Your Online Shop Window.....

Using Online to Drive Footfall, Engagement & Loyalty

Richard Nowell, Lighthouse Marketing.
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How We Shop

“63% of all shopping ‘journey’s starting online...Whether they end up
buying online or from the high street.”

If your website or social media isn’t visible or active....

*GoogleThink, 2020






Hello.

=

2.

w

Many of you will already be harnessing how ‘online’ can grow
your business.

Others taking their first steps.

A few may still see online as the enemy, “it’s something for
big businesses”, or “I don’t retail online”.....

But being ‘match fit” with your online presence has the ability
to....

Make your current customers more loyal.
Engage with potential new customers.

Convey your brand personality....it’s your second shop
window!
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The world’s biggest
businesses or
retailers are
different. And have
one thingin
common

The world’s
biggest media
company
doesn’t write a

single rd.
Tlhég wc‘)AlI‘?d’s

biggest taxi
company
doesn’t own a
vehicle.

The world’s
biggest hotel
company
doesn’t own a
room.

And, the
world’s biggest
retailer doesn’t
own a shop.
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Online Toolkit

1.

Doesn’t need to cost the

earth or have loads of pages.

Smaller is sometimes more
beautiful!

It’s job is to drive
engagement, consideration
that generates footfall or an

enquiry

User Experience.

How does your website ‘flow’?
Is it easy to find the right
information? Does it resize to
mobile?

We're looking to create
‘dwell time’....

Put yourself in your customers shoes.

&

Housekeeping!

Is the key information right?
Opening hours or contact info.
Where’s best to park?
Signpost links to your social
media or newsletter to
encourage sign-up
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Online Toolkit

O

Is it visually appealing?
We buy with our eyes.
Consider, or invest in
imagery that excites. In

terms of copy, less is more.

Does your website tell
customers about the key
products or brands?
Does it bring to life and
tell the story of your
business, it’s the USP’s?

¢

Your website will get
more ‘visits’ than your
shop window....but
people have to be able
to find it.
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SEO.....Finding You Online

Having a beautiful website is great,
but how easily can potential
customers find it?

SEOQ, is an ever-evolving set of
algorithms that ‘rank’ your website
and the pages within.

Competing against the multinational
or big brands is tough, unless you’re
prepared to pay Google to sit at the

top of page 1.

Almost all businesses rank
‘organically’, which broadly
comprises of 3 key pillars

* Keywords
* Content
e Backlinks

(AN
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/ / Digital Marketing

* Once your website has been given a ‘fine tune’ with fresh copy and
appealing imagery its time to ramp up the marketing.

* Build a customer database and send regular communications to keep
them updated on your business.

* |t could be weekly, or monthly.
* Lots of great email tools such as Mailchimp or Campaign Monitor.
* Think impact! You’ve got their attention for about 13 seconds!

* Run competitions that requires people to ‘sign up’ or team up with a
complimentary brand to help grow your database.

* Provide your audience with incentives and make them feel valued.
* Expect a 20-25% open rate.
* Best time to send is mid-morning, or lunchtimes.....

* Include a ‘sign up’ button on your website.
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Google Analytics

Plug into Al Users Dec 1, 2020 - Jun 30, 2021
Google’s O 100.00% Users + Add Segment
analytics e o
dashboard to
Open a Wealth Users ~ | V5. Selecta metric Hourly ' Day Week Month
® Users
of data. o
User numbers;
new versus £000
returning 2000
visitors. N
HOW IOng dO January 2021 February 2021 March 2021 April 2021 May 2021 June 2021
pe0p|e Spend M New Visitor M Returning Visitor
on vour Site? Users New Users Sessions Number of Sessions per User
y ’ 49,610 49,910 73,296 1.48
A A A e — ]
Pageviews Pages / Session Avg. Session Duration Bounce Rate
, . Ul . (o
159,879 2.18 00:01:50 46.33%

R e Lt a e WOV FRTY e e B L L PR ey
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Age & Gender

Demographics: Overview @

What are your
demographics?
By understanding

O

age or gender Key Metric:
you can tailor Age
your websites -

content to
appeal to your
core audiences.

