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What is Digital Strategy?
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Strategy Framework
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&
ATTENTION .
® - ~Generation Channels:
%)
. INTEREST REQ
Paid Search
\ DESIRE

Email

< e

Loyalty
Building

Social Media Ads

Social Media Posting

Display Advertising

‘ Loyal Customers

JEFF LARSON
jeff_larson@byu.edu




#ProfCon20

Producing Customers
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Creating Customer Loyalty

Loyalty communication
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Marketing Efforts
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Resource Allocation
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Cost Efficiency

Customer Exposure
Concentration Effectiveness
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Think:
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Cost Efficiency

Channel Cost per Exposure

Email Low

Search engine optimization  Varies

Paid search advertising Medium to High
Social media advertising Medium to High
Social media posting Varies
Display advertising Low
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Customer Concentration

Medium to High

Medium to High

High

High

Medium

Medium to High
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Exposure Effectiveness
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Optimizing Spend
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Channel Returns by Channel Investment
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Optimization Obstacles

Channel Returns by Channel Investment

w— SEO
e E mail
Paid Search
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Investment Level

Marginal Return on Investment
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Limited investment levels
Changing returns
Measurement difficulty
Cross-channel interactions
Attribution inaccuracies

Marketing strategy implementation
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Digital Marketing Tactics

-Conversion rate optimization
‘Mobile application

-Affiliate Marketing
‘Influencer Campaigns
-Direct Messaging
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Applying the Framework

-Prioritize marketing efforts
Allocate resources across
channels

‘Monitor and adjust
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Demand
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Marketing Effort Priority
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Resource Allocation
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Resource Allocation - Harvesting

Channel Expected Returns Timeframe Resource Intensity Allocation
SEO

Paid Search

Email

Social Media Ads

Social Media
Posting

Display Advertising
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Resource Allocation - Harvesting

Channel

SEO

Paid Search
Email

Social Media Ads

Social Media
Posting

Display Advertising
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Expected Returns
Medium-high
Medium-high

Low

Medium-high

Low-medium

Medium

Timeframe Resource Intensity
Long delay High

Immediate Low

Medium Medium-High
Immediate Low

Medium Medium

Immediate-medium Low
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Allocation

Low, but positive
Medium

Low

High

Low

Medium
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Resource Allocation - Loyalty Building

Channel Expected Returns Timeframe Resource Intensity Allocation
SEO Low Long delay High Low
Paid Search Low Immediate Low Low
Email High Immediate Medium- High
high
Social Media Ads Low-medium Immediate Low Low
Social Media Medium Medium Medium Medium
Posting
Display Advertising Low-medium Immediate Low Low
JEFF LARSON
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Monitoring

Demand
Generation

Demand
Harvesting

Loyalty
Building
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[ Digital Marketing

Channels:
SEO

Paid Search

Email

Social Media Ads

Social Media Posting

Display Advertising
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Metrics Monitoring

Channel Metric #1 Metric #2 Metric #3 Up/Down
Indicator

SEO

Paid Search

Email

Social Media Ads

Social Media
Posting

Display Advertising
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Metrics Monitoring

Channel Metric #1 Metric #2

SEO Sessions Conversions

Paid Search ROAS Conversion rate

Email Sessions Conversions

Social Media Ads ROAS Conversion rate

Social Media Sessions Conversions

Posting

Display Advertising ROAS Conversion rate
JEFF LARSON
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Metric #3

First page keywords
Sales

CTR

Sales

Engagement Rate

Sales
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Up/Down
Indicator

Domain authority
Marginal ROAS
Marginal CTR

Marginal ROAS

Views per post
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Example: K7 Analytics

.. Domo Announces New Snowflake Partnership to Help Customers Drive More Business Value from Data,

Learn more »

Connect & Transform Visualize & Analyze Build Apps & Extend
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Resource Allocation
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Demand Digital Marketing
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