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In God we trust; all others
must bring data. —W.

Edwards Deming
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* A Key Performance Indicator (KPI) is a measurable value
(usually expressed in rates or scores)

Organizations use KPIs at multiple levels to evaluate
their success at achieving their business goals and
marketing objectives.

« By setting KPIs organizations enable teams to
make smart business decisions about the
direction of all current projects.



Q: In digital marketing, which values can
be measured?

A: Everything




Literally every step you
take in the digital
marketplace can be
measured and analyzed.

Digital Marketing Like a PRO
Clo Willaerts




Which performance
indicators are “key”?

* Tip: try to prioritize your KPls

e If youcan, limit to 3

Purposeful Measurable




“If a measurement matters at all, it is
because it must have some conceivable
effect on decisions and behaviour. If we
can't identify a decision that could be
affected by a proposed measurement and
how it could change those decisions,
then the measurement simply has no
value”

How to Measure Anything
Douglas W. Hubbard




Your leader’s vision statement
3-5 business goals

Top 3 SMART marketing objectives

Your digital marketing strategy

Digital marketing metrics

Digital marketing analytics
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vision statementS

never mention any
KPIs

 |[KEA. “Our vision is to create a better

everyday life for many people.” That's
aspirational, short and to the point. ...

* Nike. “Bring inspiration and innovation

to every athlete* in the world. ...

« McDonald's. “To be the best quick

service restaurant experience.



Your leader’s vision statement
3-5 business goals

Top 3 SMART marketing objectives

Your digital marketing strategy

Digital marketing metrics

Digital marketing analytics




Companies are not charities;
they need to be able to finance

their functions but they do not
function to fund their financiers
either.

Prosperity
Colin Mayer




Which are the top three most important metrics for the CEO,
CFO and board members?

*All respondents
Source: Marketing Week’s Language of Effectiveness Survey 2022



Return on investment
New customer acquisition
Conversion rates

Brand awareness
Customer retention rates
Delivering business outcomes
Customer lifetime value
Click through rates

Net promoter score

Brand attributes

Brand affinity

Brand recall

Campaign views

Campaign cut-through

0

X

10%

20%

30%

40%



KPIl: Return on investment
(ROI)

e Return oninvestmentin marketing refers to the amount of
money you gain compared to the marketing cost.

* To calculate this, you'll subtract marketing expenses from
sales growth and then divide that by marketing cost to get
the return on your investment.

* In marketing, keep in mind that it can be hard to directly
attribute sales growth to a marketing campaign. If that's
the case, you can subtract your average organic sales
growth and marketing cost fromyour sales growth and
then divide it by your marketing cost.
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Gain From
Investment
WE Y

Cost of
Investment

Cost of
Investment




KPI: Cost per Dollar
Raised

* measures the amount of money it costs to
raise one dollar in donations, including the
cost of fundraising activities such as:

e marketing campaigns,
e events,
* staff salaries.
* NGOs need to ensure that the cost per dollar

raised is as low as possible to maximize the
impact of their fundraising efforts.




KPI: Total Funds Raised \

* measures the amount of money raised over a
certain period of time
* can be broken down by channel
e online donations,
* events,
e corporate partnerships




e Total Costs

* Costs per campaign/source

" . * MKT costs per visitor/order/customers, e.g.
Business KPI: costs Customer Acquisition Cost
e Costs resources (FTE’s)

* |CT CostsService Costs




* Another metric that can help determine
how much money to spend on marketing is
the lifetime value of a customer. This

< P ‘ . C u StO rT-, e r metric indicates the total amount of
. revenue a business can expect to make

from a single customer.

_IfeTI m e Va U e ( C I_V) e This is a useful metric to compare to CAC.

For example, if your CAC is higher than your
LTV, then you're probably spending too
much money acquiring your customers.




Customer Lifecycle

More efficient

Better Cross-/ customer retention

A .
Up-Selling et
Profit o '
3 " Recovery of
More efficient S potentially
acquisition of new = wvaluable customer
customers = relationships

Faster termination of time

potentially less
valuable customer

relationships
Intensification Retention Termination/Recovery

Acquisition




ual Margin per Customer (m): the profit we will make on a sale after accounting for variable €
(as opposed to just revenue)

tomer Retention Rate (r): the percentage of customers who continue to purchase in a suk
2 of Discount (i): the interest rate used to discount the value of future cash flows
r
LTV = m ,
1+1-r
How to calculate The total revenue you can expect to get from each
: : customer is your average order value divided by one
Customer Lifetime minus the repeat purchase rate, or $50/ (1 -0.1) =

$55.56. Subtract your customer acquisition cost from
Value that, and you get a customer lifetime value of $40.56.



