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Stephen Whitelaw ﬂ

40+ years technology experience
Internet, Web, Digital.

www.linkedin.com/in/stephenwhitelaw
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http://www.linkedin.com/in/stephenwhitelaw

Digital marketing is evolving quickly. New ideas new
channels and new marketing techniques are
emerging at an unprecedented rate.

However, Digital marketing is measureable and
accountable.
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Integrated Digital Marketing Planning

STRANGERS

VISITORS

CALLS-TO-ACTION
LANDING PAGES
FORMS
CONTACTS

CUSTOMERS PROMOTERS

EMAIL

WORKFLOWS

LEAD SCORING

CRM INTEGRATIONS

SOCIAL MEDIA

SMART CALLS-TO-ACTION
EMAIL

WORKFLOWS
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Website Pages
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Calis-to-acticn Landing Pages Automaticn
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http://offers.hubspot.com/demo-video

We still have a lot to learn.

Average cart abandonment rate
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Abandonment

Hawving troulble viewing this email? View a5 3 welb oaoe

Quidco 0844 879 3483

Complete your purchase

Hi Bhian We’ve saved your basket for you...

Hello Shopper,
We moticed you visited eagy.ed

Holidays via Cwideo but didn't
aciuslly make 3 purchaze. Mothimg
fheat your Doat? Juat winsdow-
shoppimg ? Whatever the resaon,
wez wamted to ket you kmow that il
you complate your purchase mow
viou could e paeid 4.5% caahiback.

Thanks for visiting bootskitchenappliances.com today. If yvou would like to purchase the products
below then simply click on the "Return to your basket” button below and all of your products will
be waiting for you in your basket.

If you would rather speak to a customer advisor, please call our UK customer call centre on
0844 879 3483 Open 7 days per week (Monday - Sunday 8am to 10pm).

Items in your basket...

Zanussi ZOUZ2T70X Built Under Electric Double Oven
(Stainless Steel)

Compilete your purchase £445
Average Score: 4.3 out of 5 (6 Customer Reviews)
View this product
Wour offer from essydet Holldays:
Zanussi ZVME40X Built In Ceramic Hob (Stainless
esay.let Holldays OEIInTS Steel)
4.5% cashback / 5 olfers £254
Average Score: 4 out of 5 (1 Customer Reviews)
View this product
COrther offers you mdght 11ke:
Zanussi ZHCB234X Built In Chimney Cooker Hood
B i rma Expedia (Stainless Steel)
o '#'-" to 12% cashiback /7 offers Average Score: 4.2 out of 5 (16 Customer £189
k. Reviews) 9

Hotel 8. oo — p
[Hoteds.com 8% cashback / & offers View this product



Abandonment Tools

e CartStack

* Rejoiner

* Abaondon Cart Lite/Pro (Wordpress)
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Customer Journeys

X interest
Get social e nemee (P
+« Ratings andreviews Get Enaaaed e '“!
Linked m _ + Blogs andpolls « Rich mEdiﬂg @\_-1-_‘__“_“_“_‘}-‘
- o - — -"i-__. —-.J‘-""ﬂ“ Site or pu Blic ) ' « Contextdiven R —— "-,'::.'- \ 8
— S ©Otripadvisor =« Maobile - —_r .
oINg L. Getvisible o e
- - Organic Search j & Get Converted "~
” « Paid Search f,..*“* " « Registrations
meéi « Display Ads ™ Call to ion! - Transactions
(,D « Social i actio « Memberships
= Mobile LY = Customer care
Google - 3
w5 Like ~f_ GetIn Touch

= E-mail
= Social
« Personalized
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ELLIE NICK JENNIFER

