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Current State Analysis
Where are we now?

Target Audience*
Who is the target audience?
What are their needs?

Strategy**
How do we want to get there?

Tactics & Action Plan**
What tactics will have the 
most impact?

01.

02.

04.

05.

Objectives
Where do we want to be?

Measure & Iterate***
How might we optimize the 
strategy in-flight and at 
the outset?

03. 06.

The Campaign Roadmap

01. 02. 03. 04. 05. 06.

Understand & Observe
Ideate & Create
Reflect & Iterate

******
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Mining and nurturing member database 
(CRM) to gain insight into potential 
members 

Key
assumptions

Audience personas exist & that they have 
been maintained/updated in Q1 2020

01.

02.
Membership & marketing teams work 
together, enabled by technology & 
processes that eliminate silos

03.

Automated emails enabled by ESP 
(integrated with CRM) that allows for 

segmentation & workflows
04.

Marketing consent to send to existing 
mailing lists & to use emails for 

retargeting/remarketing
05.
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01.
Current State
Analysis
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Understand
& Observe

Mine existing data to gain insight into a potential 
member’s needs, preferences, habits, feelings, etc.

Audit web presence & search engine visibility, the 
starting point to enhance an owned media strategy 

01.

02.

Audit social media to find out what conversations
are happening, both positive and negative, and where03.
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02.
Target
Audiences
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Junior Canadian
Rangers & Cadets

Members’
Parents

Current
Members

N E W  A R R I V A L STarget
audiences

The digital marketing strategy

will target 3 groups. Strategy, 

tactics, content, and visual 

assets will be tailored to each

target audience group.
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03.
Objectives



9

B R A N D  A W A R E N E S S C O N V E R S I O N

featuresWhere we
want to be

L O Y A L T Y  L O O P

The goal of this digital marketing campaign is to grow 
the CFOne Card user base, increase revenue, 
and drive profitability.
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U S E R  B A S E  
G R O W T H

C O N S U M E R  
P E R C E P T I O N S

featuresKey Performance
Indicators

C O S T  
P E R  L E A D

2-5%

C O N V E R S I O N
R A T E

R O I

Realistic growth over 
campaign period
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04.
Strategy
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How we’re going
to get there

I N B O U N D  
M A R K E T I N G

L E A D  
N U R T U R I N G

D A T A  
C A P T U R E

A U T O M A T I O N

Create a value-driven, frustration-free CX to deliver 
the right content, to the right person, at the right 
time and get them to join the CFOne community.
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How we’re going
to get there

A G I L E P E R S O N A L I Z E D C O N T E X T U A L L Y
R E L E V A N T

Just say no to Spray & Pray!
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05.
Tactics
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• SEO Optimized Landing Pages tailored to 
each audience group

• Capture data & get marketing consent via 
forms, double opt-in process

• Facebook, Twitter & TikTok Pixels

What to do
to get there

01. Owned  Media - Web

• Most efficient, cost-effective way to reach 
audience groups

• Leverage automation (workflows & 
segmentation) to nurture leads & move 
users along their journey to conversion

Email Marketing Strategy

• Google Display & Search ads
• Social media ads – Instagram, 

Facebook, Twitter & TikTok

Remarketing/Retargeting

03.

02.

• Leverage existing member channels:
• Print – magazine, boards
• Digital - member portal, 

newsletter(s)

Existing Channels04.
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What to do
to get there

• Actively participate in online 
conversations

• Mine social for product/service insights 
& CGC

Social Media Listening,  
Engagement & Promotion

05.

• Seamless experience across all 
channels

• Set campaign voice & tone
• Personalized content that aligns with 

stages of the journey map
• Curated from social media (CGC)
• Mix of video, gif, motion graphic, 

static

Content Strategy06.

• Quick, frustration-free registration process
• Online form auto-populates personal info

Moment of registration 07.

• Valuable post-registration experience
Post-Registration Experience04.
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05.
Action Plan
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Roles &
responsibilities

D E T A I L E D  T A C T I C S  
P L A N

R A C I  C H A R T W O R K - B A C K  
S C H E D U L E

R O L E  C L A R I T Y

Roadmap of activities to deliver campaigns on time 
with a frustration-free, effective process.
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06.
Measure & Iterate
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Strategy/Campaign
optimization

Create a constant feedback loop to make data- and 
insight-driven strategic decisions & refine our 
working process.