It you have to bick only one KPI: go for
Customer Lifetime value




How to Improve Customer
Lifetime Value

e Address customer pain points
* Survey customers

* Analyze customer retention rates




Your leader’s vision statement
3-5 business goals

Top 3 SMART marketing objectives

Your digital marketing strategy

Digital marketing metrics

Digital marketing analytics




If your objectives are too vague,
your strategy is open to criticism
from other departments. Don’t
hesitate to use hard numbers —
especially if they are linked to your
digital marketing budget.

Digital Marketing Like a PRO
Clo Willaerts
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Your choice ofkp|s
depend on which

ohase in the customer
journey you focus on




KPls vs Customer Journey

Customer SEE (Awareness) THINK (Consideration) BUY (Activation) LOVE (Advocacy)
Journey, Problem/Need > Solution > Product/Service = Satisfaction -
Customer Solution Product/Service Sale Referral
Experience
Mapping
Marketing KPIs Reach Acquire Convert Engage Recommend
(RACE+R) Share of Voice (SOV), Interest signals e.g. Conversion Rate, Customer Net Promoter

Click-Through Rate (CTR), | Engagement Rate, Revenue per Visit, | Satisfaction Score (NPS)

Unique visitors and fans | commercial intent signals | Customer Lifetime | Score, Social

e.g. Abandoned Cart Value (CLV) Media
Sentiment

Channels, Touch- | PR, Radio, TV, Print, Product Placement, Search | Store, Web Shop, Email, Website, | Social Media,
Points, Listening | Billboards, Events, Social | Engines, Social Media, Search Engines, Social Media Word-Of-Mouth,

Posts

Media, Web Video,
Banners

Review Sites

Website

Personalized
Email




* To enhance brand reputation

M a r ketl n g * To consolidate loyal users
ObJECt'VeS: ”TO [”.]” * To recruit new users




NGO Marketing
Objectives examples

* To raise funds to support the work of the NGO and achieve its
mission.

* To raise awareness about the cause, its significance and the need
for support from the public.

* To build astrong base of support for the cause through
campaigns, events, and other initiatives.

* To influence public opinion and decision-makers to take action
towards resolving the cause.

* To mobilize public support and resources towards the cause to
achieve real-world impact.

* To enhance the reputation of the NGO and its brand by
demonstrating its effectiveness in addressing the cause.



align your (diéi{"t}é.\) marketing

objectives and KPIs to the business
goals




O

SMART

ojectives

M Measurable

S Specific

R Relevant

T Targeted &Time-bound

See, Doran, G.T. (1981). "There's a S. T. way to write management's goals and objectives". Management Review (AMA FORUM) 70 (11): 35-36.




Objectives: how
m u C h Of W h at Wl | ‘ To [change] [target group behavior]

fro[m [KIf?I] to 5> KPI]
b e a CCO m p ‘ | S h e d by :ony ulsrinneg r[:fc]z;r::(teic] on [channel]
when




Example

To change public behavior
from passive concern about
environmental issues to
active participation in
supporting the NGO's
initiatives, as measured by
an increase in volunteer
sign-ups from 100 per
month to 300 per month in
the next 6 months, by using
social media influencer
partnerships on Instagram
and Facebook.




Choose KPls thét align with your top 3
marketing objectives




Your leader’s vision statement
3-5 business goals

Top 3 SMART marketing objectives

Your digital marketing strategy

Digital marketing metrics

Digital marketing analytics




Objectives: how
m u C h Of W h at Wl | ‘ To [change] [target group behavior]

fro[m [KIf?I] to 5> KPI]
b e a CCO m p ‘ | S h e d by :ony ulsrinneg r[:fc]z;r::(teic] on [channel]
when




Optimize




* For business objectives
* By recruiting new users
e By consolidating loyal users
* By enhancing brand reputation

* For marketing objectives
* By correcting a negative perception

Ta Ct I CS : - by [ soe ] I n g ‘ * By reminding them of brand benefits

e By bringing brand to their attention

e For marketing communication objectives

* By dramatizing the benefit
* By doing a side-by-side comparison
* By electing an “expert” sales person




Customer
loyalty




‘ It is much easier and cheaper to retain a
. customer than acquire a new one. If you

Exa m p e : C u StO m e r focus on existing customers, they’'ll

continue buying from you and will spend

more over their lifetime with your
company.

loyalty tactics




* Retention: the ability of a company to keep
its customers over a certain period of time,
and the activities and actions an
organisation takes to reduce the turnover.