20%

10%

0%

All Users
100.00% Users

=< SHARE {8 INSIGHTS

B savE & EXPORT

Dec 1,2020 - Jun 30,2021 +
+ Add Segment

Users

24.98% of total users Gender 25.69% of total users

M female M male

55-64 65+

45-54

18-24 25-34 35-44
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How Users Interact With Your Website

159,879 73,204 46.33%
% of Total % of Tota % or Vie

125945 00:01:33
of Tota for View 33

It provides a map
of how users

1./ @ 73,788 (46.15%) 55,107 (43.75%) 00:01:38 53,639 (73.27% 40.17% 53.04%

naVIgate your 2. /whats-on @ 17,763 (11.11%) 12,277 (9.75%) 00:01:05 3338 (4.56% 54.13% 30.37%
we bSIte ° 3. /visiting/getting-here-parking & 7,943 (4.97%) 6,920 (549 00:03:00 2,735 74 74.32% 63.80%
4. Jvisiting L) 6,521 (4.08%) 5310 (422 00:00:51 1,017 (1380 47.19% 25.87%

By Seelng WhICh 5. /whats-on/doggy-model-competition > 5,523 (3.45%) 4,879 7 00:02:06 1,536 (210% 81.12% 52.16%
pages have th e 6. /whats-on/get-your-paws-involved @ 3,970 (z.48%) 3,098 (246 00:01:01 243 67.90% 24.91%
mOSt hlts or ldwe” 7. /whats-on/fun-dog-show @ 3,834 (2.40%) 3295 (262 00:01:40 513 70% 7412% 37.95%
tlm e’ we can b u I I d 8. /visiting/fags @ 3,737 (2.34%) 3238 (257 00:02:42 816 (1 70.47% 51.19%
on what’s working 9. /whats-on/stallholders ) 3,562 (2.24%) 2877 (22 00:02:36 573 (078 69.15% 45.90%
and fix the pages 10 /whats-on/main-arena @ 3422 (214%) 2866 (22 00:0116 198 (027 64.65% 23.38%
that aren’t. 1. pvisiting/gallery & 2,662 (1.67%) 2363 00:02:29 504 (g 81.85% 53.49%
12, /whats-on/dog-house-behavioural-stage & 1,751 (1.10%) 1,657 24 00:01:02 98 73.74% 21.87%

13.  /whats-on/food-drink @ 1,738 (1.09%) 1,609 (1.2 00:01:21 131 89 77.44% 35.10%

14.  /whats-on/top-dawg-show-ring @ 1,696 (1.06%) 1,501 00:01:30 81 71.95% 20.17%

15, /exhibiting L) 1,652 (1.03%) 1,418 13 00:01:07 233 2 74.25% 35.77%

16. /news @ 1,088 (0.68%) 854 00:01:00 78 58.75% 23.81%

17.  /spensors @ 971 (0.61%) 737 5 00:00:58 72 0% 45.83% 19.16%

18.  /whats-on/k9-aquasports-dock-dive-pool & 963 (0.60%) 851 00:00:55 167 (0.2 65.27% 26.17%
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Source Referrals....Where Are People Visiting From?

Strong SEO mmmm—— - ——
L . - 1. google / organic N 23,452
driving organic — 5 ¢
g org . e —
referral. = 2 (girech) /(none) _ _ - = = 16,099
L 4~ .facebaok.com / referdl ~ ~ 5,009
N
¢ \
4 4. facebook.com / referral \ 1,756
Social Media E— '
.. . 5. |facebook.com / referral / 1,031
driving to online. N L’
Se J instagram.com / referrgl - - 870
7. bing/ organic 645
CommerCIaI -3" thenewforest.co.uk referral T~ ~ 454
» 7 \
partners. > X P
=% _Advertiser_and_Times / MPUL - = 248
10. instagram.com / referral 245
11. yahoo / organic 194
12. Dogstival / Post 176
13.  Im.facebook.com / referral 171
14.  visit-hampshire.co.uk / referral 129
15.  baidu/ organic 80
16. thelondog.com / referral 75

