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•  First	ascertain	your	primary	objec?ve	

•  Using	segmenta?on	understand	the	online	behaviour	of	consumers	and	prospects		

•  Using	targe?ng	selec?on	promo?onal	mix	(channels)	

•  Using	PESTLE,	PORTERS,	SWOT	etc	understand	compe?tors	and	industry	

•  Use	5’s	to	create	KPIs	

•  Use	appropriate	TACTICS	and	TOOLS	(promo?onal	mix)	to	achieve	KPI’s	
•  Online	adver?sing	for	awareness	
•  Online	Events,	UGC,	PR,	Bloggers,	Influencers	and	Interac?ve	website	for	ENGAGEMENT	and	

RETENTION		
	



Measuring METRICS against KPIs
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•  Create	the	right	KPIs	(targets,	goals)	

•  Measure	performance	of	the	different	tools	and	tac?cs	(according	to	KPIs)	

	



Let’s talk about costs



Costs
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•  TV	Advert	(UK	Na?onal)	
•  Breakfast	-	£3,000	–	300K		
•  Evening	-	£30,000	–	3M	

•  Video	Produc?on	
•  Corporate	Video	-	£5k	-	£50k+	
•  TV	Ad	-	£50k	-	£250k	

•  Social	Ads	(Including	Video)	
•  Immpressions	–	as	above	
•  ‘Clicks’	-	£3,000	–	3k	–	30k	clicks	

•  PPC	Ads	
•  ‘Clicks’	-	£3,000	– 500	–	3k	clicks	

•  Tube	
•  150k	impressions	(daily)	-	£60k	per	site	/	per	2-weeks	



Costs
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•  Magazine	
•  Inside	front	cover	of	cosmopolitan	-	£100k++	
•  Local	magazine	-	£500	-	£5k	

•  Influencer	
•  Micro	–	£50	-	£250	per	post	
•  Celebrity	‘appearance’	-	£1,500	-	£50k	per	day+	

•  Website	
•  £10k	-	£250k+	

•  Mobile	App	
•  £20k	–	£250k+	



Key Elements of Strategy



Grow the Business from £1m to at least £2m in 1-year by growing the 
number of new customers and average sales per customer per year 

ellio%king.com	

STRATEGIC OBJECTIVE 



•  Launch the business 

•  Increase the rate of growth of new customers 

•  Grow average number of sales per customer 

•  Think about the 5 S’s in this context 

5 S’S AND TACTICAL KPI’S 
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SALES AND MARKETING OBJECTIVES 

Dec	2018	

20	new	
customers	per	

day	

3	purchases	per	
customer	per	

year	

Create	an	export	
market	

April	2018	
15	new	

customers	per	
day	

2	purchases	per	
customer	per	

year	

Hire	a	sales	and	
marke?ng	
assistant		

Current	
10	new	customers	per	day	 1.5	purchases	per	customer	

per	year	



DEFINE YOUR MARKETING STRATEGY 

Messages	by	
Customer-

Product	Mix	

Customer-
Product-

Message	Mix	

Decide	how	
you	will	

define	your	
messaging	in	
the	context	

of	customers,	
products,	

combina?on		

Customer-
Product	Mix	

Group	
Products	

Product	

Group	
Customers	

Customer	
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‘Swimsen?als	that	are	anything	bu%’	 
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“WEAR SANDY CHEEKS” SWIMWEAR 

Fast	Fashionistas	

Locally	made	
products	

Look	great	on	
Social	Media	

Real	Adventurous	
Women	

Locally	made	
products	

Look	great	on	
weekends	away	
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DEVELOPING YOUR FUNNEL STRATEGY 

Tac?cs,	Tools	and	
Messages	

Funnel	Strategy	

What	are	we	
saying	at	each	

stage?	

Funnel	Messages	

What	tools	will	
work?	

Funnel	Tools	

What	are	the	
sales	and	

marke?ng	tac?cs	
you	will	use	to	

move	customers	
through	the	

funnel?	

Funnel	Tac?cs	

Messages	by	
Customer-

Product	Mix	

Customer-Product-
Message	Mix	
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Acquisi?on	

•  Instagram	engagement	
• Brand	ambassador	/	influencers	
•  See	our	inspira,onal	ideas	

Conversion	

•  Facebook	page	holds	product	/	prices	
•  Facebook	messenger	
• Ask	us	your	ques,on	

Reten?on	

• Personal	customer	service	
•  Facebook	
• We	are	here	to	help	

FUNNEL STRATEGY 
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DEVELOPING CONTENT TOPICS 

What	are	the	
Content	Topics	
we	should	use?	

