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Answering your questions

Feel free to submit questions during the
session using the GoToWebinar
Questions box

Debbie will ask all your questions in a
Q&A session at the end of the webinar

Click lvouah
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‘elcome aboard! We'll be starting the webinar
shortly.
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Getting your feedback

At the end, you'll see a short feedback

survey

Please fill this in - it tells us what you

think and improves these webinars

Click lvouah
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SURVEY PREVIEW

Starl survey
HI. Id really appreclate your honest feedback on today’s webinar. Don't worry = youw can tell me e It is.

1. Fursl, can you tell me which organisaton you work for

2. Doy Tid thiis woabansst irsafd

Yars, | found A usolul
Bo, | da3n't feed o ugalul

3 1 you did find it usefal, which part did you find MOST uselul?




Agenda

About the speakers
The challenge ahead
An integrated approach to improve media
effectiveness

The Digital Performance Accelerator
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Introducing your speakers

ClickThrough

Digital. Accelerated.

e o a
Chris Roberts - st

Managing Director at ClickThrough Marketing
Talks about #agencylife, #peopleculture, and #growthmarketing
Lichfield, England, United Kingdom - Contact info

ClickThrough Marketing
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Dave Chaffey {: Smart Insights
Co-founder Smart Insights // Digital strategist since 1997 //
Author, Consultant, Keynote speaker and Trainer

CI k Talks about #contentmarketing, #digitalanalytics, #digitalmarketing,
Ic #marketingautomation, and #digitalmarketingstrategy
Digital. Accelerated. Greater Derby Area - Contact info

25,448 followers - 500+ connections




Since 2004. ndependent,
Tier 1 Partner.

We are ranked by
Google as one of the
top 10 independent

agencies in the UK
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A holistic, integrated approach is most effective

REACH ACT CONVERT ENGAGE

I Paid media

"] Owned media

. Earned media
Experience

BOFU - landing page

MOFU - landing page |

Personalisation |

Home page
Product page

TOFU - landing page

M.

Prospect -
database contact

‘Lead nurture +
. engaging
. othersin
___buying unit

Customer interactions and value
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Lapsed
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Demand generation : Repeat customer
and purchase intent | and advocate
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The many opportunities from digital media

Figure 1.11 Six categories of digital media channels or communications tools showing
their relationship to paid, owned and earned media
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Digital media
channels

Paid media

1. Search marketing

Pay-per-click (PPC) J

Owned media

[Organic search {SEO)]

2. Social media marketing

3. Digital advertising

4. Digital PR

6. Digital messaging

Programmatic display]

[
[ Paid social ]
[
[

Online advertorial ]

[Publisher emailfpushJ

[ Organic social ]

| Native advertising |

[ Guest blogging ]

[ In-house email/push J
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Backlinks

Earned mentions

Influencer outreach

[ Partner emails J
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Q1. What are the latest trends In

consumer demand?




Consumer confidence is at an all-time low
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e, Source: hitps://data.oecd. org/leadind/consumer-confidence-index-cci.htm



As rising interest rates reduce disposable incomes

Official interest
rates

Adjusted for
affordability
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Mortgage repayment burdens rise

MORTGAGE REPAYMENT BURDEN ~  source: uitplace/moneyfacts |

At 6% mortgage
rates
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..and inflation outpaces wage growth
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Causing a change in spending habits

Buying cheaper products or seeking out more
coupons/discounts

Buying fewer non-essential items (clothing, etc)

Dining out less

Traveling less

Going out less- to concerts, sporting events, etc

Click

Digital. Accelerated.
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As people worry about the cost of living
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This is being
digital mar



Search interest in sofas is down
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..much like new and used cars

100
90
8
7!

6

"
=
:f'
&
L=
=

50
40 PR

30

R T < B R o o e e B o o L s B o A & R G - - S SR S L
S I A St o AR LA AT S ST s (o Rl P Py Pt P (S (A A A A 2 W
P O ST \"19 \'LO \'19 \’LU '1,0 ’LO \'bo \’LO \"bc' \'1,0 q’l\'bg D:ﬁf b\’i?(b’?/ 0‘19 ql\’ba Q,D \‘1/0 'LQ
D \.\’0 \{lr Qv \Ob‘ Ob O‘b \,\_0 \,\‘} \O \Q fe) \Q \\, \N \O'T/
& Mgy S

\
> & Q'»\ 0»‘ & & & & & & S

—new cars -———used cars

Chick "vouah

Digital. Accelerated.

Source: Google Trends 2017-2022



But luxury brands are seeing growth
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..as are ‘affordable’ brands

Affordable brands

Mid-luxury brands

+21.2% -35.1%

Impressions YoY

Impressions YoY
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Black Friday and peak will be interesting..

“vonoat I rronr B ruespnt
NOV NOV  NOV

ENGLAND | | ENGLAND ENGLAND
VS VS VS
IRAN USA WALES

1PM 7PM 7PM
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Q2. What are the changing patterns

in media investment?




