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What we do.

Digital Online Technology.

strategy. marketing.
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What we'’re going to
cover this afternoon.



What it means.

Wikipedia.

(Isn’t it always)

“A first principle is a
basic proposition or
assumption that cannot
be deduced from any
other proposition or
assumption”

Crafted.




What it really means.

The internet.

https://jamesclear.com/first-principles

“First principles thinking
Is the act of boiling a
process down to the
fundamental parts that
you know are true and
building up from there”

Crafted.



What we’re not going
to cover this afternoon.



First principles.
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First principles.




How it works.

Imagine you have three things:

A motorboat with a skier
behind it

* A military tank
* A bicycle



Break down into constituent parts.

 Motorboat: motor, the hull of a boat, and a pair of skis.
« Tank: metal treads, steel armour plates, and a gun.

* Bicycle: handlebars, wheels, gears, and a seat.



What can you create from these
individual parts?

* Motorboat: motor, the hull of a boat, and a pair of skis.
 Tank: metal treads, steel armor plates, and a gun.

* Bicycle: handlebars, wheels, gears, and a seat.




About you.



Few quick questions.




Let’s apply this to
digital marketing.



Product and consumers.
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A world of infinite choice.
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Modern Customer Journey
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Customer Journey: How to Drive ... The 5Phases ofthe Modern Customer Journey five key steps towards understanding ... Customer Journey Mapping ...
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b tripeiece CUSTOMER EXPERIENCE
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Customer Journey Map example, use t...
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Customer Journey Map - Dragon1
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Gaps in Your Ecommerce Customer Journey ...
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Don’t limit yourself.

The 5 Key Steps: Customer Joumey Mapging
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Why you need Customer Journey Mapping ...

robertacinus. it

CUSTOMER JOURNEY ROAD

wraest

sereon

Learn Customer Journey Mapping...in7 ...
medium.com

Customer Journey Mapping ...
instapage.com

Marketing Funnel vs. Customer Journey ...
kurve.co.uk
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Channel Grouping Path
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) [ Direct - [ Organic Search ]

) [ Organic Search [ Direct :-'2]]

Conversions

There is no funnel.

+ Conversion Value
2,561 (9.01%) US5176,564.45
1,480 (5.21%) USS61,851.90
1305 (4.59%) USS32.476.56
1,077 (3.79%) UsSS514,700.33
939 (3.20%) US526,235.72
890 (3.13%) USS543,527.43
852 (3.00%) USS10,080.48
636 (2.24%) LUSS8 89669
629 (2.21%) uss15,179.11
467 (1.64%) US518,140.54
Show rows: [ 10 - | Goto: |1_ 1-10of 4055 | £ >




A.l.D.A.

Rather than focus on individual
journeys, look at 30,000ft view.
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Rudyard Kipling

| keep six honest
serving men (they
taught me all | knew);
Their names are What
and Why and When
And How And Where
and Who




For first principles.

« Who are your customer(s)?

 Where do they first get exposed to your company?

 What do they see from you?

 When is their “point of need”?

 Why should they chose you?

* How do you convert them to a prospect or customer?

 How do you nurture them afterwards?






Professional Services Nursery furniture




Questions.



1) What is the most
important thing you
are trying to
accomplish?




1) What is the most
important thing you
are trying to
accomplish?

What else?




2) What is the primary
functional outcome
you are looking to
achieve?




2) What is the primary
functional outcome
you are looking to

achieve?
What else?




What we’ll cover.
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Audience.



Audience insights.

M (New Audience)
28 1K monthly active people €

Demographics Page Likes

Age and Gender

Location

People on Facebook

Activity

Household

Self-reported information from people in their Facebook Profiles. Information only available for people aged 18 and older.

B 75% Women
44% All Facebook

@ 25% Men
56% All Facebook

2%

A
18-24

4%

12%

25-34

13%

23%

35-44

17%

28%

45-54

24%

20%

55 - 64

21%

Purchase

15%

65+

21%

B (New Audience) People on Facebook
55K montnly acthve pecpie @
Demographics Page Likes Locatizn Activity Housahokd Purchaze

Age and Gender
Selfr2ported Informsson from peopie I thair Faocebaok Frofies. Informaton onfy avallable for peopla aged 18 and oiger.

