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INTRO TO GROWTH MARKETING

Implementing growth engines to uplift your customer journey



In this presentation you will...

® ®

°

°

Be introduced to growth marketing for your team.

Learn the origin of growth marketing to understand why to implement it.

Receive the framework to implement growth engines in your business.

Get practical examples, cases, strategies & tools.
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To understand effective business growth,
we need to understand what growing a
business means in today’s economy.




Why will you tell me all this?

To be effective in the field marketing we need to
understand the today’s market ..

@ On a macro scale: the economy and industry as our
moving landscape to grow your business.

@ On a micro scale: the value your customers are
looking for and their behaviour.
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We live in a time where innovation and
business growth increase exponentially
by the Year. Societal trends can be
ollowed In real time.



What does digital transformation
mean to your industry?

Tesla is not from a car manufacturer.

3P

9)Y
)

BB Amazon is not from a publisher.

Netflix is not a video rental company.

(D)

Spotify is not a broadcaster.

;# The world and business exponentially operate on a digital level.

Who are the consumers of tomorrow? How do companies
operate in the future? How to consumers consume in the future?
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How does this relate to marketing?

Along with the rise of innovations, new marketing
tactics and strategies came about. Necessairily.

More tools and automations.
More data and marketing channels.
Big awareness campaigns won't always cut it anymore.

An agile and cost-efficiént way of marketing experimentation.
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THIS BRINGS US TO THE ORIGIN
OF GROWTH MARKETING.




The phrase “growth hacker” was coined
by Sean Ellis in 2010.

— 5 THE LUAN STARTUP

{Ill
It's orlgln comlng from innovative a ERIC RIES

uﬂ"‘"

startups in Silicon Valley, new THE
companies have an absolute focus on STARTUP
growth. This has given rise to new tools, WAY

best practices and methods unknown to

the traditional marketing repertoire. ’ )
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Growth hacking has reached its
potential to helg usiness growth at
any stage of the business, whether you
are a startup ora corporate



THE BEGINNER'S GUIDE TO
GROWTH MARKETING
STRATEGY



Let me introduce
myself!

8 Microsoft PHILIPS

W

» Growth hacking helped me
« edt Uber Eats for free for a month,
« win meet and greets,
- with viral filters (100k+ uses, IM reach),
« sell my cat’s poop art for $100 a piece.

Oh yeah, | also have work experience:

@ ‘e SONY MUSI(

ooooooooooooo
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Growth Hacking

..is a process of rapid experimentation across marketing channels and
product development to identify the most effective, efficient ways to
grow a business.

Growth hackers are marketers, engineers and product managers that
specifically focus on building and engaging the user base of a business.
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A growth hacker is someone who has thrown out the
playbook of traditional marketing and replaced it with
only what is testable, trackable, and scalable.

- Ryan Holiday, author of the book Growth Hacker Marketing

A growth marketer is the bridge between the product,
sales and digital marketing, looking to make
improvements on all stages of the customer journey.

- Just my take on it
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Let’s play a game



Dropbox
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Dropbox

Get up to 16 GB free space by inviting your friends to Dropbox!

e,

More ways to invite your friends
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Spotify
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Functies

Upgraden




Hotmail
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Hotmail

PS: | love you. Get your free
e-mail at Hotmail

When they sold to Microsoft 1.5 years
after launch, Hotmail had

(There were only 7(




Airbnb
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The Airleam

Hello Rishi,




Odoo
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The open source strategy that helped Odoo grow



HubSpot
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HubSpot

Explore Academy About

Completely free & online

All Training & Certifications

Stay sharp. Learn the latest business trends from leading experts.

Browse catalog ~

Filter by: Certifications only ‘ Level v Duration~ Contenttype~  Language v

SO

Designing Compelling HubSpot Reporting Using HubSpot's Free
HubSpot Dashboards Marketing Tools

Sales Hub Admin: Managing a
sales team in HubSpot




HOLISTIC GROWTH




Growth needs to be a
part of your organization

% In an era of rapid innovation, most 0 72% of businesses miss critical growth
= companies struggle to keep pace with opportunities, and 60% fail to learn
evolving tools and shifting markets. effectively from past missteps.
. Lacking a growth team, companies miss % 82% of organizations treat growth like
real-time opportunities by focusing only routine operations, stifling the agility

on product and marketing. true growth needs.



The Essence of Growth
“Your Youtube pre-roll ad is making me angry. | want value.”