? ) As a spontaneous planner, | want As a busy mother and wife, | want
WHO ARE WE TALKING TO' Asa::lm;ls'yuungwmn,lm:;: to travel to a destination and to plan a detailed vacation where
totrads:o can meetn::peop discover what | would like to do evey member of my family may
and share new experiences. once I'm there. partake and enjoy.
WHAT DO WE WANT THEM
TO THINK?
NEEDS NEEDS NEEDS
* Does enough research so as not * View businesses nearby * Stay within target budget
WHAT ACTION DO WE WANT to miss out on popular places quickly » Take many photos
TH E M TO TAK E ? * Recommendations from friends Seshm saveclinonstionins * Awell planned and balanaced
* To have a flexible agenda few clicks itinerary
* Have a "to do” list centered on a - bzt L e
city easily
FEATURES FEATURES FEATURES
= Save activities by city * Search by map * Budget buildout
» Category suggestions » Share via SMS and links * Ticket and accomodation details
= Way to share itinerary with * Ability to view my reviews and included VISIT
friends images at a glance 12 * Connect and share with family MORAY
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WHO ARE WE TALKING TO?

WHAT DO WE WANT THEM
TO THINK?

WHAT ACTION DO WE WANT
THEM TO TAKE?

A mother booking activities for her family.

We want her to think we have a family
friendly offer that fits within her budget.

We want her to book a family trip for 4
people.

We want her to take photographs and
post them on Facebook & Instagram.

We want her to leave us a great review on
Tripadvisor.

13

JENNIFER

As a busy mother and wife, | want
to plan a detailed vacation where
evey member of my family may
partake and enjoy.

NEEDS

* Stay within target budget
* Take many photos
* Awell planned and balanaced

itinerary

FEATURES

* Budget buildout

* Ticket and accomodation details
included

* Connect and share with family
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Different Customer Groups

citizenM A collection of innovative concepts, citizenM is a hotel
driven by one desire: to create affordable luxury for the
people.
By "the people," we mean a smart new breed of international
traveler, the type who crosses continents the way others
cross streets. This includes the weekenders, the suits,
fashion baggers and atfair havers. The explorers,
adventurers and dreamers. Those who travel the world with

big hearts and wide eyes. Those who are independent, yet
united by a love of the five continents. Those in search of
business, shopping or art. In short, everyone who is a
mobile citizen of the world. Most likely, that also means you.

Premier inn
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Homework! — Create your own customer persona

CUSTOMER PERSONA
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Content Marketing
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Content Marketing
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Content Marketing

infographics.

J

A picture is worth a thousand words — also try videos
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Picture or 1,000 Words?

