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How to Use This Template?

To work on this template, you will need to retrieve digital marketing analytics data from a company who has
been running digital marketing campaigns for at least one year.

There are 6 sections in this digital marketing strategic plan:

1. Executive summary

2. Digital marketing audit

3. Market research and analysis

4. Marketing objectives and KPls

5. Digital marketing campaign plans

6. Digital marketing analytics and optimisation plan

The executive summary is to be completed after sections 2 — 6 have been completed. In section 5, select
at least 2 digital marketing channels to develop campaign plans on.

Estimate time to complete: ~ 1 - 3 months
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1. Executive Summary

B SE® is a small business primarily focusing on the semi luxury Jewellery industry with
its bangle & earrings product line.

_s Jewellery carries the modern twist in jewellery design motifs from traditional designs. All
Jewelleries are South East Asia inspired with essence of heritage.

_ provides Business to Consumer model. All _s products comes with free

shipping, including overseas such as US, UK, AU and HK. _operates online with some
consignment pop ups at Design Orchard, Raffles Hotel and Krisshop.

2.1 Digital Marketing Audit (audit of available resources)

Based on the digital marketing audit of available resources, the company has insufficient employees to
execute full digital marketing strategies with content production. Marketing personnel are decent in their
job functions and assigned tasks, with 1 Marketing Director and 1 Digital Marketing Executive.

There is no external agencies/consultants but past agencies have been approached with before, their
competencies are unsure of as it was 2-3 years ago. However, from the SEO agencies, they did rank the
keywords as required. However, the keywords brought minor conversions.

Website is user-friendly and designed to serve its intended purposes (e.g. as a lead generation tool,
branding) though it can still be improved in aspects of having more content on the homepage, site
structure and page indexing. A content hub may not be as effective for this industry. Tools and platforms
are decently utilised and performing up to expectations. Tools and platforms are able to meet
organisational requirements however, there is insufficient budget allocated to certain tools and platforms.

Brand has presence on social media platforms where target audiences are present but the engagement is

declining. Brand messaging is consistent but the style/theme’s consistency can be improved. Budget is
still insufficient to execute certain areas (advertising, content production) of the digital marketing plan.

2.2 Digital Marketing Audit (audit of current performance of digital channels)

The channel with the highest conversion value combined and user traffic acquisition is Organic search. It
is important to note that although organic search brought in the highest revenue, it should not entirely take
the credit. Channels such as Social (organic & paid under ‘Others’ channel) and Email campaigns (under
‘Others’ channel) plays a part in s customer touchpoints. It is therefore required to measure
the performance of Social & Email campaigns with metrics such as reach, frequency/impressions, traffic
and engagement.

The organic search channel has also seen high attribution value under the assisted conversions & multi
channel funnel report, ranking second. This suggest that organic search is optimal during the first touch,
middle touch, and last non-direct touch of the customer purchase journey.

Followed by Email, Social and Referral. We know from these attribution that (Other) channels consisting of
Social (paid), Email campaigns and Referrals are the supporting factors for PRl s s brand
awareness that further contributes to Organic and eventually Direct (with the absence of digital advertising
and content hub).




More content marketing in terms of visuals/videos instead of content hubs, need to be put into social
media channels such as Facebook, Instagram, and eventually TikTok, to drive more traffic, brand
awareness and better engaged audiences in the awareness & consideration/evaluation stages. This
initiative will be integrated with email marketing content campaigns. With minimal efforts in SEO and
content hub marketing as it is better to gain some market share from Competitors’ social vs their well
established brand on Google with SEO & Content Hubs. It is also noted that Competitors in this Jewellery
industry have offline retail, massive advertising budget and social efforts that contributed to their brand
awareness, not from SEO or content hub.

3.1 Customer Personas

The 3 primary customer personas are Expats, Tourists and Locals. The market size of these target
audiences is niche but sufficient enough to sustain business operations. However, to cover the entirety of
this audience size is beyond the budget of the company, in addition to discovering new audience
segments. There is also a limited market share to niche brands as compared to mainstream brands.

3.1.1 Customer Journey Map

The customer journey is documented below:
Awareness Stage:

The defined customer personas will need to be made aware of PRl through the following
channels:

* Organic Search

* Social Media organic reach

* Digital Advertising

As the brand is new in digital marketing capabilities and online retail. The advertising expenditure should
be spent towards the (awareness) funnel. Social media marketing should also consist of a majority of
awareness content. SEO efforts helps to rank for the product line of bangle, earrings and more specific
keyword to drive some awareness organically during customer’s awareness phase.

Consideration and Purchase Stages:

The ideal customer uses Google, Bings Yahoo! and Social media for their searching phases, considers for
a period of between 1 day and 30 days (MCF time lag) (with majority within 2 weeks), and either
purchases or just signed up as a newsletter subscriber with the signup discount.

During this consideration phase, it is important to be prompt and proactive with the following actions to
keep brand salience:

* Retarget the prospect (interacted) across the Google Paid Search (RLSA) and Facebook Ads

* Increase ranking on top of organic search engines results pages for “purchase” keywords

* Increase the email subscribers and nurture them through a content funnel via email marketing, organic
social media posts and social media ads.

» Segment and notify new email subscribers to 1) get to know the brand 2) push customer towards
purchase stage

Loyalty Stage:

Once the customer has purchased from _ continue to develop loyalty for return purchases.
By doing the following:




* Prompt and superb post-training support (private emails,, after sales repair service, emails regarding
loyalty program, check back on new product launches (first in the know, slight discounts), Email surveys to
ask for product feedback, send out “we miss you” emails for past customers who haven'’t purchased for
more than a year.

With the above initiatives, we measure the repeat purchase / signup rate and work on improving it.

3.2.1 Market Size & 3.2.2 Market Trends

From Customer Persona, we know that the target audiences is niche but sufficient enough to
sustain business operations. It is estimated to be between 50k to 300k audience size who are
interested in Jewellery, Niche Brands, Frequent travellers who are Marketing, Business,
Finance personnels (Customer Persona job positions)

Jewellery trend (Singapore) in Google Trends (table 3.2.2a) faced a downturn during May 2020 due to the
pandemic, however, it went to an all time high afterwards (between late 2020 to mid 2022).

Generally, over the course of 12 years (time period of analysis), Jewellery has a constant and decent
search volume ranging between 50 - 70. This is due to the nature of jewellery being a luxury product and
an association with timeless specimens. Essential for special occasions and precious gifts, the market has
always been in demand and all the more so after the pandemic. Lifestyle trends have become more
relevant again after the pandemic lockdown, from beauty & wellness, apparel & accessories, shopping,
travel and more.

However on the flip side, this all time high coincides with Forbes’ article relating to the rise and fall of
jewellery industry trend https://www.forbes.com/sites/pamdanziger/2022/03/21/jewelry-market-must-
prepare-for-a-steep-drop-but-signet-jewelers-is-ready/?sh=3c182d47330f

As recession is prominent during 2022, consumer behavior shifts from luxury as the necessities itself
faces inflation. Uncertainty in the economy is a main contributing factor.

Breaking down the Google Trends from table 3.2.2b to 3.2.2f,

A more in-depth comparison between the different types of jewellery within the category. As per Google
Trends, rings and necklaces are mostly in demand within the jewellery space of category. Earrings
followed by Bangle that comes after. This gives a sense of outlook for demand in respective jewellery
products. There are more jewellery categories such as bracelets, charms, and pendants. Thus, a separate
report can be generated but these are the in-demand categories within the jewellery industry.

_could face challenges in their main product line, which is bangles. They could have a better
potential in revenue to use their earrings product line to penetrate the market. From table 3.2.2c Google
Trends report, Earrings do rank higher than _s product line of Bangle, Cufflinks,
Lacquerware and Cuffs.

This presents a challenge for_ however, it could also provide an opportunity to enter a low-
competition market. With enough campaigns pushing awareness for bangles, cuffs, cufflinks and
lacquerware, it is expected to bring this niche jewellery category to the fronts of existing and potential
audiences for consideration through improved brand message, communication and marketing channel
strategies.

Another Trend to look for are the gemstones. Between table 3.2.2d to f, we know that ruby, sapphire and
emerald are popular gemstones, more so than the search term of gemstone itself. Amethyst, amazonite,
citrine, peridot and moonstone are lesser in terms of popularity.




3.2.3 DataReport 2022 Singapore

Refer to 3.2 Market Landscape for a detailed information regarding DataReport from Singapore. In
summary, Singaporeans’ bulk of its population is between 25 to 65. However, the demographic of
Facebook, Instagram & TikTok where many brands, including Jewellery are leveraging on are between 18
to 45.

Social media has almost overtook time spent compared to Television. Mobile phones covers 2x more web
traffic compared to laptop/desktop. Google, Youtube and Facebook are the top visited sites. More
information will be covered at 3.2 Market Landscape. From the data of this report, it is all the more
important to focus on
1. Mobile user experience
Social Media
Trying new social media channels
Creating content favoring the channels and its audiences
Keeping up to date on trends and consumer shifts
Rise of Mass Commerce
Analysing areas that may be overlooked

Nooabkowd

3.3 Competitive Benchmarking

In terms of benchmarking where PRl RPN Stands in the competitive space, PP s Web

design and presentation is somewhat there with industry competitors.

The average time spent on site i.e. engagement is about 2min 24s for mobile and 5min 54s for desktop. If
is a content hub, time spent should be approx 5 minutes but since it is an E-commerce, a
longer time spend could be due to confusing website navigation and structure.

Traffic from social media Is below industry benchmarks and more content needs to be pushed out more
regularly on social channels such as Facebook, Instagram and eventually, TikTok.

SEO visibility is decent compared to _ However, the keyword may be ranking wrongly in the
first place. Nonetheless, more effort needs to be put into the middle and top of funnel keywords, such as
bangles and earrings.

There isn’'t Paid search and display traffic from Google Ads to get a benchmark. More analysis should be
made to determine whether to redistribute the budget into Google Ads or other paid channels such as
Social.

Referral traffic is decent compared to its Social channel. However, this is due to paid print ads from
B iore emphasis needs to be put into backlink acquisition and off page SEO strategies if
possible.

Email campaigns and automation have been a contributor to R s traffic, revneue and returning
users. There is more opportunity to further develop email marketing efforts with more segmentation,
personalised messages and refreshing the collaterals.




4.0 Digital Marketing Objectives

The conclusive action from the SWOT analysis for_ is to focus on these priorities to gain a
competitive edge and establish a better market awareness:

Awareness Stage:

e Increase brand awareness and visibility through search, social and digital advertising to increase
website traffic by 20% per month on average at the end of 2022

Consideration Stage:

e Generate 10% more email subscribers by Jan 2023 onwards
Conversion Stage:

e Increase sales revenue by 20% per month by Jan 2023

Advocacy Stage:
e Increase repeat purchases and cross-sells
e Increase no. of reviews on Google & Facebook

The SMART KPIs are elaborated in Section 4 and the diqgital marketing campaigns action plan
that need to be executed to achieve the KPIs are laid out in the respective digital marketing
aspects in Section 5.

2. Digital Marketing Audit
What is a digital marketing audit?

A digital marketing audit is an examination of the performance of digital channels and current resources
utilised to achieve a business’s marketing objectives, with the goal of reassessing and improving the existing
strategies.

It consists of 2 parts:
1. Audit of available resources
2. Audit of current performance of digital channels



2.1. Audit of Available Resources

A digital marketing resource audit can help you identify gaps which may hinder your campaign’s success.
Once you have identified crucial gaps, you can then recommend steps to rectify any issues.

Resources

Checklist

Summary of Findings

Human Resource Capability

% Sufficient employees to
execute digital marketing
strategies

v Marketing personnel are
competent in their job functions and
assigned tasks

1. Marketing Director — 1st Staff

2. Digital Marketing Executive — 2nd
Staff

External Agencies/Consultants

% External agencies/consultants
have the relevant required
competencies

1. Facebook Ads Consultant (past)
2. SEO Consultant (past)

3. Google Ads Consultant (Nil)

4. Content Marketing Consultant (Nil)
5. Social Media Marketing Consultant
(past)

6. Digital Marketing Analytics
Consultant (Nil)

7. Digital Advertising Consultant
(past)

8. LinkedIn Consultant (Nil)

9. YouTube and Video Marketing
Consultant (Nil)

Website

X Website is user-friendly and well-
designed to serve its intended
purposes (e.g. as a lead generation
tool, branding, content hub, etc.)

1. Main Website - Homepage
- Content on homepage could
improve
2. Main Website - E-commerce
product pages
e Many non-indexed pages
(GSC, shown later)
e Site structure could improve
e Site speed could improve

3. Blog pages
e More content articles could
be implemented

Tools and platforms

X Tools and platforms are well-
utilised, performing to
expectations

v Tools and platforms are able
to meet organisational
requirements

% Sufficient budget is allocated to
necessary tools and platforms

1. V' Email Marketing:

e Klaviyo
2. SEO:
e Google Analytics & Search
Console

e Could utilise SemRush (Free
trial), Ahrefs, SimilarWeb,
SEObility

3. VContent Ideas, Briefs & Plans:
e Google Sheets, Docs,
e Assembla




3.1. v/ Content / Marketing Calendar:

e Google Sheets & Google
Calendar

4. Social Media Marketing:
e Meta Publisher Tool
e Could utilise social media
management softwares such
as Latermedia, Hootsuite,
Buffer

5. Digital Advertising:
e Meta Ads Manager
e Could utilise Google Ads &
Display Ads

6. vV Digital Marketing Analytics:
Google Analytics
Google Data Studio
Shopify Analytics
Klaviyo Analytics
Facebook

8. vV Website CMS:
e  Shopify

9. E-Commerce Platforms & Ads:
e Zalora Ads

10. Team collaboration (Nil):
e Could utilise Google
Workspaces, Asana,
Monday.com, Notion

11.Customer Journey (Nil):
e Could utilise Funnelytics

12. Google Alerts & Social
Mention (Nil)

Brand Online Reputation

X Brand has a presence on social
media platforms where target
audiences are present

v Brand messaging is consistent

X Brand style/theme is consistent

Social Media Pages:
e Facebook Page
e Instagram Page
e Possibility of expanding to
Pinterest, TikTok and
LinkedIn

Social Media Profiles of Internal
Team:
e Employers & Employees

Review Sites:

e Facebook Page reviews

e Google My Business reviews

e Potential reviews from
Instagram Influencers / UGC

e Website Product reviews

e Micro influencers’ blog post
reviews

Social Media (Instagram) brand
style/theme could be more consistent
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Budget X Budget is sufficient to e $100 - 200/mth — Digital
execute digital marketing plan Advertising

e  $3,100/mth - digital
marketing (in-
house/marketing employee
staff costs)

e May require 1 more
marketing executive or
content production executive

2.2. Audit of Current Performance of Digital Channels

An audit of the current performance of digital channels can help you determine which campaigns are the
better-performing ones. This can help you direct your focus to the appropriate marketing campaigns/channels.

For example, if the conversion rate of a particular marketing campaign is determined, we can use it to
predict the profitability of the marketing campaign, set appropriate budgets and allocate the necessary
resources to boost return on investment.

Summary of findings

All Traffic Channels Overview

From table 2.2b, The most prominent channel with the highest 1) Traffic Users acquisition and 2) Revenue is
Organic Search. It is important to note that although organic search brought in the highest revenue, it should
not entirely take the credit nor does search engine optimisation’s (SEO) efforts.
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Other channels such as Social (Facebook & Instagram) and Email plays a part in PR s respective
customer touchpoints. Measuring metrics relating to awareness (reach, clicks, and traffic) of those (Social &
Email) channels are just as important because they can attribute back to Organic.

As for Direct Channel, there is insufficient information regarding its attribution efforts other than more
customers having the brand in the top of their mind to perform direct search. For this reason, Direct visits can
be inaccurate in the analysis with Multi-Channel Funnels and it should be remove from the mix with other
channels. More analysis have to be made from different channel/marketing aspect’s audit.

Multi Channel Funnel | Assisted Conversion

Table 2.2¢, The direct channel has also seen high attribution value for both, assisted conversion and last click
/ direct conversion, under the assisted conversions report. Followed by organic search, (other), referral, social
media and email respectively. This shows that direct did the most in contributing to conversion however as
mentioned, it isn’t really accurate.