Channels Customer

Strategy Brand

(%



&~ Campaigns: lead generation & paid media & Customer Experience: onboarding, pre - and after sale

& Traction Channels: find unexplored opportunities &~ Loyalty: retention & referral strategy
& Marketing Experiments: side project marketing, market testing & Purchase-Decision Process: funnel strategy & journey
Channels Customer
Strategy Brand
& Marketing Strategy: effectiveness, margins, pivots «~ Brand Positioning: audience & market position
& Quantitative data: A/B Testing, data analytics, user tests «&~ Content Strategy: inbound marketing, content modelling
&~ Qualitative data: customer interviews, feedback & research & Brand Identity: values, personality & tone of voice
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®
Business growth is in the details.

To prioritise an endless collection of marketing tactics with potential, a
growth marketer introduces the process to make the right decisions in

marketing and business, based on data and marketing experiments.



Awareness &

Acquisition

Campaign
Planning

Core product

Product owners
& developers

Agile &
Waterfall
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The qualities of a growth hacker [ growth team.

What you should look for in a hire or assigned skills of current marketeers.

The Unicorn:

Data and Lean Creative

Dot Morketing  civeting # Data & analytics tracking
& Digital Marketing
& Automation & engineering

& The ‘Growth Mindset'’

Sources: ‘;‘
https://growthtribe.nl/growth-hacking-academy/growth-hacking-evening-course &


https://growthtribe.nl/growth-hacking-academy/growth-hacking-evening-course

The T-shaped marketer

The ultimate all-rounder. A broad with of knowledge by a
deep understanding of several expert areas.

Statistics Programming Product Design & Analytics Behavioural Brand positioning /
UX Principles Psychology Storytelling

Conversion Rate A/B Testi Photoshop & Funnel sat Database
e esting . . : Copywriting :
Optimization Wireframing Marketing Querying

e PR Online Tools Biz Direct | Affiliate | Trade Confer- Re- Artifical
= Progmms S SRS i FISHSHN targeting Virality

Email Content

Marketing | Marketing



Bringing it all together.

How your core growth team could look like.
Growth Architect: strategic planner and project manager
Growth Engineer: technical programmer for implementation
Growth Marketer: creative and digital marketer

Growth Data Analyst: master of metrics

Goal: Get at least one person in your company involved with growth marketing.
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The Pirate Funnel

A helpful customer-lifecycle
framework invented by Dave
McClure that you can use to map out
and optimise your marketing funnel.




The Pirate Funnel

A crucial part in the funnel that will
make or break a business in the
early stages of starting a company.




The Pirate Funnel

Often overlooked by the classical ‘we
need more customers’, is increasing
your customer lifetime value.




The Pirate Funnel




The Pirate Funnel

Deliveroo Antwerpen | Restaurant Bezorging | deliveroo.be
www.deliveroo.be/ v

te Restaurants. Schrijf Je Nu In. Types: Pizzas, Spaghettis

$ [ serts rbe
Eilandje - Zurenborg - Zuid - Centrum

Your favourite restaurants and

takeaways, delivered straight to
your door




The Pirate Funnel

McDonald's Groenplaats

*hkkk 4

You can now see more details of how pecple have rated McDonald's Groenplaatss

ave a food allergy?

20% off every menu item today

Login

Menu

ACTIVATION

5€ korting op je eerste bestelling




The Pirate Funnel p———

rond? Deliveroo is er voor je in deze zware tijden 4

What motivates takeaway lovers
to order from a food delivery service?

Free delivery 519
Fast delivery 489
Discounts, rewards or exclusive offers 43
A greater variety of restaurants/food options available 369
"Ik hoef niet nog een dr:
Ease of use/order e.g. ability to search and/or see recommendations 309 -zei ik niet gisteravol
® Active
Flexible delivery options (e.g. queue delivery) 27%
- This ad has multigle versions.

19:50-19:55

Transparent hygiene and customer ratings for each restaurant 26%

1g voor donderdag 10 mei om je vou
ade voor € 4,00 korting op je volgen l

Support local/new restaurants rather than chains 26%
Healthy options available e.g. low salt or smaller portions 209
Display nutritional/allergen information for each dish 18

KNnow ey re eco-rena V/v?f)( ally responsiplie companies
fl they friendly lly bl
R A A AR 250 A S T




The Pirate Funnel p—

Introduce a friend to
Deliveroo

Get 10€ off across your next 4

Referral bonus per stad -
fiets

Kijk hieronder naar de aangepaste referral bonus met de fiets voor
jouw stad. Indien je stad er niet tussen staat, is hier momenteel geen

orders. Your friend will get 10€ off
across their first 4 orders, too!

referral bonus
De voorwaarden van de referral bonus hangen af van het
vervoermiddel en de stad van de doorverwezene.
Search:

Jij . dJevriend _ Geleverde

Stad < B B .
ontvangt ontvangt bestellingen

¢ Tijdslimiet =

Antwerp €75 €50 50 60

Brugge €100 €75 50
Brussels €75 €50 50

& deliveros russe

Charleroi €75 €50 30

Ghent €100 €75 50
Rosie just gave you
£2.50 worth of free
food!