Wallard Ducking making a running leap into S water from the rock ledge at Argyle Lake, Babyion, Long Isiand, Maliard ducks are the mest common &
recgnizable wiid ducks In the Morthem Hemisphere. They spend most of thelr tme near ratural bodias of water {ponds, marshes, siraams, & lakes)
‘where thay feed on piants, Inveriebrates, fish, and Insects. Mallards are dabbilng, or surtace-feeding, ducks because they eat by Spping undenwater for
Tood—head down, Teet and (il In the air—rather than dhing. Mallars also forage and graze for food on land. The male maliar duck, called 3 drakie,
£pOris 3 gloesy green head, 3 white ring around fts neck and a righ, chestru-brown bresst. The milard duck’s cuber faathers are waterproof, because of
an oll that's secreted from a giand near the tal. Soon afer birth, baby ducks, called duckings, open thelr eyes. A Itle more than a day ater hatching,
guckings can run, swim, and forage for food an thar own. They stay In e nest for less than a mont. A oroug of ducings |5 called 3 brood. Dutside e
niest, the brood sticks cioes by the mother for safety, aften foliowing behind her in a neat, sngieflie Iine. Malland Ducking making 3 runring leap Into the
watter from the rock ledge at Argyle Lake, Babylon, Long ksand. Malarnd ducks are the most common & recogrizatie wid oucks In the Morthem
Hemispherz. They spend most of their fme near natural bodies of water {ponds, Marshas, streams, & lakes) where they f2ad on plants, Invertebraies,
Tish, and Insects. Malards are dabbiing, or sutace-feeding, ducks because Mey eat by Tpping undenwater for food—head down, Teet ard tallIn the ar—
rather than diving. Malards also forage and graze for food on land. The male mallard duck, caled a drake, sporis @ giossy green head, 3 white fing
amund ks neck and a rich, chastnut-brown breast. The malland duck's ouber feathers are waterproof, because of an ol Mial's ecreted fom 3 gland near
the tall. S00n aMer bn, baby oucks, calid AUCKANGE, Open Melr eyes. A IS M2 Nan 3 A3y aner NAEing, AUCKINGS Can N, SWim, and Torage Tor
food on thelr cwn. They stay In the nest for less tan a montn, A g of duckings |5 called 3 brocd. Ouiside the nest, the brood sticks cose by e
mother for safety, ofien Tilowing behind hes In a neat, singie-lie Ine. Malard Ducking making a running leap Into the waber from the rock ledge at Argyle
Lake, Babylon, Long ksland. Malamd ducks ans the meest common & racognizable wiid ducks In the Morthemn Hemisphere. They spend most of their Sme
near natural bodies of water (ponds, marshes, siraams, & fakes) whese they feed on plarts, Invertebrates, fish, and Insects. Mallards ars dabbilng, of
surfaca-ieering, ducks because they eat by pping undenwater for food—head down, fest and tall In the alF—mther than dving. Malards Jso forage and
graze Tor food on land. The male mallard duck, called a dialie, S00MS @ glossy green head, 3 white Ming around Its neck and a rich, chesinut-brown
breast. The mallard duck's outer Teathers are walerpiml, bacatse of an o Mat's secretad from a giand naar e tal. Soon after birth, balby ucks, calied
duckings, open thelr eyes. A itle more han 3 day aer habching, duckings can run, Swim, and Torage for food on their own. They stay In the nest for
e Man 3 monih, A group of duslings |s called 3 brood. Outskde the nest, e brood s3cks cioss by the molher for safty, often Tollowing behind her In 3
neat, single-fle fine. Malland Ducking making 3 running leap Imo the water from e rock ledge at Anqyle Lake, Babyion, Long lsand. Malarm aucks are
the moet common & recognizanke wid dusks I the Northem Hemisphers. They spand mast of thelr imea near nabural bodies of waler (ponds, Marsnes,
gireams, & lakes) whers they feed on piants, Invertebrates, fish, and Insects. Malards are dabbing, or surtacefeeding, ducks becalse Mey et by
Hipping urdenwater for food—head down, Teet and (i In the alF—mter than dhing. Mallards aiso forage and graze for faod on land. The male malard
guck, called 3 drake, Sports 3 giossy green haad, 3 white ing around Its eck and a rich, chestnus-brown bresst. The malland duck's cuier feathers are
WalErroof, bacauss of an ofl that's secreted from 3 gland near the il Soon afer birth, baby cucks, caliad duslings, open Melr eyes. A litie mons than
aclay after haiching, Suckings £an run, swim, and Torage for fod on thair own. They stay In e nest for lsss Man 2 monm. A group of ducklings s calied
3 IN00d. Cutsioe e Nest, Me brood SIOKE COSE by e MOther for safety, ofian flowing bening Ner In 3 neat, singie-Mie ine. Malard Ducking making 3
nunning i=ap Into the water from the rock ladge at Agyle Lake, Babylon, Long lsknd. Malland ducks are e most common & recognizatie wild ducks In
the Morthem Hermisphenz. They spend most of thelr time near nalural bodies of wates {ponds, MArsNes, sYeams, & lakes) where they feed on piants,
Inveriatrates, fish, and insects. Mallards are dabailng, or surface feeding, ducks bacause Mey aat by tioping undanater for food—head down, Teet and
2l In the aF—rather fian dving. Mallards also forage and graze for food on land. The male malard duck, called 3 drake, spofts a giossy green head, a
whitz fing around Its neck and a rich, chestnui-brown bresst. The malland duck's outer Teaihars ar weterprool, because of an ol that's secreted from a
gland near the tal. Soon after birf, baby ducks, called ducklings, open thelr eyes. A Iz more than a day after hatching, ducklings £an nun, swim, and
forage for food on their own, They stary In the nest for less than 3 montn. A group of ducklings |5 called 3 broog. Outside the nest, the brood sticks ciose
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Content Marketing

You’ve created killer content — Now what?

Have a plan about how you are going to share this content, this should be included in your social
media calendar.

Repurpose your content e.g. Blog, social media (Pinterest board for your images) , Vlog,
Podcast, Case studies, Newsletters etc..
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Content Marketing

* What is your offer to your target customer?

