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Hi, | am Khaled

| make businesses make more money
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I What | do

Failed
Cofounder




What | do

Computer ¢
Engineer Cofc
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Digital
Marketing
Specialist
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Digital
Marketing
Team Leader
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Digital
Marketing
Freelancer
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What | do

Marketing I\/Ig:i

Manager



I What | do

Cofounder and CEO
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Where we are,




I Digital Marketing Planning process

Digital Marketing

Business Analysis Goals Digital Marketing

Strategy
(How to go there)

Resources needed

(Where we are) (Where we want to
be)




Where we are,




I Market research Vs Marketing research

Investigating Markets Investigating Marketing issues

Customer segments Consumer behaviour

3Cs Advertising effectiveness

Distribution Salesforce effectiveness




Marketing Research

Investigating Marketing issues

Consumer behaviour

Customer segments
3Cs

\ _ Distribution

Advertising effectiveness

Salesforce effectiveness



I Digital Marketing Planning process

Audience Analysis

Why then need us? How can we communicate with
them?




I Digital Marketing Planning process

Internet Usage @

Demographic
Properties

3- Audience Analysis




I Buyer Journey

Awareness Consideration m




I SWOT Analysis

Threats
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I SWOT Analysis
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I SWOT Analysis
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I Competition Analysis

Very affordable

Very low quality Very high quality

Very not
affordable




Iphone
Samsung
Xiomi
Oppo
Hauawi
Infinix
Vivo
Lenovo

I Competition Analysis

Very affordable

ONOUARWNR

Infinix

Lenovo

Xiomi

Low Sustainability

Sustainability

Samsung

Very not Iphone
affordable




I Competition Analysis

Digital Channel Competitor 01 Competitor 02 Competitor 03 Competitor 04

Website Strong Weak None None None
Facebook page  Weak Average Strong Strong Strong

Instagram
account

LinkedIn
TikTok
Twitter
YouTube
Snapchat

Telegram




I Competition Analysis

Does this company run ads on social media? Strong
Does this company run ads on google? Weak
Do they show organically on Google search?

Do they run email marketing campaigns?

Does the brand have a strong community?

How are they utilizing video marketing?
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I Digital Marketing Planning process

1- Setting SMART Goals

Conversions

Leads

Followers

Traffic

Awareness

Buy
Download
Register

Collect emails for email marketing and
customer service
Measure people's interest in your product

Affects organic reach negatively if your
organic posts didn’t succeed in engaging
with the paid followers

Create awareness by driving people to
your website or app

Best for large companies who want to
aware people of new products like Pepsi




I Digital Marketing Planning process

Y @/

Business Goals Digital Marketing Goals

Sales Conversions

Marketing Engagements

HR .. Reach

Installs







I Activities Processes

Website
Marketing

Direct
Marketing

Digital
Marketing

Social
Media

Content Email
Marketing Marketing




Setting KPIs
(including ads)

Platforms
planning

Audience Analysis

Competitors
analysis

Ad accounts
creation ad access

Social media
accounts creation
and access

Social Media
Auditing

Finding inspiration

Soclal media marketing planning

Create content,
visuals, and ads
directions

Campaign
planning

Ads planning

Campaign Analysis and
execution reporting



Keyword
guidelines

Keyword
researach

Keyword plan

Reporting

Blogs creation
and
optimization

Blog plan




I Google Search Ads

Keyword
guidelines

Keyword
researach

Keyword plan

Ads creation
and
optimization

Ad copies
creation

Ad account
creation and
setup

Reporting




I Google Display Ads

Topics
guidelines

Placement

selection Reporting

Ads creation
and
optimization

Ad copies
creation




I Community building

Determine
channels to
create

Create
relevant Reporting

channels

Share relevant
content on
channels

Agree upon
content type




Email Marketing

Building an
email marketing
flow

Create email
marketing
account

Creating and
connecting the
opt-in forms

Launch, monitor
and optimize
campaigns

Adding emails
to the email lists

Creating email
content for the
email campaign

Reporting
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