Hasselt €75 €50 30




The Pirate Funnel

Royal Deluxe

Wil je daar een kleine drankje bij?

Coca-Cola

Coca-Cola Light

REVENUE

Introduce a friend to
Deliveroo

Get 10€ off across your next 4
orders. Your friend will get 10€ off
across their first 4 orders, too!




Attracting Prospects

Traditional funnel just a bit different

(%



Campaigh Scope, B2B example

Let's zoom in on the setup

[ Retargeting Ads (USPs, ...) ]

e
= )

Broad Ads (PMAX, Meta, R ( conversion
Mediafin, Linkedin, ...)
Content [ Lead qualification ]

Digital Website,
ABM Outreach - Optimized Landing Pages, g
Gated-content: insight reports,

SEO [ Thought- ROI calculator, assessments,
leadership K Explainer video, etc. j




FRAMEWORK






The Growth Process

@ Growth Audit: analyze current marketing efforts & look at the data.

(2) Metric & performance implementation and analysis.
@ Growth Brainstorm: cross-function ideation & research.
(4) crowth Backlog & growth sprints or a growth plan.

@ Optimize for Growth: a continuous cycle of improvement

L



1. GROWTH AUDIT



Growth Audit

Analyzing the current state of your business and marketing strategy.

Your business goals.

Your current marketing tactics, channel performance, strategy and tools.
How your team runs marketing & product.

Metrics & data you are measuring now.

Gathering and analyzing customer feedback.

%]



2. GROWTH METRICS




Campaigning % Growth

A Full-funnel
growth

Always-on

1opdwi

Campaigning

»

time 1\"



Putting experimentation first.

Digital Marketing

Test

Test

Test

Hypothesis-driven growth

Test Test Test Test
Test Test Test Test
Test Test Test Test
Test Test

L



Metric & performance implementation and analysis.

Set up the basics to run growth experiments and track results.

Add and implement tracking where necessary.
Automated dashboard and analytics reporting.
Add KPI's and goals per growth experiment.

Align the team on the goals and running actions.

\\ B



North Star Metric Method

One Metric That Matters (OMTM)

# OF ARTICLES # OF VIEWS

DRAFTING TIME ARTICLE LENGTH

M Medium

OMTM: total time
K-FACTOR reading TIMING OF POSTS

CLAPS, COMMENTS
EMAIL CTR FOLLOWS

(R



North Star Metric Examples
One Metric That Matters (OMTM)

[=) Square @ airbnb

# of transactions # of nights booked
(for merchants)

RQ Medium facebook.

total time reading monthly active users

amazon
~—

purchases per customer

@ alrcall

monthly recurring revenue
(MRR)



Vanity Metrics

The most important, shared business goal.

The One Metric That Matters is the focus for
upcoming growth sprints. It is interchangeable.

Supports the OMTM and the Northstar. All
metric goals should be aligned to the Northstar

Metrics that are nice to haves, but
don not directly create impact.

Customer Lifetime Value

MQL to SQL Ratio

# of SQL's, # of MQL’s, Cost
per Lead, Conv. rate, etc.

Social media likes, newsletter
subscribers, Pageviews, etc.



Dashboarding

Visualise your data and get close with it. Real close.

Media Spend

Lead Stage Funnel Lead source by first conversion

Creste Date

rmance (Click on settings for all CPL metrics)

Media Spend




3. GROWTH IDEATION



Growth Brainstorm or Workshop

Setting clear goals will help to steer the outcome.

Growth status: outcome of the growth audit as a starting point.

The customer journey through the pirate funnel.
Growth barriers: brainstorm exercise to map actions.
Designing measurable experiments.

Map experiments over importance and time.

W



Personda Canvas

Capture and visualize customers of your target audience.

Make the assumption of
who you will be solving
problems for with your
business.




Personda Canvas

Why it is important to define a persona.