* What makes your product or service different and
better to the competition?

* Create a marketing calendar
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How do we get Found?

Search traffic
Direct traffic

Referral traffic B Paid Search
M Organic Search

Top Channels

Campaigns — paid? Email?

1 M Email
Social Media ' Direct
" W Referral

Off-line driving online Social
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GOOGLE'S 200
RANKING FACTORS

_._..--"'"___——_—_
The C omnn = letfe {_is+
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Top ranking factors

e Secure website
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Top ranking factors

e Secure website

* Mobile friendly website
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Top ranking factors

e Secure website
* Mobile friendly website

e Fast website
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Top ranking factors

e Secure website
* Mobile friendly website

e Fast website

 Website with backlinks
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Top ranking factors

e Secure website
* Mobile friendly website
e Fast website

 Website with backlinks

* Fresh content
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A poor user experience... have you had one?
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http://www.youtube.com/watch/3Sk7cOqB9Dk
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Answer Engine Optimisation

Developing a
Voice Engine

S Optimization™
Strategy
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Website User Experince — Now a ranking factor!
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User Experience / Website Psychology
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Single Locus of Attention

“We can actively
think about only
one thing at a time.”
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Meanings of Colour

* Colour terms evolve over time: Some Western meanings of colour:
cultures start with basic references :
Red = alert, passionate

for light and dark
e Meanings vary with different culture

of all kinds Green = growth, progress

— Country Blue = peaceful, trustworthy,
— Age stable

— Religion Purple = regal, spiritual

— Gender

— Trends White = hopeful, truthful, new
— Context

e Physical perception of colours
appears consistent across culture

VISIT
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Using Typography

Good typography adds

& Readability € Organization
€ Mood € Meaning

solid Wwhimsie
EAOUTIC L_;E}wm/é'--nél@ﬁﬁﬁf
peacetul JRGENT

Consistency of typestyle with message facilitates:

— reading comprehension and speed VISIT

— positively impacts perceptions of ethics and credibility SPEVSIDE



The Power of Three

oy,
000

W
o ol

~three -
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Dropbox

4 Dropbox

[ REC IR R Pl Tiana =

Free Pro Teams

il sl W Brieg b yiiir gl argratieee Ewnpiliiin Gl 168 i biiness
flarting ar GO Plades at 160, 200, or S50 Gl Plans sbart &t 1 TH For 5 gsen
W 1o TR GE {500 M8 per refernal Srarting ol §% ¥ monih Centrabized billing and admin ool
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LinkedIn

Linked [3}
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Reading on the Web

e Users are impatient and hurried
* Have a goal they want to achieve
* Typically reading for research rather than entertainment
e Content must provide value quickly or users will move on

e Users read 25% slower from computer screens than from paper
* Reading from a screen is uncomfortable and tiring
* Emitted rather than reflected light
* So you should use less content than you would on paper

* 79% of users scan rather than read word for word
* Typically only read ~ 28% of words on the page
* Pick out highlighted words, headings, bullets
* Looking for information bearing content

VISIT
IMORAY
SPEYSIDE



Reading on the Web

Aoccdrnig to rseerach at Cmabrigde Uinvetrisy, the oredr of ltteers in a wrod
deosn’t mttaer. The olny iprmoatnt tihng is taht the frist and Isat Iteter be at
the rghit pcale. The rset can be a toatl mses and you can sitll raed it wtihuot

any porbmels. Tihs is bcusaea the hmuan mnid deos not raed ervey lteter by
istlef, but the wrod as a wlohe.
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. ABCDEF
Reading on the Web GHIJKL

MNOPQR
STUVWX

......

WRITING TEXT IN UPPER CASE SLOWS THE READER DOWN. THIS MAY BE
BECAUSE PEOPLE READ WHOLE WORDS AT A TIME AND ALL-CAPITAL TYPE
BREAKS THE WORD PATTERNS THAT WE EXPECT TO SEE. ALTERNATIVELY WE
MAY JUST LACK PRACTICE IN READING BLOCK CAPITALS TEXT.
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How many Fs?

Finished files are the result of years of scientific study
combined with the experience of many years.
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How many Fs?