- Retention marketing objectives:
C u StO m e r rete nt I O n * build attachment, trust and customer loyalty
e drive customers to buy their products and

R a te services again
* Increase the frequency of orders or the average order size

e According to research done by Bain &
Company, increasing customer retention
rates by 5% increases profits by 25% to
95%.




Donor Retention
Rates

* measures the percentage of
donors who make a repeat
donation after their initial
donation

* is crucial for long-term
fundraising success.

r




Elements:

* The period you're considering, for
example the duration of a contract

CE-CN

e The number of customers at the

start of the period (CS) —— = Retention rate

* The number of customers at the end CS *100
of the period (CE)

e The number of new customers
acquired during the period (CN)

How to calculate your

retention rate




Marketing tactics
that increase

retention rate

e Rewards or loyalty program
* Random acts of kindness
» Referrals program with incentives

* Feedback collection and implementation, for

example product innovation

* Discounts

e Contact previously lost customers and one-

time purchasers

* Upsell by adding additional free services or

software programs




Increased retention and customer
lifetime value: customers want to
continue to do business with brands
that listen to them, care about them,
solve their problems, and create
value for them.

Built to Win

Annette Franz

DESIGNING A CUSTC
FOR YOUR g

-Thﬁboolq gro e
O P T




Customer Retention

& Re-activation

e Retention campaigns have the main goal to

keep your existing customer.

* Reactivation is a campaign specifically

targeted towards “sleeping customers,” or
subscribers that haven't engaged with your
brand, product, service in a long period of
time.



Use marketing automation for retention
and reactivation



Break?




Your leader’s vision statement
3-5 business goals

Top 3 SMART marketing objectives

Your digital marketing strategy

Digital marketing metrics

Digital marketing analytics




*The good news about digital marketing is that
everything can be measured.

*The bad news about digital marketing is that
everything can be measured.




\ A useful metric is both accurate
(in that it measures what it says it

measures) and aligned with your
goals. Don’t measure anything
unless the data helps you make a
better decision or change your
actions. — Seth Godin




°
.........

YouTube Channel subscriber numbers
are mostly vanity metrics! Except if they
turn on notifications, they don’t even get
alerted when you’ve uploaded a new
video. What counts is the quality (not the
quantity) of your channel subscribers
and of the videos you've uploaded.

A Practical Guide t¢

Video Marketing Like a PRO Publishing Videos T
|

Clo Willaerts

C,O Willanos_
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lgnore vanity metrics



If the metric moves and you don’t
know why it matters or what to do
with it, then it’s a bad number. If it

doesn’t change how you behave, it’s
a bad metric. (Ben Yoskovitz, author
of Lean Analytics)

Digital Marketing Like a PRO
Clo Willaerts
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So... which metrics to
pick?
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North Star Metric

« Airbnb: Nights Booked.
» Facebook: Daily Active Users.

 WhatsApp: Number of messages a user sends.

* Financial Times: Reader Engagement




&« Thread Open app

Brian Chesky &
| @bchesky

Our Q1 results are in:

102M nights booked
$1.5B revenue (70% Y/Y)
$(19)M net loss

$229M Adjusted EBITDA
$1.2B free cash flow

2 years ago, our business dropped 80%, our IPO was
put on hold, and some didn’t think we’d make it at all.

Here’s how we turned Airbnb around:

10:08 PM - May 3, 2022 - Twitter Web App

1,972 Retweets 559 Quote Tweets 17.8K Likes
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M Sessions Shopping Progression M Abandenments

All Sessions Sessions with Product Views  Sessions with Add to Cart Sessions with Check-Out Sessions

