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Το Workshop



Ενότητα 2

Digital Campaign Essentials



Digital Marketing Forms
BRAND X CAMPAIGN BRIEF & PLANS 

Brand:                  X         

Strategic Target:   women 25-44 with ….. BUDGET :  

CAMPAIGN BACKGROUND Is this a new campaign? An existing one?  

OBJECTIVES 

 

What is 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.g. 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 i-media  Direct to Consumer/ Interactive  SEARCH  

Contact Role (example of 
what the client expects) 

i) Drive complementary 
awareness to TV  
ii) Drive consumer traffic to brand 
X relevant digital assets  
Digital KPIs 
i-media waves,  
XXX MM impressions & reaching 
YYYM unique viewers per wave at 
minimum.   
Target ZZZ MM registrations in CY 

 

Drive online participation & engagement. Always on/x months/every x weeks 

Key Plan elements (example 
of what the client expects) 

- premium placements (LX 
newsfeed Reach block etc)   
- use female top sites x,y,z,  
- mobile, tablets 
- i-video placement in b,c,d 

-Website: enrich as per 
new launches  
-Launch a Youtube page 
with engaging content  
- Launch mobile apps for 
education and e-
shopping  
 

On line coupons  
Webiste: Re-launch site 
with new content  
 

 

 

DIGITAL CAMPAIGN BRIEF            
Digital campaign brief                                                                                                       
- Marketing input

Requestor:

Category:

Brand:

Campaign:

Campaign 
description:

…in a couple lines, describe the campaign and the 
Business Objectives

Campaign period start: end:

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

Campaign Target 
group

Men  & women     
15-24

Women                      
15-24

Men  & women    
25-44

Women                      
25-44

Other:                             
...specify

Campaign Target 
group description

…give more qualitative characteristics of the above target group

Campaign Objective Awareness Traffic Conversion Description

Main …give more details                                                       
(what, where to go, action etc)Secondary

Attachments Ultimate Brief TVC
Banner 

proposals Other:                …specify

Budget in €:
Date of request: 

Digital campaign de-brief                                                                                                       
- Agency input

Digital channels
Banners Google You tube Facebook Affiliate

Campaign Details
…type of 
banners

…Display, 
Search 

...pre roll, true 
view etc.

…premium, post, 
sponsored 
stories etc.

…specify action

Technical 
specifications

Impressions 
ordered:

Clicks ordered:

Media Plan cost:

KPIs

CPM

CPC

CPUU

Likes

Conversion

Date of feedback:

Digital Media 
brief

Brand 

Campaign 

Campaign Period

Target Group

Other Media
TV Radio Print Cinema OOH

Objectives Awareness
Engagement & 

Interaction Comments

% %

Budget

Pre Campaign Target 
Setting

Display Social Youtube

Awareness

Quantitative Goal

CPM

Ad 

Impressio

ns        

Engagement & Interaction

Quantitative Goal

CTR

Clicks    

Interactions   

Engagement Rate   

TTL Cost

Online Post-Campaign 
Summary

Brand

Campaign
Start 
date:

End date

Target Group

Online Objectives

Awareness

Engagem
ent &                               

Interactio
n

?????????
?

Campaign goals 
and weights

Budget

Online Budget

Effectiveness

Parameter Goal Achieved Index
Commen
ts

KPI quantitative
IMPRESSI
ONS

CPM

CLICKS

CTR

Etc…..

KPI qualitative

Success & Learnings



Digital Campaign Essentials One Pager



Section 1: BRIEF
Πώς να ξεκινήσω ? 

Requestor & date:

Category:

Brand:

Campaign:

Campaign pre-

requisites/restrictions

Campaign period

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

Men  & women

15-24

Women    

15-24

Men  & women

25-44

Women 

25-44

Other:                        

...specify

Available assets if any: 

mention all brand assets at 

your disposal including 

digital if any

Budget in Euro:

specify if total budget or 

exclusively for digital

DIGITAL CAMPAIGN BRIEF

Specific amount or small range in €

end:

DIGITAL CAMPAIGN ESSENTIALS            

Campaign 

description:

                                              Describe the overall Business Objectives behind the desired campaign 

Answer the questions: 

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 ? 

start:

Other Media:

if campaign is already 

present elsewhere please 

describe where and how

Campaign Target group: 

define if you already know 

different per medium

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

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



Section 2
Digital Campaign Plan Proposal



AWARENESS TRAFFIC REGISTRATIONS CONVERSIONS ENGAGEMENT

DISPLAY

SEARCH / 

PERFORMANCE

iVIDEO

SOCIAL

CONTENT

Section 2 : Digital Campaign Plan Proposal 
Σηόσοι & Κανάλια Επικοινυνίαρ



Section 2 : Digital Campaign Plan Proposal
Επιλογή Καναλιών Επικοινυνίαρ ανάλογα με ηοςρ ζηόσοςρ

• Facebook

• Twitter

• Instagram

• YouTube

• Web TV

• Smart TV

• Google Search

• Affiliate Marketing

• Websites (news, portals, sport, life-style etc.)

