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Foreword 
CustomerThink research finds that digital and social channels are the 

fastest growing methods of customer interaction. About two out of 

three consumers start their research with a search engine, with social 

networks a growing source of influence during the buying process. 

Advanced mobile technologies will only accelerate the digital trend 

and further empower customers. 

TƻŘŀȅΩǎ ǎǳŎŎŜǎǎŦǳƭ ƳŀǊƪŜǘŜǊ Ƴǳǎǘ ƭŜŀǊƴ Ƙƻǿ ǘƻ ŜƴƎŀƎŜ with customers 

and create value for stakeholders in a complex digital world. To help 

you grapple with this challenge, thought leaders from the Founders 

Council of our DigitalMarketingOne community have written a series 

of articles to help you design a coherent multi-channel digital 

marketing strategy.  

Akin Arikan, the lead architect for this document, leads off with a 

comprehensive framework. In subsequent articles, contributing 

authors add their expert advice in each of these major topics.   

¶ Channels: Advertising, search marketing, mobile marketing, 

social media marketing 

¶ Techniques: content marketing, lead management, revenue 

performance management, customer marketing 

¶ Optimization: accountability, ROI, management practices, 

technology strategy 

We hope you enjoy this e-book and find it useful. Please use 

http://www.customerthink.com/digitalmarketingbook to spread the 

word about this free resource. No registration is required for access. 

To keep up with the latest insights in our fast-moving digital marketing 

world, engage with our thought leaders at DigitalMarketingOne! 

 

Bob Thompson 

CEO, CustomerThink Corp. 

Founder, CustomerThink.com and DigitalMarketingOne.com 

http://www.digitalmarketingone.com/
http://www.customerthink.com/digitalmarketingbook
http://www.digitalmarketingone.com/
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ȰDoing Digital justice 

means to make 

appropriate use of its 

interactive 

capabilities when 

promoting your 

brand and offering .ȱ 

Akin Arikan 

 

Akin, the author of 

Multichannel Marketing: 

Metrics and Methods for 

On and Offline Success, 

is a product strategist for 

IBMΩs web analytics and 

enterprise marketing 

management solutions. 

Akin has been working 

with digital analytics 

practitioners since 1999.  

Blog LinkedIn Twitter 

A Framework for Digital Marketing 

Strategy 

How can you increase ROI and accountability? IsnΩt that the question 

that keeps you up at night?  

Specifically within digital marketing, how can you accomplish this 

systematically and without getting sidetracked by the hype of the day 

or whichever digital channel is yelling the loudest?  

That is just what our contributing authors to this e-book aim to help 

you with. Together with this group of experts in the numerous niches 

within digital marketing, weΩll show how the many puzzle pieces can be 

assembled into a strategy that supports your business. 

I will start us off with a framework to help you set your digital 

marketing strategy at the highest level. The chart below summarizes 

the most critical elements of a digital marketing strategy.  Here is a 

brief description of each of the major elements.  

0. Inform Digital Strategy by Overall Marketing Strategy 

If you havenΩt set your overall marketing strategy yet, stop wasting 

your time with digital here, go back and do that first. Research your 

market, select your target segments and set your overall marketing mix 

(the 4Ps). 

1. Define DigitalΩs Mission 

Job number one with digital is to define how the channel should be 

contributing to your overall business and to the customer life cycle 

across multiple channels. How should the channel help with creating 

customers and making money? 

2. Select Your Overall Digital Strategy 

Based on the mission that you set for Digital, you can now derive your 

overall approach. This includes the presences that you should prioritize 

(e.g. website, mobile, Facebook, etc.) and their related άsite typesέ or 

business models, i.e. 

1. eCommerce,  

2. Lead generation,  

3. Customer service,  

http://www.multichannelmetrics.com/
http://www.multichannelmetrics.com/
http://www.multichannelmetrics.com/
http://www-01.ibm.com/software/info/coremetrics/
http://www-01.ibm.com/software/info/coremetrics/
http://www-01.ibm.com/software/info/coremetrics/
http://www.multichannelmetrics.com/
http://www.linkedin.com/in/akinarikan
http://twitter.com/AkinArikan
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4. Content/publishing,  

5. or Brand marketing.  

 

 

 

Based on these decisions you can then derive the top five KPIs (key performance 

indicators) that you should manage the digital channel towards. You can also form an 

initial opinion on the ad channels that suggest themselves for the audience that you 

wish to reach. 

3. Interactivity 

Digital still canΩt beat traditional advertising media on reach. Yet, digitalΩs unique 

strength is interactivity. Doing Digital justice therefore means to make appropriate use 

of its interactive capabilities when promoting your brand and offering. Interactivity 

means taking promotion, which is one of the 4 classical Ps in the marketing mix, and 
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expanding it by focusing on many more Ps that digital is really good at: persuasion, 

permission, personalization, growing net-promoters, etc. 

4. ROI Measurement, Accountability, and Optimization 

The other strengths of Digital are measurability and testing. Put these to use towards 

continuous improvement.  

5. Technology Strategy and Selection 

Finally, your use of digital marketing technology should of course be determined by the 

digital and interactive marketing strategies that you are going after. 

Maturity Model 

It makes sense to have a maturity model as a companion to our framework so that you can 

score your progress against the framework. 

The model below provides a score for each of the five major areas (#1 -5) in the framework 

above. For each area, the model describes different levels of maturity at which a company 

may be. The lowest level of maturity gets a score of zero and the highest level a score of 3. 

 


























































