Born in 1948
Male
Born & grew up in England
Married Twice
Has children
Wealthy
Invests in real estate

Lives in a castle



Persona Canvas

Why it is important to define a persona.

Born in 1948
Male
Born & grew up in England
Married Twice
Has children
Wealthy

Invests in real estate

Lives in a castle
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Customer Journey Canvas

Find different struggles and opportunities of your customers.

USING THE CANVAS
by step proces of finding

¢ journey.

Add Persona
Summerize a realistic persona tha
of your targe

For each step, add a stage
The phase of the journey or funne
ur persona ating in.
areness, Interest,
etention, Upsell

The 4 Customer Pillars

Step by step

Make sure Lo first complete

the canvas vertically before going
to the next stage. This will make
explore the consumer ful

JOURNEY STAGES

Q

CONTEXT
Define the touchpoints in
which the persona operale:

TASKS

Describe the tasks your persona
i ne and the

EMOTIONS
Write down the persona’s
emotions, opinions or th

=
OPPORTUNITY

be what
mprove the journey.




Growth Barriers

Businesses face growth barriers on every step of the customer journey.




Growth Canvas Brainstorm

Businesses face growth barriers on every step of the customer journey.

North Star Metric & KPI's




Traction channels
A list of marketing channels to experiment with.

@ Search Engine Marketing @ Community Building

@ Search Engine Optimisation @ Target Market Blogs

@ Offline Ads @ Business Development
@® Unconventional PR @® Speaking Engagements
@ Content Marketing @ Offline Events

@ Viral Marketing @ Sales

@® Engineering as Marketing @ Social and Display Ads
@ Affiliate Programs @ Public Relations

@ Trade Shows @® Email Marketing

@ Existing Platforms

Sources:
Book: Traction by Gabriel Weinberg and Justin Mares



Traction channels

Earned

PR with Content
Influencer social channels
Partnerships

Niche Networks (FB groups, etc.)

Owned
Social Media Channels

Mailing Database
Website

Customer Database

Paid

Social Media Advertising
Google AdWords & Display
Out of Home Advertising

Youtube [ Spotify Pre-rolls

Shared
Word Of Mouth
Web Referrals

Offline/Online Events



Prioritise channels with the BRAS Framework

Brainstorm and identify which customer acquisition channels to test

BLINK RELEVANCE AVAILABILITY SCALABLE

Rank your guy o Rank the product/ o Rank the easy/cost o Rank by possibility
feeling. channel fit to scale channel
Score 1-5 Score 1-5 Score 1-5 Score 1-5

Sources:
https://growthtribe.io/blog/brass-framework/
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https://growthtribe.io/blog/brass-framework/

Prioritise ideas with the ICE Framework

A combined evaluation score of experiments.

IMPACT

What will the impact
be implementing this
experiment on
validating the
solution?

Score 1-10

CONFIDENCE

How confident are
you this will work as
expected?

Score 1-10

AN =

How easy do you
think it will be to
implement this
experiment?

Score 1-10
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4. GROWTH SPRINTS



Growth Sprints

A (2-)weekly/monthly period where new marketing tactics are tested,
with a bi-weekly update and performance report. Much like agile
development, it's a lean way of performance and growth marketing.

W



Continuous
Growth

Growth
backlog

L



Growth Backlog

Your action list with set goal, ICE priority score, resources and owners.

Impact (what  Cosfidesce (How
confident see you

3 Ad 3 in rul voor bt emasl 04103 980 BIgETHNG boches OpRAXG, Evernius
binnen Facebaok te blivar, zal do con on jo kriggh in rul het
Trioed cp de engagement rale. In het Geval van Ubiass ¢ ver

oals STUBRU. Voor ks reacte zen
 serpt of

L Sarespond

0 student ock daze post p h

www.(acebock Com/sudietre
act o stk

n hogers o » 6 soeisl posts
jords parforman goad, maar de comversie op de pagina's