Content	Topics	

Tac?cs,	Tools	and	
Messages	

Funnel	Strategy	

Messages	by	
Customer-

Product	Mix	

Customer-Product-
Message	Mix	
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CONTENT TOPICS 
CUSTOMER/	
PRODUCT	GRP	

KEY	MESSAGE	 Acquisi6on	Topics	 Conversion	Topics	 Reten6on	Topics	

Fast	Fashionista	 Look	fresh	all	the	?me	
	

Keep	your	look	fresh	and	new!	 Fresh	ideas	for	looking	great	 1-to-1	chat	

Adventure	Seeker	 Enjoy	the	weekends	
	

Look	great	on	the	beach!	 Fresh	ideas	for	looking	great	
	

1-to-1	chat	

ALL	 Local	Products	 Connect	with	us	on	Facebook	
	

Speak	with	us	on	Facebook	
	

Speak	with	us	
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A Marke4ng Dashboard



Vision 

Goals 

KPIs 

Metrics and measures 

START FROM THE TOP 



RE-STATE THE OBJECTIVE 
Core	Objec6ve:	
Maximise	sales	enquiries	from	digital	channels.	
	
Project	Objec6ve:	
Manage	digital	adver?sing,	SEO	and	website	support.		Maximise	return	from	the	adver?sing	budget	through	
effec?ve	media	planning	and	media	buying.	
	
KPI's:	
Measure	the	monthly	sales	enquiries*	(es?mate	figures)	
Measure	the	number	of	monthly	website	visitors	
Measure	a	quality	score	of	monthly	website	visitors	(pageviews)	
	
Resources:	
5-days	internal	employee	per	month	
5-days	agency	per	month	
£5,000	per	month	ad	budget	



RE-STATE THE STRATEGY 
Strategy:	
	
Reach	new	target	audiences	by	manufacturer	brand	searches	
Reach	new	target	audiences	by	loca?on	searches	
Drive	visitors	from	landing	pages	through	contact	to	convert	to	sales	enquiries	
Increase	brand	awareness	and	engagement	by	driving	app	downloads	and	engaging	customers	with	email	
campaigns	
	



WEBSITE VISITORS VS CONVERSIONS 



VISUALISE THE FUNNEL 



FOCUS ON THE CORE OBJECTIVE 



WATCH THE SPEND 



THE DASHBOARD 



Financial Modelling 
Approach



.king fashion - About

ellio%king.com	

•  Product	
•  Dresses	
•  Accessories	

•  Revenue	
•  £1m	py	
•  Net	Profit	£100k	
•  Customers	=	10,000	

•  Sales	Channels	
•  Online	Direct	UK/Int	
•  Partner	Outlets	in	UK/Int	

•  Offline	
•  Online	

•  Distribu?on	
•  Outsoucred	manufacture	in	Malaysia	
•  Owned	warehouse	in	West	London	



Financial Modelling
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• Analyse	and	Report	
•  Past	and	Current	Financial	Performance	

•  Forecas?ng	
•  Project	(from	current	posi?on)	forward	

•  Strategy	
•  Strategic	objec?ves	provide	context	
•  Turn	objec?ves	into	KPIs	



“Ellio) King”
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•  Number	of	customers	=	10,000	

•  UK	vs	Interna?onal?	
•  Customers	

•  Av	Annual	Value	
•  Av	Annual	Profit	
•  Av	LTV	

•  Revenue	
•  Profit	

•  Online	vs	Offline?	
•  Customers	

•  Av	Annual	Value	
•  Av	Annual	Profit	
•  Av	LTV	

•  Revenue	
•  Profit	

•  Direct	vs	Partner	
•  …	



.king fashion - Analysis
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•  £500k	from	resellers	
•  Profit	=	100k	(20%)	
•  £200k	from	oveseas	(mainly	middle	east)	
•  £250k	from	UK	outlets	in	Harrods/Harvey	Nics	
•  Online	resellers	UK	(5)	circa	£50k		
•  Customer	data	unknown	