. a5
o 26%
2%
-
= =ver i T R -

W 75% Women
44% All Facebook

W 25% Men
iyl .
" %
13%
%
21%
e 8%

Lifestyle
%m%’%ﬂ &%ﬁ%ﬁﬁuwﬁdﬁe behaviour, brand affiny and cther acthities. Source: Personicx

Relationship Status Education Level
data from people who ISt 3 raiEBonship Status on Fa... Tha highest Ieval of eeucason reachad DS on Saraponad oat..
5% BB
%
2% 8%
"
| -
I
485 +225% 055 2% - 0% %
Job Title
Inoiustriss Tt peopke are lkaly 1 work In D350 on SsifrEponed d3E on Facsook.
Job Titls Salacted Avdience Compare
saks ey ] 2%
Adminigyative savicss 3% 725
Suginass and finance 0% 7%
Frod 3nd rEEELENE 105 7%
Instalaton and rapalr senices 10% £25%
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Exposure.



Five types of content
to keep in mind.
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Research.




Location, location, location.
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Content creates signposts and provides answers.

AUCKLAND

949%™ 112 00

NOUME A —

C/}Npr".\\
- Rig de JANEi

SYDNEY

BRISBA. ™ l':LE

1576km 122

HARLEVILLE

919xm 132 2



Content.



White papers blog posts infographics
evergreen articles help and advice guides
questions and answer videos podcasts
webinars ebooks offline downloads faqgs
social interviews thought leadership
curated posts case studies images

Crafted.



What your
customers are
interested in







Exercise:
Focusing your content

“The content that we use helps our
business/brand and
by providing
and
content that makes
feel SO
that they can =




Visit England Example:

“The content that we use helps our

brand and by
providing and
content that makes

feel and

so that they can




Exercise:
Now create yours

“The content that we use helps our
business/brand and
by providing
and
content that makes
feel SO
that they can =




Research.



https://ahrefs.com/blog/long-tail-keywords/

Do your keyword research.

Brought to you by Ahrefs, a data-driven marketing toolset
powered by a huge index of backlinks, keywords and content

{ ACTION TAKER'S GUIBE )

KEYWORD RESEARCH

Long-Tail Keywords: The ‘Secret’ to
Getting TONS of Search Traffic

Tim Soulo = October 25,2018 = 3K shares = 32 Comments

Are you tired of trying to rank for the same high-competition
keywords as your competitors? : \’
N\

I’ve got two and a half words that will help you solve this problem:
Tim Soulo



monthly search volume

T

a few highly
popular searches

266K 3.AM
0.01% 0.16%

Search demand.

Search Demand Share:

@O -6067%
O:0:+@ -3933%

avery long tail of
"unpopular" searches

;
| |
29.9M 143.8M
157% 7.58%

number of search queries
(& percent from total)



# of monthly searches

The Search Demand Curve for the
Topic of “Weight Loss”

100K 1 how to lose weight (90K)
' 2 lose weight (35K)
3 rapid weight loss (6.8K)
4 best ways to lose weight (4.8K)
) 5 tips for weight loss (900)
&  how to lose weight healthy (600)
7  help losing weight (500)
29K 8 effective ways to lose weight (350)
9 lose weight really fast (250)
10 quick and easy ways to lose weight (150)
11 easy steps to lose weight (100)
3 12  the best and fastest way to lose weight (50)
4 : p - a 9
o 10 11 12

% of total keywords

Search demand.



Other sources.

Keyword Planner

Google Ads o . _ |
Q bb : [ ] dit - Alask .
Seuchtem earcntem +  Add comparison
Google Search Console
Worldwide ~ Past 12 months All categories Web Search
Customer phone calls
Interest over time ¥

On site searches

Chat history M
Wikipedia I_
Google Trends



What plan are you building to?

18 mars 1888

10 aout 1887 9 septembre 1887 8 octobre 1887 10 novembre 1887 14 decembre 1887 10 avril 1888 10 mal 1888

:
|

MRS

f11illet 1858 14 amnit 1888 14 septembre 1888 14 octobre 1888 14 novembre 1888 26 decembre 1888 R0 janvier 1889 12 tévrier 1889 12 mars 1889




Traditional.

Homepage

Work Culture Latest

Services Case studies Clients Stories Team Careers Partners Community Blog Resources Events

Ecommerce
Whitepapers Videos

Technical
solutions

Paid search

Consultantcy

Branding

Mobile and apps

Search marketing

Bespoke
web design




Interconnected.
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We're selling ear plugs.






Create content hubs.






Messaging.



The most spacious
member of the family

With a 9kg washing & impressive 6kg drying capacity,
the new generation Servis washer dryers take on more so
that you don’t have to, the big door makes loading and

unloading a doddle too. Odd socks have nowhere to hide.