Optrmaisate van 4o ndegrreg
Iggen voel te Bag. (Tussen maamum 0.1% 1ot 0.4% conversion rate van het aantal ks cp de ads)
Probloem:
Ves! afisiang op ek o
To vect nasenstagpen: Ad -> pogna rfcdag > kous

agina Ve mogetjchoden tat cicks. geen dudeljie CTA
Studester komen vask hier kator op tenig na stuckes te verpeiien. We moetan ze meteen overtuigen

ting > hewze sessic > zeer

pagns vertes (o doabublak

Comersen  hogees ndrgspagna’s
Ludoke partrershipp
Een comme « do UHasse!
hoger o . ocal mecia tps:uww. fasebook ¢ 2
Best pes boodschappen te

confesscns

bogecs de Uasselt
orheen hat jsar ean slimme retargeting campagne. Zo gosd
egetng campagne epaging bezo et Inlormss0s. Video, studk g,
Plan van actie
vandaag modeen. ADHV w080 tunnen we e6n Facenock

ness Het nstagpunt van de furne

hie adverieate 0p siuderten die meer dan 10 von de video god

Uhass
ate brand monsions trac
sgement via socil medla e. Fleageor op dece berichter

seks landingspagina de zch sarpast nasr sike studen Wannes

ICE = Impact x Confidence x Ease

T0 BE DISCUSSED

TO BE DISCUSSE
TO BE DISCUSS!

0 BE DISC

BED

TO BE DISC
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Planning and prioritizing content

How we're going to plan everything.
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The Growth Sprint Wall

Engagement

FAQ and Help Docs

 Future J

User Growth

redit Card Payment

Font Options

Usability

Import Contacts



Types of growth experiments & insights

insights descriptive validation behavioural validation

e —————— e ———— = —

SERVICE DESIGN

UOROPIIOA

uonp.ojdxa

EXPERIMENT DESIGN

in!orrp validate
thinking thinking



Experiment Example:

Testing version A versus B.

Testing 2, 3, 4 versions
simultaneously. One
difference per version.

Split test

3 Dropbox - Leg in to Dropbox - Secure backup, sync and sharing made easy. - Mozilla Firefox

\\ B



Experiment Example: Trigger test

Testing multiple ads and audiences.

Testing ads for copy,
form, image... Which
one gets the best click-
through rate, leads or
engagement?

nnnnnnn
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Experiment Example: Smoke test

Test a specific value proposition.

Landing page or other form
of value proposition that
lets you collect leads and
medadsure demand or
compare audiences.

eet more consistently with = buffer

o Choose Brmes 16 tweet.

(2 Potometaeetor —

o buffer Goes the reat. Relax

Tweet more Consiste| y with € buffer

Tweet more cons :]!_w)u\ with = buffer

Helio! You caught us before we're ready.

W



Experiment Example: High Hurdle

Surveys, tests and questionnaires

Make people pay with
their time and attention.




Create a measurable hypothesis

Find proof to your assumptions. Data is proof.

Assumptions

® A statement we believe to be true, without evidence
to back it up.

@® Create a customer feedback loop to keep new insights
coming and find proof to build the right product.

For Example:

Young mothers will be interested in our product.

Hypothesis

@ A hypothesis is an educated guess for what you
expect to happen in a given experiment.

@ It is a specific repeatable action and contains an
expected measurable outcome.

® “If we do X, then Y% of the target audience will
behave in way.”

For Example:

If we run Facebook Ads targeted to young mothers, CTR
for those Ads will be at least 15% higher than average.



The Experiment Card

To validate a hypothesis, the Experiment Card will help you structure this
process in only 4 simple steps.

AND MEASURE

Turn your assumption into a hypothesis.

A hypothesis is an educated guess for what
you expect to happen in a given experiment.
Write down how you will validate or
invalidate the hypothesis. What and how

will you measure?



Experiment Example: Recruiting
Growth for HR

Hypothesis

Because nurturing funnels should convert better, we expect higher applications, measured by completion rates (+5%).

Insight

When capturing data from interested potential applicants, we can nurture them towards the desired step so they don't get
losses in the decision making process.

Step 1: Interest through lead ads Step 2: automated mailing Step 3: vacancy landing

[
N
e 7y e ot > -
e Lo AN
= ‘ N ke
-
eeE -

Mail 1: job introduction email

=5 o Mail 2: application reminder

die We zoeken?

R i
(= breaeper)




How does this relate in budget spend?

Classical Marketing Growth Budget
Budget Spend Iterative Learning
Sources:

https:/ /www.slideshare.net/GrowthTribe/growth-hacking-growth-marketing-talk-at-emerce-eday-2016
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https://www.slideshare.net/GrowthTribe/growth-hacking-growth-marketing-talk-at-emerce-eday-2016

The road to SQLs

Prospect
Content

ooooo
oooooo
ooooooo
oooooooo
ooooooooo
oooooooooo
ooooooooooo
oooooooooooo
ooooooooooooo
oooooooooooooo
ooooooooooooooo
oooooooooooooooo
ooooooooooooooooo

Content in 2026 is like playing a game of Plinko



Content Framework

Re-engage prospects with content loops

« Consumers have multiple touch-points throughout the
funnel, in different parts of the funnel.