As interest drops,those
brands in-market fight
harder for each
customer



Leading to CPCs increasing across all markets

Avg CPC Avg CPC Avg CPC

+28.9% +82.8% +23.77%

£0.32 - £0.11 £0.23 — £0.48 £0.21 — £0.26

Avg CPC Avg CPC Avg CPC

+2.55% +0.01% +35.1%

£0.60 — £0.62 €0.34 — €0.37 €0.20 — €0.26

Click
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Source: Google AdWords 2021-2022



In times of plenty we
can afford to be
wasteful - right now, we
can't



Q3. Do you use conversion-centric

forecasts to predict ROI?




Implementing a two-pronged approach

Optimal

Conversion-Centric Performance Fully Integrated

Chick

Digital. Accelerated.



With focus on CRO to drive performance

Revenue

£30,000 £0.60 60,000

£36,000

PPC .
Budget Traffic Revenue

£27,000 £0.50 54,000 2.5% 1,350

Chick "vouah
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£564,000

-6,000
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£20 2.0




Q4. How can we reduce

media spend wastage?




Ensure your ho
order and
strong fo



Align Paid and Organic on brand terms

wanw.chanel.coms ...
HAN Official Website: Fashion, Fragrance, Beauty ...

Nike. Just Do It. Nike GB
- > . o Enter the world of CHANEL and discover the latest in Fashion & Accessories, Eyewear,
INTRODUCING NIKE FORWARD. Made with an average of 75% less carbon when compared to Fragrance, Skincare & Makeup, Fine Jewellery & Watches

our traditional knit fleece. We call it Forward because that's where ...

https:/hwww.nike.com: .. :

Makeup
Men Discover the latest selection of makeup at CHANEL.com, from ...
Men's Clothing - New For Men - New Men's Shoes - Bestsellers

Handbags
Nike Sale The handbags creations of the latest Fashion collections on the ...

Capitalise on signature trainer & clothing styles with the Nike ...
Fashion

The latest fashion shows, ready-to-wear & accessories collections

Women
W

Explore the latest styles and innovations from Nike Women
Small Leather Goods

The small leather goods creations of the latest Fashion collections ..

Kids

Kids' Trainers & Shoes - Kids Clothing - Kids' Sale - Jordan - ... More results from chansl com »

More results from nike.com »

Chanel locations
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CHANEL Salford
Fragrance & Beauty n =0
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= Keyboard shortcuts  Map dats S2022 Google | Terms of Use
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Nike shoes in St Helens and Interview at Nike With a . A CHANEL
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20 hou 3 hours ago




Invest in technology and automate for efficiency

Click
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Think beyon
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the click

book a holiday

Ad - https:/iwww jet2holidays.com/ - 0800 408 6304 ~
Book A Holiday - Book Your Next Holiday Now - jet2holidays.com
Our Award-Winning Real Package Holidays™ Include Flights, 22kg Baggage, Transfers &

Hotel. At Jet2holidays, We're All About Great Value & Great Choice. Treat Yourself & Book
School Holiday Breaks - Free Child Places - 5* Travel Insurance - Package Holidays

Ad - https:/iwww firstchoice.co.uk/ =

Pay Monthly Holidays from £60pp | Direct Debit | FirstChoice.co.uk
Great Holidays Start With First Choice. Book Today. Pack Tomorrow! ATOL Protected.
Package Holiday Refund Guarantee. Book Your Holiday With Confidence.

Free Kids' Place Finder - Turkey Holiday Deals - Save £150 on Late Breaks

People also search for

holidays holiday packages

love holidays teletext holidays

bolida, L

:;%@ FIRST CHOICE ‘® Shortlist (0)  Travel Information
< Back to Sum
HOTEL DETAILS CUSTOMISE HOLIDAY CHECKOUT £649'729"
Total price £1299.44

Inc £112.82 Total Discount £50 Deposit

@ THE COST OF YOUR HOLIDAY HAS INCREASED

We're sorry to say the price for your holiday has gone up by £12.62. It's because this trip uses flights from a third party airline.
We receive the latest prices from the airline a few times each day but, the price might change when we come to request the
actual seats. Your new total is shown in the holiday summary.

PASSENGER DETAILS

S DISCOUNT CODE

e.g. PROMO100 APPLY

=2 REFUND CREDIT OR HOLIDAY VOUCHER



Q5. What are our options to

Improve conversion?




Focus on high impact pages

Start from the beginning, funnel more and more users

Find A Nursery

through to decision-making pages... then strike for optimal

impact!

Ensuring we focus on the primary conversion funnel is pivotal to Nursery Pages

success. Start by focusing higher up the funnel and push more users to

conversion-point

Form Pages

Click

Digital. Accelerated.



Test. Learn. lterate.

+50% uplift
Learning from tests and acting swiftly helps capitalise
on key learnings, allowing us to maximise conversion
A more agile, iterative approach to testing allows for
continual improvements and relevant optimisations +38.8% uplift
to be made while the iron's still hot
150% total uplift compared to control +925% upliﬁ

Click
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Data-led. User-centered.

