from my website, via marketplaces, or other channels traffic/channels

and ouflets (online or offline) ¢ . Performance of off-site acquisition, €.q. affiliates, marketplaces, social commerce (buy buttons)
+ Role of digital for offline customer acquisition e.q. calls, in-store, sales team, catalogues sales

5 the site relevant fo my customers, are there useful . Analyfics data to determine levels of engagement by type and source of user

features and functionality, do they want to spend . The pages that users land on and engage with

fime on my sitee . How are you measuring conversions (on-site and off-sife) ¢

Do they contact, call, buy or visit my business . The effectiveness of Call-fo-actions, user experience (UX) and how you maximise conversions

because of using the site - does the site make it easy . Your conversion rates on your site by location, channel, device, type of user

to do thise . Review of engagement and conversions on other channels, social platforms or marketplaces

Do | get actions/conversions on social media, . Off-site conversion (in-store, phone, or sales staff). How is this being tracked and affributed?

marketplacese Are any sales happening off-sitee

Do they find the site useful, do they spend much fime
on the site and do they want fo returne

How do they hear from me and contfinue our
conversafion and relafionship®e

Analytics data on refurning vs new users. Levels of engagement, effectiveness of content.
Use of retention strategies like remarketing, email and social media

Presence and use of Customer Relationship Management (CRM) or Marketing Automation
Soffware (MAS). Customer service touchpoints, review of complaints and how you responded

Do my customers want to share, or review my site,
products and servicee Do | encourage or reward
thise Where and what are they saying about mee

Ability To share site content on social media or via other methods
How eqsy is it for users leave a review, what were the comments and your responsee
Mechanisms on the site To recommend or refer friends and colleagues

s my fracking and reporting set-up correctlye
Am | measuring offline conversionse

Am | correctly atfributing any cross-channel and
cross-device conversionse

Do | have the appropriate KPI and reporfing
dashboards for the businesse

Use of Google Tag Manager and the correct tfagging and tracking (tracking code/pixels for
website and ad platforms (and fracking external content and links using UTM/URL tracking
Analytics set-up and customisation

Use of call fracking, in-store fracking, offline sales (tfracked in CRM), methods to integrate this
with website Analyfics and Google Ads

Conversion affribution within ad platforms, across devices and andalyfics

Dashboards and visuadlisation of data from multiple sources, use of KPI and management
reports




Creatfing your personas
(target audience)







L ots of fools and tips




Free site-graders and diagnostics

Neil Patel hitps://neillpa om/seo-analvzer/ SEMrush

HubSpot Moz link Explorer and

keyword tool . ey B i g e
Sllk'lde ‘ yoler.shkliige.col / ey - d . » Qccessed f'*.‘."-'. | PDS.//IMNOZ.

Woo Rank hitps:// www.woorank.com Screaming Frog

UpCity hitp://app.upcity.com/free-tools/s rej Similar Web

Web Page FX

SEO Workers hitps:.//www.seoworkers.com/tools/analyzer Seobility

Lipperhey
Dareboost

Site Liner

Varvy nitps://ve« om/ Moz

SEO Tester Online https://www.seotesteronline.c SEO Quake

Clarity Checker (for http://www.claritygrader.com/ SEO Book
content)

Google mobile speed https.//testmysite.withgoogle.c Google Lighthouse https://webmasters.googleblog.com;

ry-in-lighthouse.ntrmi

W3C code checker hitp://validatorw3.ora/ ' =
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How Can You Increase Salese

Increase Increase Increase Increase Average
traffic Engagement Conversion Rate Order Value

Increase
Frequency
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Data and dashboarads




Source of data by website type

B Organic
Paid Search
Direct
Email

Social

Display

l I I I I B Referral
u i ul i U

B Other

Retail Multi - Channel Online Only [ravel Overall
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Dashboard created in Data Studio

Jan 6, 2019 - Feb 4, 2019

KPI Summary

Channels

Data vs previous period

Visits & Engagement

Bl Sessions —— Non Bounce Visits
I Unique P:

Organic Search
Direct

Referral
I Di Y
Social

Paid Search
Email
(Other)
New Users Non Bounce Visits

11,893 11,227

t 47.6% t 39.8% Default Channel Grouping

Organic Search

Sessions Pages / Session Unique Pageviews Direct

19,115 2.38 36,243

t 41.2% t 40.7%

Referral
Display
Social

Paid Search

Email

Visitor Locations

Country Users ~
3,235 I
France 2,264 N

India 860 I

United States

United Kingdom 79710
Germany 7400
0 250 500 750 1K China 390

@ male @ female Spain 3461

Bl male B female

% Enquiries & Signups

Enquiries & Signups
34 I
29 I

19 I

0l

18 I

sl

2l

Current Period

All Events & Enquiries

Bl Users All Form Signups, Quote Requests, Enquiries

Quote Request (General)

15

t 114.3%

Signup: Tech Day

0

0

Total Downloads (ex GNAT)

658

t 46.9%

Top Landing Sections

Web Section

Community
Homepage

Products - SPARK Pro
Resources

News

Products - GNAT Pro

Other

Quote Request (Developer)

2

t 100.0%

Signup: Events & Training

5}

0

General Enquiries

39

t 143.8%

Signup: Mailing List

44

¢ 100.0%

All Form Signups, Quote Requests, Enquiries Rate %

0.55%

t 61.7%

Users ~

4,072 I
2,33¢ I

1,906 N
1,889 N
1,438 Il
1,316 1N
1,207 I

Bounce Rate
28.35% 1
29.3% Il
73.54% N
47.06% N
63.81% N
27.11% 1R
42.73% IR




Get your copy of the guide now!

https://anicca.co.uk/a10-marketing-framework/
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https://anicca.co.uk/a10-marketing-framework/

