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facebook.com/groups/DigitaalOndernemenCreatieveSector
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Could	you	make	us	a	digital	
marketing	plan?

🤔



Four	flavors

1. Marketing Strategy aligned with Business 

Strategy

q 4N Strategic model

q Buyer Personas

q Value Propositions

2. Digital Marketing Strategy aligned with 

Marketing Strategy

q Example: Inbound Marketing Strategy

3. Digital Marketing Strategic Plan

q Customer Journey Mapping

4. Content Planning (esp. Social Media for 202x)

q 3H Content model

q Editorial Calendar



4N	Strategic	
Model



NOW:	
example



NEXT:	
example



NEW:	
example



NOT:	
example



4N	MARKETING	STRATEGY	MODEL

NOW NEXT NEW NOT

Resources 70% 20% 10% 0%

Market/target Loyal customers Customer segment with 
most growth potential

New market/segment Segment out of scope

Product portfolio 
(BCG)

Cash cows Problem children Morning stars or evenings 
stars

Dogs

Growth strategy Maximize customer loyalty 
Customer experience 
Customer base penetration
Churn (minimize defection)

Maximize product sales 
through
Market acceleation
Product expansion
Customer and product 
diversification

Becoming future proof by 
experimenting with 
unconventional strategies

Lean

Action plan Harvest Grow Try Phase out

KPI Customer Lifetime Value Market share Lessons/skills learnt Cost efficiency
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[persona name] the [type] 
(age) + scenario

Private life and personal 
interests

Professional life and business 
objectives

Media use 

Jobs to be done

Gains (expectations)

Pains (frustrations)



Media	&	
device	use	

vs	generations



Generations	
vs	web	video	
length	[TWG]

https://www.thinkwithgoogle.com/feature/youtube-video-data-watching-habits/


Generations	vs	
User	Generated	
Content	[TWG]

https://www.thinkwithgoogle.com/feature/youtube-video-data-watching-habits/


Clayton	Christensen:	
Jobs	to	be	Done	[YT	7:09]

§ Jobs to be Done is a theory of 
consumer action. It describes the 
mechanisms that cause a consumer 
to adopt an innovation. 

§ The theory states that markets 
grow, evolve, and renew whenever 
customers have a Job to be Done, 
and then buy a product to complete 
it (get the Job Done). [JTBD.info]

https://youtu.be/Stc0beAxavY
https://jtbd.info/2-what-is-jobs-to-be-done-jtbd-796b82081cca


Gains	
(Customer	

expectations)



Pains	(Customer	Frustrations)

Which frustrations stop our target audience from 

becoming a customer?

§ Financial	pain	points	mean	that	a	consumer	is	spending	too	much	
money	on	a	problem.

§ Assistance pain	points:	consumers have	a	goal	in	mind	but	don’t	
have	the	support	they	need	to	follow	through.

§ Consumers	with	streamline pain	points	already	have	a	solution	they	
are	regularly	using,	but	they	are	looking	for	a	product	or	service	that	
can	simplify	the	process.	

§ Those	with	productivity pain	points	have	a	goal	in	mind,	but	are	
wasting	time	and	generally	need	help	making	the	most	of	their	time.	



[persona name] the [type] 
(age) + scenario

Private life and personal 
interests

Professional life and business 
objectives

Media use 

Jobs to be done

Gains (expectations)

Pains (frustrations)
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Inbound	marketing	strategy	
with	website	as	content	hub

Inbound marketing is a technique of 

attracting customers towards the products 

and services via content marketing, search 

engine optimization, and social media 

marketing.

§ Search Engine Optimization

§ Social Media & Social Selling

§ Content Marketing for Lead Generation

§ Email Marketing: Marketing Automation 

& Newsletters



DMLAP p200-
201
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Customers	reveal	
which	jobs	they	are	
trying	to	get	done.

It is access to 
touch points with 
these activities 
that gives digital 
marketing its 
real power.



Customer	
Journey	
Mapping

Customer	journey	mapping	is	a	way	to	record,	plot	and	
analyze	the	interactions	– or	"touch points"	– that	a	
customer	has	with	your	organization.



TIP:	Use	the	phases	of	the	
Simplified	Customer	Journey.