Users are at the heart of your business - just as data s

at the heart of a high performing conversion strategy

By introducing usability testing this allows us to
further understand users, and understand if we are

making the right decisions and impact on them

Funnels &

Journeys

Click

Digital. Accelerated.

Analytics
Data

Usability
Testing

Visual
Intelligence




Before..

Which page would you find easiest to use when looking for a local nursery?

A PLACE OF

WONDE

FIND YOUR BRIGHT “‘?
HORIZONS ‘
NURSERY

Discover why our
R arents love us

Busy Bees Bright Horizons Kids Planet




.ahd after

Which page would you find eastest to use when looking for a local nursery?

FIND YOUR BRIGHT ‘?i
HORIZONS
NURSERY

Give your child the best
start in life and find a Busy
Bees nursery near you.

Find your nearest nursery

Busy Bees Bright Horizons Kids Planet



Leading to an uplift in performance

+47% +65%
searches bookings

Give your child the best
start in life and find a Busy
Bees nursery near you. S

Click
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Q6. How can we accelerate

performance from organic channels?




Organic as a whole for maximum performance

SEO CONTENT PR
Accessibility Relevance Authority

Data, Insights & Strategy

Click
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Fix your site foundations

Click

Digital. Accelerated.

Internal Linking

Site Structure

Page Speed




Create content for your customers

. . , _ Hub
Consideration Which one is best? R G

Pages

Hygiene
I want to buy Conversion-centric
Product Pages

Click
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.and be seen as an authority

What we do
We deliver fully integrated, conversion-centric
strategies proven to accelerate your online

Authority Site performance

To put it simply, we grow brands by driving the right traffic from the right audience and we smash conversion goals,

Authority Site

Conversion Rate Optimisation SEO and Content

rs in mind

FIND OUT MORE >

Click
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Align with Paid for strategic decisions

PPC / SEO

PPC Support - High Priority

Keyword

Mazximum coverage Better budget
across both channels L s i n alignment

PPC Support - Medium Priority
Keyword

Click
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Q7. How can you drive channel

integration and cost efficiency?




Implementing a two-pronged approach

Conversion-Centric Fully Integrated

Click

Digital. Accelerated.



6 problems with silo strategies

Customers don’t
engage with you
in silos

Clearer
Performance

Budget Wastage

Aligned
Strategies

Cost Efficiencies

Chick

Digital. Accelerated.



Omnichannel integration

Click

Create abuzz

Target consumers yet to
discover your brand and
acquire backlinks to
build awareness

Track performance

Monitor page and

product performance,

optimise budget

distribution and start
remarketing activity

Digital. Accelerated.

TECHNICAL, SEO, CRO,
PAID SOCIAL, PPC

PAID SOCIAL, DISPLAY,
DIGITAL PR

DISPLAY, PAID
SOCIAL, CRO

PPC,

Lay the foundations
Resolve technical
issues, conduct
keyword research and
identify target personas

Test and learn

CRO

SEO, PPC, PAID
SOCIAL

Share channel insights,
trial designs and
messaging

Drive urgency
Push FOMO messaging
and creatives



We know this works
The

Indexed performance

35

2.5

1.5

Chick
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Difference

s 58%
iﬁn uplift in first

nee 2years

0.5 ®

With The ClickThrough Difference
I ithout The ClickThrough Difference

Years



The ClickThrough Marketing

Digital Performance Accelerator
How can this support me?



Drive maximum growth at the lowest possible cost

> I

1. Reduce media spend 2. Optimise user journeys and 8. Accelerate performance from
waste in Paid channels improve conversion rates Organic channels

4. Drive cross-channel integration

and cost efficiency
Click

Digital. Accelerated.



Who is the Performance Accelerator for?

Click

For CMOs, Marketing & Digital
Leaders that want to:

Annually benchmark to identify gaps,

inefficiencies and missed opportunities

Assess scope for scaling growth or

driving more from less

Ensure their strategy is leading edge
and maintains competitive advantage

Upskill or inspire their internal team or
benchmark their agency to accelerate
innovation

Digital. Accelerated.

For high spending brands that are:

Experiencing unexplained drops in
performance in paid, organic or
conversion rates

Spending significant budgets across
Paid Search and Paid Social

Running their SEO, Paid and
Conversion in silos

Using existing agencies or in-house
teams to run their performance
marketing




What's next?

If you want to discuss how we can use an integrated strategy to grow your brand
and accelerate performance - or ask about another aspect of your digital marketing
plan - we're here to help.

After the webinar is over, my colleague Sonja Stewart will be in touch to share the
webinar recording with you.

Sonja can also schedule a call to talk about integrated marketing approaches if
this is something that your business is interested in.

If you can't wait, you can reach Sonja at sstewart@clickthrough-marketing.com

Click
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Our next webinar

Click

Digital. Accelerated.

ClickThrough

Digital. Accelerated.

How to hit your
Black Friday
goals with an

integrated
strategy

Tues 25th October
9:80am GMT
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