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Digital Campaign Essentials



Digital Marketing Forms

BRAND X CAMPAIGN BRIEF & PLANS

Brand

X
Strategic Target: women 25-44 with ...

CAMPAIGN BACKGROUND

. BUDGET :
Is this a new campaign? An existing one?

OBJECTIVES

‘What s the overall business and communication objective ? e.g. prove superiority vs competition

CONTACT CHOICES

‘Where else is this campaign coming to life? In-store? Tv? Other? What can we share to assist those who will design the
digital campaign

DIGITAL ACTIVATION
Social Engagement, i-media, Search, e-commerce etc

BRAND ASSETS

Website, fb page, registration site, couponing, loyalty programms

Contact

Social Engagement

Contact Role (example of
what the client expects)

Why will we activate this contact? e.6. to create positive WOM on new brand X proposition

Key Plan elements (example
of what the client expects)

Bloggers
Conversational calendar heroing celebrities etc
Media : Fb, twitter, other???

Contact

-media Direct to Consumer/ Interactive SEARCH

Contact Role (example of
what the client expects)

[ Drive online
awareness to TV

ii Drive consumer traffic to brand
Xrelevant digital assets

Digital KPIs

imedia waves,

XXMM impressions & reaching
YYYM unique viewers per wave at
minimum.

Target 222 MM registrations in CY

engagement ‘Always on/x months/every x weeks

Key Plan elements (example
of what the client expects)

Online Post-Campaign

~Website: enrich as per
new launches
~Launch a Youtube page

Online coupons
Webiste: Re-launch site
with new content

- premium placements (LX
newsfeed Reach block etc)
- use female top sites xy,2,

DIGITAL CAMPAIGN BRIEF

Digital Media
brief

|Brand

Campaign

Summary Digital campaign brief
| - Marketing input Campaign Periodl
Requestor:
Brand I Category: |
S I Target Growp |
R Start Campaign:
[Campaign date: End date Campaign |_1v | Radio | Print [ cinema| o0OH
| description: Business Objectives OtherMedia |
Campaign period start:
Other:
Other Media v Radio On-pack ..specify Engagement &
Objectives Awareness Interaction Comments
Target Group o o
. ign T: ¢ Men & women| Women Men & women| Women Other: > =
[Campaign Target "
ampaign Targe 15-24 15-24 25-44 25-44 _.specify
roup
|Budget |
[Campaign Tfarg.et ...give more qualitative characteristics of the above target group
" - - roup description .
lOnline Objectives f—LL Pre Campaign Target
Engagem jecti Awareness Traffic Conversion Description Setting
ent& [2?7277277? ..gi il
Awareness Interactiol? (what, Mg;lfr;" [“77’2: e:c’;i’fm etc) " "
! Display Social Youtube
n
i Banner
Campaign goals
X JAttachments Ultimate Brief TVC proposals  |Other: ,.,seecia
and weights ——
|Awareness
Budgetin €: | | —
Date of request: Quantitative DI E;(.m.l PRI
Digital campaign de-brief CPM : :
|Budget -Agencyinput Prrsetesensanng
lOnline Budget I bigital channels Banners Google You tube Facebook Affiliate IAd i . .
mpressio . .
) . premium, post,| ns N N
N . ...type of ...Display, ..preroll, true B . Taaasaaaaanaaad
[Campaign Details banners Search view etc. :ﬁ;",?::e’if ...specify action
Effectiveness ey - |Engagement & Interaction
. ICommen uantitative Goal
Parameter |Goal Achieved [Index ons N
. [IMPRESSI Impressions CTR r !
KPI quantitative oNs ordered: ik m———————
Clicks ordered: | [l |
CPM Media Plan cost: Interactions | I |
ICLICKS Engagement Rate | 1
P
CTR - -
CPM
Etc.... coe [T cost | |
KPI gualitative CPUY "
Likes &mt '
Conversion . p—
Success & Learnings S Iu
Date of feedback: | L o




Digital Campaign Essentials One Pager

Requestor & date:

AL CAMP

N ESSENTIALS

Category:

Brand:

Campaign:

DIGITAL CAMPAIGN BRIEF

Campaign description:

Answer the questions:

Describe the overall Business Objectives behind the desired campaign

Is this a brand new campaign? Is this a campaign that already exists in tv or elsewhere and we are considering expansion to

digital? Does the brand already have a digital presence ? Are we asking for an exclusively digital campaign?