I N - F L I G H T P O S T - C A M P A I G N C O N S T A N T  F E E D B A C K  
L O O P
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Key metrics

Assess for banner blindness/ad fatigue & optimize 
content strategy in-flight.

Web Email Social Media Google Ads
• Organic search ranking
• Time on page
• Unique pageviews
• Total pageviews
• # of Subscribers
• NPS
• Conversion rate

• Open rate
• CTO
• CTR
• Quality of referral 

traffic
• Conversion rate

• CTR
• CPM
• CPV (video)
• Quality of referral 

traffic
• Conversion rate

• CPM
• Quality of referral 

traffic
• Conversion rate

I N - F L I G H T
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Did we hit
our targets

Measure campaign outcomes with objectives.
Did we hit the 2-5% user base growth over campaign period?

U S E R  B A S E  
G R O W T H

C O N S U M E R  
P E R C E P T I O N S

C O S T  
P E R  L E A D

C O N V E R S I O N
R A T E

R O I
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01.+
Journey maps
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Trigger

Clicks email CTA or searches 
Google to learn more about 
the CFOne card.

Journey map
Members’ Parents

1. Initial consideration stage

2. Active evaluation stage 3. Moment of registration 4. Post-registration experience

5. Loyalty Loop

Landing page

Fills out subscription form. 
Provides us with requested 
info.

Subscription Form

Double opt-in
Verifies email address via 
automated  double opt-in 
email.

WOMSEO
Begins to see Google 

Display ads & paid 
ads on Facebook.

Remarketing

Automated Email | Organic Social | Web Easy, frustration-free process:
Web and Sales Rep

Email | Print | Promotions

Current member learns about the new program & 
responds to CTA to share with their parents.

Launch Email | Member Portal | Newsletter

WOM

Email
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Trigger

Clicks email CTA & learns 
more about the CFOne card 
for their parents.

Journey map
Cadets & Junior Rangers (18+)

1. Initial consideration stage

2. Active evaluation stage 3. Moment of registration 4. Post-registration experience

Landing page

Fills out subscription form. 
Provides us with requested 
info.

Subscription Form

Double opt-in
Verifies email address via 
automated  double opt-in 
email.

WODSEO

Automated Email | Organic Social | Web Easy, frustration-free web process Email | Social Networks | Promotions

Launch Email

Begins to see 
Google Display,  

Instagram & 
TikTok ads.

Remarketing

Cross promotion
Newsletters Posters

5. Loyalty Loop

Pop-up Window
Confirms their age.

Under 18

18+

See  -18 map
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Trigger

Clicks email CTA & learns 
more about the CFOne card.

Journey map
Cadets & Junior Rangers (-18)

1. Initial consideration stage

2. Active evaluation stage 3. Moment of registration 4. Post-registration experience

5. Loyalty Loop

Landing page

Parent or legal guarding fills out 
subscription form. Provides us 
with requested info & consent.

Subscription Form

Double opt-in
Verifies email address via 
automated  double opt-in 
email.

Easy, frustration-free web process Email | Social Networks | Promotions

Launch Email, WOM

Automated Email | Organic Social | Web

WODSEO
Cross promotion
Newsletters Posters

Pop-up Window
Confirms their age.

18+

Under 18

See 18+ map

Landing page for parents and 
CTA pop-up 

Parent begins to 
see Google Display,  

Instagram & 
Facebook ads.

Remarketing
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Trigger

New voice & tone to showcase 
they may have missing out on.

Journey map
Current Member

1. Initial consideration stage

2. Active evaluation stage 3. Moment of purchase 4. Post-purchase experience

5. Loyalty Loop

New landing page

Signs up for special updates. 
A chance of us to gather data.

Subscription Form

Double opt-in
Verifies email address via 
automated  double opt-in 
email.

WOMSEO
Begins to see Google 

Display ads & paid 
ads on social (I, T, FB).

Remarketing

Automated Email | Organic Social | Web Easy, frustration-free process

Learns about the new program & clicks through 
for more information 

Launch Email | Member Portal | Newsletter

Email | Social Networks | Promotions
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This is me
I'm a bilingual communication professional with nine years

of experience working in the field of digital marketing,

including social media, email marketing, and branding.

Experienced at designing, developing, and optimizing high-

impact, effective, innovative digital campaigns and creating

a seamless and value-driven UX across digital platforms.

A Digital Marketing Strategist

I’m Joelle Hamilton.