See Think Buy Use Love



Customer	
Journey	Map	

model

https://1drv.ms/w/s!Ao1rJ_74I49wjFKQ4V7Hk7IeQUrw


Tip:	Limit	customer	journey	maps	to	the	
experience	of	onebuyer	persona	and	their	

path	toward	one	primarygoal	(=	one		
scenario)



What	does	the	Customer	Experience	
Map	for	your	Buyer	Persona	look	like?



Emotional	
journey



The	attention	
economy



data.ai/en/apps/ios/top/store-rank/feed/free/belgium/

https://www.data.ai/en/apps/ios/top/store-rank/feed/free/belgium/


datareportal.com/digital-in-belgium

https://datareportal.com/digital-in-belgium


Dark	Social

Dark	social	refers	to	places	where	your	target	customers	hang	out,	
discussing	solutions	to	their	problems,	but	there	is	neither	tracking	nor	
intent	data.

§ Communities	and	groups	(Slack	channels,	Facebook	groups,	etc.)

§ Social	Networks	(LinkedIn,	Reddit,	etc.)

§ Content	platforms	(Apple	Podcast,	Spotify,	YouTube,	etc.)

§ Direct	word	of	mouth	(DMs,	text	messages,	zoom	calls,	etc.)

§ 3rd	Party	Events/Meetups (VC/PE	groups)



Channels	and	
touchpoints

Touchpoints are points of contact, interaction, or 

information gathering. Touchpoints can be owned by 

the brand (such as a TV ad or website), or reflect the 

brand experience in some way (such as Social Media 

or Amazon reviews).



What	are	the	touchpoints	with	your	Buyer	Persona	along	
their	customer	journey?	

How	does	this	influence	your	choice	of	Digital	Marketing	
channels?



Channel	choice	
matrix:	

focus	on	top	3	
highest	total	scores

Cheap Fast Easy Impactful TOTAL

Facebook 
Page

Twitter 
Account

YouTube 
channel

Instagram 
account

Podcast 
series

Business 
blog



Customer	journey vs	Content

See Think Buy Use Love



SEE (Awareness)
Problem/Need/JTBD → Solution

PR, Radio, TV, Print, Billboards, Events,  Product Placement, Social Media, Web Video, Banners

suspect -> potential lead -> lead

Increase brand or product  awareness
Increase brand engagement
Educate your audience,  to remind of benefits

Why aren’t target audiences aware of your business?

Reach
Share of Voice (SOV),  Click-Through Rate (CTR), Unique Visitors and fans

Inbound: TOFu
Target → Prospect
Thought Leadership, Personal Branding, Employer Branding, Multichannel Marketing, Event 
Sponsoring

Hero Content, 
Owned Media, Social Media Native, Blog Posts, Web Videos

Earned Media, Paid Media, Digital Display, SMA

Instagram video ads
YouTube ads



Awareness:	
discovering	new	
products	or	
companies



Consumer	content	expectations



Inspiration	
and	Future	
Feeling



Online	
bannering	–
digital	display



The	Google/Facebook	
duopoly



Social	Media	Advertising	Formats



Focus:

Visual	formats	+
Platforms	that	have	data	on	consumer	

interest



Customer	journey vs	content

See Think Buy Use Love



THINK (Consideration)
Solution → Product/Service

Search Engines, Social Media, Customer Review platforms

lead -> potential buyer

Increase traffic to your site or blog
Generate sales leads
Enhance brand reputation, correct negative perception
Influence buyers with videos designed to help them make decisions
Rank higher in search Increase traffic to your website 
Get more backlinks to pages with embedded videos

Why would prospects choose the competition instead of you?

Acquire
Interest signals (e.g. Bounce Rate) 
commercial intent signals (e.g. Abandoned Cart Rate) 

Inbound: MOFu
Prospect → MQL
Content Hub, Lead Nurturing, Growth Marketing, Social Selling, Call-to-Action

Help Content, 
Evergreen Content, Case Studies, Testimonials, Curated Content 

SEO/SEA, SMA

Retargeting with Facebook Exchange
DoubleClick Google Ads



“Best”	Google	
searches



“To	avoid”	
Google	Searches



Google	Ads



Tool:	YouTube	
suggestions	and	
autocomplete



Search	Questions

§ Featured Snippet Tool

§ Text Optimizer extracts questions from Google / Bing 
SERPs by using semantic analysis

