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DIGITAL MARKET STRATEGY AND IMPLEMENTATION PLAN



Framework, Process, Resources, and Implementation Plan



PROJECT CONCEPT Hypothesis



abcxyz.com is performing sub-optimally



Validation needed (internal/external data)



Set goals



Done



Develop action plan



Focus of this effort



Implementation



Review progress and respond



Do in June 2016



FOCUS IS ON DIGITAL MARKETING STRATEGY BUT IT SHOULD ALIGN WITH OTHER ELEMENTS 1



Corporate Strategy



2



Marketing Strategy



2A



2B



Digital Media Strategy



2C



Public Relations



2A(ii)



2A(i) Social Media



2D



Direct Marketing



2A(iii) Mobile Presence



2A(iv) Content Marketing



2E



2A(v) Company Image



Marketing Collateral



Advertising



2A(vi) SEO/SEM



Email Marketing



2A(i) Social Media



SITUATION ASSESSMENT: SOCIAL MEDIA



Engagement



Presence



Platform



Status*



Comments



LinkedIn (2291 followers)



18%



Initially increase employee and member engagement followed by targeting influencers, clients, business partners, etc.



Twitter (388 followers)



3%



Initially increase employee and member engagement followed by targeting influencers, clients, business partners, etc.



Facebook (592 likes)



5%



Review if needed. May not be an ideal platform for B2B.



Youtube (26 subscribers)



LinkedIn






Minimal



Review if needed. Most likely yes. Will require creation of professional video content (thought pieces, interviews, case studies, etc.), promotion on social media, and active program to solicit content. Promote posts to increase engagement.



Twitter



Negligible



Create Twitter appropriate content (e.g. tied to current events) and promote posts.



Facebook



Negligible



If it is to continue, create Facebook-appropriate content, (e.g. human stories) and promote posts.



Youtube



None



Promote Youtube videos to target audience by using Google AdWords.



* Based on 12,400 expert members and an estimated 750 employees



2A(ii) Mobile Presence



SITUATION ASSESSMENT: MOBILE PRESENCE Attribute Mobile presence



Status 1. 2. 3.



Failed Google’s mobile friendly test on all measures Desktop version loads on mobile devices – nearly impossible to surf Competitor websites are mobile friendly



Comments 1.



2.



3.



Mobile traffic now exceeds desktop traffic. In other words, not having a mobile version of the website is no longer an option. Actually, this should be a high priority item. Mobile-unfriendly websites are downgraded by Google and other search engines by categorizing them as obsolete. Accordingly, they do not show up on searches or are pushed lower in search results. Most mobile surfers abandon the website if it does not have a mobile version.



2A(iii) Content Marketing



SITUATION ASSESSMENT: CONTENT MARKETING Attribute Blog



Status 1. 2. 3. 4. 5.



White papers



1.



Comments



Infrequently published (just 9 posts during last two years) Engagement appears to be minimal (no comments founds during last two years) Weak link profile (links from other influential blogs/websites that drive traffic and create awareness) Minimal search engine traffic Excellent content but is not getting exposure and traction



1. 2.



Case studies found



1.



3. 4.



Need a new blogging strategy Blogging resources (internally created, outsourced, or some combination) Process needed from idea generation to blog post promotion Separate and parallel effort needed to bring traffic from search engines, advertising, etc.



Maybe converted into a white paper format and showcased on blog and shared through email campaigns



2A(iv) Company Image



SITUATION ASSESSMENT: COMPANY IMAGE Attributes



Status



Comments



Branding



•



Does the current brand represent the company in what is increasingly becoming a crowded space?



•



Must be reviewed at the management level to determine digital marketing initiatives.



Logo



•



Time to rethink logo?



•



Isn’t ABCXYZ more than just the products listed currently?



Website design



• •



Usability analysis and review Appearance maybe somewhat dated Compared to competitors (e.g. A, B. C, etc.) and clients (X, Y, Z, etc.)



•



Bring the website up to the standards of competitors and clients Latest color schemes are more vibrant as the web has become increasingly more visual



•



•



2A(v)



SITUATION ASSESSMENT: SEARCH ENGINE OPTIMIZATION AND MARKETING



SEO/SEM



Metric Search engine optimization



Status 1. 2.



3.



Search engine marketing



1.