Do we need overall strategic advice on what touch points are best ?

requisites/restrictions:

Campaign pre-

Campaign period

start:

end:

Other Media: TV Radio Sampling On-pack Other: ...specify
if campaign is already

present elsewhere please

describe where and how

Campaign Target group: Men & women Women Men & women Women Other:
define if you already know 15-24 15-24 25-44 25-44 ...specify

different per medium

Available assets if any:

mention all brand assets at

your disposal including
digital if any

TVC, Radio copy,

instagram etc), i-video, banner proposals, other

sampling activities, loyalty programs, couponing activities, brand webpages, social media activations (fb, twitter,

Budget in Euro:
specify if total budget or
exclusively for digital

Specific amount or small range in €

DIGITAL CAMPAIGN ROLE AND OBJECTIVES

Awareness Traffic | Registration | Conversion Engagement Description:
what will the digital
[ ] activation achieve
Secondary: towards business
| objectives ?
DIGITAL CAMPAIGN PLAN PROPOSAL
o Budget allocated 3 ~ - o
Digi hannel Tech Specs (Absolute or % of total) Implementation times Pre-campaign targets Results achieved
P Impressions: Impressions:
Type of sites X 3 9 L
Display Type of creatives & CPM'. CPUU; CPM'_ CPUU:
placement requirements CTR: N CPA: CTR: . CPA:
Conversion rate: Conversion rate:
Reach: Reach:
Paid-for CPrUU: CPA: CcCPrPUU: CPA:
ch / Performance 7
Organic (e f = CcPC: CTR: CcPC:
Conversion Rate% Conversion Rate
z Views: Views:
TV Websites
i-Video YouTube & Other GRS GV, A Shve
Videosharing Sites Unique Users: Unique Users:
Visit: Visit:
Impressions: Impressions:
Social Social Platforms used Reach:  CPA: Reach:  CPA:
Page likes: Page likes:
App reqaistrations: App reqgistrations:
Article views: Article views:
Content Native advertisement Interactions: Interactions:

Visits duration:
Bounce Rate.

Visits duration:

Date of feedback:

OVERALL CAMPAIGN EVALUATION & LEARNINGS

Filled by:

Client

Client

|
| Client and Digital Agec

il Z
A
E

Media Agenc

Client & All Agencies

~iab




Requestor & date:

Sectlon 1: BRIEF

DIGITAL CAMPAIGN ESSENTIALS

Category:

Brand:

Campaign:

DIGITAL CAMPAIGN BRIEF

Campaign
description:

Describe the overall Business Objectives behind the desired campaign
Answer the gquestions:
Is this a brand new campaign? Is this a campaign that already exists in tv or elsewhere and we are considering expansion to
digital? Does the brand already have a digital presence ? Are we asking for an exclusively digital campaign?
Do we need overall strategic advice on what touch points are best ?

Campaign pre-
reqguisites/restrictions

Campaign period

start: end:

Other Media:

if campaign is already
present elsewhere please
describe where and how

TV Radio Sampling On-pack Other: ...specify

Campaign Target group:
define if you already know
different per medium

Men & women Women Men & women Women Other:
15-24 15-24 25-44 25-44 ...SPeCify

Available assets if any:
mention all brand assets at
your disposal including
digital if any

TVC, Radio copy, sampling activities, loyalty programs, couponing activities, brand webpages, social media activations (fb, twitter,
instagram etc), i-video, banner proposals, other

Budget in Euro:
specify if total budget or
exclusively for digital

Specific amount or small range in €

-

)] 2

E

iab.



Section 2

Digital Campaign Plan Proposal

DIGITAL CAMPAIGN PLAN PROPOSAL

Budget allocated

Results achieved

Digital Channels Tech Specs (Absolute or % of total) Implementation times | Pre-campaign targets
. imprezsions: Impressions:
Display . TFE‘? ;;:rﬁgs 2 CPM:  CPUU: CPM:  CPUU:
s cﬁ:’;ﬁ e CTR:  GPA: CTR:  CPA
P req Conversion rate: Conversion rale:
Reach: Reach:
Faid-for CPUL: CPA: CPUL: CPA:
CELELL PEIMIITLEE Organic CTR:  CPC: CTR:  CPC:
Conversion Rate%%: Conversion Rate%:
. Views: Views:
TV Websiles . . . )
video YouTabe & Other o o
LIS A S Visits: Visits:
impressions: Impressions:
Social Social Platforms used RER RS . GEA" SELES . CEA'.
Page likes: Page likes:
App regisirations: App registrations:
Article views: Article views:
Content MNative advertizement MLEEENIES SRR
Vigits duration: Vizits duration:
Bounce Rate: Bounce Rate:

