
BOOSTING ACQUISITION AND AWARENESS

DIGITAL MARKETING PLAN



I have been helping multinational companies to increase 
revenue through digital marketing channels for more 
than 10 years.

I am specialised in data analytics and user behaviour in 
multimedia media platforms.

Contact

● planejamentow4b@gmail.com

● linkedin.com/in/marcusfarias

Marcus Farias
Growth Marketer
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TRACKING
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“If You Can't Measure It, 
You Can't Improve It.”

— PETER DRUCKER



- Setup proper goals;

- Create audiences;

- Remove employees visits;

- Setup acquisition funnel;

Google Analytics



ENABLE DEMOGRAPHICS AND INTEREST



WEBSITE GOALS



Tag Manager
- Improve overall website performance and tag management;

- Unify any third party script;

- Prioritize tags loading for SEO optimization;

- Fire tags based on triggers without coding;



TAG MANAGER HANDS ON



HOTJAR
- Heatmaps;

- Visitors surveys;

- Funnels;



THIS IS A HEATMAP

HEATMAPS



SURVEYS ON-PAGE

SURVEYS



KEY PERFORMANCE
INDICATORS

Design the right KPIs will help us understand the 
performance of each channel, furthermore, it will 
enable to focus our efforts on the tasks that are 
more likely to generate better results based on 
historical data.



Some KPIs examples are:

KEY PERFORMANCE
INDICATORS

- Technical SEO performance;

- Paid Media - ROI;

- Conversion per channel;

- Organic search volume; 



PAID MEDIA
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“Mass marketing is turning into 
a mass of niches.”

— CHRIS ANDERSON



Google Adwords
- Campaigns analysis (ROI);

- Keyword planning;

- Copyright experiments;

- Segmentation experiments;

- Multimedia content campaigns;

- Remarketing campaigns;



BRANDING CAMPAIGNS BUDGET



NEGATIVE KEYWORDS



NEGATIVE KEYWORDS



CAMPAIGN BUDGET DISTRIBUTION



REMARKETING CAMPAIGNS



REMARKETING INTENT CAMPAIGNS



SEO
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“Better content is outweighing 
more content.”

— RAND FISHKIN



Search Console
- Ranking performance;

- Keyword position and impressions;

- SEO improvements;

- Mobile usability;



SEARCH CONSOLE REPORTS



KEYWORDS REPORT



SEMRush
- Keyword planning;

- Competitor analysis;

- Paid search optimization;

- Site audit;



KEYWORD ANALYTICS

Competitors



COMPETITORS MAPPING

Competitors



Screaming Frog
- Indexing issues;

- Sitemap links;

- Technical audit;



Content production
- Define your Persona;

- Create a content calendar;

- Content optimised for humans;

- Constant content updates;



LANDING PAGES
- Optimise layout;

- A/B test (images, copyright, CTAs);

- Create thank you pages;



EXECUTION
PLAN
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ASANA
- List of tasks;

- Communication;

- Schedule;

- Documentation center;



HOW WE WILL 
IMPLEMENT THIS PLAN 

01

02
Fixing web analytics tracking and 
optimize the strategies that are 

already in place

Creating dashboards, analysing data 
and implementing A/B tests



A TIMELINE ALWAYS 
WORKS WELL

04

03
Analysing reports and propose 

continuous improvements

Designing UX experiments, change 
website layout, setting up lead 

capture tools



LET’S LAUNCH THIS 
ROCKET TOGETHER?


