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DIGITAL MARKETING STRATEGY

How I explained my job as

Digital Strategist to my mum
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I M A G I N E D I G I TA L M A R K E T I N G A S A S Y M P H O N I C O R C H EST R A

DIGITAL MARKETING STRATEGY



• 2

DIGITAL MARKETING STRATEGY

E A C H M U S I C I A N R E P R E S E N T A S P E C I F I C D I G I T A L M A R K E T I N G R O L E

Campaign Manager

Performance Manager

Social Media Manager

E A C H H A S U N I Q U E M U S I C S H E E T S W H I C H A R E S P E C I F I C R E S P O N S I B I L I T I E S

CTR ppc Budget

Engagement

Tracking Campaigns
analyze performance

Reporting

Brand Awareness
Content Management

Conversions
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DIGITAL MARKETING STRATEGY

L I K E S Y M P H O N I C O R C H E S T R A A I M S P R O D U C T I O N O F H A R M O N I C M E L O D Y

D IG ITAL MARKETING AIMS I NCREASE OF ROI  THROUGH SPECIF IC KPIS

DON ’T FORGET:
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DIGITAL MARKETING STRATEGY

COLLECT & ANALYZE DATA FROM D IGITAL MARKETERS

PLAN & MONITOR THE D IGITAL STRATEGY

PROVIDE DIRECTIONS TO D IGITAL MARKETERS

SET ADDITIONAL OR NEW KPIS

ENSURE THE INCREASE OF ROI

HELP IN COORDINATION OF D IGITAL MARKETING DEPTS .

D IGITAL STRATEGISTS ARE LIKE CONDUCTORS
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DIGITAL MARKETING STRATEGY

1
DEFINE ROADMAPS :
A l l  i nd i v i dua l  t ac t i c s  l i ke  Webs i t es ,  S oc i a l  Med i a ,  Con ten t ,  e t c .

WHAT A DIGITAL STRATEGIST DO :

2
SUPPORT MARKETING DEPARTMENT :
Resea rches ,  A na l yze ,  Track i ng  &  Mon i t o r i ng ,  S ugges t i ons .

3
DE-CONSTRUCT COMPETITION :
A na l yze  compe t i t i ve  bes t  p rac t i ces  i n  d i g i t a l  ma rke t i ng  and  c rea te  benchmarks .

4

IDENTIFY NEW OPPORTUNITIES :
A d j us t i ng  new  K P Is ,  D i g i t a l  t e chno l ogy  t o  enhance  c l i en t s ’  ove ra l l  ma rke t i ng  m i x :  

p roduc t ,  p r i ce ,  p l ace  o r  p romo t i on .
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DIGITAL MARKETING STRATEGY

1 SOCIAL MEDIA MARKETING

WHAT A DIGITAL STRATEGIST DOESN ’T DO :

2 CAMPAIGN MANAGEMENT

3 PERFORMANCE MANAGEMENT

4 A/B TESTING
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REACH ACT CONVERT ENGAGE

Prospects & Customers

Achieve Interaction to Lead or Sale

Customers through Time

DIGITAL MARKETING STRATEGY

RACE PLANNING FRAMEWORK
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1 Au d i ence  a nd  C ustomer  Ana lysi s

H O W T O P R E PA R E T H E D I G I TA L S T R AT EG Y P L A N N I N G

2 C o m pet i tor  B enchmar ki ng

3 O n l i ne  Par t ner  Ana lysi s

4 S WO T :  O wn  D i g i ta l  M ar ket i ng  Re v i ew

Prepare

The Ground

DIGITAL MARKETING STRATEGY

MARKETPLACE ANALYSIS
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1 S eg menta t ion  a n d  Targ et i ng

H O W C A N W E A C H I E V E O U R G O A L S ( K P I S - R O I )

2 B rand  Posi t ion i ng  a nd  Va lue  P roposi t ion

3 En gag em ent  a nd  C o n tent  S tra tegy

4 I n tegra ted  C o m m uni ca t ion  S tra tegy

Plan a

STRATEGY

DIGITAL MARKETING STRATEGY

STRATEGY ANALYSIS
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1 S earch En g i ne  O p t i m iza t ion

R E A C H

2 Pay  Per  C l i ck  (P PC )

3 Af f i l i a te  a n d  Par tner  m ar ket i ng

4 O n l i ne  Ad ver t i si ng

A c q u i s i t i o n  s t r a t e g y  t o  b u i l d  o f f - s i t e  a w a r e n e s s  

a n d  i n  o f f l i n e  m e d i a  t o  d r i v e  w e b  p r e s e n c e s

5 O n l i ne  P R

6 S o c ia l  M e d ia  M ar ket i ng

DIGITAL MARKETING STRATEGY

TACTICS :  W H I C H D I G I T A L M A R K E T I N G A C T I V I T I E S D O W E O P T I M I Z E
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1 C o nversion  Ra te  O p t i miza t ion

A C T  &  C O N V E RT

2 Ec om merce M a nag ement

3 Lead G e nera t ion  Te chn iques

4 H o m e Pa g e O p t i m iza t ion

P e r s u a d e  v i s i t o r s  t o  i n t e r A c t  a n d  C o n v e r t  t h r o u g h  

c o n n e c t i n g  t h e m  w i t h  r e l e v a n t  c o n t e n t  &  o f f e r s

5 La nd i ng  Pa g e  O p t i m iza t ion

6 A/B a n d  M u l t i varia te  Test i ng

DIGITAL MARKETING STRATEGY

TACTICS :  W H I C H D I G I T A L M A R K E T I N G A C T I V I T I E S D O W E O P T I M I Z E
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1 C o n tent  M ar ket i ng  S tra tegy

E N G A G E

2 E- news let ters  a nd  P ro mot iona l  Em ai ls

3 E- contac t  S tra tegy

4 C ustomer  S er v i ce  a nd  S u p por t

R e t e n t i o n  a n d  g r o w t h  s t r a t e g y  t o  b u i l d  c u s t o m e r  

r e l a t i o n s h i p s  t o  e n c o u r a g e  r e p e a t  v i s i t s  a n d  s a l e s

5 M o bi le  M ar ket i ng

6 S o c ia l  C RM

DIGITAL MARKETING STRATEGY

TACTICS :  W H I C H D I G I T A L M A R K E T I N G A C T I V I T I E S D O W E O P T I M I Z E
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Inbound Marketing

Permission

Outbound Marketing

Interruption

DIGITAL MARKETING STRATEGY
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DIGITAL MARKETING STRATEGY

http://mashable.com/2011/10/30/inbound-outbound-marketing/#bY8osPQz9Pq7
http://mashable.com/2011/10/30/inbound-outbound-marketing/#bY8osPQz9Pq7


Data from Campaigns, Social Media, 
Analytics, Researches, Competition, etc.
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DIGITAL MARKETING STRATEGY

WHERE D IGITAL STRATEGY STANDS

Redefining KPIs and Policies, Approach 
New Opportunities and Tactics, etc.
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1 H i g h  A t t i tud e

A  D I G I TA L S T R AT EG I ST M U ST  H AV E :

2 D e ep  Experi ence

3 D ay - to-Day  S tra tegy  Ed uca t ion  (c ont i nuous)

4 Nu m erous o f  Rea l  C a se  S tu d i es

5 O u t  o f  t h e  B ox  – S tra teg i c  Th i n ki ng

DIGITAL MARKETING STRATEGY

REQUIREMENTS



MARKETING & STRATEGY MANAGER

Giorgosyfantis.gr

Giorgos Yfantis 
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