Direct channel refers to users entering a URL directly during their search or through their bookmarks.
Unfortunately, it also consist of any URL from social, email campaign, referrals and sources that are
unidentifiable by Google Analytics. Basically any unknown traffic sources will be attributed to the Direct
channel, which could explain why _s Direct is leading in its assisted conversion report.

The next best channel will be the Organic Search, ranking second for both assisted and last click / direct
conversion, which are signs of it being just as important for the last touchpoint (last direct conversion) as well
as for the first and middle touch of a customer journey (assisted conversion). Followed by (Other), Referral
and Social.

A noticeable data can be seen from the ratio between assisted / last click direct conversion for channels from
(Other), Referral and Social. Unlike Direct and Organic where both are ranked 1st and 2nd respectively,
(Other) channel assisted 30% more than its last direct conversion, Referral channel is 30% more in its last
direct than assisted conversion and Social channel assisted more.

Table 2.2c, (Other) channel consist mainly of email campaign & paid social campaign, hence it should be
taken into consideration with the Email & Social channel. It is also noticeable from Table 2.2b that Social only
contributed to a revenue of $1,574, which even with the inclusion of paid social in (Other) channel (Table
2.2c), is only reporting a total revenue of $3,019. This differences between the analytics and Meta Ads Report
($10,336) is because both channels record conversion differently. An example will be If a user saw an Ad
from Meta but did not click through, decides to made a purchase later that day, it will still count as a
conversion within Meta Ads but not Google Analytics because there were no clicks. Google Analytics
measures data with the direct last click attribution model, hence the user seeing the Meta Ad will not be the
last touchpoint, it will be Organic search/Direct instead as those channels are where the user click through.
The view-through conversion from Meta is 24 hours, hence it has to be around a day or Meta will not register
the conversion as well. Therefore the discrepancies of the Social channel between Google Analytics and
Meta Ads has been attributed into the Organic / Direct channels.

Multi Channel Funnel | Model Comparison

Table 2.2e dives into the attribution model comparison between First Interaction vs Last Non-Direct Click vs
Position Based. As decided, Last Interaction (Last Click/Direct) is a model not to be used. First Interaction
attributes 100% credit to the first channel touchpoint that led to the conversion and drove brand awareness.
Last Non-Direct Click attributes 100% to the last channel which isn’t Direct (by ignoring direct traffic). Position
Based attributes 40% to the first and last channel with 20% in between the channels that assisted.These
models were selected to give a holistic view and target each models’ strengths and weaknesses.
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We can see that the number of referral conversions has shot up drastically when we do not take “direct”
conversion into account as the last conversion. It has shown us that “referral” is actually one of the unsung
heroes when comes to conversion contribution, with its importance drastically undervalued by the default last
(last click/direct) interaction model.

From table 2.2e, First Interaction Model’s winning channel is Organic followed by Direct, (Other), Referral,
Social and Email. The Last Non-Direct Click Model's winning channel is Organic followed by Direct, (Other),
Referral, Social and Email. The Position Based Model's winning channel is Direct followed by Organic,
(Other), Referral, Social and Email.

By looking at the last column of table 2.2e and comparing First vs Last Non-Direct and Position Based.
Organic actually did 27% lesser for Position Based than First Interaction. Direct is 25% lesser for Last Non-
Direct and 36% better for Position Based. (Other) is 22% better for Last Non-Direct but 16% lesser for
Position Based. Referral did the best with 122% better for Last Non-Direct and 31% for Position Based. Social
did 20% better for Last Non-Direct but lesser by 20% for Position Based. Lastly, Email channel is quite
negligible conversion value to look at.

From here, we truly know that (Other) which consist of Social & Email Campaigns AND Referral are the
contributing factors for PR s brand awareness that further contributes to Organic and eventually,

Direct.

Top Conversion Path

Table 2.2f shows Organic and Direct being the top 8 top conversion path, and both are interchangeable
between which started the 1st touchpoint and laast touchpoint (organic>direct, direct>organic, organic alone,
direct alone). Removing the Direct via filter shows more Referral, Email and Social being part of the
Conversion paths.

Time Lag

Table 2.2h shows that about 69% of PRl s conversion time is 0 days (on the day itself). And a total
of 21.9% between 1 to 11 days and lastly, 8.34% of conversion happened between 12 to 30 days. Table 2.2i
is a further breakdown of conversion % between 12 to 30 days, it is very minute.

Path Length

Table 2.2j shows the Path length of 1 contributing to 44.75% of all conversion. Suggesting that many users
went through 1 path length to reach conversion which should be the checkout page from the homepage
(home > checkout). 22.5% for 2 path length, 11.6% for 3 path length, 7.6% for 4 path length, 3.4% for 5 path
length and interestingly, 12+ path length consist of 2.15% (more than 6 to 11 path length). The 12+ path
length can suggest users browsing the variety of products and its pages.

When setting the lookback window to 90 days (looking back conversion window of 90 days instead of 30days)
from table 2.2k, we can see only a minor change but 12+ path length conversion % is still more than path
length between 6 to 11.

The table below provides a guide on the definition of the terms used and
where you can retrieve the information from.
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here can you get this information?

Channel

According to Google Analytics, a
channel is a group of traffic sources
(e.g. Google, Bing, Yahoo) within the
same medium (e.g. organic).
Therefore, ‘organic search’ would be
the channel which could include
different traffic sources (Google, Bing,
Yahoo) within the same medium
Other examples of channels include:
¢ Paid Search

¢ Social
e Display
e Email
e Direct
» Referral

Web analytics platforms such as
Google Analytics

Traffic

A metric which measures the total
number of visits to a website.

Web analytics platforms such as
Google Analytics

Conversions

A metric which measures the number
of desired actions taken by a website
user.

Examples of important actions include
filling out a contact form, spending X
amount of time on a website, watching
a video till the end, and completing a
purchase on a website.

Web analytics platforms such as
Google Analytics.

In Google Analytics, you can set
up goal tracking to define your
conversion actions.

Conversion Rate

A metric expressed as a percentage,
calculated by dividing the total number
of users who took a desired action by
the total number of users who visited a
website.

Example calculation:

Total number of users: 100

Total number of important actions taken:

5

Web analytics platforms such as
Google Analytics

Conversion rate: 5/100 X 100 = 5%

Cost

The total amount spent for a channel.

This can be calculated internally
within an organisation.

Cost Per Acquisition
(CPA)

The total cost of acquiring a
customer.

Example calculation:

Total $ spent for paid search =
$10,000

Total number of customers acquired
=100

Cost per acquisition: $10,000/100 =
$100 CPA

Advertising platforms or calculated
internally within an organisation.
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Value The total amount of revenue or profit This can be calculated internally

brought in by a channel. Formulas used within an organisation and reported
to calculate the average order value or within a digital marketing analytics
customer lifetime value varies from platform such as Google Analytics.

organisation to organisation.
In Google Analytics, you may set a goal

Example calculation: value i.e. $300 for every lead, assuming
it takes 10 leads to close one sale with a

Average order value/Customer lifetime customer lifetime value of $3,000.

value = $1000

Total number of completed
purchases from website = 1000

Value: $1000 x 1000 = $1,000,000

Return on Investment The value gotten back for the total This can be calculated internally
(ROI) expenditure of a channel, within an organisation.
expressed as a percentage.

(Value — Total amount spent) / Total
amount spent X 100% = ROI

Example calculation:

Total amount spent = $100,000
Value = $200,000

ROI: ($200,000 - $100,000) /
$100,000 = 100%

Access digital marketing analytics platform e.g. Google Analytics to retrieve the following data.

Date range: 1st May 2020 — 31st July 2022
Report: Acquisition > All Traffic > Channels
Audience: Singapore

Channel Traffic Conversions  Conversion Cost Cost Per Revenue Return on
(E-Commerce Rate (E- Acquisition Investment
Transactions) Commerce)

Organic 6,344 296 3.01% n/a n/a $69,957 n/a
Search
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Direct 5,047 143 1.86% n/a n/a $29,814 n/a
Other 5,047 109 1.50% n/a n/a $22,115 n/a
Social 936 65 (data from 0.42% $10,336 $159 (data $13,225 28.0% (data

(different Meta Ad of (data from from Meta Ad (data from from Meta Ad

attribution) same timeframe) Meta Ad of of same Meta Ad of of same
same timeframe) same timeframe)
timeframe) timeframe)

Referral 741 61 4.09% n/a n/a $12,745 n/a
Email 10 5 33.33% unknown unknown $874 unknown
Paid - - - - - - -

Display - - - - - - -
Total: 17,364 620 2.24% - - $133,299 -

Table 2.2a

For a better visualisation and representation of data, most of the graph inserts will be snapshots

16



Acquisition | All Traffic | Channels Overview
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Channels ©

SG

64.55% Users

+ Add Segment

Explorer

i save

o EXPORT = SHARE

7 Eoir ) INSIGHTS

(May 1,2020 - Jul 37, 2022 ')

Summary SiteUsage GoalSet1 Ecommerce
Users ~ | VS. Selectametric Day  Week Month ﬁ a..
® Users
1.500
1,000
M —
500 /
- = 2021 2022
Primary Dimension: Defasult Channel Grouping  Source / Medum  Source  Medien  Other ~
Secondary dimension v  Sort Type:  Default ~ Q advanced i € £ T =[BT
Acquisition Behavior Conversions cCommerce ~
Deafault Channel Grouping
fr——— ” Va N/
Users ¥ New Users Sessions Bounce Rate Pages / Session Avg. Session Duration Ecommerce Conversion Rate Transactions Revenue
s6 17,364 17451 27,704 45.30% 4.22 00:03:33 2.24% 620 SGD 133,298.67
of Total 54.65% (26,900) of Total: 64.75% (26,952 of Total: 69,64% (39,763) Avga for View: 51.79% (12 54 Avg for View: 3,70 13.90%) Ava for Vizw: 00:03.07 (1430 Av for View: 1 8O% (24.35 s of Total 86 59% (716) ; of Total: 85.80% (SGD 153,572.01)
0 1. Organic Search 6,344 15000 6,074 (34875 9,849 (7557 43.18% 436 00:03:36 3.01% 296 (a7 74 SGD 6921095 (7192
O 2. (Other) 5,047 (27.85%) 4,817 (27.60%) 7,260 (26 21%) 49,38% 3.63 00:02:42 1.50% 109 (1758 SGD 20,138.45 (15 114
O | 3 Direct 5,047 (27.85%) 5013 2873w 7,669 (27.60%) 49.19% 3.68 00:03:07 1.86% 143 (23.06% SGD 28,756.57 (2157
| 4. Social 936 (5.16%) 886 (508%) 1418 (500%) 32.16% 6.65 00:05:23 0.42% 6 (09 SGD 1,573.50
| 5 Referral 741 (4.05%) 657 (3.76%) 1493 (539%) 31.95% 6.56 00:07:49 4.09% 61 (984 SGD 12,745.20 (956
0| 6. Email 10 (0.06%) 4 (007%) 15 (005%) 40.00% 1013 00:06:50 33.33% 5 (08 SGD 874.00 0560
-~ . A\
Table 2.2b
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Multi-Channel Funnels | Assisted Conversions
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

@ssisted Conversions)

Conversion Segments Export + Save

Conversion Type: Lockback Window

1 Canversion Type Selected ¥ Al Google Ads Set 30 days prior to conversion

. % of conversions: 39.81%

Explorer

A I Analy First Interaction Analysis  Conversions

Assistad Conversions v VS, Select a metric

© Assisted Conversions

(‘May 1,2020 - Jul 31, 2022 )

-«

@ Insights

Day of Conversion  Days before Conversion  Path Position

6
4
2 ‘ |
1“‘ ll ul i “ (LT “ I l‘“il‘.u‘“u l‘k ‘l I\ ' | l lll h‘u”‘m .““I ju/l L ‘lx I l l‘ll‘ || “1‘1‘.“1 l‘h“ 1“ {3 1) ‘ltHl ll “h‘.. lllll ll‘ll Iu i‘xllnl“t ll I‘ I\
2021 2022
Assisted Conversions Assisted Conversion Value Last Click or Direct Conversions Last Click or Direct Conversion Value SGD 169,601 Assisted / Last Click or Direct Conversions
includes countries
'3;:6123 67 624 (833) S)GR ?:jfl?i;?:?n 6c4:‘m 34 4% (1,869) SoGIoDu 1?.8'?(,1 %“L67:ﬁ other than SG \Om 51r7x» 0.34 (67.90%)
Primary Dimension: MCF Channel Grouping  Default Channel Grouping  Sowrce / Medum  Source  Medium  Other = Channel Groupings ~
Secondary dimension: Country ~ Advanced Filter ON X | edit ‘ﬁ e = &
(" T\ Assisted/ )
(ucs Channel Grouping Country ) Assisted + d Value O Dl oo mc:;::'d M”‘c'::"
O 1. Direct Singapore 257 (45.33%) SGD 5597143 (4446 377 sa54v) SGDB2,323.87 (59520 0.68
O 2. Organic Search Singapore 191 (33.00%) SGD 45,368.80 (:0 04 146 (22567%) SGD31989.15 (23 14% 1.31
I § (Other) Singapore 82 (14.46%) SGD 16,928 80 (13 45" 64 (392%) SGD1235295 93 128
O 4. Referral Singapore 27 (4.78%) SGD 5,638.50 (4.48v) 50 (776w SGD10297.70 (7454 0.54
J 5 Emall Singapore 6 (1.06%) SGD 73900 (0E9 4 (062%) SGD 694.00 (050 1.50
O 6. Social Network Singapore 4 (0.71%) SGD 1,238.50 (09ev 3 (0.47%) SGD 655.00 04 ".) L 1.33}
\.

Table 2.2¢c
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Acquisition | All Traffic | (Other) Channel
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

rimary Dimension: Source  Lardng Page  Other

Secondary dimension Medium

ct Type.  Default «

Source Medium
SG
| 1. paid-social
0| 2 ig paid-social
[0 3. Newsletter campaign-email
]| 4. customer Thank You flow-email
5. Welcome Series flow-email
J | 8. Gem Earrings Prelaunch campaign-email
@ 7. facehook (not set) )
(0 | 8. Customer with loyalty points, no account campaign-email
(_,‘ 9. Facebook Digital Ad )
O 10. gospree paid-referral
[ 1 11, Welcome Series New flow-email
(W 12. {{site_source_name}} paid-social )
O 18, google product_sync
0Ol . ::;J:C«I:::, with layalty points, with Shopify sk el
CJ | 15, Customer Thank You new flow-email
(J | 16. Abandoned Cart flow-email
0 |17, direct (not set)
]| 18. email campaign-email
G 19. Facebook Digital Vldeo)
O 20 g (not set)
O] 21, ssw sharing
| 22. testsource testmedium

Multi-Channel Funnels | Model Comparison

Users +

5101

of Total: 18.53
(27.524)
2,571 (49.51%)
1,337 (25754
807 (15.54%)
123 (237)
85 (1.64%)
58 (1.12%)
53 (1.02%)
37 0N
34 (065%)
18 (0.35%)
18 (0.35%)
17 (0.33%)
11 (021%)
8 (015%
7 (013%)
3 (0.06%)
1 (002%)
1 (0.02%)
1 (0.02%)
1 (0.02%)
1 (0.02%)

1 (002%)

New Users

4,863

% of Total 17 65
50

2,537 (5217

1,318 (2

713 46

44

54

43

3

27 (asex

10

Sessions.