Date of feedback:

A
E

= iab:




Section 2 : Digital Campaign Plan Proposal
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Section 2 : Digital Campaign Plan Prop0O:
EmAoyn KavaAiwv Enikoivwviac avaloya e Touc oTOXOU

Digital Channels Tech Specs
Type of zites
Display Type of creatives &
placement requirements
Search / Performance Pﬁrd'@r
Organic
TV Websites
I-Video YouTube & Other
Videosharing Siles
Social Social Platforms used
Content MNative advertizsement

=]

YouTTD)

Websites (news, portals, sport, life-style etc.)
Google Display Network
Mobile / Tablet

Google Search
Affiliate Marketing

. YouTube
. Web TV
. SmartTV

. Facebook
. Twitter
. Instagram

Websites’ articles
Bloggs
Contadd




Section 2 : Digital Campaign Plan Propt

*KaBopiouoc Tou budget os kabe Meoo

[1lpoypappaTiohoc uAonoinonc kabs Meoou

DIGITAL CAMPAIGN PLAN PROPOSAL

Digital Channels Tech Specs
Type of ziles
Display Type of creatives &

placement requirements

Search / Performance Pﬁrd'ﬁ?r
Organic
TV Webs=ites
i-Video YouTube & Other

Videosharing Sites

Social Social Platforms used

@ A|'l[2vl::nllt~?.-llt Mative advertizement % o :"
! iab:




Section 2 : Digital Campaign Plan Pro
KaBopiopoc Twv KPIs (Metrics)

QISR

QSIS
SHOIOHOlS
QIS
QOIS

AEGIS =
E network Iabi
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Section 2 : Digital Campaign Plan Propo
Digital Campaign Metrics glossary

Metrics vol.1

Impression: Mia npoBoAr Tou
dla@nUIOTIKOU PNvUNATOG.

Clicks: Mooec popec ekavav click navw
0TO SIAPNMICTIKO UAIKO KATA TN
dIdpKeIa TNG kapnaviac.

Unique User: O povadikog XpnoTng
(H/Y / browser) nou €ide TO Prvupua.

Acquisition or Action: Kabe evepyeia
TOU XPrOTN NMOU EXEl OPIOTEI WG action
KaTa Tn dIapKeIa TNG Kapnaviac,

View: Kabe npoBoAn evog Bivreo.

Cost per Metric

CPM: Cost per mille. To k0oTOG ava
1000 impressions.

PC: Cost per click. To kdaToc yia

kaOe click kata Tn diapkela TNG
Kapnaviac.

CPUU: Cost per unique user. To
KOOTOC YIa KaBe povadiko XprnoTn.

CPA: Cost per acquisition or action.
To KOOTOG Yia KGBe evepyela Tou
XPNoTN Mou €£XEl OpIOTEI w¢ action.

CPV: Cost per view. To KOOTOC YIa
kaOe npoPBoAn evoc BivTeo.




Section 2 : Digital Campaign Plan Prop«
Digital Campaign Metrics glossary

Metrics vol.2

Interaction: H diadpaon (click,
play, comment, share kAn) Twv
XpPNOTWV KE Eva dIaPpnUIOTIKO

KAvupa.

Conversion: H npayuparonoinon
TNC EVEPYEIAC TOU XPNOTn, ONwCE
QuTH EXEl OPIOTEI WC OTOXOC MiAC

kapnaviag (nx ayopa, registration
KAM)

Website visits: O1 cuVOAIKEC
EMIOKEYEIC XpNOTWV OE HIa
oeAida/site yia PIa OUYKEKPIPEVN
nepiodo (ouvnbwc pnva).

Rates

Interaction Rate: O Aoyoc Twv

d1adpaCTIKWV EVEPYEIWV TWV
XpnoTwv, d1a TwV impressions.

Conversion Rate: To nocooTo

TWV XpNOTWV MOU OAOKANpwoav
uia evepyela (conversion), o€
OXE0N ME TO OUVOAO TWV
impressions.