Finished files are the result of years of scientific study
combined with the experience of many years.
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Influence : The Psychology of Persuasion

ROBERT BENO CIALDINI

Regents' Professor Emeritus of Psychology and Marketing
at Arizona State University
Author - Influence: The Psychology of Persuasion VISIT
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How Booking.com combine different persuasive techniques...

| Savin
Social Proof g

Napoleon Paris ###k" = Very §ood, 8.2

08_Champs Elysées, Paris « Show map i T SEH Favices
The Mapoleon Paris hotel is located just a short walk to the Arc de Triomphe and Champs-Elysees.

It offers individually designed rooms with modern comforts. More
M This hotel is likely to sell out soon

Latest booking: 59 seconds agom

llation 554 Only 2 rooms left 400 €320
FREE cancellatj p-+-4-4 Only 2 rooms left ==L £ 360

FR

Junior Suite

Juniocr Suite Ave
yjte FREE cancagation EERE Only 2 rooms left 460 €400

0

Recency Scarcity
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If all else fails with SEO... then ...

?

i

VISIT
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X 4 Google Ads @ Keyword plan Q M A @ a

GO TO REPORTS TOOLS

Keyword ideas Foun [5] PLANNING |E3 SHARED LIBRARY f@ BULK ACTIONS 2 MEASUREMENT £ SETUP
Keywaord Planner Audience manager All bulk actions Conversions Billing & payments
Plan overview Y
o Ad Preview ang oiagnosis . Portfolio bid strategies Rules Google Analytics Business data
Ad groups D
Display Planner Negative keyword lists Scripts Search attribution Account access
Keywords
O Shared budgets Uploads Linked accounts
Locations ) )
0 Placement exclusion lists Preferences
0 Google Merchant Center
[[] edinburgh hotel offers 260 M High F062 778
[[] where to stay in edinburgh scotland 50 W’\,,j High £0.62 £2.29
[[] cheap hostels edinburgh B8O w Medium £0.85 £2.11
[[] hotels near edinburgh waverley 720 V‘\/\x Low £1.04 £6.21
D hotels cutside edinburgh 260 _/\/H Low £0.76 £2M
[[] hotel rooms edinburgh 480 _/\_M Medium £0.90 £2.31
[]  ibis edinburgh park 720 _\'/_\—V\ Low £0.13 £0.39
D accommodation in edinburgh city centre 320 _\/’\\"‘/L Medium £1.21 £4.22



Top of page bid (low Top of page bid (high

D Keyword (by relevance) Avg. monthly searches  Competition range) ranoe)
|:| hotels in edinburgh city centre with parking 320 '\/\_\'._'_ Medium £0.46 £1.90
[[] bed and breakfast edinburgh scotland 210 \/_h,\/\ Medium £0.86 £2.59
D edinburgh airport hotel and parking 1,300 '\J'\'\/_\ High £0.96 £1.96
[[] edinburgh hotel offers 260 /\‘,\J__ High £0.62 £2.28
D where to stay in edinburgh scotland 50 v-/"\\,j High £0.62 £2.29
|:| cheap hostels edinburgh 880 w Medium £0.85 £2.11
D hotels near edinburgh waverley 720 M Low £1.04 £6.27
[[] hotels outside edinburgh 260 N\ /" Low £0.76 £2.11
D hotel raoms edinburgh 480 '/\\—/\_A Medium £0.90 £2.31
[]  ibis edinburgh park 720 _\'/_\W\ Low £0.13 £0.39
[[] accommodation in edinburgh city centre 320 _\/\,J\_ Medium £1.21 £4.22



Google Trends

Google

Trends

Hot Searches
» Top Charts
Explore

Subscriptions

Compare

Search terms
Locations

Time ranges

Worldwide -~ 2004 - present ~  All categories = Web Search -

Topics

whisky

Search term

whiskey

Search term

bourbon +Add term

Search term

Interest over time -

b A

-

Subscribe -

MHews headlines

Forecast 7

Average 2005 2007 200D 2011

Source: www.google.com/trends
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http://www.google.com/trends
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Keyword research

