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Sprint based approach to set up a “test and learn campaign” starts during campaign

planning
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Set up campaign objectives and team, run customer research Constant measurement and iteration on campaign tactics to boost
to define target customers, and iteratively develop key hypotheses campaign results and reach objectives

and experiments
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Campaign planning begins with understanding the target segments, campaign

objectives, and key metrics

Segment A
UNAWARE

Campaign
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Metrics —Number of post

engagements
—Number of site visits
—Number of ebook

downloads

&

Global Standard

CDA GLOBAL STANDARDS, HOW TO GUIDES, AND USE
CASES

e
v BD

Segment B
NOT CONSIDERED

Capture New Leads

— Number of MQLs
— Cost per MQL
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Segment C
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Convert Leads

— Number of SQLs
— Cost per SQL

Ilustrative

Segment D
PURCHASED

e

Retain/Engage

—Number of post
engagements
—Number of conversations
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Targeted campaigns are selected based on campaign objective and customer
lifecycle stage
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How do I raise awareness How do I capture How do I convert How to identify high-value How to best anticipate

wn about my brand and product? demand? potential customers? customers and match next best churn?
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g' — Target social media ad — Email nurture — Rep interaction to — Next best offer based on — Capture customer satisfaction and
S with tailored messaging campaign with answer FAQs previous interactions through feedback

% - Automated email financial benefits ~ _ Report generated digital and physical — Loyalty programs

n campaign with product — Explainer video with ROI touchpoints — Community building

8_ information with tailored calculation
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Customer data and triggers are used to identify treatments and channel while
campaign response feeds back into customer profile

Illustrative
Customer data and triggers Targeted actions and campaigns
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Viability of campaign is assessed throughout campaign execution to help make data

driven decisions around channel, spend and performance

Plan

Build

Campaign
Planning

Ilustrative

Run

Campaign Planning & Team Discovery & Tactic Design Campaign Set Up Test and Learn
Execution Stand Up Targeting Execution S
Stages @ @!)
Define campaign goals and Understand your customers, Design campaign tactics Build foundation for Constant measurement and
set up campaign team to define target market and based on initial hypotheses campaign including content iteration on campaign
Objectives | ensure successful execution develop initial hypotheses e.g.,, content, channel and approvals performance tactics, and team
for experimentation strategy measurement capability, and orchestration to boost
lead management campaign results and reach
objectives
— Evaluate business case — Refine target market size — Evaluate Campaign and — Create baseline to — Review “Plan vs Actuals”
Campaign potential and identify KPIs with inputs from research Channel Tactics and make evaluate performance and create updated
Plan Tool and baseline success to evaluate business case data-backed decisions through analytics forecast to drive further
Kex " metrics foreg, decisions to maximize — Forecast potential demand opportunities and
Activities . . N o
— Demand Generation vs business value and through pipeline optimizations.
Demand Capture campaign impact — Identify risks and — Give leaders insight into
opportunities future performance, not
— Finalize Plan document just past performance
and load into reporting
database
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Critical metrics need to be planning, and tracked across the end- to-end
engagement funnel

Standard Engagement Funnel OOT planning and execution KPI’s
# of visitor
Top Of Funnel Anonymous (Visitor) Cost per visitor/
cost per click ($)

Leading Indicators

Visitor to lead (%)

Inquires/Leads Cost per form conversion ($)
Form conversion rate (%)

# of MQL’s (#)
Cost per MQL (S)

Marketing Qualified (MQL) (#) Time to MQL
. Stage in MQL funnel
Middle of Funnel MQL to SAL CR(%) Marketing Pipeline
# of SAL’s (#)
Sales Accepted (SAL) (#) Cost per SAL ($)
SAL to SQL CR (%)
# of SQL’s
Sales Qualified (SQL) Cost per SQL
(#) Close won CR (%)
Business Outcomes
Won Discussion KPI (between marketing and
Bottom of Funnel Opportunit sales)

y (#) Sales acceleration

| | ndar Table stakes =| ) . Q .
Global Standard Multi-channel customer experience EQ\' NG VST SeStreEteEs @ Bemaiies

"
w BD CDA GLOBAL STANDARDS, HOW TO GUIDES, AND USE Source: MedBank Use Case , CDA CONFIDENTIAL-FOR INTERNAL USE ONLY
CASES




A campaign plan is the basis for reporting actual performance and forecasting
future performance, unlocking the business potential of an applied test and learn

Objective: Have insight into where to spend your next marketing dollar, and what the outcome of that spend will be.

9 Actuals (reporting) Forecast M
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Campaign plan benefits: Actuals benefits: Forecast benefits:
|
— Evaluate and optimize performance of media plan — Show current campaign performance — Forecast and quantify future campaign performance
— Understanding of the relative performance of each channel — Show delta between Campaign Plan and Actuals — Show value of test and learn enhancements
— Hold vendors accountable to performance standards — Provide data for relevant stakeholders to better — Provide data for relevant stakeholders to better
— Serve as the “plan” numbers in your dashboard and reporting understand pipeline opportunities understand pipeline opportunities
— Help your Sales team understand demand — Help your Sales team plan for demand generated — Provide data driven insights to the OOT and senior
through marketing leaders to better understand how you will work to
continuously improve your campaign.
Link to Video Tutorial (5) — Help your Sales team plan for demand generated

through marketing
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https://bd1.sharepoint.com/:v:/r/sites/BDCorporateDigitalAccelerator/Shared Documents/Digital Delivery - General/06 - Global Standards/Resources/3 Campaigns/3.1 Campaign Planning/What%27s my Campaign Plan.mp4?csf=1&web=1&e=WfKqA9

Leverage the campaign planning tool to create a baseline business case for your
campaign

Step-by-Step Guide _/I'il

@ Campaign Planning
=

— The Campaign Planning Tool will be used in different phases of your campaign
and should be owned and updated by the Digital Marketer:

— The first step is creating a baseline business case, estimating market and
potential impact. This step includes defining KPI's across the engagement
funnel.

— Think through the following metrics;
— Conversion rates:
— Visitor to inquiry
— Forms to MQL
— MQL to SAL
— SALto SQL
— SQL to Opportunity
— Win
— Costs:
— CPC
— Cost per MQL

_ . _ (9 — Cost per SAL
Link to Video Tutorial — Cost per SQL

1

=
5

246

20

%]

50 o s

5
5

Cost Per Opportunily -

Sales z

2| 3
Ravenue 64,117 77,582
Caost Per Sale

16 ROAS #DIV/O! #DIV/O! HDIVIO!

| )| ] | kd
> CRERCE
wlwl @] [@] (@] [ [« [«F
D ) = B P P P P
| [#] [@] o] |@ [@] =
D ) = B P P P P

6= (s

70,529

Link to Campaign Planning Tool
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