7,357

X of Totak 18.09%

(40 669)

2,909 (19 51
1,492 (20 24+
1,963 (76 68

266 (162

181 (2 455

73 (0.99%

75 (m

85 1(0.75

39 (o053

28 (028%

46 (063>

65 (083

12 (0.18"

76 (103

20 (027

25 (034

2 (003

12 (0.16%

1 00

12 (0.16%

Table 2.2d

49.14%

Avg for View: 51341

4.24%)

56.89%

55.76%

38.05%

48.50%

35.36%

41.10%

32.00%

30.91%

30.77%

§7.14%

32.61%

38.46%

25.00%

35.53%

20.00%

25.00%

100.00%

12.00%

0.00%

75.00%

0.00%

8.33%

Pages / Session

3.66
Ava for View. 3.1
275
282
454
434
675
316
844
5.04
436
214
580
535

325

393

825
1.00
524
6.00

1.42

425

Avg. Session Duration

00:02:45

Avg for View: 00:03:07

11.98%)

00:01:09

00:01:12

00:05:10

00:03:36

00:06:11

00:01:52

00:08:24

00:03:38

00:02:02

00:01:10

00.05:47

00:07:48

00:04:03

00:03:33

00:08:55

00:0419

00:00:00

00:07:26

00:18:01

00:03:29

00:00:24

00:13:58

Conversions eCommerce ¥

1.59%

Ava tor View 1.8

031%

0.34%

2 60%

3.76%

14.92%

0.00%

267%

3.64%

0.00%

0.00%

21.74%

0.00%

0.00%

0.00%

0.00%

25.00%

0.00%

0.00%

0.00%

0.00%

0.00%

0.00%

advanced O E | E| & N

10

27 (23¢

3}

SGD 22,115.45

of Total
(SGD 157,5

SGD 1,44500 50

SGD 90500

SGD 7,767.45 (7570
SGD 1,478.50 (9
SGD 6,745.50 (30 50

SGD0.00 (v oo

S6D 26850 (71

SGD 1,205.00 45
SGD0.00 (oo
SGD 2,246.50 (10 14

SGD0.00 (voon

SGD0.00 (oo
SGD0.00 (oo

SGD0.00 oo
SGD 60.00 w27
SGD0.00 (Voo
SGD000 (000

SGD0.00 oo

SGD0.00 (oo

S$GD0.00 oo

SGD0.00 (oo



1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Model Comparison Tool May 1, 2020 - Jul 31, 2022 ~
Conversion Segments Export ~ Save < @ Insights
Conversion Type Lookback Window:

1 Conversion Type Selected « All  Google Ads Set 30 days prior to conversion

' % of conversions. 42.32%

I First Interaction - vs L Last Non-Direct Click - vs - Position Based v
[ ensl
Primary Dimension: MCF Channel Grouping  Default Channe! Grouping  Source / Medium  Source  Medium  Other Channel Groupings ~
Secondary dimension: Country ~ | Advanced Filter ON X | edit

Convarsions & Value «
% change in Canversions ~

(from First Interaction)

MCF Channel Grouping Country First Interaction Last Non-Direct Click Position Based

Conversions ¥ conversion Value C i C Value T Conversion Value m,l'::: ;?;( :::an
1. Organic Search Singapore 284.00 (44.10%) SGD 62,859.15 (45.45%) 287.00 (24 57%) SGD 66,304.45 (47.54%) 207.10 (32.16%) SGD 45,736.71 (33.07%) 1.06% -27.08% +
2. Direct Singapore 232.00 (36.02%) SGD 48,791.77 (2528%) 172.00 (2671 SGD 35910.57 (25%%) 315.77 (4903%) SGD 68,078.30 (4922%) -25.86% # 36.11% ¢
3. (Other) Singapore 93.00 (14.44%) SGD 18370.25 (13.28%) 114.00 (17.70%) SGD20919.95 (15.13%) 77.86 (1209%) SGD15167.30 (10.97%) 22.58% ¢ -16.28% +
4. Referral Singapore 27.00 (1.19%) SGD 6,329.00 (a58%) 60.00 (93:2+) SGD12730.20 (920%) 35.85 (552w SGD7,609.69 (550 122.22% ¢ 31.66% +
5.  Social Network Singapore 500 (078%) SGD 1,433.50 (1 04%) 6.00 (no3%) SGD1,573.50 (114x 397 (ne2%)  SGD1,027.50 (074%) 20.00% ¢ -20.67% +
6. Email Singapore 3.00 (0.47%) SGD 529.00 (038%) 500 (078%) SGD 87400 03 3.75 (058 SGD 69317 (150w  66.67% * 25.15% ¢+

Table 2.2e

Multi-Channel Funnels | Top Conversion Path
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1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Conversions

79

ot Total: 42324 (1,859)

Primary Dimsrsion. MCF Channed Grouping Peth  Defuut Shavrel Groupng Path

Secondary dimenson ~

MCF Channel Grouping Path

Organic Searct

Dliect x 2 |

Direct

Organic Sea cLx3
unavailable

Organic So |~ic10|ml
Organic Search | Diract x4
Raferrai |

Diect x4 |

Duect 6|

Direct » 7 |

Direc’

Organic Sea mavall

Organic Searsh | Oirect « 2 | Refatral

Diteci | Referral |

Source/Mediun Path

Source Path

Meduim Path

Othet

Chennel Groupings

Conversion Value

SGD

of Tot

169,6

01.48

SCD 169,601 48

Table 2.2f

Conversions

163 (20.£1

123 (1555

Q aenced [E| @ T 0T
Conversion Value Vv
SGD 24,538.41
SGD 24,914.32
SGD 15,679.22
560 9,722.44
56D 9,295.73
SGD 7,806.12
56D 4,257.00
SGD 3,858.70
560 3,739.42
SGD 2,955.26
56D 2,290.00
560 2,187.59
SGD 1,986.00
56D 1,675.50
SGD 1,565.50
S6D 1,561.25
S6D 1,331.20
SGD 1,246.50
SGD 1,160.00

SGD 1,156.20
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Multi-Channel Funnels | Top Conversion Path (Direct Channel Removed)
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Conversions Conversion Value

268 SGD 55,866.06

Primary Dirversion: MCF Channel Grouping Peth  Defaust Charnel Grouping Feth  Seurca/Medum Path  Source Path  Medium Path  Othe: Channa! Grouings
Secandary dimensiin * Advanced Filter ON X it B @ =
MCF Channe! Grouping Path Conversions Conversion Vakie
1 Organic Seard | 163 (b0 82 SGD 34,538.41 1 2
2 it 50 i S0D 9.722.44
3. [ Organe Sears ™ (Referral 13 SGD 2,955.25
4 | Referral | kb B ERT SGD 2,187.59
& [OrgankSeard availab 6 (224 SGD 1,246.50
s [Email| 5 SGD 836.87
7. | Refarral Organic Search 3 6D 750.00
3. [ Organic Search x 2 2 SGD §60.00
9 | L Refemal 3 SGD 555.00 (0 ov
10. | Social Network 2 SGD 515.00
1 | Diganic Search 3 $6D404.00
12. | Organic Search Email >  Urgenic Search 1 SG6D 369.00
13, I Sacizl Network > b Soclal Network ™ | Referral 1 SGD 320.00
14 2 7 56D 315.00
5 “Social Network | 1 (agr 6D 265.00
] ve 2% ¢
17. l Social Netwark 1 (0 $GD 126.00

Table 2.2g



Multi-Channel Funnels | Time Lag (0 to 30 days)
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Time Lag

Conversion Segments Export ~ Save

Conversios Type Lookback Window

Convargion Typa Selected ¥ Al Google Ade Set | 30 days priov 1o conversion
B 2 of conversions: 42 32%
Distribution
Conversions Conversion Value
791 SGD 169,601.48
Twme Lag in Days Conversions Conversion Value Percentage of total
B conversions Convarsion Value
0 548 SGD 114,328.71 Al
67.41%
1 44 SGD 10,198.65 s.se%
6.01%
2 2 SGD 4,690.00 27e% [l
277%
3 24 SGD 5,580.92 3% .
329%
4 16 SGD 3,139.50 2.02%
1.85%
5 15 SGD 2,891.83 190«
1%
6 16 SGD 4,455.15 202+ i
2.63%
7 13 SGD 2,814.04 booid |
1.66%
8 12 SGD 1,976.29 1.52%
1.9%
9 9 SGD 1,814.15 14
100
10 3 SGD 695.00 oae |
04r%
1 3 SGD 1,351.00 osss |
080%
¥ 1230 66 SGD 15,666.25 :zz | —]

Table 2.2h

Multi-Channel Funnels | Time Lag (12 to 30 days)

May 1, 2020 - Jul 31, 2022

& /&) Insights(5)
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1st May 2020 - 31st Jul 2022 (Google Analytics 3)

= 1230 66 SGD 15,666.25 :g:: I
12 4 SGD 898.00 0314 |
053%
L 5 SGD 946.75 06 |
0.56%
14 4 $GD 920.00 0.81% |
054%
15 2 SGD 735.00 025% |
0A3%
19 1 SGD 155.00 013% |
0D09%
17 2 36D 600.00 026% |
0D3%5%
18 5 S6D 925.25 vese |
0D 55%
" 4 SGD 766.00 osi% |
0 45%
20 2 SGD 336.00 025% |
n20%
21 5 SGD 1.156.00 0.63% |
D68%
22 3 $GD 1.103.75 oass |
065%
2 3 SGD 810.00 oas |
0.48%
24 1 SGD 670.00 013% |
0.40%
25 5 SGD 1,115.00 083w ||
0&6%
26 o SGD 2,930.50 “;‘* |
1.73%
27 1 S6D 220.00 0334 |
013%
28 3 86D 373.00 o03gs |
022%
29 7 36D 1.007.00 ogs% |
059%

Table 2.2i

Multi-Channel Funnels | Path Length (30 days prior to Conversion)
1st May 2020 - 31st Jul 2022 (Google Analytics 3)




Path Length May 1, 2020 - Jul 31, 2022

Conversion Segments Export ~ Save -« ’; Insights(5)

Canvarsion Type okback Window

1 Conversion Typeo Seleciad « Al Googlo Ads Set| 30  days prior to conversion
§ % of conversions 42 323

Distribution

Conversions Conversion Value

791 SGD 169,601.48
T 42.3 1,869 f Total: 100.00% (SGD 169,601.46
Path Length in Interactions Conversions Conversion Value Percentage of total
B conversions Conversicn Value
! =4 30D 72,764.63 446k
4290%
z LD SGD 38,592.71 z61x I
2275%
3 92 SGD 19,808.23 nesx
11.68%
4 60 SGD 13,267.90 7o -
2 27 SGD 7,350.38 Y |
433%
6 14 SGD 3,727.50 177%
220%
. 14 SGD 4,570.25 17
269%
8 12 SGD 3,137.90 152
185%
? 6 SGD 1,737.50 076%
1.02%
19 6 SGD 1,971.48 07
1.16%
1 3 SGD 605.50 0.38% |
0.36%
1 17 SGD 2,067.50 215%
1.22%

Table 2.2j

Multi-Channel Funnels | Path Length (90 days prior to Conversion)
1st May 2020 - 31st Jul 2022 (Google Analytics 3)
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Path Length

Conversion Segments  Export ~ Save

Conversion Type. Lookback Window

1 Conversion Type Selected ¥ £l Google Ads Set! an  days prior to conversion

' % of conversions: 43.87%
Distribution

Conversions Conversion Value

744 SGD 159,367.68

otak 43.87% (1,69¢ % of Tetal 100,005 (SC

Path Length in Interactions Conversions Conversion Value Percentage of total
W conversions Conversion Value
1 319 56D 64,580.64 A | |
4052%
2 173 SGD 36,196.71 229
2271%
& 89 SGD 19,309.73 o5k I
12212%
4 59 SGD 12,689.90 7.93%
7.96%
5 27 SGD 7,432.06 3.63%
166%
6 13 SGD 3,612.50 175% 1l
227%
7 13 SGD 3,515.75 17sx 1l
221%
8 9 SGD 2,218.90 121%
< 1.39% .
9 3 SGD 755.50 0.40% |
0.47%
10 7 S6D 2,195.99 oos
1.38%
n 4 SGD 670.50 osax |
narx
12+ 28 SGD 6,189.50 s7ox
388%

Table 2.2k

Meta Ad Report
24th Apr 2020 - 31st Jul 2022 (All Time) (Meta Ad Report)

May 1, 2020 - Jul 31,2022 ~

- ‘TGT. Inaights(5)
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¢ Alreports  FH Facebook Ads Audit (Master) ©: 1 Ad Account SO u

Q Haddelvery X  Searct f a3t ‘/\3 AdmUM 24 Apr 2020-26 Aug 2022 W
iJ PivotTable w ofa « i@ Fomat [ rustomise
s \ 4 \ - & ~ P ———
| Campaign name ]- Amount & - Reach ~ Impressions  ~ Frequency ~ Clicks ~ Link v Unique ~ CTR (link = Unique ~ cPC - Costper = Purchases ~ Purchases ~ || Costper ~ Schedule v Attribution setting  ~
\ ( spent (all) clicks Iln'l\ click- CTR (cost qnlqua Conversion ‘ purchase ]
\ A A J clicks throug.. (link... per... link click \V.Iua I\ \ y
W 30,461 58,900 187 914 a7 0.83% 139% $3.27 ER%) $786.87 $6057 = ' J-day click or 1-day view
$52088 22844 53,013 257 927 459 369 078% 161% 5201 $2.50 qm 8163075 w §10232 28-day click or 1-day view
584312 14,608 3790 259 32 275 0.88x 1.68% §2.54 $3.07 7w $1376.00 1» $120.45 = 7-day click or 1-day view
SS76.77 5,944 3550 357 363 203 175 057% 1.76% $2.84 $330 1m $24000 ”m‘l 7-day click
§576 55 15270 33,599 220 238 116 103 035% 0.67% 8497 $5.60 1w §165.00 857655 = 7-day click or 1-day view
545285 12,764 26,363 207 260 162 141 061% 1.10% $2.80 Sa.21 Twm £32000 u $45285 7-dey click
S3re3s 7,810 15930 2.04 123 98 0.77r% 1.25% $3.08 $3sq 1 §230,00 i §37638 = 7-day click
§342 24 6,974 14,458 207 193 105 89 073% 128% $3.26 4385 1w 531000 534224 w 7-day click or 1-day view
5338 42 19,604 41,760 21 533 402 345 096% 1.76% 50.84 $0.98 5w £1.032.00 1= 867.68 w 7-day click or 1 day view
531842 14,896 24,738 1.66 638 12 382 167% 256% $0.77 s0.83 1w $22599 $31842 28-day click of 1-doy view
$74567 7,86 14364 183 415 200 159 159% 203% $1.23 $155 15 ¢ $16.38 » 28-day click or 1-day view
524319 6437 12132 188 132 52 48 043% 0.75% 34.68 8507 2m 345500 312160 7-dey click
$236.11 16,132 24,906 54 m 584 ";.Wf ] 275% i i $0.35 $0.40 7-dey click or 1-day view
§216 72 11,016 16,397 149 493 382 336 233% S0 57 $0.65 3w 564000 §72,24 v 28-day click or 1-day view
5208 60 7.168 14,603 204 13% 7 70 0.54% 0.98% $2.64 $2.98 28-day click or 1-day view
519807 nm 21,574 1.94 223 146 129 0.68% 1.16% $1.36 $1.54 1w $31590 19807 = 7-day click or 1-day view
$197 35 9,618 14927 155 390 315 272 211% 283% 063 $073 - - - - 7-day click or 1-day view
5182 54 4am 8978 19 181 100 79 111% 168% $1.83 23 4m $760.00 545,64 7-day click or 1-day view
$169.43 7,088 11,052 156 215 155 137 140% $1.09 $1.24 1w $240,00 $169.43 = 28-day click of 1-dey view
$154.79 8,524 14112 166 988 433 t‘l’ 307% $0.36 $0.37 7-day click or 1-day view
$139 46 7.442 11,991 161 89 50 47 042% $2.79 $297 - - - - 28-day click or 1-day view
§136.73 4485 7.263 162 120 55 49 0.76% 1.09% §2.49 82.79 28-day click or 1-day view
$13287 §,560 12,962 15 101 61 53 047% 062% $2.18 $251 - - - - 28-day click of 1-day view
512715 6,624 9963 150 193 n 62 071% 0.94% nn §2.05 3m 560600 §42.38 » 28-day click or 1-day view
$12538 6768 12,570 186 479 206 201 1.64% 297% $0.61 $0.62 Tw $140,00 & $125.38 = 7-dey click or 1-doy view
(!om results $10,336.81 219,019 650,353 297 11,642 6,538 5286 1.01% 2.41% $1.5¢ $1.96 ) . PP BEn T

Table 2.2
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3. Market Research and Analysis

The research and findings from this section will influence the next sections where you define your
marketing objectives, KPIs, select appropriate digital marketing channels, and plan your campaigns.