To be found for “Castles Elgin”, “Castles Elgin” has to appear on your site
Understand what your customers call what you do
Understand what your customers search for

Fixed content vs. fresh content

Tools

Google Keyword Tool - adwords.google.co.uk/keywordtool

Wordtracker - wordtracker.com

Best Keyword

Answer The Public — http://answerthepublic.com Research Tools

UberSuggest - https://ubersuggest.io

SemRush - https://www.semrush.com
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http://adwords.google.co.uk/keywordtool
http://www.wordtracker.com/
http://answerthepublic.com/
https://ubersuggest.io/
https://www.semrush.com/
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http://www.answerthepublic.com/

Google Ads

build a marketplace \'f n

All Images Videos Maps News More - Search tools

About 61 400 000 results (0,42 seconds)

Launch your marketplace - Try Sharetribe 30 days for free

www.sharetribe.com/ ~ Google ad
uick setup. No developers needed.

Free 30 days trial - Open-source solution

Success stories Features
Get started

(

Create a marketplace with Sharetribe .
https://www.sharetribe.com/ ~ Organic results
Create a marketplace with Sharetribe. It only takes a minute. Let your users sell or rent goods, spaces
or services online. Set up your site in no time. You don't ...

L

Learn to build marketplaces - Marketplace Academy by Sharetribe
https://’www.sharetribe.com/academy/ «

Want to learmn how to build a marketplace? Marketplace Academy offers guides and articles about
everything you need to know to run a marketplace.
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Social Media and Reviews
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Increasing user engagement through Social

1. How often should | post?
2. Why should | develop content for specific channels?

3. What should | measure and what actually matters?
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Facebook

S| M T
32%

HIGHER
ENGAGEMENT ENM

BEST TIMES

9AM 10AM 11AM

FRIDAY

And people seem to be Posting at 3pm will get
happier on Friday you the most clicks, while
(small wonder), so 1pm will get you the most

funny or upbeat content shares,

will fit right in to that

“happiness index.”

BEST DAYS

w i T|]F[s

18% 18%  32%

HIGHER HIGHER HIGHER
GAGEMENT ENGAGEMENT ENGAGEMENT

12PM i1PM 2PM 3PM

Use Facebook analytics

and Fanpage Karma to

track your data and see

when your audience is
online.

How often should | post?

Plan content on your
terms, do not base it on
arbitrary events.
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How often should | post?

* Trying to post about every topical event results in a loss of
relevance.

* Any sense that you have to post at a certain regularity to reach or
appease your fans is nonsense.

* Plan your content around your campaign plan
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Algorithm Changes at Facebook

“You'll see less public content like posts from businesses, brands, and media.
And the public content you see more will be held to the same standard - it
should encourage meaningful interactions between people.”

Mark Zuckerberg

The average watch time for a video on Facebook is 6 seconds!
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Trust in UGC

MILLENNIALS BOOMERS

3% NONE 9% NONE

\ 25% N\ 21%
13% A LITTLE 21% A LITTLE
Lo /
ﬂ

7] 84%
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Suhscrihcltu The Support Findajob Signin Th
Guardian al‘e ‘ i a

News Opinion Sport Culture Lifestyle e

World » Europe US Americas Asia Australia Middle East Africa Inequality More

Italy

Man jailed in Italy for selling fake TripAdvisor
reviews

Sentence over false reviews sold to hundreds of hospitality firms
is landmark fraud ruling

SAMSUNG

T 443%8 121

advisor®
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FakeSpot can help (ish) ...

@ FAKESPOT - - Download our Chrome Plugin >

Say no to fake reviews and counterfeits

Fakespot analyzes reviews to help you make better purchasing decisions

@ FAKESPOT Analyzer

Paste an URL you would like to analyze here

Analyze Reviews @

You can currently analyze links from

e-Commerce: amazon BB,EUI‘.II-’I- SEPHORA WSTEAM Walmart :::

Hospitality: @ tripadvisor m
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https://www.fakespot.com/

The ranking factors for reviews

The Popularity Index algorithm is based on 3 key ingredients: the
quantity, quality, and recency of reviews.