See the range of Servis washer dryers at C ram p‘l‘on & MOO re

Buy online at cramptonandmoore.co.uk

WD1496FGW WD1496FGS WD1496FGR WD1496FGB
Washer Dryer Washer Dryer Washer Dryer Washer Dryer
9Kg Wash / 6Kg Dry 9Kg Wash / 6Kg Dry 9Kg Wash / 6Kg Dry 9Kg Wash / 6Kg Dry
1400 Spin Speed 1400 Spin Speed 1400 Spin Speed 1400 Spin Speed
A Energy & A Wash A Energy & A Wash A Energy & A Wash A Energy & A Wash
12 min quick wash 12 min quick wash 12 min quick wash 12 min quick wash
2 year guarantee 2 year guarantee 2 year guarantee 2 year guarantee
£529.99 £549.99 £549.99 £549.99

Crampton & Moore TV Ltd

109 High Street, Ecclesfield, Sheffield, S35 9XA s E R V I s

INSTORE - ONLINE - MOBILE EFFICIENCY BY DESIGN

Features vs Benefits






On site conversion.



Desire paths.



Obvious always wins.



Main Club Sponsor
Comemunity
SportPesa

Home News Tickets Shop evertontv Teams Match Hospitality & Events Club NG Fans

SUN 17 MAR, 4.30PM

TICKETS ON
GENERAL SALE

Vi W
‘.." A
, Jagielka: "Fantastic' Morgan

Earned Everton Recall

Read Article

More News

> Silva: 'Desire And Focus' Key For Blues

> Tunnel Access: Old Lady Rocking For Merseyside Derby

> Gordon Signs First Professional Everton Deal

> Ronaldo, Royal Rumbles And Rambo: Spot On... With Richarlison

> Pickford Reveals Vow To Deny Liverpool Forward

What do you want them to do?



Try it yourself.




Booking o en

Accommodation Flights Flight + Hotel Car rentals Airport taxis

Find deals for any season

From cosy country homes to funky city flats

Check-in Check-out 2 adults + 1room < Search

I'm travelling for work

@ Score huge savings worldwide. Search today's deals X

Whatever accommodation you‘re looking for, we’ve got it...

= iz o

| L;', llk

Apartments Resorts Villas

Cottages Glamping

List your place on Booking.com : A Subscribe to see Secret Deals
-

What do you want them to do?



whEEay =

Try it yourself.



dEXPedla.CO.Uk" Add your property | Account v  MyLists Manage Trips v  Support v

Home Hotels Flights Flight + Hotel Car Trains Holiday Rentals Things to Do Last Minute Deals City Breaks Rewards

X B X B = = = A

Flights Hotels Flight + Hotel Cars Things to Do NEW Trains  Holiday Rentals

Flight + Hotel  Flight + Hotel + Car  Flight + Car  Hotel + Car

Sty Airport it alrport
Departing Returning Travellers
dd/mm/yyyy dd/mm/yyyy 4 2 Adults, 1 room

[l Direct flights only |Jjj | only need a hotel for part of my stay

Additional options #

Preferred class

Economy v

Save up to 17%
Book Flight + Hotel at the same time*

Customers rate Expedia 88% Based on 372,916 reviews. Powered by feefo

° Search over a million flights, hotels, packages and more ° No Expedia cancellation fee to change or cancel almost

any hotel reservation

Discover Deals

Try it yourself.



Try it yourself.



Design for speed.

Search for “Google UX Playbook for...”

 Travel

* Retall

* Finance

* Real Estate

 Leadgen

Google

UX Playbook for Retail

Collection of best practices to delight your users

Clear CTA sbove e fold s @

e e

Have descriptive CTAS oot affc i impertart,

Navigation best in class: Net-a-Porter

<tz me rrportam. eckee
ik earcal et of every
oa

Ecommerce playbook at a glance

Creating frictionless experiences across the funnel

m

Dortedrectimocheckens M

5

v ek i on

postinthe kel inchidng  sfer addvg 10 can e
Mk serch wble cotmny v rocht b
i your et pokms at Use ine vadcmee
Use mro-sonesmons Ao umers 0 30 checkout
s of proc Use sutofl
Imgremers s coreson U psgmaton o o et
43 ugency clervests S f more than 2 stepa Redce rumer of fiids
Aways renum resubs comverion fow remove cpcional feds, use
P prce el st et [pep——

o5

Problem to solve: Can my user browse their interests quic}

NET-A-PORTER Q4 A

Q  Consolidated menu with hamburger and cart
Q  Menu options kept on single page

Q  Post sales actions like Register” and ‘Signin’ are inc}
the fold in menu

Q  Initial categories ordered by traffic volume

Q  Subcategories ordered alphabetically

Q  Easy to move back
Fod o vt som Q  Bonus: Uses dynamic menu rather than expanders

ame e amme L]

E e

Problem to solve:
o How do | make the buying process as easy as possible?

e Ifauser doesn't want to convert in the moment, how do
@ o o
i vy 1 get them to do so later?
. == - Q  Can edit quantity in cart

Q  Facilitates x-device with "Move to Wishlist' ‘Pickup
Instead’, as well as ‘Email My Bag'

o

Checkout by guest as default
O Evit nainte fimitad PP

Let users sign up with social accounts

L vaao]
@08 chickour o

Consider integrating Google identity one tap sign up (2-4x higher sign-up rates)

NEW 10 A3OST

SIGN UP WITH...