Summary of findings

3.1 Customer Personas

_ have 3 customer segments. Firstly are the Expats who are female in the range of 25 - 55 years old.
Generally in a middle to upper class income who are fashion enthusiast and love the arts & media. They are also
interested in travelling, history and story of the brand.

Tourists are the second group of audience, similar to the Expats with the exception of not being primarily base in
Singapore. Seasonal travel, business trips and holiday vacation are their lifestyle. Overseas collections & souvenirs are
often an essential.

Lastly are the Singapore audience between 25 - 45. Mostly middle to upper class, they are shoppers who works in
finance, business and marketing industries. Local brands and luxury with a taste in fashion are what they are interested
in.

For a detailed breakdown, refer to 3.1 of the Personas which are related to 3.1.2, Customer Demographics.
3.1.1 Customer Journey

_s customer journey is mainly concentrated on the product pages as its primary business is E-commerce.
Even the majority of its traffic comes from ‘collection’ pages (from 5.4 Content Marketing Audit). _ does have
a Blog content hub but that is secondary. There are a total of 6 collection main pages with each collection pages
separating into its respective unique product SKU design pages. The respective pages consist of filtering options for
users to sort. After selecting the product, users will be sent to the individual product page where they can add to cart.
Add to cart can be done outside of the product page as well. The last stage is the checkout page before going back to
the homepage.

_s homepage is accessible via Google organic search to click into, Email, Facebook platform, Instagram
platform, print ads and QR code (within product packaging). Likewise for its main collection pages however, there is

additional channels such as FB & IG Bios, Story and Shop as well as its Ads.

Awareness Stage:

The defined customer personas will need to be made aware of_through the following channels:
e Organic Search

 Social Media organic reach

« Digital advertising

As the brand is new in digital marketing capabilities and online retail. The advertising expenditure should be spent
towards this (awareness) funnel. Social media marketing should also consist of a majority of awareness content. It
helps to rank for the product line of bangle, earrings and more specific keyword to drive some awareness
organically during customer’s awareness phase.

Consideration and Purchase Stages:

The ideal customer uses Google, Bings Yahoo! and Social media for their searching phases, considers for a
period of between 1 day and 30 days (MCF time lag) (with majority within 2 weeks), and either purchases or just
signed up as a newsletter subscriber with the signup discount.

During this consideration phase, it is important to be prompt and proactive with the following actions to keep brand
salience:
 Retarget the prospect (interacted) across the Google Paid Search (RLSA) and Facebook Ads
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* Increase ranking on top of organic search engines results pages for “purchase” keywords

« Increase the email subscribers and nurture them through a content funnel via email marketing, organic social media
posts and social media ads.

» Segment and notify new email subscribers to 1) get to know the brand 2) push customer towards purchase stage

Loyalty Stage:

Once the customer has purchased from _ continue to develop loyalty for return purchases. By doing the
following:

e Prompt and superb post-training support (private emails,, after sales repair service, emails regarding loyalty program,
check back on new product launches (first in the know, slight discounts), Email surveys to ask for product feedback,
send out “we miss you” emails for past customers who haven’t purchased for more than a year.

With the above initiatives, we measure the repeat purchase / signup rate and work on improving it.

3.1.2 Customer Demographic

From both Google Analytics and Social Media platform’s analytics, _s demographic are mainly females
(80% attribution compared to 20% for males) between the age of 25 to 55. The age range between 35 to 55 is more
concentrated on Facebook whereas on Instagram, there are audiences spanning between 25 to 55 years old.

However, it is noted that Google Analytics consist of users with Unknown Gender in addition of the Gender Report not
adding up in terms of Revenue with All Traffic Channels Report. With SGD 33,000 allocated to known gender. From
filtering shown in table 3.1.2b, unknown gender has an allocation of SGD 112,000 and with further filtering (table 3.1.2c)
reveals that SGD 99,500 of Conversion are within Singapore (SG) with the rest from overseas.

For the reason above, we can only infer from existing data collected with its percentage allocated of about ¥4 sampling
(SGD33,000/ SGD133,000). Analysis with segmentation, secondary dimension and advance filtering of gender will thus
not be conducted.

Interest

From Google Analytics’ Audience Interest overview (table 3.1.2d), most of the audience are interested (Affinity) and on
the look out (In Market) for things relating to modern lifestyle products & services.

Categories such as shopping, travel & hotel staycation, lifestyle & hobbies, beauty & wellness, women fashion apparels
& accessories, arts, media & entertainment, dining, home & garden decor. Though there are categories that are distinctly
different such as financial/investing services, real estate properties, business & consulting, politics and news.

When further segmented, as seen from table 3.1.2e, Affinity audiences of travel/travel buffs, beauty & wellness,
shoppers and lifestyle hobbies of art contributed to majority of the revenue. For In-Market audiences (table 3.1.2f), the
financial/investment services, apparel & accessories and home & garden decor contributed the most. For Other
audiences (table 3.1.2g), arts & entertainment in celebrities/TV & video contributed the most.

It is noted that these interests can overlap and revolve around similar people as an individual can have multiple interest
& hobbies. It is noted as well that gender filtering for these interest report will not be conducted but so far base on %

fraction of sampling, female audience should still be above 70% of the base customers.

Audience on Social Media
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Website demographics
Gain insights about your website audience with professional data from LinkedIn. Learn more

® Website audience: Website Audiences ... Display: Job function

10,272 pageviews

Time range: 11/17/2022 - 12/16/2022 ~

Name C % of pageviews _ Time period % change C
Marketing T 25.18% No previous data
Business Development -—---— 12.98% No previous data
Operations e —|| 7.01% No previous data
Media and Communication = 6.57% No previous data
Human Resources [ ———] 5.99% No previous data
Sales =i 4.21% No previous data
Information Technology [ 4% No previous data
Arts and Design — 3.56% No previous data

_s audience on social media reflects Google Analytics in terms of age and gender. Top Countries (table
3.1.2h) for Meta Audience are Singapore, Australia (Perth, Sydney), US (New York), UK (London) with Instagram having
similarities from Singapore, Australia, London and Hong Kong except US.

A potential audience with estimated size is between 4.4million to 5.2million (table 3.1.2i). These potential audience visits
Top Pages such as CNA, Straits Time, Changi Airport, McDonald, Stomp, Singtel, Mothership and follows Lee Hsien
Loong.

By filtering (table 3.1.2j) the potential audience with age between 25 to 55 of english speaking language, the size is
between 1.4million to 1.6million. Not much changes for Top Pages except for the appearance of Watsons in
Health/Beauty, Singapore Atrium Sales and Bright Side (news/media)

Further filtering (table 3.1.2k) of similar criteria with an addition of an interest in Jewellery garners a size of 744 thousand
to 875 thousand. IKEA appears for Top Pages.

These datas can be further developed and shaped by implementing into existing customer persona of _
Further research is required to be more granular, targeting more potential audiences along the age of 25 to 35 and
pushing advertising on appropriate channels to those audiences.
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3.1. Customer Personas

You may develop as many customer personas as you see fit based on your business and industry. You can
retrieve demographic data from tools such as Google Analytics and Facebook Audience Insights.

Customer Persona 1:

Profile Picture:

Source: Instagram

Name: Expats

Age: 25-55

Gender: Female

Location: Singapore & Home Country

Interests: Fashion, Lifestyle, Hobbies & Activities, Travelling,

Entrepreneurship, Value Shoppers, Beauty &
Wellness, Food & Dining, Reading & Surfing the
web for articles

Commonly used search
terms on Google:

Fashion trends, fashion styles, luxury shopping,
shopping sales, travel locations, travel destinations,
small business, start a home grown business, start a
side business, being an entrepreneur
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Job Position:

Housewives and Managerial positions,
Industry:

Finance & Bankers

Business Services

Marketing & Advertising

Arts, Design and Media

Income:

Middle - Upper class

Career Goals:

To advance to higher senior managerial roles
To start an entrepreneurship career
To start their own business

Pain Points: In relation to jewellery:
e Finding luxury jewellery that are of affordable price
range.
e Having customise and personalisation for more
value shopping.
e Low trust of buying something expensive online.
e  Skepticism around the jewelry's price.
e Delayed order processing and delivery.
e Lacking knowledge about what they want to buy
e Misrepresentation of product between real vs fake
e Metals & stone authenticity
e  Will they actually get the item they pay for, what if
it breaks, will the jeweler fix it?
Customer Persona 2:
Profile Picture: Name: Tourists
Age: 25-55
< Gender: Female
Source: Jori Goh Photography
Location: Home Country
Interests: Travel, Arts & Design, Apparel & Accessories, Media &

Entertainment, Arts & Entertainment/Celebrities,
Contemporary Design, Home & Garden/Decor, Beauty &
Wellness, Shoppers/Value Shoppers, Food & Dining
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Commonly used search
terms on Google:

Fashion trends, fashion styles, luxury shopping,
shopping sales, travel locations, travel destinations,
shopping, online shopping, gifts for friends, gifts for
him/her, oversea travel, best oversea vacation for
summer/holiday

Job Position:

Housewives and Managerial positions
Industry:

Business Services

Marketing & Advertising

Arts, Design and Media

Income:

Middle - Upper class

Career Goals:

To start an entrepreneurship career
To start their own business

Source: iStock

Pain Points: In relation to jewellery:
e Finding luxury jewellery that are of affordable price
range.
e Having customise and personalisation for more
value shopping.
e Low trust of buying something expensive online.
e  Skepticism around the jewelry's price.
e Delayed order processing and delivery.
e Lacking knowledge about what they want to buy
e Misrepresentation of product between real vs fake
e Metals & stone authenticity
e Wil they actually get the item they pay for, what if
it breaks, will the jeweler fix it?
Customer Persona 3:
Profile Picture: Name: Locals
|
Age: 25-45
}
Gender: Female
Location: Singapore
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Interests:

Travel, Design, Apparel & Accessories, Media &
Entertainment, Contemporary Design, Independent brands
with a story, Home & Garden/Decor, Beauty & Wellness,
Shoppers/Value Shoppers, Food & Dining, Beauty Salons,
Hotels, Financial Services/Investment Services, Real,
Estate/Residential Properties, Employment/Career
Consulting Services, Marketing & Advertising

Commonly used search
terms on Google:

Fashion trends, fashion styles, luxury shopping,
seasonal, online sales, shopping sales, online
shopping, gifts for friends, gifts for him/her, best oversea
vacation for summer/holiday

Job Position:

Business Services

Financial Services/Investment Services
Real Estate/Residential Properties
Employment/Career Consulting Services
Marketing & Advertising

Income:

Middle - Upper class

Career Goals:

To advance to higher senior managerial roles
To start an entrepreneurship career
To start their own business

Pain Points:

In relation to jewellery:

e Finding luxury jewellery that are of affordable price

range.

e Having customise and personalisation for more
value shopping.
Low trust of buying something expensive online.
Skepticism around the jewelry's price.
Delayed order processing and delivery.
Lacking knowledge about what they want to buy
Misrepresentation of product between real vs fake
Metals & stone authenticity
Will they actually get the item they pay for, what if
it breaks, will the jeweler fix it?

3.1.1 Customer Journey Map

Mapping overarching customer journey here (from marketing channels to website browsing, conversions to

advocacy channels).
Aug 2022 (Funnelytics)

34



Search Emall

Facebook Instagram

0,

PrintAd  Or Code

o

Home Page

Fmail Sigri

Email

Blog (Treasures)

4x Product Can

Product Care

Email

Shipping & Dellvery

i I

®

Exchanges & Returns

(Videos, PDFs download and Infographic)

Login/Lofhity Page

Google Ads  Search --
@ -
FBPost |G Post

@

1G Story  Silk Cuff Collections

e
= N

Eartings Collections

-

e A1 o iy Bapactrvs S Rample Dergrs

bl /| \
...b..../

S A Ropaction Sk 88 Cmnigrn
W) o The B GUt Dasys

DEN
-

e AL 24 ts Raspattive Carrings Doy

Y
SN TN

] ~ . —Pp
&l
o
About (Our Story) Contact Us Login/Membars Page
E——_, ——— —_)
d / = R —
N

Co

h
Specific Product Page

’313_

Specific Product Page

Specific Product Page

version Advocacy

Checkout Page

Back to Hpme Page

Checkout Page

Checkout Page

IERE

35



3.1.2 Customer Demographic

Audience | Demographic | Gender
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

@emographlcs: Gender & )

[ SG l + Add Segment
£4.55% Users

Explorer

Summary SiteUsage GoalSet1 Ecommerce

B SAVE 4, EXPORT < SHARE ' EDIT (-‘oms«om

( May 1, 2020 - Jul 31, 20229

Users v (V8. Select a metric When viewing Audience > Demographic > Gender report, the ‘Users’ and ‘Revenue’ Day | Week M

® Users @ female @ male

2021
Primary Dimension Gender
Secondary dimension ~  Sort Type | Default ~
"\
Acquisition Behavior
= Gender
New Users Sessions Bounce Rate
- 4,753 7,247 46.05%
% of Total; 17,.64% (26,952 W of Tote 18.22% (39.783) Avg for Viewn 51.73% (-11.09%

1. female 3,512 (7211%) 3439 (12354 5,064 (59.88%) 45.75%
2 male 1,358 (27894 1,314 (27.65%) 2,183 (30.12%) 46.72%

ERSEEEE

Table 3.1.2a

Acquisition | All Traffic | Channels (Segment - All Unknown Gender)

Metric does not add up to All Traffic Channels report due to Unknown Gender data

Pages / Session

4.59

Avg for View: 3.70 (23 89%)
4.47

486

2022

Q| svances [ @ F 2|

Conversions cCommerce ~

Avg. Session Duration Transactions Revenue [Ecommerce Conversion Rate
00:04:01 158 SGD 33,016.40 2.18%
Avy for View 200307 (29.27% W of Total 2207 (716) % of Tatal 21 50% (SGD 153572.07 Avy for View. 1.80% (21.14%)
00:03:44 102 (54.56%) SGD 21,571.75 (6534%) 201%
00:04:40 56 (35.44%) SGD 11,44465 11007 2.57%
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1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Unknown Gender
75.78% Users

+ Add Segment

Explorer

Summary Site Usage (Goal Set1 Ecommerce

Users v VS, Selectametric

B save

¥y EXPORT  «f SHARE

2 EDIT

~
8] INSIGHTS

( May 1, 2020 - Jul 31, 2022 *)

Day Week Month i ...