§ Ahrefs, Serpstat Questions and Answer The Public collect 
question-type queries from Google Suggest results

§ BuzzSumo Question Analyzer aggregates questions 
from Quora, Reddit as well as various discussion boards

§ Twitter search for real-time question monitoring: You 
can monitor Tweeted questions using [keyword ?] search 
on Tweetdeck (note the space between your keyword and 
the question mark

§ My Tweet Alerts for monitoring interesting 
(AMA) questions on Reddit

https://featuredsnippettool.com/
https://textoptimizer.com/
https://ahrefs.com/
https://serpstat.com/keywords/questions/
http://answerthepublic.com/
https://buzzsumo.com/solutions/question-analyzer/
https://buzzsumo.com/solutions/question-analyzer/
https://www.mytweetalerts.com/


Think	With	Google	and	Google	Digitaal	Atelier



Focus:

Formats	that	tap	into	“rational”	thinking	
(e.g.	promotions)	+

Platforms	that	have	consumer	data	about	
intent



Customer	journey

See Think Buy Use Love



BUY (ACTIVATION)
PRODUCT/SERVICE → SALE

Store, Web Shop, Website

potential buyer -> buyer

Improve customer experience
Increase sales volume
Recruit new users
Accelerate your company’s revenue growth
Improve conversions
Get more opens and clicks on your email sends 

What are reasons that leads don’t convert?

Experience & Convert
Conversion Rate, Customer Acquisition Cost, Customer Lifetime Value (CLV)

Inbound: BOFu
MQL → SQL
E-commerce, ROPO, Lead Management/Scoring, Marketing Automation, Remarketing, BANT/CRUX 
Sales Qualification

Gated Content & Web Forms (whitepaper, ebook, checklist, tool to compare features), Storytelling

Limited Time Offer/Discount, SMA

Dynamic Product Ads
AdSense Google Ads



Tangible	
Benefits



Robert	B.	Cialdini	(1984)	
Principles	of	Influence





Focus:

Trust	e.g.	social	proof	+
Removing	friction	e.g.	payment	options



Customer	journey

See Think Buy Use Love



USE (Loyalty)
Sale → Satisfaction

Email, Website, Social Media

buyer -> repeat buyer

Foster customer loyalty, consolidate loyal users
To maintain sales volume
Have customers spend more money & want to come back 

What are reasons that customers might stop using using product/service?

Engage & Retain
Customer Satisfaction Score, Social Media Sentiment, Up/Cross-sell, Retention/Reactivation

Sales: 
SQL → Customer
Email Marketing, Customer Care, Community Management, Social Listening, Experience Marketing

Hub Content, 
Online Communities

Newsletters, Podcasts

Direct customer relationship to build loyalty via Messenger





“You	want	to	be	extra	rigorous	
about	making	the	best	possible	

thing	you	can.	
Find	everything	that’s	wrong	with	

it	and	fix	it.	
Seek	negative	feedback.”

Elon Musk



Unhappy	
customer



Product	
reviews



Influence	of	
social	media





Google	Business	
Profile



Triggered	
emails



Focus:

Humanize	contact	points



Customer	journey

See Think Buy Use Love



LOVE (ADVOCACY)
SATISFACTION → REFERRAL

Social Media, Word-Of-Mouth, Personalized Email

repeat buyer -> fan

Incentivize customers who spontaneously recommend your products/services to their peers.
Boost shares on social media

Why would a customer never recommend your product/service to someone else?

Recommend
Net Promoter Score (NPS)

Customer → Advocate
Referral Marketing,  Influencer Marketing

User Generated Content

Curated User Generated Content, Social Proof



“The	best	
advertising	is	done	

by	satisfied	
customers.”

Philip Kotler



Brand	
Advocacy



UGC	>	stock	
photography



Focus:

Public	Relations	with	influencers
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Content	calendar	
tool:	Google	
Calendar



Content	
(production)	
planning	tool:	
Outlook



Ilikemedia.be	
Toptopical-
kalender

https://docs.google.com/spreadsheets/d/1hUfan7v1pQcSTqldLAgvCSOvkJ7PikxfKmu0vVmH3Cw/edit?usp=sharing


TIP:	
DaysOfTheYear
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Thank	you	very	much!
Clo@bnox.be