« Content can take various forms, from long to short, with
repurposed snippets of each bigger content piece.

« Different topics and themes trigger a target audience. The
preferred way of working is to create pillar content (bigger,
more qualitative and timeintensive content) that can be
split up into multivariants on different channels, formats,
etc. In the end this will be a time saver as you need to go to
the strategic process once, and you can repurpose these
insights on audiences.

Prospect

Theme A
Pillar A

Theme A
Pillar B

ThemeB
PillarC

Theme Z
Pillar X

SQL



Content Framework

Creating & repurposing value-driven content
Content

Value-driven topics
Webinar

Organic

Insight Blogpost

Paid Social

Blogpost

Nurture Flow



Interactive quiz [ calculator

Energy calculator.

IDEA: Interactive Energy Readiness Benchmark Find out how much money you can save with our

intelligent lighting sclution.

Green Energy Calculator

Create a short, interactive benchmark quiz to quickly assess
how companies manage their energy today.

In just 7 questions(ex.), participants see exactly how their
. . - = MAAK YA JOOW
energy approach stacks up against peers in their industry. — e B i fnfnﬂfunl:lﬁltls“m“

Companies scoring below X% are prompted to book a call, Y ,
offering Equans Digital the perfect opportunity to provide JE BENT SLECTS ERCELE CLICKER ERWHDERD
tailored energy solutions and advice.



Landing Page Improvements

Ch(]nge (lOnding)pOgeS, W|th CRO KI/' Elektrisch Services Over Kia

insights, so that users can easily convert.

This can be as simple as putting a
permanent button in the navigation or
adding a phone humber.

We can strengthen these changes with
insights from tools like Hotjar which has

recently been put back into place.

+32 3 353 3399 info@frisomat.be Jobs Word verdeler

park Referenties Overons v Offerte aanvragen ‘ '




5. GROWTH
OPTIMIZATION



rarget [ IR T [ csowr ]

C-level or operational ) ) ) Showing intent to act, Active clients with
Process leaders unaware of Exploring pain points engaging with content opportunity for
solution and sales touchpoints expansion

Growth
Funnel
On- and offline Leaving details and Last-mile marketing to Nurturing and
marketing to audiences showing interest convince SQLs onboarding customers
Channel +  Account-based «  Conversion landingpages  +  Lead scoring «  E-mail marketing
Strategy marketing + Gatedcontent&leadgen  +  Lead nurtering & e-mail »  Onboarding & upsell
«  Media partnerships +  SEO&SEA +  Personalization & CRO +  Community building
+  Paid advertising +  Content strategy +  Sales-intent retargeting +  Referral & loyalty journeys

«  Native advertising



o1WI0ld

You need a dedicated, proven process
to capitalize growth opportunities.

Siopj AU
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The Testing Process

Let results guide you.

' -
IDEATE ON

HOW TO REACH
THE GOAL

DID YOU

MOVE

THE NEEDLE?

WITHOUT DATA: WITH DATA:
GUESS FIND
COMMONALITY
MEASURE
RESULTS
DESIGN
EXPERIMENT ‘ HYPOTHESIS

L



Build an ecosystem

Awareness Acquisition

Capturing attention of the Conversion driven / traffic driven
target audience where they are approach through A/B testing on
spending their time. multi-platforms.

Paid

Owned

Shared

Earned

Activation

Audience learnings on website usage,
website visitor segmentation &

behaviour.

Sales/Leads

« I



Plot the timeline of your business

How will you plan around your bigger campaigns? Quick example:

month 1 month 2 month 3 month 4 month 5 month 6
Wave 1 Wave 2




Your brand also shows in your content
strategy. As part of inbound marketln%, 'xour
communication reflects your brand DNA.




Desigh experiments alighed to your brand®*.
Make them visually strong, and in line with
your communication strategy.

* Sometimes, tests are done off-brand to not jeopardise company
reputation in higher risk businesses such as financial institutions.
Make sure your experiments face the same challenges as your

brand.



Brand Identity Framework

Map the essence of your brand.




Brand Matrix

How do you position
in the market? Ex; insurance

Exclusive

Traditional Modern

rance compqnies

Accessible



LET’S WRAP UP

&



ANY QUESTIONS?
4o