® Users
1500
1,000
500
- - 2021 2022
Pnmary Dimension: Default Channel Grouping  Source / Medwwm  Source  Medium  Other =
Secondary dimension ~  Sort Type: | Defauk ~ E advanced B @ = T | =i
Behavior Conversions eCommerce ~
New Users Sessions Bounce Rate Pages / Session Avg. Session Duration Ecommerce Conversion Rate Transactions Revenue
m 20,257 29,734 52.37% 3.56 00:02:53 1.77% 521 SGD 112,296.52
of Total: 76.20% (26,936} 74.79% (39,769 A View: 51.79% (1.1 or View: 3.70 (-3.79%) Avg foe View: 000307 (-7.04 Avg for View: T.80% (11.63%) Total 72.7 16 of Total 73.12% (SGD 153,572.01)
1| 1. Direct 7,111 (33.92%) 7,088 3 9929 (3 56 74% an 00:02:33 1.36% 135 @25m SGD 27,022.93 (2406
O | 2 organic Search 6,930 33.06%) 6,609 (3265 10,106 (320 49.38% 3.89 00:03:17 2.43% 246 (4722 SGD 56,249.88 (009
I 3. (Other) 4,835 23074 4617 6,672 (2744 52.92% 320 00:02:15 1.27% BS (1631 SGD 17,500.21 (15 54
0| 4 social 1,449 (691 1,396 (689 1,850 53.41% 420 00:02:42 0.27% § (0 SGD 1,164.00
| 5. Referral 636 (303%) 547 2 1177 36.70% 5.57 00:06:17 4.25% 50 (9¢ SGD 10,359.50

Table 3.1.2b

Acquisition | All Traffic | Channels (Segment - All Unknown Gender vs SG Unknown Gender)

1st May 2020 - 31st Jul 2022 (Google Analytics 3)
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(Chlﬂ'l!'! o ) B o b oorort << s /o 50 et
[ Unknown Gender S6 | Lnknown Gender + May 1, 2020 - Jul 31, 2022 ~
\ ) S 7H% Uners LTSN Users

Explorer

Summary  Site Usage  GoalSet1  Ecommerce

Usms = Ve Skt 4 mevic Doy Weeh Month | o %

® Users (Unknown Gender) & Users (36 | Unknown Gender)

N e -/“\_/\
2071 221
Privary Dimension: Defaukt Channel Oreeping  Ecurse /Nediem  Scece  Medum  Cther -
Seconday Anesin | Son Tpe | Detadt ~ Q sdaned (@@ T T 5 T
E—>) = =
Now Users Cosscra Darsze Amte. Pages ! Samsicn Arg Gestion Durstion Ccormmerce Cormvarsion Rate Trasssctons Reverse
—— 257 o PO . I e ST S 60 11223652
551 rmenn o 12687 . 20834 T3 IR o 200328 e 2358 1 560 99.585.27)

O 1. Oret

Uakrown Gender FALEERIECES 7088 (%95 29293335 5674n mn 000233 1.36% 13533 50D 27.022 93 (42

SG| Uninown Gendar 4104011 ey 81520 8399011 =) 40.26% 265 omoz 184% N8y SGO 23,834 57 744
[ 2 Organic Search

Unknown Gendar 5,530 (10 £,500 10,106 (3456 2938% 189 001517 243% 246 312 SGI 56,249 88

SG | Uninown Gender 8446 30 500 4193 ¢ 69293301 2435 436 000339 J00% 208145010 SGD 48,508.75 '+
0 3 @©men

Unknown Gander 4835 0000 481727 6672 45) s292% 320 0o:ms 127% 8 ] $G0 17,500.21

561 Unknown Gender 34160 140 321809 8071 (raen) 4322% 349 000239 1.56% 7 | S50 16,111.45 1
O 4 scca

Unknown Gender 144500 13960 0% 1850 0 53415 420 0002 42 02% S SGD 11640001 o

SG | Unicnown Gendar TI32a 00 093 . LAL T TR Ze1% LT oooa0s 045% LI SGD 718200
[ 8 Reforal

Unknown Gender 6360070 547 1177 Civeny 36700 557 000617 4375% §0 v nre) S30 10,359 50+

SG | Unknown Gender 48500 42503 3¢ 931 (azen) 3255% 610 000652 516% 4810435 SGD 9,569.50

Table 3.1.2c

Audience | Interest Overview
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

38



Interests: Overview ©

SG

64.10% Users

+ Add Segment

Key Metric:  Users =

‘Afﬁnity Category (reach) )

4.03%
3.77%
3.36%
3.36%
3.20%
3.16%
2.89%
2.76%
2.67%
2.62%

Other Category

5.78%
3.61%
1.82%
1.67%
1.57%
1.41%
1.38%
1.30%
1.28%
1.28%

18.47% of total users

Shoppers/Value Shoppers

Travel/Travel Buffs

Lifestyles & Hobbles/Art & Theater Aficionados
Lifestyles & Hobbies/Fashionistas

Beauty & Wellness/Beauty Mavens

Media & Entertainment/Movie Lovers

Media & Entertainment/Book Lovers

Food & Dining/Foodies

Shappers/Shopping Enthusiasts

Beauty & Wellness/Fraquently Visits Salons

17.01% of to1al users

Arts & Entertainment/Celebrities & Entertainment News

Arts & Entertainment/TV & Video/Online Video

Arts & Entertainment/TV & Video/TV Shows & Programs/TV Dramas
Reference/General Reference/Dictionaries & Encyclopedias

Travel & Transportation/ Transportation/Air Travel

News/Politics

Arts & Entertainment/Music & Audio/Pop Music

Law & Go G

nent/Royalty
[Life Events] Job Change/Recently Started New Job
Food & Drink/Food/Baked Goods

Table 3.1.2d

Audience | Interest | Affinity
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

In-Market Segment

2.99%
296%
2.63%
237%
2.21%
2.01%
1.96%
1.93%
1.80%
1.78%

B save 4, EXPORT < SHARE {8 INSIGHTS

(May 1,2020 - Jul 31,2022 )

Apparel & Accessories/Women's Apparel

Home & Garden/Home Decor

Employment

Financial Services/Investment Services

Travel/Hotels & Accommodations

Employment/Career Consulting Services

Real Estate/Residential Properties

Apparel & Accessories

Travel/Trips by Destination/Trips to Asia-Pacific/Trips to Singapore
Beauty & Personal Care

15.96% of total users
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Gnterests: Affinity Categories (reach) 9) B OSAE & BwoRT < SHARE S EDT | {8 INSIGHTS

May 1,2020 - Jul 31, 2022 ’)
™~ s6 + Add Segment ( y

18.56% Users

Explorer

Summary SiteUsage GoalSet1 Ecommerce
Users v V8. Select a metric Day Week Month

@ Users
100

50

MMNKMMM‘MMW

2021 2022
Primary Dimension:  Affinity Category (reach)
Secondary dmension ¥ | SortTyoe:  Default ~ [ Q adeanced B @ T T |ET
- ~ —
Acquisition Behavior Conversions  eCommerce ~
Affinity Category (reach) ~ ™
Ecommerce Conversion Rate
Users N+ New Users Sessions Bounce Rate Pages / Session Avg. Session Duration Transactions Revenue
4,991 4,900 7,451 46.04% 461 00:04:04 SGD 35,384.9 2.07%
SG of Total 18.55% % of Total 18.18% X of Total: 18.73% Avg for View: 51,79 Avg Tor Viow 0 Avg Tor View: 00:0307 of Tona 42 Avg for View 1.80% (14.86%)
(26,900) (26852) (39,783 1111%) (24 (30 68%) (8601 o1)

] 1. Shoppers/Value Shoppers 3,684 (105 3597 (105 5,565 (412 45,95% 462 00.04:18 93 (3.13%) SGD 18,308.30 (:19%) 1.67%
D‘ 2. Travel/Travel Buffs 3436 (570 3349 (3770) 5020 (372%) 45.04% 474 0004:02 120 (430%) SGD 2589340 (4514 2 39’)

U 3. Lifestyles & Hobbies/Art & Theater Aficionados| 3,076 (136%) 3006 (339%) 4,651 (344%) 45.88% 487 00.04:36 85 (305%) SGD 17,091.55 (2as%) 1.83%

0 4. Lifestyles & Hobbies/Fast 3,069 (3.36%) 2993 (337 4480 0 45.04% 4.70 00:04:07 84 oy SGD 1731185 (301w 1.88%

(] 5. Beauty & Wellness/Beauty Mavens 2919 (3.19%) 2843 1200 4260 (315%) 44.72% 478 00:04:09 91 (326%) SGD 19,35295 (397 2.14%

O 6. Media & Entertainment/Movie Lovers 2,890 (1169 2809 56 4,429 (328%) 46.15% 4.87 00.04:47 82 (2949) SGD 16,208.55 (2euv) 1.85%

) 7. Media B Enterfainment/Book Lovers 2,653 (2.90%) 2598 (293%) 3951 (293%) 45.66% 472 00:04:16 81 (2409 SGD 16,27040 (2 &34 2.05%

()} 8. Food & Dining/Foodies 2,529 (2.77%) 2463 (277 3,545 (252%) 46.91% 4.26 00.03:16 75 (260%) SGD 14,867.25 (259%) 212%

0 9. Shoppers/Shopping Enthusiasts 2,446 (2.67%) 2379 (268%) 3,467 (2574 47.27% 432 00:03:25 61 (219%) SGD 11,632.50 (203%) 1.76%
D‘ 10. Beauty & Wellness/Frequently Visits Salons & 2399 (262%) 2312 (260%) 8,536 (262%) 43.69% 481 00:03:54 118 (2.05%) SGD 2378240 (s14%) 3 209

Table 3.1.2e

Audience | Interest | In-Market
1st May 2020 - 31st Jul 2022 (Google Analytics 3)
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Qnterosts: In-Market Segments O)

-

SG
16.03% Users

Explorer

Summary Site Usage Goal Set1

Users «

VS.  Select a metric

® Users

10

Ecommerce

+ Add Segment

B save

o4y EXPORT  «f SHARE

/ Eoim %) INSIGHTS

( May 1, 2020 - Jul 31, 2022 ')

Day Week Month

Q advenced [EB| @ T[T 0T

2021 2022
Primary Dimension: In-Market Segment
Secondary dimension ~ | Sort Type!  Defsult ~
- \ —
Acquisition Behavior Conversions eCommerce ~
In-Market Segment - N\
Users ¥ Now Users Sessions Bounce Rate Pages / Session Transactions Revenue
6,536 43.69% 5.06 SGD 29,935.90
SG % of Total 16 43% Avg for View: 51 79% Avg fot View, 3.70 « % of Total 19 %
(39 783) -15.64% 36.59%) (SGD 15357201)
(W} 1. Apparel & Accessories/Women's Apparel 972 (299%) 943 101 1557 (307 43.87% 530 000511 31 (285%) SGD 6,288.30 (29w
J| 2 Home & Garden/Home Decor 964 (297%) 928 1296% 1835 poan 42.48% 5N 00:06:17 38 (@.s0m) SGD 6,030.40 (23/%)
0f 3 Employment 843 200 814 20 1118 (220 48.93% 3.89 00:03:08 22 (7.03%) SGD 4.367.75 (2050
o [4. Finarcial Services/Investment Services 764 (235 741 (237% 1096 (26 44.80% 51 00:04.33 46 (2uav) SGD 8,922.70 (= D
J| 5. Travel/Hotels & Accommodations 723 (223%) 699 (2z3% 986 (1.94% 48.99% 4.01 00:02:43 19 (1.75%) SGD 4,317.50 (2054
| 6 Employment/Caresr Consulting Services 645 1994 630 2o 853 (1681 47 95% 3.73 00:02:32 18 (166%) SGD 3,219.70 (1 53%)
(@) 7. Real Estate/Residential Properties 645 1909 625 90% 917 181% 44.38% 4.26 00:02:54 22 (2.03%) SGD 5,828.00 (2 7/%)
[J| 8 Apparel & Accessories 622 (1924 605 (1 93% 1078 (213%) 41.28% 6.20 00:07:15 19 (175%) SGD 3,249.50 (1 55%)
Tl e ;r::l;::l:s by Destination/Trips 1o Asla-Pacificf Trips to 501 (i.a2%) 570 1 831 (104 447T% 425 000255 25 (710%) SGD 6,036.80 (2 u/%)
O\ J0.__Beauty & Personal Care / \ 578 1784 554 1 n 749 (1.48% 45.39% 3.94 00:02:20 11 now) \ SGD 1,540.50 (1 /o)

Audience | Interest | Others
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Table 3.1.2f

Ecommerce Conversion Rate

2.14%

Avg for View: 1.80% (18 84%)

1.99%
2.48%
197%
4.20%
1.93%
21M%
2.40%

1.76%
3.01%

1.47%
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Gmetests: Other Categories & )

™~ sG

17.08% Users

Explorer

Summary Site Usage

Users ~

Goal Set1 Ecommerce

VS. Select a metric

@ Users

100

+ Add Segment

g save

&y EXPORT  «{ SHARE

/ or &

INSIGHTS

( May 1,2020 - Jul 31, 2022 a

Day Week

Month

AV Tor View:

1.81%

B80% (0.49%)

1.62%

115%
1.04%

164%
1.94%
1.95%
073%
2.18%
1.78%

163%

2021 2022
Primary Dimension: Other Category
Secondsry dimension ~  Son Type:  Defautt ~ Q | advanced B ] @ = Tm
& N )
Acquisition Behavior Converslons  «Commeice »
Other Category - ~
Users i New Users Sessions Bounce Rate Pages / Session Avg. Session Duration Transactions Revenue

4,594 4,510 6,901 45.15% 4.90 00:04.:56 151 SGD 30,874.60
S6 % of Total 17.08% %, of Total: 16.73% % of Total: 17.35% Avg for View: 51.79% Avg tor View: 3.70 Avg for View: 00:03:07 % of Total 21.09% % of Total: 20.10%
(26900) (26,952) (39,783) (-12.82%) (32.37%) 58.57%) {718) {5GD 152572.01)

Y 1. Arts & Entertainment/Celebrities & Entertainment News 1,590 (5.02%) 1,564 (S9n) 2,038 48 49.17% 373 00:02:04 33 (445 SGD 7.417.20 (506 J
O] 2 Arts & Entertainment/TV & Video/Online Video 987 (a61%) 962 (3.65%) 1483 (354 49.70% 4,69 00.04:33 17 (229 SGD 3,619.00 247%)
Of 3 S cieraamentiTy tiCea/TY Sk Prgmmal iV 503 (1.4%) 496 (1653 675 160 54.07% 302 00:01:48 7 (094 SGD 1,143.50 (0 )
0 4. Reference/General Reference/Dictionares & Encyclopedias 453 (1.66%) 435 (1865%) 1159 o7 37.62% 818 00:11:36 19 (256 SGD 3,10300 (212
(] 5. Travel & Transportation/Transportation/Alr Travel 427 .58 412 (1.56%) 566 35%) 48.06% 385 00:02:20 11 (138 SGD 2423.00 (1 65%)
O] & NewsrPolitics 378 (1.38%) 363 (1.38%) 512 22%) 46.09% 413 00:02:29 10 (135 SGD 2.419.50 (1 65W)
0 7. Arts & Entertainment/Music & Audio/Pop Music 374 (137 361 (13™) 546 (1 30%) 47.25% 374 00:02:36 4 (054 SGD 1,126.50 (077w
] 8. Law & Government/Government/Royalty 359 3w 346 (1.314) 505 (12:%) 40.00% 455 00:02:59 11 (Lag SGD 2006.20 (1 a7+
O] 9. Food & Drink/Food/Baked Goods 346 (1270 339 (129%) 449 oo 41.43% 413 00:02:24 8 (1.0 SGD 1,186.00 0 u1)
0 \10. Travel & Transportation/Hotels & Accommodations i \ 343 26%) ) 324 (1.23%) 490 (17 44.49% 458 00:03:20 8 (108 SGD 1,774.00 (1 71%)

Meta Audience Insights | Current Audience
Aug 2022 (Meta Audience Insights)

Table 3.1.2g



Audience 4 Ewort =

P

Facebook Page likes © Instagram followers @

440 946

Age & gender © Age & gender ©

18-24 25-34 35-44 45-54 55-64 65+ 18-24 25-34 35-44 a5-54 55-64 65+
B women [l Ven B women [l Men
78.8% 212% 81.4% 186%
Top towns/cities \ Top townsjcities
Singapore, Singapore Singapore, Singapore
K Y- 1 N 67.1%
Parth, WA, Australia Parth, WA, Austratia
w: 1 5% "o
New York, NY, US London
e B 2.7% - 11%
London Hong Kong, Hong Kong
E_ 23% - 1%
Hong Kona. Hong Kong Syaney, NSW, Australa
- 1.4% N 08%
Sydney, NSW, Australa
1%
Los Angeles, CA, US
- 09%
Mebourne, VIC, Australa
m 09%
Panis, France
™ 09%

Kuala Lumpur, Malaysia
m o7

Table 3.1.2h

Meta Audience Insights | Potential Audience
Aug 2022 (Meta Audience Insights)
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Audience - & Export v

Current audience

Estimated audience size @

4,400,000-5,200,000

People on Facebook and Instagram in Singapore and 2 other filters selected

Age & gender @

v —— -- -- A eSS e

18-24 25-34 35-44 45-54 55-64

Women
446%

Top townsjcities

singapore

98.46%
Toa Payoh, Singapore
. 1.54%

Top countries

Singapore

<Tintges. ,

(ChA In Mediaews company

100%

16.95%
The Straits Times in News & media website
13.93%
Lee Hsien Loong in Politician
13.81%
Changi Airport In Airport
961%
McDonald's in Fast food restaurant
8.5%
Stomp in News & media website
811%

FlyScoot in Airline company

757%
Singte! in Telecommunication company

7.54%
Tasty in Media/news company

7.46%

Mothership.sg in News & media website
727%

Table 3.1.2i

Meta Audience Insights | Potential Audience (SG | Age 25-55 | Women | English)
Aug 2022 (Meta Audience Insights)



Current audience Potential audience

mated audience size (0

1,400,000-1,600,000

aopie on Facebook ana stagram i Singapore and 1 other hiters ssiacted

)

Age & gender (D

um. . -

25-34 35-44

-

CMA In Media/news company

48-54

Location

Q Acd an Interest

Language
Q Engish (a1 x

X /

Sea your audiences in Ads Manager

The Stralts Times In News & media website

Lew Hsien Loong in Pelitcian

Tasty in Mediajnews company

Changl Airport in Airport

McDaonald's In Fast food restaurant

\atsons In HealtyBeauty

FlyScoot in Alrine company

Singapore Atnum Sale in interest

Briant Side In Megia/naws company

10.84%

Table 3.1.2j

1368%

1455%

Meta Audience Insights | Potential Audience (SG | Age 25-55 | Women | Jewellery | English)
Aug 2022 (Meta Audience Insights)

1752%

218%

2071%
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Audience

Cumentaudienca  Potential audienca

Estimated audience size ()

744,000-875,300

Propa 0N FAceDo0k and INSLAGTam in SNgapene ana & other fitars swectan

Age & gender (D

25-34 35-44

floo Pages ® ‘
TNA In Medialnews company

The Straits Times In News & media website
Lee Hsien Loang in Politician

Tasty in Mediajnaws company

Mcbonaid's In Fast food restaurant

Changl Airport In Alrport

Viatsons in Health/Beauty

W women
100%

Singapore Atium Sale in Interest

FlyScoot in Ariine company

IKEA in Furniture shop

16.84%

16.68%

1554%

1376%

Table 3.1.2k

16.86%

18.64%

12.68%

20.8%

Location
| QU Add a country, region, city o town

Age
25 v - 85 -

Interests
' Q, Jeweliery X

Language
| CL English (All) X

\. /

See your audiences In Ads Managse

Clear Filters.