•  £500k	from	direct	online	
•  Profit	=	£200k	(40%)	
•  Customers	-	5000	
•  Average	annual	value	-	£100	
•  Average	LTV	=	£300	per	new	customer	over	3-Years	(and	rising	at	20%	yoy)	



.king fashion - Strategy
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•  Investment	of	£250k	in	growth	
•  Grow	Revenue	rr	by	100%	in	1-year	
•  Grow	average	profit	margin	from	10%	to	20%	rr	in	1-year	

• Open	a	UK	shop	–	£200k	
•  Engage	more	new	UK	customers	

•  Follow	up	with	digital	(in-store	sign	up)	
•  Engage	more	new	MiddleEast	customers	(directly)	

•  Follow	up	with	digital	(in-store	sign	up)	

• Digital	Ads	for	new	customers	and	follow	up	-	£50k	



“Ellio) King”
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• UK	Shop	
•  100	‘serious’	customers	per	day	–	20,000+	visits	per	year	
•  5,000	customers	(25%)	
•  £500k	direct	

•  £500k	sales	from	online	in	the	following	year	and	year	aqer	(LTV	=	3	years)	

•  Y1	RR	=	£500k	
•  Y2	RR	=	£1M	(£500K	from	new	customers	via	shop	+	LTV	via	digital	follow	up)		



GOOGLE 
ANALYTICS 



GOOGLE ANALYTICS 



INTRO TO GA 

•  What we can learn 

•  Which reports we should use 

•  What we can do with the 
information 

… 



HOW TO USE GA 

Action 

Measure 

Insight 



A, B, C ‘S OF GA 

Acquisition 

Behaviour 

Conversion 



ACQUISITION 



ACQUISITION - CHANNELS 



ACQUISITION - REFERRALS 



ACQUISITION - SEARCH 



ACQUISITION OUTPUT 

•  Learn which sources are important  

•  Find opportunities 

•  Develop your SEO strategy 

•  Allocate advertising / focus / budgets 
… 



BEHAVIOUR 



BEHAVIOUR REPORTS 



PAGE ANALYSIS 



BEHAVIOUR - EXIT PAGES 



BEHAVIOUR OUTPUT 

•  Learn what visitors are interested in on your site 

•  Learn top see where visitors enter your site 

•  Learn where they exit  

•  Develop appropriate insights and action 



(GOAL) CONVERSIONS 



GA GOAL TYPES 



GA GOAL TYPES 



CONVERSION OUTPUT 

•  Learn which channels and content is driving goal conversions 

•  Measure activity 

•  Develop insights 

•  Take action 



ATTRIBUTION 



CONSIDER THE CONVERSION PATH … 

First Touch 
•  Adwords 

•  CONVERT(10) 
•  Facebook 

•  CONVERT (10) 

Second Touch 
•  Remarketing 

•  CONVERT (50) 

Third Touch  
• Organic / 

Adwords Search 
•  Direct 



TYPES OF ATTRIBUTION 

LAST 
INTERACTION 

Last touch point receives 100% of the credit 
Good for websites where there is immediate transaction and no 
consideration phase 

LAST NON-
DIRECT CLICK 

The click before the last touch point receives 100% of the credit 
This is Google’s default and they advise using it as a benchmark for the 
other models 

LAST 
ADWORDS 

CLICK 

The last AdWords click receives 100% of the credit 
For identifying the AdWords ads that receive the most conversions 
 

FIRST 
INTERACTION 

The first touch point receives 100% of the credit 
If you are running ads or campaigns to create awareness. Good for PR 
and brand activities. 



TYPES OF ATTRIBUTION 

LINEAR 
Each touch point in the conversion path receives equal credit 
Ideal for campaigns that are focused on relationships. Good for service 
based businesses 

TIME DECAY 
The touch points closest to conversion receives the most credit 
Use for sales cycles with short consideration cycles. If you are running 
promotions then this will be a useful. 

POSITIONED 
BASED 

The first and last touch points receive 40% of the credit each and the 
remaining 20% is spread in the middle 
For understanding what first and last touch points are creating 
awareness and closing completions.  



ACTIVITY – COMPARING ATTRIBUTION MODELS 



Chatbots



Chat Bots
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h%ps://www.youtube.com/watch?v=bb7OJnNsVeg		



Chat Bots
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Chat Bots

ellio%king.com	

A chatbot is a service powered by rules, 
and sometimes artificial intelligence, that 
you interact with via a chat interface. The 
service could be any number of things, 
ranging from functional to fun, and it 
could live in any major chat product 
(Facebook Messenger, Whatsapp, etc.).	



