












By location 

Potential insights for media buy weighting for regional activity
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KEY ACTIONS FOR DISCUSSION 

TV / Radio Investment 
- Are there any opportunities to target spend even further in 

specific regions? 

Digital Display Banners 
- optimisations in terms of creative and CTA’s to date?  
- increase tool engagement needs to be a focus in tranche 2  

Social Media 
- Refresh with shorter videos and optimise for remainder 

Website optimisations 
- Homepage / Landing Page refresh with key actions and 

improved user experience. 
- Particularly for mobile 

Measures / Tracking and Analytic improvements 
- Can we improve the data/analytics available to us 
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OPTIMISATIONS

The following details a proposal to optimise the remainder of the Campaign.  

It was identified during the mid-campaign analysis that the campaign is generating traffic to 
the website but engagement with the website is being impacted due to the following factors: 

1. The existing homepage - layout and functionality - is confusing and was not specifically 
developed with campaign objectives in mind.  

2. The two tools that we were also directing traffic to (The calculator and the quiz) do not 
seem to be meeting the specific needs of those visiting the site. The hypothesis is that 
visitors are perhaps further along in their ‘journey’ and actually are looking for more 
specific ‘help’ or ‘resource’.  

3. Optimise display banner creative / click throughs and based on current performance levels. 
Key recommendation being that there will be only one CTA and URL - the new campaign 
landing page 

4. Hold off on deploying new social assets until campaign landing live. In addition, consider 
sub-titles for all or some assets (cost/value dependent)  In
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OPTIMISATION 1 - Homepage 

Approval of objectives, landing page content 
inclusions and costs Wednesday 3rd August

Design of Campaign Landing Page (1 Day) Present for feedback Friday 5th August AM

Feedback / Amends Friday 5th August PM

Final Landing Page Design Approved Monday 8th August

Build Week Commencing 8th August

Testing (*time required dependant on how many 
platforms require testing) Allow 2 days*

LIVE date 15th August 
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OPTIMISATION 1 - Homepage

Resource Hours Cost

Group Account Director - strategic 
leadership and direction across 

project
2 @ $325 $650

Account Direction (Gemma Tugby 
@ Account Director head hour rate) 

- project director
6 @ $250 $1500

Head of Digital - Building 
recommendations, digital project 

plan and design 
13 @ $250 $3250

Digital Developer - build and 
testing 40.5 @ $250 $10,125

Head of Production - production 
supervision throughout project 4 @ $250 $1000

Total $16,525
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Display Banner Creative 1 
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TIMING and COSTS

                
            Resource Hours Cost

Landing Page Cost As per landing page costs slide $16,525

Digital Developer - display 
advertising updates 7.5 @ $250 $1875

Total $18,400
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