J00%

26.32%




3.2. Market Landscape (Digital)

Summary of findings

3.2 Market Landscape

3.2.1 Market Size:
Around 8,100 searches per month on the topic of “jewellery” according to SemRush
Data collected as of August 2022

Estimated Audience Size (Meta):
4.4million to 5.2million

Saved Audience interested in Jewellery (Meta):
1.1million to 1.8million

Saved Audience interested in Jewellery + Marketing/Business/Finance related career (Meta):
278k to 327k

Saved Audience interested in Jewellery + Engaged Shoppers (Meta):
197k to 232k

Saved Audience interested in Jewellery + Niche Brands (Meta):
65k-76k

Saved Audience interested in Jewellery + Frequent Travellers (Meta):
44k-52k

3.2.2 Market Trends:

Google Trends

Jewellery trend (Singapore) in Google Trends (table 3.2.2a) faced a downturn during May 2020 due to the pandemic,
however, it went to an all time high afterwards (between late 2020 to mid 2022).

Generally, over the course of 12 years (time period of analysis), Jewellery has been in a constant but decent search
volume range between 50 - 70. This is due to the nature of jewellery being a luxury product and an association with
timeless specimens. Essential for special occasions and precious gifts, the market has always been in demand and all
the more so after the pandemic. Lifestyle trends have become more relevant again after the pandemic lockdown, from
beauty & wellness, apparel & accessories, shopping, travel and more.

However on the flip side, this all time high coincides with Forbes’ article relating to the rise and fall of jewellery industry
trend https://www.forbes.com/sites/pamdanziger/2022/03/21/jewelry-market-must-prepare-for-a-steep-drop-but-signet-
jewelers-is-ready/?sh=3c182d47330f

As recession is prominent during 2022, consumer behavior shifts from luxury as the necessities itself faces inflation.
Uncertainty in the economy is main contributing factor.

Breaking down the Google Trends from table 3.2.2b to 3.2.2f,

A more in-depth comparison between the different types of jewellery within the category. As per Google Trends, rings
and necklaces are mostly in demand within the jewellery space of category. Earrings followed by Bangle that comes
after. This gives a sense of outlook for demand in respective jewellery products. There are more jewellery categories
such as bracelets, charms, and pendants. Thus, a separate report can be generated but these are the in-demand
categories within the jewellery industry.

47



_could face challenges in their main product line, which is bangles. They could have a better potential in
revenue to use their earrings product line to penetrate the market. From table 3.2.2c Google Trends report, Earrings do
rank higher than P R s product line of Bangle, Cufflinks, Lacquerware and Cuffs.

This presents a challenge for_ however, it could also provide an opportunity to enter a low-competition
market. With enough campaigns pushing awareness for bangles, cuffs, cufflinks and lacquerware, it is expected to
bring this niche jewellery category to the fronts of existing and potential audiences for consideration through improved
brand message, communication and marketing channel strategies.

Another Trend to look for are the gemstones. Between table 3.2.2d to f, we know that ruby, sapphire and emerald are
popular gemstones, more so than the search term of gemstone itself. Amethyst, amazonite, citrine, peridot and
moonstone are lesser in terms of popularity.

3.2.3 DataReport 2022 Singapore

From the research gathered in DataReport (table 3.2.3a to 3.2.3am),

There are roughly 5.92 million Singaporeans with majority between 25 to 65. 25-34 makes up 14.8%, 35-44 makes up
15.5%, 45-54 makes up 16.2% and 55-64 makes up 15.7%.

Daily average time spent on social media is 2hour 31minutes, which is the highest together with time spent on
television (includes streaming) of about 2hour 53minutes.

* Main reasons for using the internet (aged 16 to 64) is to 1) find information (66%), 2) follow news & events, 3)
research how to do things, 4) staying in touch with friends & family, 5) watching videos, tv and movies, 6) researching
brands, 7) finding new ideas and inspiration, 8) listening to music, 9) researching places & travel, 10) managing
finances (39.9%) all in respective results.

Mobile phones covers 66.8% (+20% from last year) of web traffic by device, laptop & desktop of 30.1% (-25% from last
year) while tablet is 3%.

Most popular browser is Google Chrome (41%) followed by Safari (18.9%), Microsoft Edge (2.3%), Firefox, Samsung
Internet. Other unknown browsers made up 30%.

Most visited websites according to SemRush are 1) Google, 2) Youtube, 3) Facebook, 4) CNA, 5) Yahoo, 6) Wikiedpia,
7) Straitstimes, 8) Reddit, 9) Instagram, 10) Shopee. Lazada, Fandom, Twitter, Mothership and Netflix are in Top 20.

Most used Search Engine is Google (95%) followed by Bing (2.24%), Yahoo (1.78%).

When users access online information, 38% visit social networks o look for information about brands & products, 33%
uses online tools to translate text, 18% uses image recognition while 15% uses voice assistants.

When users watches online video, 44.9% are music video, 33.8% are comedy/meme or viral video, 32% are
tutorial/how-tos, 23/6% are livestream, 25.2% are educational video, 24.9% are product reviews, 21.7% are sport
highlights, 21.5% are influencer videos & vlogs and 20% are gaming.

Regarding online privacy & security, 64.6% of users express concerns about what is real vs fake on the internet,
38.9% decline cookies on websites at least some of the time, 38.6% worry how companies use their online data,
33.4% uses tool to block advertisements while 29.8% uses VPN some of the time

Meta Ad Audience demographic consist of majority between 25 to 45 years old. The gender mix are fairly 50/50. 25 to
34 yeas old have 18% of the audience, 35 to 44 have 12% while 18 to 24 and 45 to 54 consist of 6% respectively.

Main reasons for using the social media (aged 16 to 64) is to 1) keep in touch with friends & family (50.3%), 2) filling
spare time (leisure), 3) reading news stories, 4) see whats being talked about (trend), 5) finding content, 6) looking for
things to do or buy, 7)finding products to purchase, 8) findnig content from brands, 9) livestreams, 10) avoiding missing
things (FOMO) (21.8%)
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The most used social media platforms are 1) Whatsapp (83.7%), 2) Facebook, 3) Instagram, 4) Telegram, 5) FB
messenger, 6) TikTok, 7) LinkedIn, 8) Twitter, 9) Wechat, 10) Pinterest (28.3%)

Time spent per month on Youtube is 20.8 hours, Whatsapp is 17 hours, Facebook is 18.2% and surprisingly,
Instagram at 10 hours and lastly TikTok at 16.3 hours. However, TikTok rose to a change of 74% from last year while
other platforms faces +-5%.

When using social media for brand research, 38% uses social networks, 17.6% uses question/answer sites such as
Quora, 16.6% uses Forums (hardwarezone?), 12.5% uses live chat or messaging services, 10.5% uses vlogs to know
more about the brand.

Categories of social media accounts followed are 1) friends/family/people they know (48.8%), 2)
restaurants/chefs/foodies (F&B industry), 3) Tv shows/channels, 4) Actors/Performers/Comedians 5)
Entertainment/Memes, 6) Influencers/Experts, 7) Bands, Singers/Musicians, 8) Brands they researching 9) work
related contacts, 10) sports people (17%)

Web traffic referrals to websites via clicks/taps on links from social media are mostly from Facebook (61%) while
Instagram is only 6.26%, Youtube of 6%, Twitter has 12.45% and Pinterest is 6.6%.

Facebook has about 3.5 million potential audience that can be reached via Ads. That is about 60% of Singapore
Population. And the gender mix are fairly equal as well. 98% uses mobile to access Facebook while 26.7% uses both
mobile & computers. Activity frequency of users are 1 facebook page like in their lifetime, 7 post like in the past 30
days, 3 comments made in past 30 days, 1 post shared in past 30 days, 19 ad clicks in past 30 days. Facebook post
engagement benchmarks are very low as they are all ranging between 0.05% to 0.2%.

Instagram has about 3.05 million potential audience that can be reached via Ads (about 51.5% of Singapore
Population). More females are reachable via Instagram Ads (54%) compared to male (46%). Instagram face a 22%
increase in reach for their Ads.

TikTok has about 1.83 million potential audience that can be reached via Ads (about 30.8% of Singapore Population).
TikTok Ads are still new hence not much data on it. More females are reachable (54%) compared to male (46%).

Messenger has 2.05 million potential audience that can be reached via Ads (34.6% of Singapore Population), fairly
equal gender mix.

LinkedIn has 3.20 million potential audience that can be reached via Ads (54.1% of Singapore Population), with male
being reached 53.8% while female at 46.2%.

The most used app (active users) are 1) Whatsapp, 2) Tracetogether, 3) Facebook, 4) Singpass, 5) Instagram, 6)
Grab, 7) Shopee, 8) Lazada, 9) Telegram, 10) FB Messenger

The most download app are 1) Tracetogether, 2) Singpass, 3) Zoom, 4) Whatsapp, 5) Telegram, 6) TikTok, 7)
Facebook 8) Instagram, 9) Shopee, 10) Healthhub

Consumer spend the most on the following apps, 1) Disney+, 2) Bigo Live, 3) Carousell, 4) Youtube, 5) Google One, 6)
Netflix, 7) Tinder, 8) Starmaker Karaoke, 9) Viu, 10) TikTok

Weekly online shopping activities includes 62.8% who purchased a product or services online, 30.5% ordered
groceries via online store, 19.1% used online price comparison services, 11.9% bought a 2ndhand item online, 9.3%
used a buy now-pay later services (Atome)

**Online purchase drivers consist majority from 1) Free delivery (57%), 2) Coupons & Discounts, 3) Customer
Reviews, 4) Loyalty points, 5) Easy Returns, 6) Simple online checkout, 7) Next day delivery, 8) Likes and comments
on social, 9) Eco friendly credentials, 10) “guest” check-outs (15.3%)

Ecommerce consumer goods bought in the most popular categories include 1) electronics (1.68billion), 2) fashion
(1.63billion), 3) furniture, 4) personal/household care, 5) toys/hobby, 6) food 7 ) beverages ($382millino)
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For online travel/tourism, majority of spent is on 1) Package holidays (825 million) followed by 2) hotels, 3) flights (347
million)

Source for brand discovery are mostly due to 1) search engines (34.4%), 2) word of mouth, 3) online retail sites 4)
social media ads, 5) in-store displays & promotions, 6) brand websites, 7) TV ads, 8) social media comments, 9) ads
on websites, 10) consumer review sites (23.3%)

User engagement with digital marketing includes, 56.5% researching the brands before making purchases, 53.5%
visited a brand’s website in past 30 years, 14.1% click or tap on sponsored post on social media, 12.5% click or tap on
display banner ad.

Main channels for online brand research includes, 1) search engine (53.7%), 2) consumer reviews, 3) social networks,
4) brand website, 5) price comparison sites, 6) mobile apps, 7) discount coupon sites, 8) QNA sites, 9) brand & product

blogs and 10) forums (16.6%)

Annual spend on advertising includes 377 million for search ads, 542 million for banner ads, 140 million for video ads

and 473 million for social media ads. Programmatic advertising consist the most, with about 931 million.

3.2.1 Market Size

Having an idea of the market size can help you estimate your reach potential, marketing budget amount required, and
determine appropriate marketing channels to reach your audiences.
Useful tools:

* Google Trends

» Google Keyword Planner ?

» Research papers/reports on a national level (DataReport)

Audience

Current audience l Potential audience J

Estimated audience size @

4,400,000-5,200,000

Table 3.2.1a
([5({ Jewellery, Accessories \ Saved Audience 1,500,000 -1,800,000 @ ® Ready L] 19/01/2022 23849643408620115
117
celets, Marketing, Business, Finance ++ Engaged | gaved Audience 278100-3272000  |® Ready © 15112021 23849129390100115
shoppers (Targeting Expansion ant edited on 13/0472022 1741
Bangle / Bracelets / Senior Management + Engaged | gayed Audience 296,400-348700@  |* Ready o 03/11/2021 23849025227170115
Shoppers + Targeting Expansion ast edited on 03/11/2021 16:27
(3G Jewellery, Accessories ++ Income Guesstimate | saved Audience 1,100,000-1,3300000@  |* Ready ° 12/03/2021 23847200789180115
(Targeting Expansion) Lust edited on 12/03/202 1652
[SG| Jewellery, Accessories ++ Income Guesstimate Saved Audience 467,700 - 550,200 © ® Ready (1) 04/11/2020 23846197146310115
(Targeting Expansion) aut edited on 12/03/2021 14:45
Accessories, Jewellery ++ Engaged Shoppers - Saved Audience 197,500-232300@ | Ready ©  19/08/2020 23845472627310115
Bangle, Bracelets (Targeting Expan. Last edited on 19/08/2020 1823
Accessories, Jewellery ++ Niche brands ++ Engaged | - saved Audience 65,200 - 76,700 © Expiring 0 27/07/2020 23845318425710115
shoppers - Bangle, Bracelet, gn Na 15:05
Accessories, Jewellery ++ Freq travellers ++ Engaged |  gaved Audience 44,300 - 52,200 @ Expiring L 27/07/2020 23845318399730115
shoppers — Bangle, Bracele kel 15.02
Accessories, Jewellery ++ Engaged Shoppers ~ Saved Audience 17,300- 20300 ©® Expiring ©  21/07/2020 23845277747490115
Qan\;!u, Bracelet, Freq travellers 3 in Nal 1829
Table 3.2.1b
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3.2.2 Market Trends

Understanding the market trends can help you understand your customers better (in terms of consumer
behaviour, purchasing power, etc.), plan seasonal marketing campaigns, and select the right marketing
channels, creatives, and promotions. Useful tools includes Google Trends, Google Analytics and Google
Keyword Planner

Google Trends for Jewellery
1st Jan 2010 - 28th Aug 2022 (Google Trends)

GoogleTrends ~ Explore < B/
® jewellery
[Singapore v 1/1/10-8/28/22 'J All categories ¥ Web Search ~
Interest over time oL