Bounce Rate: To nocooTo TwV
EMNIOKEYEWV O€ £va site nou
oAoKANpwvovTal XwpPic Kapia

d1adpacn otn oeAida enioKeWnc.




Section 2 : Digital Campaign Plan Prop
Digital Campaign Metrics glossary

Metrics vol.3

Reach: KaAuyn kapnaviag. AvTtioTolxei 6To gUVOAO povadikwv xpnoTwv (unique
users) nou €idav pia Kaunavia €oTw Kai hia gopa.

CTR: Click Through Rate. O Aoyoc Twv clicks nou €xouv npaypartonoinBei oTo
dlIapNUIOTIKO UAIKO , 810 TWV impressions nou £xouv napadobei.

Click-through conversions: Oi evepyelec (conversions oUP@P®WVA PJE TOUG GTOXOUG
TNG KAuMNAaviac) nou NpoEKUYav ano xpnoTec nou ekavav click oto diag. pAvupua.

View-through conversions: O1 evepyelec (conversions CUU(PWVA JE TOUC GTOXOUC
TNC KAUNAviac) Nnou NPoEKUWayv ano XpnoTeC Nou ekTeBNkav aAAa dev ekavav click
oT0 O1IaPNUIOTIKO Pnvupa (ouvnBwc evroc 81aoTnHAaToc UNvoc).

Sentiment Score/polarity: H apiBunTikn (o€ kAipaka) 1 katnyopikn (BETIKN,
apvnTIKA, oudETEPN) anoTunwaon TNG «81IaBeonc» TwV XPNOTWV EvAVTI OnolodnnoTe
nepiexopevou (apopa o brands, BspaTa, npdowna, anoyeic kKAn).




Section 2 : Digital Campaign Plan Pro
KaBopiopoc Twv KPIs (Metrics)

Impressions, Reach, CPM,
CPUL

DIGITAL CAMPAIGN METRICS

Website visits, CTR, CPUU

Click-through & View-through
conversions, Nb of actions,
CP4&, Conversion rate

Actions or Sales, CPA,
conversion rate, ROI,
Revenue

5 tion Rate

Reach, CPUU, Impressions

Keyword performance,
Traffic sources

Click-through & View-through
conversions, Nb of actions,
CPA, Conversion rate

Actions or Sales, CPA,
conversion rate, ROI,
Revenue

Mo of clicks, CPC

Impressions (video views),
Unigue users

Website visits, CPUU

Click-through & View-through
conversions, Nb of actions,
CPA

Actions or Sales, CPA,
conversion rate, ROI,
Revenue

Video views, % of video
watched, CPV

Impressions, Reach

Social page visits, website
clicks

Page likes, app registrations,
CPA

Actions or Sales, CPA,
Conversion rate, ROI,
Revenue, Page likes

no of interactions, page
likes, post comments/likes,
sentiment score

Page/article views

Interactions, visits duration,
bounce rate

dentsu
necis BB

0 a

@ hellas




Section 2 : Digital Campaign Plan
Evaluation & Learning's

*KaBopiopoc Twv oToXwv Twv Metrics
‘KaTtaypaprn Twv anoTeAECUATWV

DIGITAL CAMPAIGN PLAN PROPOSAL

Budget allocated

N7
Pre-campaign targetg)h Results achieved

&

[Digital Channels Tech Specs (Absolute or % of total) Implementation times
; Impressions: Impressions:

_ Type of sites CPM:  CPUU: CPM:  CPUU:
[|Display Type of creatives & e o CTR PA-
I placement requirements Conversion rate: Conversion rafe:

Reach: Reach:
p Paid-for CPULE: CPA: CRULE: CPA:
JSearch / Perfformance Organic CTR: CPC: CTR: CPC:
a Conversion Rate: Conversion Rate%:
; Views: Views:
1 TV Websites CPA: CPV: CPA: CPV:
Hi-Video YouTube & Other Unique Users: D e Irser e
Videosharing Sites Visits: Visits:
Imprezssions: Impressions:
- - : Reach: CPA:
15ocial Social Platforms used H?;;é fr'kecsﬂq. Page likes:
5 App regiztrations: App registrations:
Article views: Article views:
: ; Interactions: interactions:
(|Content Native advertisement e Visits arafian:
Bounce Rale: Bounce Rate:
Date of feedback:

s BB -
la ;
work




Section 2 : Digital Campaign Plan Proposal
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