Comments



For these keywords – A, B. C. D. E – ABCXYZ.com is not listed on the first five pages of Google 92% of the traffic comes from just one keyword: ABCXYZ (implies that only those who know the company are searching for it to avoid typing the complete website address) Just a handful of influential websites (WSJ, HBR, Forbes, Wired, etc.) link to the website



1.



3.



Need to align branding, services focus, and coding of the website Need a comprehensive program to build an impressive link profile Need coordination and joint efforts with company’s PR team to get online media mentions and links pointing to home page and/or blog



Is there any advertising?



1. 2.



If yes, needs review. If not, evaluate if needed.



2.



2A(vi) Email Marketing



SITUATION ASSESSMENT: EMAIL MARKETING Attribute Email marketing



Status 1.



Is there an email list separated by experts and clients?



Comment 1. 2. 3.



If not, a program must be launched to build an email list. Develop email marketing strategy. Process for email campaigns.



WORK PLAN Category



Item



Content marketing



Company image



Search engines Email marketing



Responsibility



Presence



1. Review strategies for LinkedIn, Twitter, Facebook and YouTube 2. Implement necessary steps to grow presence



JD/ABCXYZ staff with access to social media accounts



Engagement



1. Educate team through best practices



JD



Mobile friendly



1. Present options to management about going mobile 2. Make website mobile ready



JD/ABCXYZ staff/outside vendor(s)



Blog



1. New blogging strategy 2. Identification and assignment of responsibilities 3. Blog post marketing



JD/ABCXYZ staff



White papers



1. Identification and assignment of responsibilities



JD/ABCXYZ staff



Branding



1. Review and present options for rebranding



JD



Logo



1. Review and present options on logo redesign



JD/outside vendor



Website design



1. Make design such that it has less text, more imagery, and appears contemporary



JD/ABCXYZ staff/outside vendor(s)



SEO



1. Incorporate elements of SEO (e.g. link building)



JD/outside vendor(s)



SEM



1. Review if search engine marketing needed



JD



1. Review if it exists and explore options



JD



Social media



Mobile presence



Steps



Comments Opting for stronger YouTube presence will require resources



May need to be coordinated with website redesign, if that is agreed upon



Ensure mobile friendliness



PROPOSED APPROACH, METHODOLOGY, AND DELIVERABLES 1



2



Strategy and Action Plan Development • Review strategic goals for the company • Analyze what types of marketing initiatives will be needed to achieve those goals • Identify online marketing initiatives • Develop high-level online marketing strategy and action plan



3



Implementation



• Identify company executives and outside vendors who have the skill set to execute elements of the plan • Directly implement and/or supervise implementation of the plan by the client team and vendors



Transition



• Guide client team on buzz creation for company services • Provide training and guidance on becoming independent



Process • Collaborative effort with company leadership team



• One-on-one interaction with client team members and vendors



1 month



1 month



• One-on-one interaction with client team members 1 month



Deliverables  Online marketing strategy and action plan  Updated website, blog, and social media presence  Comprehensive program in place that includes content marketing, SEO/SEM, and mobile functionality



About xInvest consultants xInvest Consultants is a consulting firm providing quantitative and strategic advice to business executives. We provide market insights based on extensive research on a broad range of industries and market segments.



Our focus is on collection of data from multiple sources which is then analyzed by our team of experts who have backgrounds in economic analysis and management consulting to develop insightful conclusions and recommendations. We take pride in being able to transform data into decision-making inputs with complete objectivity. We invite you to visit our website at www.xinvest.us to learn more.



TEAM PROFILE Jay Dwivedi, President He is an experienced market researcher and business consultant who specializes in helping companies find strategic pathways to growth by analyzing market trends and drivers, competitive landscape, customer needs, and value proposition. He can then recommend growth options through new product development, repositioning of existing products, acquisitions of product lines or businesses, or licensing of technologies to develop a solution. Using this methodology, he can identify the size of the opportunity and develop a comprehensive strategic plan that can be used as a framework for implementation. He can also work directly with the team to make sure that the plan is successfully implemented. Jay has over 25 years of global consulting experience. He has earned two masters degrees in business and engineering.



Loren Chinchilla, Director of Research Loren has over 20 years of experience in research and analysis. She is an engineer by training and received her MBA in 1997.



Contact information



Jay Dwivedi, President [email protected] Tel (USA) 1-508-377-4110 www.xinvest.us
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