Table 3.2.2a

Google Trends for Bangle vs Jewellery categories
1st Jan 2010 - 28th Aug 2022 (Google Trends)

GoogleTrends Compare < @B
[o jewellery @ bangle © earrings @ necklace @ rings )
Search term Search term Search term Search term Search term
( Singapore ¥ 1/1/10 - 8/28/22 D All categories + Web Search ¥
Interest over time O
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Table 3.2.2b

Google Trends for PPRORERd product line vs Jewellery
1st Jan 2010 - 28th Aug 2022 (Google Trends)

= GoogleTrends Compare < ®BA
o jewellery e bangle « earrings o cufflinks e lacquerware
Search term Search term Search term Search term Search term
( Singapore ¥ 1/1/10-8/28/223 All categories ~ Web Search ¥
Interest over time 2oL

Table 3.2.2¢
Google Trends for Gemstones
1st Jan 2010 - 28th Aug 2022 (Google Trends)
GoogleTrends Explore < B
® gemstone
[ Search term ] * Compare
[ Singapore ¥ 1/1/10-8/28/22 V] All categories ¥ Web Search v

|4=

o <

Interest over time

Table 3.2.2d
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Google Trends for Gemstones vs Top Gemstones Categories
1st Jan 2010 - 28th Aug 2022 (Google Trends)

GoogleTrends Compare < m
[o gemstone ® ruby « sapphire ® emerald ® amethyst ]
Search term Search term Search term Search term Search term
[ Singapore ¥ 1/1/10-8/28/22 VJ All categories ¥ Web Search v
Interest over time 3 O

Table 3.2.2e

Google Trends for Gemstones vs 2nd Gemstones Categories
1st Jan 2010 - 28th Aug 2022 (Google Trends)

GoogleTrends Compare < m
[o gemstone ® amazonite © citrine @ peridot @ moonstone ]
Search term Search term Search term Search term Search term
[ Singapore ¥ 1/1/10-8/28/22 '] All categories ¥ Web Search »
Interest over time O L

M‘./. Lﬁ
ll I ’ WPMMV"M’ fw"‘v‘\' A _

Table 3.2.2f
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3.2.3 DataReport

Jol*18]
POPUI
SHARE OF THE TOTAL POPULATION ¥

TOTAL POPULATION POPULATION
POPULATION AGED 04 AGED 5-12

iihi

592 4.6% 6.1%

MILLION

POPULATION POPULANION POPULATION
AGED 25-34 AGED 35-44 AGED 45-54

© © @

15.5% 16.2% 15.7% 15.

we < .
are.  * Hootsuite
social

Table 3.2.3a

DAILY TIM

THE AVERAGE AMOUNT A ! \§ R £F SPEND WITH DIFFERENTKINDS OF MEDIA AND DEVICES

TIME SPENT USING S JCHING TELE N TIME SPENT USING TIME SPENT READ!
THE INTERNET RO S SOCIAL MEDIA (ONUNE AND

e o (1]

7H 29M 2H 53M 2H 31M 2H O6M

YEARON.YEAR CHANGE YEARON.YEAR CHANGE {.YEAR CHANGE YEARON.YEAR CHANGE

7.8 38 MINS) 3.6 +6 MINS) +10.2 +14 MINS)

TIME SPENT USTENING TO S LIS TIME SPENT LI ST(ND NG
MUSIC STREAMING SERVICES 0 PODC S

TH 43M

ON-YEAR CHANGE
+22 MINS) [UNCHANG ED]

are. . | Hootsuite
social

Table 3.2.3b

MAIN REASONS FOR USING THE INTERNET

PRIMARY REASCONS WHY INTER ¢ USE THE INTERNET

we X
are. * Hootsuite
social

Table 3.2.3c
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SHARE OF WEB TRAFFIC BY DEVICE

PERC GE OF ) WEB BR INNING ON EACH KIND OF DEVICE

MOBILE LAPTOP AND
PHONES DESKTOP COMPUTERS

66.81% 30.09% 3.09% 0.01%

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE

+20.8% (+1,152 BPS) -25.0% (-1,005 BPS) -32.1% (-146 BPS) -50.0% (-1 BP)

o g & are. . ™ Hootsuite

gc’)%ial
Table 3.2.3d

SHARE OF WEB TRAFFIC BY BROWSER

PERCENTAGE OF £S SERVED TO EACH BRAND OF WEB BROWSER RUNNING ON ANY DEVICE

MICROSOFT B

SAMSUNG INTERNET ER OTHER

MOST-VISITED WEBSITES: SEMRUSH RANKIN

RANKING OF THE M ITED WEBSITES il BASED ON L ) WEBSITE TRAFFIC IN ! ABER

¥ WEBSITE

01 GC CO A40 30 V] 5.72 11 LAZADASG

02 YOUTUBECOM A 17 M5 3 GOOGLECOM.SG 5 16M 545
03 FACEBOX 101 17.2 22 ( 4,67 3 WHATSAPPCOM 21. 1M 18M 508
04 CHANNENEWSASIACOM 555M 10M 425 14 FANDOM COM 19.0M 11M 43S
05 ) 49.5M 16M 065 33 15 OFTONUNE C 18.9M 63IM M 425
06 WIKIFEDIACRG 48.0M 9M 545 3 ZOOM.US 16.4M 10M 335
07 STRAITSTIMES. COM 479M 10M 235 K 7 TWITTERCOM 15.8M AN 12M 135
DB REDDITCOM 367V 7 17M 435 MOTHERSHIP.SG 15.2M 10M 525
09 INSTAGRAMCOM 29.0M 7 18M 025 39 19 UVECOM 14.8M 2M 7™M

10 SHOPEE SG 260M 16M 265 20 NETRUX.COM 13.1M 35 10M 075

o ' L T b on are. ™ Hootsuite

social

Table 3.2.3f



UM SEARCH ENGINE MARKET SHARE

PERCENTAGE OF TOTAL WEB TRAFFIC REFERRED BY SEARCH ENG INES THAT ORIG INATED FROM EACH SEARCH SERVICE

GOOGIE

YEAR-ON-YEAR CHANGE
94 BPS)

YANDEX

we ) .
are * Hootsuite
social

Table 3.2.3g
ACCESSING ONLINE INFORMATION

WHO ENGAGE IN EACH KIND OF ONLINE ACTIVITY

USE IMAGE RECOGNITION TOOLS USE ONUNE T
(EG. GOOGLE LENS, ANTEREST TRANSLATE TEXT IN
INFORMATION EA WEEF A&)J’TBR/\ DS AND PRODUC 7) LENS} ON MOBILE A ¥ LANGUAGES ¢

14.7% 38.0% 18.8% 33.1%

dre. . ™ Hootsuite
social

Table 3.2.3h
FEB WATCHING ONLINE VIDEO CONTENT

PERCENTAGE OF 0 WHO WATCH EACH KIND OF VIDEQ CONTENT VIA THE INTERNET

MUSIC
VIDEO

20.0% 21.5%

are. . ™ Hootsuite
social

Table 3.2.3i



U ONLINE PRIVACY AND SECURITY
RELATING 10 THEIR ONLINE DATA PRIVACY AND SECURITY -

WORRY ABOUT
HO' OMPANIES
MIGHT USE THEIR

ONLINE DATA

64.6% 38.6%

©

USE A VIRTUAL PRIVATE
N

N WEBSITES OR N| TO
AT LEAST SOME i R \ C TERNET AT
ST SOME OF THE TIME

38.9% 29.8%

e .
are. . Hootsuite
social

Table 3.2.3j

DEMOGRAPHIC PROFILE OF META'S AD

SHARE OF COMBI ICATED POTENTIAL ADVERT

179%

FEMALE AL
3

YE

64% 62%
L% 09% l BPORY
" FEMA | oM MAL

WALE

SING REACH ACROSS FACEBOOK, INSTAGRAM, AND MESSENG!

17.7%

121%
2%

e - ;
are. . ™ Hootsuite
social

Table 3.2.3k

il MAIN REASONS FOR USING SOCIAL MEDIA

PRIMARY REASONS WHY

USE SOCIAL MEDIA PATFORMS

246%

3%
24%
7.8%

24

207%
07%

19.5%

* Hootsuite

are,
social

Table 3.2.3I
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MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE O

YOUTUBE

20.8

HOURS / MONTH

YEAR-ON-YEAR CHANGE

+5%

USE EACH MLATFORM EACH MONTH

Table 3.2.3m

WHATSAPP FACEBOOK

18.2

HOURS / MONTH HOURS / MONTH

YEAR-ON ANGE

-4 -2%,

YEAR-ON YEAR CHANGE

Table 3.2.3n

we
are,
social

INSTAGRAM n

9.9

YEAR-ON-YEAR CF G YEAR-ON

* Hootsuite

KTOK

16.3

HOURS / MONTH HOURS /

MONTH

YEA

-9% +74%

we
are,
social

USE OF SOCIAL MEDIA FOR BRAND RESEARCH

PERCENTAGE OF

WHO USE EACH SOCIAL MEDIA CHANNELTO fi

SOCIAL
NETWORKS

Table 3.2.30

IND

INFORMATION ABOUT BRANDS AND RODUCTS

we "
are, . \
social

% Hootsuite

* Hootsuite
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TYPES OF SOCIAL MEDIA ACCOUN S FOLLOWED

PERCENTAGE OF WHO FOUOW EACH TYPE OF ACO

e v
are. . ¥ Hootsuite
social

Table 3.2.3p

AFFIC ARRIVING ON THRD-PARTY WEBSITES VIA CUCKS

PNTEREST

P

6.6

TEARONYEAR €
62.6% (-1,107 BPS

UNKEDIN

we

are. ™ Hootsuite
social

A.:A PERCENTAG E("f THAT FACEBOOK O
OPULATION AGED 13+ REPORTS IS FEMALE REPORTS IS MALE

3.55 60.0% 67.2% 48.5% 51.5%

MILLION

are. ™ Hootsuite
social

Table 3.2.3r



DEVICES USED TO ACCESS FACEBOOK

PERCENTAGE OF FACEBOOK'S ADVERTISING AUDIENCE THAT USES EACH DEVICE TO ACICESS THE FLATFORM, EITHER VIA AN APP OR A WE

USE ANY ) e (4 S 1 COMPUTERS ONILY USE MOBILE
MOBILE ) ? AN BILE PHONES PHONES (ANY TYPE)

98.8% 7 4y : 72.1%

are. . ™ Hootsuite
social

Table 3.2.3s
FACEBOOK ACTIVITY FREQUENCY

THE NUMBER OF TIMES A *TYPICAL" USER AGED 18+ PERFORMS EACH ACTIVITY ON FACEBOO!

FACEBOOK PAGES
UKED" [UFETIME)

3 19

FEMALE MALE MA M. FEMALE N EMALE MA FEMALE MALE

1 1 3 20 17

are. ™ Hootsuite
social

Table 3.2.3t
FACEBOOK POST ENGAGEMENT BENCHMARKS

FACEBOOK NGAGEMENTS (REACTIONS, ) SHARES PERCENTAGE OF

0.07% 0.20% 0.05% 0.04% 0.18%

* Hootsuite

we
are,
social

Table 3.2.3u

For Relevancy, _ is still not in a good position to go into Youtube hence the data is not

included.
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INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDENCE THAT MARKETERS CAN REACH WITH ADS ON INSTAGRAM

IN-YEAR CHANGE
AGRAM AD REACH

MILLION +450 THOUSAND +550 THOUSAND

AD REACH M M AD REACH
AM AD REACH s AM AD REACH

ad

45.8%

are. . ™| Hootsuite
social

Table 3.2.3v
TIKTOK: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON TKTOK

1.83

MILLUON -40 THOUSAND

FEM. TOK AD REACH
v, 10 IKTOK AD REACH

are. ™ Hootsuite
social

MESSENGER: ADVERTISING AUD

THE POTENTIAL AUDENCE THAT MARKETERS CAN REACH WITH ADS ON FACERD

POTENTIAL AUDIENCE NTIA MES. 'S PO PERCENTAGE OF
DVER TS AD AUDIEN
THAT M
POPULATION AGED 13+ REPORTS IS FEMALE

2.05 34.6% 38.8% 50.5% 49.5%

MILLION

* Hootsuite

e
are,
social

Table 3.2.3x



LINKEDIN: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS

TAL POTENTIA
OF ADS ON UNKEDIN

.
in
3.20

MILLION

LINKEDIN AD REACH
va TOTAL INTERNET USERS

APF ANNE'S RANKING

TRACE

SINGPASS

Z00M QAOUD MEETINGS
WHATSAPP

TEEGRAM

TIKIOK

SHOPEE

HEATHHLS 5G

va TOTALPOPUIATION

iighi
54.1%

LINKEDIN AD REACH
PORULATION AGED 18+

63.5%

GRAB

SEA

F MOBILE APPS AND MOBILE GAMES 8Y 1O

CAN REACH WITH ADS ON LINKEDIN

QUARTER-ON-QUAR
IN UNKEDEN AD

O/
/O
[UNCHANGED

FEMALE LINKE
va TOTAL LINI

MOBILE LEGENI
EMON

OF DUTY: MOBIE

BEIEWELED BUTZ

ARKNIGHTS

TROMN WAR 2: CLASH CARD

MOBIUE LEGEND

PUBG M

[

CALL OF DUTY: MOMLE

WATER

GENSHIN IMPAC

Table 3.2.3aa

YEAR-ON -YEAR
IN UINKEDIN AD

+200 THOUSAND

MALE LINKE N AD REACH
vs. TOTAL LINKEDIN AD REACH

d
53.8%

we

are. = Hootsuite
social

POKEMON
BYTEDANCE

NIANTIC

ACTIVISION SLZZARD

INNERSLOTH

ELECTRONIC Al
NYPERGH

SGAMES

Hootsuite

BYTEDANCE
ROBLO

TENCENT

we .
are. . ¥ Hootsuite
social
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APP ANNIE APP RANKING: CONSUMER JPFND

APF ANNE'S RANKING €

DISNEY*

8IGO UVE

CAROUSELL

YOUTUBE

GOOGLE ONE

NETALK

TINDER

STARMASER KARAOKE

DISNEY

JOYY INC

NASFERS

GOOGLE

GOOGIE

NETFLX

MATOM GROUP

STARMAKER

oW

BYTEDANCE

OF MOBILE APPS AND MOBILE GAMES BY TOTAL CONSUMER SPEND BETWEEN

GENSHIN IMPACT

MOBILE LEGENDS: BANG BANG

ROBLOX

CALL ME EMPEROR

RISE OF KINGDOMS

CALL OF DUTY. MOBILE

STATE OF SURMIVAL

MAPLESTORY M

COIN MASTER

POKEMON GO

MIHOYO

BYTEDANCE

ROBLOX

DIANCHY

UuTH

ACTIVISION BIZZARD

FUNPLUS

NEXON

MOONACTIVE

NIANTIC

o

are, Hootsuite

social

Table 3.2.3ab
WEEKLY ONLINE SHOPPING ACTIVITIES

PERCENTAGE OF E WHO ENGAGE IN SELECTED ECOMMERCE ACTIVITIES EACH WEEK

PURCHASED A PRODUCT
OR SERVICE ONLINE

ORDERED GROCERIES BOUGHT A SECOND-HAND USED AN ONLINE PRICE
VIA AN ONLINE STORE ITEM VIA AN ONLINE STORE COMPARISON SERVICE

USED A BUYNOW,
PAY LATER SERVICE

62.8% 30.5% 11.9% 19.1% R

o sowcs are. ™ Hootsuite
social
Table 3.2.3ac

ONLINE PURCHASE DRIVERS

PERCENTAGE OF INTERN I ¢ WHO SAY EACH FACTOR WOULD ENCOURAGE THEM TO COMPLETE AN ONLINE PURCHASE

T N 42.7%
370%

33.3%
30.5%
SIMPLE ONLINE CHECKOUT
NEXT-DAY DELIVERY
s o commasonsoe
| ECO-FRIENDLY CREDENTIALS ~ [ERTYOA
153%
Ho
13.6%
| nTEResT-rreE INsTALMENTOPTION VA
| uvecwmrsox IR
s

0 oo

°° Hootsuite

Table 3.2.3ad




Ul OVERVIEW OF CONSUMER GOODS ECOMMERCE

HEADLINES FOR THE ADOPTION AND USE OF CONSUMER GOODS ECOMMERCE [B2C ONIY)

3.30 $6.16 $1,869 63.0%
MILLION BILLION
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE

+38 +5$1.7 BILLION) +28% (+5410 +3.6% (+217 BPS

we

are. = % Hootsuite
social

Table 3.2.3ae
ECOMMERCE: CONSUMER GOODS CATEGORIES

ANNUAL SPEND IN EACH CONSUMER GOODS ECOMMERCE CATEGORY (U.5. DOLLARS, 82C ONLY)

HECTRONICS FURNITURE

$1.68 $1.63 $892.7
BILLION BILLION MILLION
CHANGE YEARON.YEAR CHANGE YEARON.YEAR CHANGE
MILLION) +47% (+$519 MILLION) *+33% (+$220 MILLION - . MILLION!