92% of users give up if they don't
remember a username or password.

Sign up new users with just one tap, without interrupting them with
asign-up screen. Users get a secure, token-based, passwordless
account on your site, protected by their Google Account. More infg

Chippy Munk

chippy@hipmuni.com

<

One tap sign-up

Sign in users automatically when they return 1o your site on any
device or browser, even after their session expires. More infc

Hotel Guides for the Most Popular U.S. Cities

Chippy Munk
chippyhipmank com

Automatic sign-in

Crafted.
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Ecommerce playbook at a glance

Creating frictionless experiences across the funnel

Home / landing page

Menu & navigation

Category / product

Form optimization

Clear CTA above the fold
Have descriptive CTAs

Clear benefit-oriented value
prop above the fold

Don't use full page interstitials
Remove automatic carousels

Display top categories on
homepage

Use legible font sizes

Use social proof

Show consolidated menu

If foot traffic is important,
include a store locator button
in the menu

If calls are important, include
click-to-call at the top of every

page

Keep menu options on one
page

For main product categories,
order by traffic volume. If
using subcategories, organize
alphabetically

Include post sales activities in
the menu

Include search

Make search visible

Use auto-suggestions
Implement spelling correction
Always return results

Include previous or top
searches

Have a value prop at every
point in the funnel, including
category and product pages

Allow users to sort/filter large
number of products easily

Add urgency elements

Have price info above the fold
on product pages

Have secondary CTAs that
facilitate x-device, like wishlist,
email or call

If large number of products,
add reviews

Don't redirect into checkout
after adding to cart

Limit your exit points at
checkout

Use pagination or a progress
bar if more than 2 steps in
conversion flow

Re-iterate value prop at
conversion point

Have descriptive CTAs

Allow users to continue on
another device by emailing or
saving for later

Allow checkout as guest

Add value prop around why

someone should create an
account

Mark required fields with an
asterisk

Use inline validation
Use autofill

Reduce number of fields
(remove optional fields, use
full name instead of first/last,
hide company and address
line 2 by default, hide billing by
default)

Use correct keypads

Don't use dropdowns for
inputs with < 4 options,
instead opt for buttons

Use steppers, sliders, or open
field input for numerical entry
rather than large dropdowns

Google
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Measurement.



Social Value

Measurement.

26,951 (73811
What to measure - KPI’s v goals
 Awareness — reach / impressions
. 1,750 (215,967 57
« Engagement - likes, shares, comments . Contributed Social C
634 (7500665
Analytics / insights .
* GOOgle Ana|YtiCS Social Sources Social Network
Social Metwork L4 1. Facebook
« Campaign tagging / Google URL builder Pages A
Shared URL _
« Cross platform insight (AdWords / e-mail) ocial Plug-ine I —

, 4. Twitter
Social Network



Cost / benefit.







Pitfalls.



Pareto works.

Pareto Chart of Sales vs Customers

gsg  100%
$200,000
0%
$150,000
0%
L
&
$100,000
40%
550,000 S0
50 44 23% 0%
0% 10% 20% 30% 40% 50% B0% 0% 80% 0% 100%

% of Customers

% of Total Sales



Avoid the strategy trap.

Marketing
Strategy




New isn’t always better.




Hyperfocus isn’t always good.

Adidas: We over-invested
in digital advertising

Adidas admits that a focus on efficiency rather than effectiveness
led it to over-focus on ROI and over-invest in performance and
digital at the expense of brand building.

Share this article E74 f in

ﬁ By Sarah Vizard |17 Oct 2019




Summary.



What do you want them to buy?




What makes you stand out?




What gets you results?
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The rules.



Digital rule #1.

Benjamin Franklin

“Either write
something
worth reading,
or do something
worth writing




Digital rule #2.

W. Edwards Deming.

In God we trust,
all others bring data.



Digital rule #3.

Yoda.

Legendary Jedi Master

Do. Or do not.
There is no try.




Digital rule #4.

John Maynard Keynes.

British Econom ist

The difficulty lies
not so much in
developing new
ideas, as in escaping
from old ones.




Tak.
Crafted.

www.crafted.co.uk
hello@crafted.co.uk

@craftedmedia
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