• Google Display Network

• Mobile / Tablet 

• Websites’ articles

• Bloggs

• Contadd



Section 2 : Digital Campaign Plan Proposal 

•Καθοπιζμόρ ηος budget ζε κάθε Μέζο

•Ππογπαμμαηιζμόρ ςλοποίηζηρ κάθε Μέζος



AWARENESS TRAFFIC REGISTRATIONS CONVERSIONS ENGAGEMENT

DISPLAY

SEARCH / 

PERFORMANCE

iVIDEO

SOCIAL

CONTENT

Section 2 : Digital Campaign Plan Proposal
Καθοπιζμόρ ηυν KPIs (Metrics)
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Section 2 : Digital Campaign Plan Proposal
Digital Campaign Metrics glossary

Metrics vol.1

Impression: Μία πποβολή ηος 
διαθημιζηικού μηνύμαηορ. 

Clicks: Πόζερ θοπέρ έκαναν click πάνυ 
ζηο διαθημιζηικό ςλικό καηά ηη 

διάπκεια ηηρ καμπάνιαρ.

Unique User: Ο μοναδικόρ σπήζηηρ
(H/Y / browser) πος είδε ηο μήνςμα.

Acquisition or Action: Κάθε ενέπγεια 
ηος σπήζηη πος έσει οπιζηεί υρ action

καηά ηη διάπκεια ηηρ καμπάνιαρ.

View: Κάθε πποβολή ενόρ βίνηεο.

Cost per Metric

CPM: Cost per mille. Το κόζηορ ανά 
1000 impressions.

CPC: Cost per click. Το κόζηορ για 
κάθε click καηά ηη διάπκεια ηηρ 

καμπάνιαρ.

CPUU: Cost per unique user. Το 
κόζηορ για κάθε μοναδικό σπήζηη.

CPA: Cost per acquisition or action.
Το κόζηορ για κάθε ενέπγεια ηος 

σπήζηη πος έσει οπιζηεί υρ action.

CPV: Cost per view. Το κόζηορ για 
κάθε πποβολή ενόρ βίνηεο.



Metrics vol.2

Interaction: Η διάδπαζη (click, 
play, comment, share κλπ) ηυν 
σπηζηών με ένα διαθημιζηικό 

μήνςμα.

Conversion: Η ππαγμαηοποίηζη 
ηηρ ενέπγειαρ ηος σπήζηη, όπυρ 
αςηή έσει οπιζηεί υρ ζηόσορ μίαρ 
καμπάνιαρ (πσ αγοπά, registration 

κλπ)

Website visits: Οι ζςνολικέρ 
επιζκέτειρ σπηζηών ζε μια 

ζελίδα/site για μια ζςγκεκπιμένη 
πεπίοδο (ζςνήθυρ μήνα).

Rates

Interaction Rate: Ο λόγορ ηυν 
διαδπαζηικών ενεπγειών ηυν 

σπηζηών, δια ηυν impressions.

Conversion Rate: Το  ποζοζηό 
ηυν σπηζηών πος ολοκλήπυζαν 

μια ενέπγεια (conversion), ζε 
ζσέζη με ηο ζύνολο ηυν 

impressions.

Bounce Rate: Το ποζοζηό ηυν 
επιζκέτευν ζε ένα site πος 
ολοκληπώνονηαι συπίρ καμία 

διάδπαζη ζηη ζελίδα επίζκετηρ.

Section 2 : Digital Campaign Plan Proposal
Digital Campaign Metrics glossary



Metrics vol.3

Reach: Κάλςτη καμπάνιαρ. Ανηιζηοισεί ζηο ζύνολο μοναδικών σπηζηών (unique 
users) πος είδαν μια καμπάνια έζηυ και μια θοπά.

CTR: Click Through Rate. Ο λόγορ ηυν clicks πος έσοςν ππαγμαηοποιηθεί ζηο 
διαθημιζηικό ςλικό , διά ηυν impressions πος έσοςν παπαδοθεί.

Click-through conversions: Οι ενέπγειερ (conversions ζύμθυνα με ηοςρ ζηόσοςρ 
ηηρ καμπάνιαρ) πος πποέκςταν από σπήζηερ πος έκαναν click ζηο διαθ. μήνςμα.

View-through conversions: Οι ενέπγειερ (conversions ζύμθυνα με ηοςρ ζηόσοςρ 
ηηρ καμπάνιαρ) πος πποέκςταν από σπήζηερ πος εκηέθηκαν αλλά δεν έκαναν click

ζηο διαθημιζηικό μήνςμα (ζςνήθυρ ενηόρ διαζηήμαηορ μηνόρ).

Sentiment Score/polarity: Η απιθμηηική (ζε κλίμακα) ή καηηγοπική (θεηική, 
απνηηική, οςδέηεπη) αποηύπυζη ηηρ «διάθεζηρ» ηυν σπηζηών ένανηι οποιοδήποηε 

πεπιεσομένος (αθοπά ζε brands, θέμαηα, ππόζυπα, απότειρ κλπ).

Section 2 : Digital Campaign Plan Proposal
Digital Campaign Metrics glossary



Section 2 : Digital Campaign Plan Proposal
Καθοπιζμόρ ηυν KPIs (Metrics)



Section 2 : Digital Campaign Plan 
Evaluation & Learning's 

•Καθοπιζμόρ ηυν ζηόσυν ηυν Metrics

•Καηαγπαθή ηυν αποηελεζμάηυν



Section 2 : Digital Campaign Plan Proposal 
Αξιολόγηζη 

OVERALL CAMPAIGN EVALUATION & LEARNINGS