38,243 13,8637 3,916 2,237 1,336

D D o
—
—
-_—

¥ ¥

° SEE No Shepping Activity MNe Cart Addition Cart Abandonment Check-Out Abandenment
*  Website visitors / Users (Unique—New — Returning) 23,802 o224 10,267 o 1,918 oz 920 41.13%
* LlandingPages
Sessions  Abandonments % Completion rate Search
.
THl NK UserType All Sessions 1 Sessions with o Sessions with Add o Sessions with % Sessions wil
O SEO . Referral Traffic/ Traffl csources Product Views to Cart Check-Out Transactiong
’ 1 New Visitor 24,307 7,027 2880% 1726 707% 889 364% 503
° Pages/VISlt 2 Returning Visitor 13,846 6610 4774% 2190 1582% | 1,348 974% 833
*  AbandonmentRate Show rows Goto: [ 1

e Conversions (e-comm)

. Conversion Rate

e USE/LOVE

*  Pageshares (=event)



All accounts > UA - Google Merchanadl

Metric: Overall

‘website visitor trends

Jl Analytics ¢ Master View ~ Q, Try searching “Worst pages by load speed”

A Home
» 87 Customisation Top Channels

REPORTS

» (O Real-time
Audience

~ 9* Acquisition
Overview
» All Traffic
» Google Ads
* Search console
*» Social
» Campaigns

» B Behaviour
1 m Direct

» M Conversions
2 @ Pald Search

3 m Afflliates

4 Display

S m (Other)

aETA

S, Attribution )
To see all 5 Channels click here

Q Discover

2 Admin

W Direct

B Paid Search

W Affiliates
Display

W (Other)

Acquisition
Users 4

16,980

Users

® Users

€4.000

Conversions

® E-commerce Conversion Rate

3.00%

1,662 -

3a|

13 0ct 14 0ct 15 Oct 16 Oct 17 0ct 18 Oct 15 Oct 14 0ct 15 Oct 16 Oct 17 Oct 18 0c
Behaviour Conversions
New Users Sessions Bounce Rate Pages/Session Avg. Session E-commerce Transactions Revenue
Duration Conversion Rate
13612 20,593 42.64% 503 00:03:36 2218 456 US$52.533.64

Thes report was generated on 19/10/2022 &1 142913 - Refrean H



Don’t run campaigns just to generate
traffic




Sessions ¥ by Session default channel grouping =

SESSION DEFAULT CHANMNEL G.. SESSIONS

Organic Search 44K,

Metric: Referral
. Email 10K
traffic by channel s
u_mssigned 3.7K

;splay 2.8K

;E-ferral 27K

View traffic acquisition —




* It's important to measure the success of
your SEO efforts. To do that, you'll likely
track the KPI of organic traffic and keyword
performance.

With an SEO tool, you can see how well
your company is ranking on search engines
for certain keywords.

This KPI will inform your overall organic and
SEO strategy.
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e Conversion rate is the percentage of
visitors who complete a desired action. The
desired action could be anything from
completing an online form to signing up for
a service or purchasing a product.

This is a helpful KPI to track because it can

K P ‘ : CO nve rS | O n rate Li’iétzl:ilr:g?;gso.w successful you are at

For example, if the desired action was
filling out a web form, measuring your
conversion rate could let you know that
your web page isn't converting many leads.
If that's the case, then you could start to
rethink your strategy.




Conversion Rate Formula

How to work out how likely a click is to convert

CR ~ Total Attributed Conversions
(Conversion Rate) ~ Total Measured Clicks

*Conversion Rote is expressed os o percentage, so for easy of use x 100 is added to the above equation.
What does it mean?
Conversion: An action you want people to complete (for example buying something or signing up to something).
Total Attributed Conversions: The total amount of conversions recorded which have been caused by these clicks.
Whether a click is responsible for a conversion is usually decided on by the advertiser (a user may have clicked on an ad

on two different sites before making a purchase, so the advertiser decides which actually caused the sale).
Total Clicks: Number of times an ad was clicked on (and counted by a server).

theonlineadvertisingguide.c
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KPl: engagement rate

» Scroll depth,
* average page views,

e average time on page,
e shares,

* blog post comments,

 form conversions.







Teams have differing opinions
on which one is more important.

Last year, the most important key performance indicators (KPls) for

marketers were engagement, leads, and return on investment (ROI).

This year, the top KPI is still engagement, followed by ROl and
attracting followers. After a year where many organizations had to
cut resources and work with lean budgets, marketers are even more

concerned with proving the value of their investments.

Q: What KPIs are most important in your role
(check all that apply)?

