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Founder and CEO of Anicca Digital

21 years in digital marketing, 16 years running 
Anicca

Consultant and trainer, specialising in paid media, 
search, Analytics and ecommerce marketing – now 
becoming an AI geek!

Thought leader and author:

The A10 Marketing Framework

Integrate – Creating an Integrated Marketing 
Strategy

Podcast host - https://aniccast-marketing-
podcast.buzzsprout.com/

Socials

Linkedin.com/in/annstanley

Twitter.com/annstanley
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We have vast experience of working with companies 

and organisations across many industries and parts of 

the UK

Our deep understanding and sharp focus across 

digital marketing is what sets us apart from the 

competition, giving you comfort in knowing we are a 

true extension of your business.

This is also why our internationally renowned clients stay 

with us year after year.
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You need an integrated approach to engage 

with customers across the sales funnel:

Customer will use different channels and 

campaign types at all stages of the sales 

funnel

User journeys are complex with many touch 

points. Potential customers may interact 

with you both on and offline

Consequently, conversion tracking and 

attribution can be difficult (especially as 

cookies are removed)
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GA4 replaces Universal Analytics 

Changes to Cookies and privacy legislation 
– loss of data and remarketing tactics

AI & Machine Learning 

– new tools for use in marketing – these are changing our jobs?

Automation by ad platforms 
for campaign delivery, bidding and optimisation – making us redundant?



All rights reserved 2023/8|



All rights reserved 2023/9|



All rights reserved 2023/10|



All rights reserved 2023/11|



All rights reserved 2023/12|



All rights reserved 2023/13|



All rights reserved 2023/14|



All rights reserved 2023/15|



All rights reserved 2023/16|



All rights reserved 2023/17|



All rights reserved 2023/18|



All rights reserved 2023/19|

Ad platforms are moving away from traditional text or search campaigns where you 
need to select your own keyphrases for use in ads

Although you don’t bid on keyphrases, in most cases you can get search term data or 
you can add negatives phrases, so you can learn what works and optimise 
accordingly (or create new text campaigns)
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By analysing PPC search terms, you can 
understand which keywords or phrases 
are driving traffic and conversions to 
your website.  Use these insights to:

Optimise campaigns or create new 
ad groups for text campaigns.

Use the search term data to create 
negative search term lists to prevent 
the brand from being shown for 
irrelevant results.

Use high converting search terms for 
SEO, so both your website content 
and product feed are optimised

Use data in other shopping channels, 
such as Amazon or Pinterest
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Performance of these campaigns will 
depend partially on how Google 
views your page content or your 
product feeds?

This means that you should optimise 
your shopping feed (especially 
product titles and descriptions) to 
improve your shopping ads – Google 
recently announced that they will be 
providing more tools for this within 
Merchant centre

However, if you can directly optimise 
your page content, you can benefit 
from improved SEO/organic rankings 
as well as improved PPC campaigns
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Remarketing enables you to re-engage users who have previously 
engaged with your business. 

We can break this down into 2 overarching strategies to encourage 
initial sale and drive retention
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Website remarketing is the most used type of retargeting – it is designed to serve users 
adverts to encourage them to revisit.
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Provide the social network with a source of data, to create a Custom 
audience. 

This can be something like a customer list or a retargeting audience you’ve 
built. 

The ad network will then take this source of information and find similar 
individuals on the platform to create a Lookalike audience

The stronger the source provided, the stronger the lookalike is likely to be.

“A way to reach new people who 
are likely to be interested in your 
business because they're similar 
to your best existing customers”
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Target 

Audiences & 

Other 

influencers

Market 

Dynamics & 

Competitors

Website & 

Channel 

Performance
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Send data via your own server 

rather than directly to the ad 

platforms from the users’ 

browser (client-side)

Benefits

Mitigate browser ad blocking 

and recovers lost data

Improve page speeds

Improve data security e.g.

used in tracking profit from 

ecommerce sales
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UK Paid Media Awards

Best Large Paid Media Agency

Best Shopping Campaign

Best Retail Campaign

Best Use of Conversion Attribution

Case study link:
https://anicca.co.uk/blog/anicca-wins-large-paid-
media-agency-of-the-year-3-awards-for-work-with-
server-side-tracking-meta-conversion-api/

https://anicca.co.uk/blog/anicca-wins-large-paid-media-agency-of-the-year-3-awards-for-work-with-server-side-tracking-meta-conversion-api/
https://anicca.co.uk/blog/anicca-wins-large-paid-media-agency-of-the-year-3-awards-for-work-with-server-side-tracking-meta-conversion-api/
https://anicca.co.uk/blog/anicca-wins-large-paid-media-agency-of-the-year-3-awards-for-work-with-server-side-tracking-meta-conversion-api/
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Strategic Themes allow you to focus your marketing efforts on the solution, so you select the channels 

and techniques that will achieve your objectives

Audience journeys are becoming even more complex, so an integrated approach across channels, 

gives you more opportunities to engage with potential customers – especially when it comes to the 3 

key main factors:

Content/creative should be consistent and used across multiple channels

Use the data insights from one type of campaign or channel to improve other channels

Audiences can be used for targeting or creation of sequential or remarketing campaigns

Automation in paid search will eventually negate the need for choosing keyphrases, so the only signals 

you can provide will be your ideal audience (based on 1st party data) and your website content – so 

build this data now and integrate your PPC and SEO activities

Take advantage of the full range of sequential campaigns and remarketing techniques (including 

website remarketing, custom audiences, Lookalike and cross-channel) – whilst they are still available!

Apple, Google and other browsers/platforms are introducing more privacy features and giving you less 

visibility of customers' data and conversions  - so consider server-side tracking and use of conversion 

API to regain your data and enhance results
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Come and visit us at Stand A50

Email me ann@anicca.co.uk 

or enquiries@anicca.co.uk

Ann Stanley

0116 254 7224 or 07930 384443

mailto:ann@anicca.co.uk
mailto:enquiries@anicca.co.uk
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