 Number of reviews (Quantity) - The number of reviews has weight on
the ranking.

e Star Quality (Quality) - Positive reviews of 4-5 is going to improve
your ranking.

* Recency of reviews - constantly receiving new reviews is important;
encourage customers to give you a review.
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Just Ask!

' 6.0 6.6 ¢
Review us on.. .
s facebook Google
1. 0.0.0.0.1
— S — Leave A Review

Review us on...

— ¥ Trustpilot — »
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Responding to Negative reviews
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The Right Way To Respond To Negative Reviews

. Take a Moment

. REALLY Take a Moment

. Be Personal — Don’t Use a Stock Answer
. Don’t snipe back

. Address the issue directly

. Make it good

. DON’T MENTION YOUR BUSINESS NAME

N OO O B W N

VISIT
MORAY
SPEYSIDE



INTEGRATED
PLANNING

DIGITAL
ANALYTICS

EMAIL
MARKETING

SOCIAL MEDIA
& REVIEWS

CONTENT
» MARKETING

SEO
ORGANIC
SEARCH

PAID SEARCH
GOOGLE ADS

77

VISIT
MORAY
SPEYSIDE



AND WHAT'S THE BEST £-MAIL ADDRESS
TO REWARD YOUR LOYALTY WITH AN
ENDLESS BARRAGE OF SpAM™

TOM
FISH
BURNE

® Mmarketoonist.com
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OUR COMMITMENT TO YOUR PRIVACY

Your trust is important to us. So we want you to know we've updated our
Privacy Motice 1o explain how we collect, store and handle your personal data.

Why we collect your data

We want to give you the best possible experience with Waitrose,
John Lewis and John Lewis Finance. For example, the data we hold about you helps
us personalise our recommendations for producis, services and promotions.

How we collect your data

We do this in a number of ways, including where you share information with us. Such
as when you make an online purchase or create an account with us. We treat it with
the utmost care and take appropriate steps to protect it

When we'll share your data

We'll only share your data with third parties to help us provide a betier service for you.
For example, giving your address to a courier so they can deliver your order, or
providing a service guarantee.

Know your rights

You have many rights regarding your personal data. These include seeing what data
we hold and updating your informiation.

Theres nothing you need to do right now, but if you'd like to find out more,
do take a look at our Privacy Notice or visit our website at any time.

@ John Lewis Partnership 2018. The regisiered company addrass of John Lewia plc ia 171 Vichoria Strest,
London SW1E SMN. Registerad in England. Company registration number: 233462 VAT no: GBZ3245T280

Updated Privacy Notice

If you update your privacy policy then
send an email to your customer
telling them and explain why and
how you now collect, store and
handle their personal data.

VISIT
79 MORAY
SPEYSIDE



TIPS for
Effective

EMAIL
Marketing

Know your Call
to Action (CTA)
What do youwantreaders
to do? Attend aweblinar or
an event? Download a PDF?
Maka it easy to complete the
CTA by placing it near the
top of youremall —usa a
button for a better response.

Jinny from HappyBusiness
Doyou like pupples
bables or complimentary food?

2.
Surgjﬁeglfem

Try keeping your subject line to
no more than 65 characters with
the most important point at the
beginning. Anything longer Is likaly
to be cut off.

3.

Don't rely on images
Most e-mall programs are setby
default not to display Images. So your
customerwort see a large Image at the
top. Focus on creating clear effective
content and subject lines.

=

Ee.member 6. m

ur mobile
ggdience

Gﬁ%dfﬂlamnlllntanSh opﬂmal daY

around a major holiday adjusting

!2“ 8.

m""""’é";.'c':?%'..... Ke;rvour
mnlnmmm&d A CO act
u.;“ﬂmm — database

and Friday afternoonemalls  Performed.
have a lower chance of poorly,
belng read. Avold sanding consider

|

5 Things You Need Today.

Sleep food, air, water, shelter.We
can help you get them all in fun and
easy ways. Get our newsletter now.