0.88%

0.48%

0.48%

0.38%

0.34%

0.33%

0.25%

0.16%

22587

16,118

4,869

1,665

877

840

605

240

184

m

146

111

79

70

22,371

5,657

1,870

1,199

986

903

524

258

260

284

183

206

169

80

94

50.79 42.85%

30.52 54.09%

7.58% 49.16%

2.55 35.08%

1.64 29.61%

1.35% 29.61%

1.23 31.78%

0.7 48.47%

69.77%

0.35% 45.38%

46.48%

0.25% 64.48%

0.28% 34.95%

0.23 28.40%

100.00%

29.79%

239 00:02:11
1.85 00:01:27
1.89 00:01:11
1.77 00:00:57
272 00:01:57
254 00:01:54
335 00:03:31
227 00:01:39
1.58 00:00:36
218 00:01:22
239 00:01:53
1.52 00:00:17
208 00:01:19
273 00:01:55
1.00 00:00:00
3.05 00:02:54
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SOCIAL MEDIA

TOOLKIT
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Why Invest in Social?

Since 2004 the rise of social media has changed the global marketing
landscape.

Social media will command a 13% share of global ad spend, behind
TV at 29% and paid search at 17%.

Complex algorithms ensure social media is highly targeted to the
right audiences.

Analytics provide a transparent evaluation or ‘trackability’ providing
businesses with information of how campaigns are performing
compared to marketing investment.

Social has an important role as an “always on” cost effective way to
reach potential consumers.

To underpin and build your brand personality and trust with clients.
There are two core ways to use social media to your advantage;
General daily engagement/posts.

Targeted paid for campaigns.

Time spent
on social media per day

An average of

3 HOURS

per day is spent on social
networks and
messaging.

The Power of
Social Media Marketing

- 18%

: of marketers believe
social media
marketing has been
”somewhat effective”
or "very effective” for
their business.

OBERLO
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UK Social Landscape

Explore the social media landscape and what that
means for your brand.

Different channels appeal to different users.
YouTube, Tik Tok and Vimeo are geared towards
a younger audience driven by video.

Instagram, Pinterest, Snapchat utilise images and
shorter videos.

Twitter is essentially a newsfeed.

LinkedIn focuses more on B2B, especially
recruitment.

Sites like Tumblr are used mainly for blogging.
Facebook continues to lead the market, but with
an older user base.
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UK Users — 2020 Social Media

Source: Revive Digital 2021.
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Building a Social Following.....and Losing them!

Why consumers follow brands | Wh foll b d
Givsocisl medis I y consumers unfollow brands
_———— on social media
- - - |
-~ ** 1o learn about new products or services ~ ~
e 50% \ |
/[ Poor customer service
\ To be entertained /1 e 56%
~ -~ | 48% - :
70 vy upso dale on company news J— - Irrelevant content
_— — e s = = 0, —— [T 51%
40% | p———— i RS
To learn about promotions or discounts I - =108 any ads from that brand = -~ ~
[ — 38% — 43% \
To connect with other people who are similar to me I ( Too many promotional posts
e 36% | ~> J | 35% =~
N — -
Tobeinspired I They talk aDOUTIOIINES AR/ OEOCIAkISSUES e = = -
— 36% ”
[ —— 34%
To be educated I
== 35% They ignore posts and mentions from people
To connect with other people who are different from me I _ 29%
| 20% | They use influencers to sell products
To communicate with the brand | [ 14%
— 20%
sproutsocial : sproutsocial
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User Generated Content

wil 02 WiFiCall 5 15:01 @ 7 8 o1% . «11 02 WiFiCall 15:03 @ 7 @ 90% =m
ALCOT_AND_SPA
< calcot_and_spa < Posts Follow

1,838 215k 3,082
Posts Followers  Following

Calcot & Spa

Enjoy two top-notch restaurants, stylish rooms, and
a sublime spa after exploring our 220-acre Cotswold
playground. Part of @Calcot_collection
bit.ly/calcot-movies

Calcot, Tetbury

Followed by
and 11 others

m Message Contact

271 likes

calcot_and_spa Have you visited Calcot and Spa
before? What was your best moment or your
favourite memories? What are you looking forward to
most when you can return? &

gSknow in the comments béts

(ali: @thisismothership)

Q

0000¢ T

Relax Celebrate Eat Explore

A move away from more corporate glossy posts into a
more personal approach, where potential guests are
looking to relate to the product or brand.

Engagement between brands and consumers has never
been higher, 1 in 3 posts on social mention a brand, and
1in 5 Instagram stories result in a direct message.