Chat Bots
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Chat Bots
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•  As soon as someone engages with your chatbot, you 
have the ability to push messages to them within 
Facebook Messenger with very few limitations. 

•  You can use input from users to dynamically segment 
them into groups and serve different content to them. 

•  You can set up automation workflows in the same way 
that you would via email marketing automation. 	
	



Chat Bots
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•  Click-through rates and general engagement is very high at 
this stage. You're more likely to get engagement within 
Messenger than from within your Facebook page because the 
communication is 1:1 and you're not competing with others in 
the newsfeed. 

•  Facebook has opened up the ability to 
run ads directly to Messenger. This means that anyone that 
engages with your ad can now be followed up with directly 
within Messenger (this is incredibly exciting). 

	
	



Build Your Own Chatbot



ChaSuel
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The basic way that Chatfuel works is by linking "blocks" to 
"AI Rules". The best way to explain this is in the same 
context of email automation. Think of the "blocks" as 
individual emails, and the "AI Rules" as your automation 
rules (i.e., if a user does x, send them y). 
Each interaction that you plan to make with the user should 
be built out in an individual block. Based on the user's input, 
they will receive different blocks afterwards. 



Blocks

ellio%king.com	



AI
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Grow a Marke4ng Funnel



Newsle)er Sign Up

ellio%king.com	

Overview:	direct	people	through	to	your	chatbot	in	order	to	get	a	
discount	on	your	product(s).	From	here	you	can	then	show	them	extra	
product	recommenda?ons,	get	them	to	checkout	directly	within	
Messenger	or	follow	up	with	them	to	get	product	reviews.	
	
How:	this	involves	crea?ng	a	basic	content	block	within	Chauuel	that	
has	a	discount	code	within	it.	Instead	of	giving	all	users	of	the	bot	the	
same	experience,	you	can	direct	them	through	to	specific	parts	of	the	
conversa?on	(or	'blocks').	Using	the	direct	link	to	your	content	block,	
you'll	be	able	to	create	CTAs	on	your	website	that	direct	people	
straight	into	Messenger	to	get	a	discount	code	
 



Discount Codes
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Overview: enable users to opt-in to receive content from 
you directly within Messenger. You can let the user set the 
frequency at which they want to receive content and even 
have them specify the specific type of content that they'd 
like to receive. 
 
How: this is a relatively simple flow to manage, and it could 
be one part of a much larger bot if you prefer. All you'll need 
to do is set up the initial flow within Chatfuel to ask the user 
if they'd like to subscribe to receive content, and if so, how 
frequently they would like to be updated. Then you can 
store their answer as a variable that you use for automation. 



Content Marke4ng
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Overview: instead of focusing your content upgrades around 
growing your email list, shift this focus towards getting people to 
begin conversations with you in Messenger. This gives you the 
opportunity to engage with your users directly upon the point of 
conversion and get more out of them long-term. 
 
How: instead of sending your website visitors to a landing page 
where they need to fill out a long and intrusive form, send them 
directly to Messenger to grab their content. Like with the 
discount option, you can directly link to a content block within 
Chatfuel in order to serve up the correct content. 



SeWng Mee4ngs
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Overview:	arrange	mee?ngs	with	poten?al	customers	directly	from	
within	Messenger	to	nurture	sales	prospects	faster	and	avoid	drop-offs	
in	communica?on.	
	
How:	instead	of	asking	someone	to	fill	out	a	form	on	your	website	to	
be	contacted	by	your	sales	team,	you	direct	them	straight	into	
Messenger,	where	you	can	ask	them	some	of	their	contact	details	and	
any	qualifica?on	ques?ons	(for	example,	"How	many	employees	does	
your	company	have?").	Depending	on	what	they	respond	with	you	
could	ask	if	they'd	like	to	arrange	a	mee?ng	with	a	salesperson	right	
there	and	then.	
 



Examples



Video

ellio%king.com	

h%ps://youtu.be/0Xx-0dF5oNM		
 
 



Examples
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Sephora	
	
Swelly	
	
Epytom	



Let’s Play



 
 
 
 
 
 
 
 
 

 
Design a Chatbot to Market an Event
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