L ]
Be brief
Keep your message to 4 or5short
santences, espacially for new or
prospective customers. For long-
standing customers with whom you
have a strong relationship, more
detall is okay.

up-to-date

Even the most finely crafted
emall won't do any good

If your customer never
recelves It. Make sure emall

addressas are current. 80
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Email Essentials

DEFINE

4

MEASURE

hl

nome o compaign test through
name a subject
enter details emuoil clients

deliver immediately email client usoge
or send at recipient octiwity bounce summary
scheduled time worldview, etc social sharing, etc

bBrowsers,
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Measuring Your Success - Analytics

MEASUR

E YOUR

S
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Google Analytics

Google Analytics is now certified under the EU-US Privacy Shield. Learn more

wiwnw_paintpeople.co.uk

All Web Site Data ~

& HOME

BE  CUSTOMIZATION
Reports

(D REAL-TIME

- AUDIENCE

Se  ACQUISITION
EN eeHaviOR

M CONVERSIONS

Google Analytics Home

Users

3.3K

T59.4%
ws |last 28 days

Last 28 days =

Revenue

£1.9K

T39.7%

Conversion Rate

1.63%

190.7%

Sessions

3.9K

T46%

AUDIENCE OVERVIEW

b

Users right now

%INTELLIGEHBE

REAL-TIME REFORT
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What is Google Search Console

It’s a tool that helps answer the following (and more):

v' What keywords does my site rank for?

What variations of those keywords do | rank for?

How many times is my site seen in Google for those search terms?
What position is my site found on average for those terms?

Which page of my site ranks when people search for that?

AN N NN

How does that differ between devices?

Dashbaard

Messagoes

» Search Appearance @

~ Search Traffic

Search Analytics (beta)

Go back 1

Total clicks

3,868

old "Search Queres” report

~ Clicks ' Impressions

Search Type
Wb -

Dates
Jun 22 . Jul 19 -

a

34

34

29

653

147

235

ar

163

M

160

PrarsiL
25 »»
14 *»
13 »
2 b
10 »
31 »
10.6 b
27 »
20 »
121 »
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Microsoft Clarity

Heat Mapping

& Microsot | Clarity M

Clarity demo Osihtoard  Recordngn  Mestmapn  Setengs

Scrod €2 Watch recordings

© 0 o=

1400 elements

Clck data

° DIVHCLarty-app-root > DAV wholePage nth-of -t

See what your users

o BUTTONSS o sntiry ! » SPAN i Buttion flexC want - with Clarity

° BUTTONSPrimary! > SPAN s - Button- AesCont

o BUTTONSPrararyd - SPHAN ms Button ResCon
° BUTTON#Secondary? » SPAN - Sutton - fed
o DIVeclarity app- reot» DV wholePage nth -of 1

o DIVeimpresuon - DIV impeevuonbint nes of ty
Session playbacks
° DIVEClarity app ot > DRV mholePage nih of { g e

. ot s @t o 2 e

B 0 8 b "5, ) e o P e

I

& Microsoft | Clarity My Projects ™/

Clarity demo

Session Recording

(@) ? [E] Mona Kane

Dashboard Recordings Heatmaps Settings.

m Segments v ‘ Visited URL regex: Ahttps://clarity\.microsoft\.com/blog(\?.*)?$ X Last 3 days Save as segment O Clear U

L Download v | Sort

Y v | v

All recordings

1page  00:02duration O clicks
Windows  India

% & v More details

Entry: clarity. microsoft.com 10:18 PM

Exit: clarity.microsoft.com 11723

ipage  00:04duration O diicks

PC  MacOS  United States

e v More details
Entry: clarity.microsoft.com 10:17 PM
Exit: clarity. microsoft.com 11723

1page 0005 duration O clicks

‘ E8 More details I Click < Scroll B Area *

B2 Micosot | Clarity Product Pricing Resources v sonin |

ind articles, best practices, and solutions to get up
and running with Clarity.

] [
° 9 50 14 bl 1 v 00:07/0411

v (v <1 T

O
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5 Key Takeaways

* 1. Create a blog on your website with content that is:
a. Unique
b. Relevant
c. Up to date

* 2. Register with Google Business Profile (& post)

i
&
N
o
N
&
&

e 3. Setup and Google Analytics and Google Search Console

e 4. Create a digital marketing calendar and plan

e 5. Install Microsoft Clarity on your website
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