Engagement

32.2%

Return on Investment

31.0%

Followers/Subscribers

16.4% A look back at top KPlIs
from the 2021 report

#1 Engagement

ENGAGEMENT

Brands understand the power of an engaged audience, and it remains
the top goal for marketing teams for the second year in a row. But it's
getting harder to achieve. Engagement is now one of marketers’ top 3
challenges, up from being the 7th biggest obstacle in 2020.

Q: What are your
top 3 challenges
when it comes to Team Size
social and visual

content production? Budget

Time

Proving

ROI/Metrics

Volume
Quality

Engagement

Q: What are your top 3 challenges with social and visual
content production?

60.00%




*| Consumer Engagement with Brands' Incentives on Social :. .: marketing

% of consumers who have engaged with a brand on social media in exchange for an incentive c-e.. Charts

Followed the brand on their social media pages 42%

Commented on the brand's social media post

Reshared a post from the brand

Tagged friends in acomment on a brand's social post

Used abrand's hashtag or @mentioned them
in a post to boost the post's visibility

Direct/private messaged with the brand on social media

Used abrand's hashtag or @mentioned them 1n a post in order
to participate in a promotion, sweepstakes or contest

I have not engaged with a brand on social media
1n exchange for incentives

Published on MarketingCharts.com in June 2022 | Data Source: Clarus Commerce
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* Facebook. Reactions,
comments, shares, and
clicks.

* Twitter. Retweets,
comments, likes, and clicks.

KPi: Social media + Instagram. Likes,

enga gement comments, and views.
* TikTok. Views, likes,

comments, and shares.

 LinkedIn. Interactions,
impressions, clicks,
comments, and shares.
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Engagement ()

> Video views
75M (+33,639.31%)

Profile views
641K (+322,340.7%)

Likes
629K (+73,983.88%)

Comments
5,028 (+33,420%)

Shares
21K (+72,956.67%)

Followers ()

47,541 in total
Net +17K in Dec 07 - Dec 13

Content (1)

4 posts
+4 (vs. Dec 01- Dec 07)

LIVE ()

LIVE

Last 7 days v




Engagement of social media platforms

(average hours of use per week by consumers between 16-25 in the United States)

Discord

Chart: Inside.com * Source: Measure Protocol « Created with Datawrapper



5 Global Social Medla App Engagement in 02 2022 .22 Marketing

.. charts
Base: Users of each social platform's Android app

% of Active Installs Who Opened the App Every Day Average Daily Minutes Spent In-App

20% 95
- 74
* O 21%  oex
o - 49
20% o
29
l 21

Instagram TikTok Facebook Snapchat YouTube Twitter TikTok  YouTube Instagram Facebook Twitter Snapchat

Published on MarketingCharts.com in July 2022 | Data Source: Sensor Tower Consumer Intelligence

Based on Sensor Tower data




“% Social Platform Users' Engagement with Paid Social marketing
"% of each platform's users who have clicked on a promoted/sponsored post on a network in the last month” charts

18% 18%

17% 17% 17%
16% 16%
I I I I I |

Pinterest Reddit TikTok Snapchat Instagram  LinkedIn Twitter Facebook

Published on MarketingCharts.com in March 2022 | Data Source: GWI

Based on a Q3 2021 survey of 23,727 US social media users ages 16-64




* As a marketer, one of your duties might be
to manage social media accounts for your
company. If you work on the social team, a

K P ‘ . FO I I Owe r helpful KPI to track is follower growth.

Most likely one of the goals of your social

G rOWt h media team is to increase brand awareness
and interact with your audience. Increasing
your followers is a great way to measure
success for those goals.




Ignore “vanity metrics”: they are hollow
and meaningless. The number of
Facebook fans is a vanity metric if you
never consider the engagement of your
followers or the traffic to your site. Time
spent on-site can also be a vanity metric:
it could indicate that people do not find
what they are looking for.

Digital Marketing Like a PRO
Clo Willaerts




Your leader’s vision statement
3-5 business goals

Top 3 SMART marketing objectives

Your digital marketing strategy

Digital marketing metrics

Digital marketing analytics




PRESCRIPTIVE
ANALYTICS

Hindsight 'lnsight | Foresight Context




Every platform is
using their own

analytics (= hard to
compare)




1 user

connects x times

* Auser (once known as a unique 3 sessions
visitor) is a distinct person, or,
more accurately, a distinct clientlD and views x pages
identified in the Google Analytics
tracking cookie.