To help make social media pages more credible by
sharing visitor content, it also gives a more human
element and authentic feel. It’s also a cost efficient way
of collating content.

It’s true word of mouth marketing taken to a whole new
level and breaks down ‘us’ and ‘them’.
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Facebook Bitly Links
. gTrgers New Forest

* Bitly shortlinks should be used in posts where possible PROPERTY OF THE WEEK!Tis chrming and uniaue fve bedoor
country home overlooks extraordinary gardens and grounds. The
o These ma ke Web Iinks shorter and more user friendly house is beautifully presented offerir% comfortable gccommodation
. . . 3 but the gardens foer real wow factor. Unti! recently the gardeps were
* Most importantly we can track direct clicks back to your website opentolite publicndinn e msmalt boct e mufcecy iuf e

business could easily be reinvigorated or the gardens used solely for
private enjoyment. £1,250,000

Click the link for full details https://bit.ly/3dFcyll

#p... See more

CREATED SEP 16, 11:34 AM | doming101

Property in Burley, Ringwood | Spencers

hitpsZ/spencersnewforest.com/property-sales/burley-ringwood-18137924/

bit.ly/2H7AbgL | copy |

SHARE | | EDIT | UPGRADE QR CODE

129 i

TOTAL CLICKS

Engagements

2 comments 3 shares

SEF12 SEP 18 SEF 24 SEF 30 OCT & OCT 12

o Like (J Comment &> Share .'
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Paid For Boosted Posts

* Boosted posts are a low-cost way of reaching
more people.

* Guaranteed visibility as it appears higher in a
user’s news feed.

* Increased engagement

* Exposure to new audiences as you can
choose who to target by gender, age, location
and interests

* Boost costs start as low as £5 per post

* On average Facebook users will click on 18
ads per month.

_— dogstival.co.uk
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Elevate Your
Social Presence

What will you design?
6 Q

* There are lots of free or low
cost tools that can help
transform what your
posting.

Canva is a great little tool
that easily helps you design
social posts that look
professional.

Start inspired

Tools that create posters,
flyers, social media headers

or website banners.
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Social Analytics

Using & analysing data that informs your marketing: by age, demographic, gender and location.

Audience
Current audience Potential audience
Top towns/cities Top towns/cities
Facebook Page likes ¢ Instagram followers © Southampton London
I 76 4%
6K 1 1 2 5K Bournemouth Southampton
e 50% N R
Poole Bournemouth
Age & gender Age & gender © . 1% N 1.3%
Portsmouth Poole
‘ ’ N 3.4% EE— 1.1%
Lymington Portsmouth
. 2.9% I 0.9%
Salisbury

e 24%

Christchurch, Dorset
. 2.3%

20% I I I
o HR__ - - I- W = W || l- B =

Eastleigh
. 2%
18-24 2534 3544 45-54 55-64 65+ 18-24 2534 3544 45-54 55-64 65+ Lendon
B women [ Men B women [l Men (T 1.9%
80.1% 109% 81.6% 18.4%
Totton

C—— 67
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Channel Reach & Engagement

Results

The ability to Facebook Page reach

see how posts 253323 ronss
are performing

& numbers 60.0K

you’re

. 40.0K
reaching.

20.0K

11 Dec 31 Dec 20 Jan 9 Feb 1 Mar 21 Mar 10 Apr 30 Apr 20 May 9 Jun 29 Ju

Instagram reach

62,002 + s20%

11 Dec 31 Dec 20 Jan 9 Feb 1 Mar 21 Mar 10 Apr 30 Apr 20 May 9 Jun 29 Ju
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In Summary....A Simple Digital Strategy

DEFINE THE DO YOUR DEVELOP A ANALYSE
ROLE RESEARCH PLAN OF
ACTION
«  THINK ABOUT «  COMPETITORS .  SOCIAL& * BEA
WHAT YOUR »  AUDIENCES DIGITAL DASHBOARD
WEBSITE / >+ INDUSTRY > ARE GEEK
SOCIAL NEED TO TRENDS ‘ALWAYS TRACK WHAT’S
DO ON’ WORKING &
WHERE IT SITS «  UPWEIGHT TRY TO INVEST
WITHIN YOUR WITH BEHIND THAT
MARKETING CAMPAIGNS
*  LEVERAGE
3RD PARTIES

L:=GHTHOUSE