6 pages

« Asession (once known as a visit)
is the browsing period of a user. sers

« Apageview is very simply the act

of loading a page. 1 8 ,650

Sessions, Users and

Google Analytics
Pageviews



Solution:
Reporting &
dashboards




Reports are perfect to share new,
and more profound, insights or to
point out potential problems. The
last slide or page of a report should
always entail “next steps” or
“decisions to take.

Digital Marketing Like a PRO
Clo Willaerts
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KPIl: Return on Ad
Spend (ROAS)

Return on ad spend is a more specific KPI
that you can use to determine the success
of your ad campaigns.

This metric measures the revenue that's
generated compared to every dollar you
spend on an advertising campaign. It's
usually a ratio.

For example, let's say you made $10 for
every S1 spent on an advertising campaign.
That means your ROAS for that campaign is
10:1.

See also: Attribution Models @Google




ROl # ROAS




Campa
report

ped LAST 7 DAYS

May 30,2016 - June 5,2016 ~

Clicks

TOTAL

357,808

CLICKS

123,522
73,321
125,121

12,321

&

NETWORK CLICKS
v

DISPLAYED NETWORKS
All Networks

Impressions

TOTAL IMPR.
5,737,348

IMPRESSIONS

2,162,321
1,623,121
425,212

853,262

&%

AVG.
cPC

Spend

WEB
CONV.

TOTALS $264,260.71 SPEND

$83,666.42
$56,152.84
$43,251.12

$55,868.81

Create Campaign

CTR

AVG 8.05% CTR

i

AS
CONV. AS CPA
RATE

325,321 5,321,622

23,523

1.18% $231,321.50

$3.49

23,532

34.21%

0.00% $0.00




PAID CHANNEL MIX

Follow a step-by-step guide: www.supermetrics.com/blog/paid-channel-mix-data-studio

Mar 1, 2017 - Mar 21, 2017

Platform: All

OVERVIEW
Clicks CTR Cost
11.2K O 3%
8 -4.6% $-0.2% 8 -4.7%
= Clicks === CTR
750 0.6%

C04%

250 0.2%
0 0%
Mar 1 Mar 7 Mar 13 Mar 19
Mar 4 Mar 10 Mar 16
SPLITS
® AdWords
® Focebook
Twitter
® Hing
D1 atf v Plakbe w» Rownsneane alane

Conversions

18.4K 31 6 309.0

8 0.0% $-52%
wews Conversions === Conv Rate
30
20
10
0
Mar 1 Mar 7 Mar 13 Mar 19
Mar 4 Mar 10 Mar 16

"TD

"Dr

reporting

Twitter
¥ Bing

Fa ey

6%

4%

0%

AEYD)H

Conv Rate Cost Per Conversion
9 59.5
2.8% :
§-06% t 0.6%
Cost == CPC
1.2K 3
h W 2
400 1
0 0
Mar Mar 7 Mar 13 Mar 19
Mar 4 Mar 10 Mar 16
Conversions
® AdWords
@ Focebook
Twitter

2 Bing

Panuarelamns ot Daw fPrmeransias

Sy Dates



-mail
marketing
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Create Issues Subscribers Insights

Chaos & Amazement . | Digitalize Flanders, the Parculator, and Joe

Rogan interviewing Steve Jobs
Sent 1 day ago

1,192 29.3% 7.85%

Subscribers 344 Opened 27 Clicked

Most popular links

https://www.bnox.be/2022/10/parculator-shows-where-to-park-in.htmi?...

https://index.goodcountry.org/?utm_campaign=Chaos%20%26%20Amaz...
https://www.digitalizeflanders.be/?utm_campaign=Chaos%20%26%20A...

https://www.ft.com/content/088d3368-bb8b-4ff3-9df7-a7680d4d81b22...

0.08%

1 Unsubscribed
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Use dashboards as a warning
mechanism — simply mail the
dashboard link to raise an issue
with the rest of the team.

Digital Marketing Like a PRO
Clo Willaerts




Webpsite +
social + email




dashthis.com & klipfolio.com

OMZET, BESTELLINGEN & VERKOCHTE PRODUCTEN | VANDAAG
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Tip: organize your
report with
paid/owned/earned




Company pays
to leverage the

channel

388
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Orkv] Prospects

Social Media

Company
controls the
channel

.

L OO

Customers

Company
Customers
become the

channel

Paid —
Owned —
Earned
media