PERSONAL & HOUSEMOLD CARE 0 PHYSICAL MEDIA

$637.1 $382.7 $147.9

MILLION MILLION MILLION MILLION
YEARON.YEAR CHANGE YEAON-YEAR CHANGE YEARON-YEAR CHANGE YEARON YEAR CHANGE
+23% (+$119 MILLION +62% (+$128 MILLION +44% (+5118 MILLION +19% (+$23 MILLION,

» o we 3 .
° AT are, . ™ Hootsuite
A social

Table 3.2.3af

ONLINE TRAVEL AND TOURISM

ANNUAL SPEND ON ONLUINE TRAVEL AND TOURISM SERVICES (U.S. DOLLARS)

FUGHTS CAR RENTALS TRAINS LONG-DISTANCE BUSES

X =

$346.8
MILLION
YEAR-ON-YEAR CHANGE
-9.2% (-$35 MILLION)

HOTELS

$574.0
MILLION
YEAR-ON-YEAR CHANGE
+50% (#5192 MILLION)

$91.82

MILLION
YEAR-ON-YEAR CHANGE
2.0% (-$1.9 MILLON)

PACKAGE HOLIDAYS

$824.9
MILLION
YEAR-ON-YEAR CHANGE
+101% (+$415 MILLION)

$44.31
MILLION
YEAR-ON-YEAR CHANGE
+50% (+$15 MILLION)

VACATION RENTALS
$130.0
MILLUON

YEAR-ON-YEAR CHANGE
+1.1% (+$1.4 MILLION)

Table 3.2.3ag

$28.14
MILLION
YEAR-ON-YEAR CHANGE
+44% (+5$8.5 MILLION)

CRUISES

e

w
$9.28

MILLION
YEAR-ON-YEAR CHANGE
+221% (+§6.4 MILLION)

we

are, . * Hootsuite
social J




PERCENTAGE OF

RESEARCH BRANDS
C E BEFOR
G APURCHASE

56.5%

PERCENTAGE OF

WHO DISCOVER NEW BRANDS, PRODUCTS, AND SERVICES VIA EACH CHANNH OR MEDIUM -

ABRAND'S
INTHE
) DAYS

we

are. . '* Hootsuite
social

Table 3.2.3ah

SAY THEY ENGAGE IN EACH KIND OF ONUNE ACTMITY

OR TAPPED CUCKED ORTAPPED ON A DOWNIC
ERADONA SPONSC OCIAL MEDIA USED A BRAN NE
SITE IN THE PAST 30 DAYS  POST IN DA AFP IN THE PAST 30 DAYS

(2 E

12.5% 14.1% 13.6%

we .
are. ™ Hootsuite
social

Table 3.2.3ai

¢

WHO USE EACH CHANNEL AS A PRIMARY SOURCE OF INFORMATION WHEN RESEARCHING BRANDS -

we

are. . ™ Hootsuite
social

Table 3.2.33j




ANNUAL SPEND ON DIGITAL ADVERTISING, WITH DETAIL BY ADVERTISING FORMAT (U.S. DOLLARS)

SEARCHADS BANNER ADS VIDEO ADS CLASSIAEDS

$1.16 $377.7 $542.4 $1409

BILLION MILLION MILLION MILLION MILLION

YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE
+21% (+$199 MILLION +24% (+573 MILLION) +18% (+$83 MILLION) +29% (+531 MILLION) +13% (+$11 MILLION)

we -
are, . ® Hootsuite
social

Table 3.2.3ak

’ i “ AR

SOCIAL MEDIA'S SHARE OF THE DIGITAL ADVERTISING MARKET

SOCIAL MEDIA'S SHARE YEAR-ON-YEAR CHANGE IN ANNUAL SPEND YEAR-ON-YEAR CHANGE
OF TOTAL DIGITAL SOCIAL MEDIA'S SHARE OF TOTAL ON SOCIAL MEDIA IN SOCIAL MEDIA
ADVERTISING SPEND DIGITAL ADVERTISING SPEND ADVERTISING (USD) ADVERTISING SPEND

41.0% +3.5% $473.3 +25.0%

+139 BPS MILLION +$595 MILLION

we

are, . ® Hootsuite
social

Table 3.2.3al




SHARE OF DIGITAL ADVERTISING FULFILLED VIA PROGRAMMALTIC TECHNOLOGIES

PROGRAMMATIC'S YEAR-ON-YEAR CHANGE IN ANNUAL SPEND ON YEAR-ON-YEAR CHANGE
SHARE OF TOTAL DIGITAL PROGRAMMATIC'S SHARE OF PROGRAMMATIC IN PROGRAMMATIC
ADVERTISING SPEND TOTAL DIGITAL ADVERTISING SPEND ADVERTISING (USD) ADVERTISING SPEND (USD)

8 ®

80.6% +2.3% $931.1 +23.6%

+184 BPS MILLION +$178 MILLION

we

are. . * Hootsuite
social

Table 3.2.3am
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3.3. Competitive Benchmarking

Competitive benchmarking can measure your company’s performance against your competitors’ and industry
benchmarks. This can also help you to question your current operation, adopt new practices, and develop
innovative marketing strategies to remain competitive.

Useful tools for competitive benchmarking:
» Google Trends (Competitor's Trend) & Maps
» Semrush (Competitor Discovery, Share) (Keywords, Backlinks, etc will be covered in SEO Strategy section 5.2)
» Google Analytics Benchmarking reports
» The absence of SimilarWeb tool is because it is reported by users that their data is off by a decent margin for Web
Traffic

Provide your research findings and rate each capability on a Likert scale of 1 — 5. 1 being the least
capable and 5 being the most capable in the table below.

Summary of findings

Google Maps

From taking all of the competitors’ existing outlets and location plotted on a map, we can see the concentrated region
where the competitors are exposed to awareness from offline retail outlets. With city hall, orchard area being the most
populated followed by Jurong east and the north east/east region.

Legend:

Red Location Marker = _
Brown Location Marker = -
Yellow Location Marker = _
Grey Location Marker = _

Purple Location Marker = _

_ Market lies within the central regions
(refer to the map folder from Google account to view detailed map)

Google Trends

Competitor search term via Google trends from table 3.3a shows_ being a strong brand as compared to
- _ _and _ All jewellery faces a downturn on May 2020 but- manage to
grow beyond their constant. - being an overseas brand penetrating singapore market poses a threat. So does.
_ as their brand and audience leans towards the newer generation, acting as a disrupter to_

_ is doing slightly better than _from table 3.3b trend table.

Taking a closer look between - and - reveals a seasonal trend in their search terms. Seasonal peak occurs
between November to February with secondary peak around June. This is due to seasonal holidays, events,
promotions that influences consumer buying behavior. From black friday, cyber monday, christmas, new years,
chinese new year, etc. - beat the brand awareness from - around the first quarter of 2021.

Digital Marketing Capabilities

_s web design has room for improvement in terms of content and visuals presentation as
compared to the competitors. However, there is not enough data to know if the outlook produces a positive
result as the competitors are of a bigger market share. The closest benchmark is -s website as their
Organic search traffic is around the range similar to _s. The organic search traffic will be further
analysed in the SEO Research phase.

From Google Analytics, the average time spent on site / average session duration i.e. engagement is higher for
desktop users as compared to mobile users even though there is significantly more mobile users as compared to
desktop, with about 12.3k (69%) mobile users and 5.1k (28%) desktop users. In the same report under audiences’
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mobile, desktop users contributed 54% of overall revenue in the time frame between 1st May 2020 to 31st July
2022. Several inferences can be made such as mature audiences being more active on their computers than on
mobile. The user interface and experience on desktop might be better as compared to mobile because it resulted
in more average session duration which may also translate into higher revenue contribution. With the majority of
users being on mobile, however, the average session duration is low compared to desktop and contributed much
lesser to overall revenue. The website’s optimisation on mobile should be considered going forward in terms of
user interface & experience, including the design so as to encourage prolong activity and entice potential buying
decisions.

_s social media for Facebook and Instagram is lower than its competition margin. Though the
only competitor that is closer to the benchmark is- according to organic search volume of a similar
range. The rest of the competitors are established and hence, cover a wider space in social media for the
jewellery industry. However, it is to note that followers can just be a vanity metric and does not translate to
sales nor engagement. Thus far, the only competitor with a good engagement rate is-with decent
comments and high likes ratio. There is also a possibility of black hat social media techniques of buying
followers on Instagram and Page Likes on Facebook, it is not likely possible to have 200k Facebook page likes
with 10 post likes for_. The other side of the story will be that usually, jewellery brands don’t get
much engagement as their purpose is not to entertain but mainly straight into conversion or high intent
searches. Any spikes in engagement on the post for competitor’s Instagram could also be due to campaigns
for boosts or advertisements bringing awareness to their posts.

SEO visibility is higher than its competitors except for_which is about the same 5% range.
However, s organic keywords could also be ranked differently than its competitors, which seems
to be the case. _ is currently ranking for Peranakan theme keywords as well as the elements of
South East Asia. _s products are also niche as per Google Trends except for earrings, which is
competitive thus it isn’t ranking much in the volume of keywords. The focus of_ isn’t on weddings
and engagement jewellery such as diamond rings or necklaces and thus it did not compete along those
keywords with its competitors. Therefore the competitors should be further evaluated if they really are direct
competitors and if so, thorough strategy and messaging must be taken to position _ better.

As the plan starts to target more competitive keywords, buyer’s keyword (conversion intent/long tail), as well as
head term keywords, are needed to be on a competitive edge against its competitors. Repositioning the
organic keywords for_ is needed with more content strategies on and off-page.

_does not have Search or Display Ads which can be a good and bad thing. Generally, it is
advisable to conduct a few campaigns to know more about the market audience and their search queries.

Google Analytics Benchmark

Table 3.3e showcase 409 other web properties in the benchmark with _ These properties have between
0 to 99 daily sessions which are within the range of_. _score better for Organic, Direct and
(Others) in the acquisition and behavior metrics. Whereas referral, social, paid search and email score badly for
acquisition metrics but performs well in behavior metrics. Only paid and display did badly across all metrics as

_ has yet to set advertising with Google.

In this benchmark (table 3.3f), there are 30 web properties comparing with daily sessions ranging from 100 - 500.
Acquisition metrics are poor amongst all channels. Likewise for Singapore category and Devices category, _
- is performing above average for sessions between 0 - 100 benchmarking.

It is quite noticeable that bigger brands (100 - 500 sessions a day) are running campaign as the graph shows a down
slope during off season period whereas smaller brands are limited in budget which explains the graph being more
stagnant.
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Sep 2017 - Sep 2022 (Past 5 years) (Google Trends)
GoogleTrends Compare < m

Search term Search term Search term Search term Search term

[ Singapore ¥ Past 5 years v} All categories ¥ Web Search v :,,G:e,‘,,éf‘:,a,'fé’i‘,;\';@“!ﬂf,‘?,s.:@",F?,a,??gﬁ?,’,ﬂ

Interest over time 2 OL

Table 3.3a

Google Trends for BRI s RORORO® (Direct Competitor)

Sep 2017 - Sep 2022 (Past 5 years) (Google Trends)

GoogleTrends Compare < B
@ .
+ Add comparison
earch term
Singapore ¥ Past 5 years ¥ All categories ¥ Web Search ¥ Get Search Volumes for past 5 years ]

|4
A

Interest over time

- | (W) J"l il | ’lnl xl'““" | M K \1 I‘a.l | “

\Werag Sep 17,20 b 28, 2021

Table 3.3b
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Google Trends for PPRPRPRE s Top Competitors (5l vs )

Sep 2017 - Sep 2022 (Past 5 years) (Google Trends)

Google Trends Compare

@ S -
+ Add comparison
earch term Search term
[ Singapore ¥ Past 5 years ]v All categories ¥ Web Search v [Get Search Volumes for past 5 years

Interest over time

€

<>

Dec 2021 - Feb 2022

@
\‘“ P "J

-u

Table 3.3c

Feb 2018 Dec 2019 -Jan 2020 Dec 2020 - Apr 2021
Dec 2018 - Jan 2019 m m
| % |
gk 1 ‘
Lt ‘ M
V { '4 f

%'W'»
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Digital
Marketing

Capabilities

Review of

Review of

Review of

Review of

Review of

Review of

Industry
Benchmarks

Website 4 5 4 4 4 4.5 5
aesthetics
Average time 2 min 24s Unknown Unknown Unknown Unknown Unknown Unknown
spent on site (mobile)
(Website 5 min 54s
Engagement) (desktop)
Social media Unknown
(Facebook) Facebook Facebook Facebook Facebook Facebook Facebook
Page: 440 Likes Page: 193k Likes Page: 245k Likes Page: Page: 4.2k Likes Page:
475 Followers 199k Followers 245k Followers 155.5k Likes 4.6k Followers 29k Likes
158,6k Followers 29.8k Followers
Facebook Facebook Facebook Facebook Page
Page reviews: Page reviews: Page reviews: Facebook reviews: Facebook
NIL NIL NIL Page reviews: NIL Page reviews:
3.2/5 (36) NIL

Social media
(Instagram)

948 followers

157 followings

401k followers

741 followings

20.8k followers

244 followings

12.3k followers

6 followings

14.5k followers

484 followings

87.1k followers

2 followings
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Organic search
keywords:

e peranakan

¢ peranakan tiles
* jewellery
singapore

* jewellery

* jewellery store in
singapore
 jewellery online
e earrings
singapore

e bangles
singapore

Visibility:
5.22%

Visibility:
2.784%

Visibility:
0.481%

Visibility:
5.282%

Visibility:
0.510%

Visibility:
0.138%

Unknown

Paid search

NIL

NIL

NIL

NIL

INIL

NIL

Unknown

Display

NIL

Unknown

Unknown

Unknown

Unknown

Unknown

Unknown

Referral

Traffic: 784

Unknown

Unknown

Unknown

Unknown

Unknown

Unknown

Email

Traffic: 10 (email
channel) + 869
(other channel)

Unknown

Unknown

Unknown

Unknown

Unknown

Unknown
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Sep 2022 (Google Analytics 3)

Channels @

B save 4, oroRT < sHaRe ;‘-‘ouwwra

Sep 9. 2021 - Sep 10,2022 ~
Gems & Jewelry All Regions 0-99 . ers avw 409 wab praperties contibating 15 this benchmark 3

Supsions v VE.| Benchmus Saitions ® Day weer Morth of %

® Sessions Benchmark Sessions

2000

1,00

Seste

Feteualy Maveh 2022 Jwe202 dy 2022
Primary Orrension: Gefat Channel Groupng
= SonTpe  Defak =
Aequsiten Wohaver
Dedeuit Charnel Crouping
Sessions. v * New Sessions Maw Users. Pages | Session Avg Session Duration Bowsce Rate
351.34% 15.34%+ 282.10% » 28.13% # 66.19% 7.58%*
O % Organicsinech 204208 & ,3510% @ 15830 # 7 4 8120 @ 716% @
2. Direct 170.87% & -16.45% 126.29% & 1391% # 45945 # 6655 ¥
373 1,900 ] ! 1M va $0) T ST ) !
3 (Other) 72138 # 1366% ¥ 48625 30.76% & 6BAZY # 788% ¥
1AM w1 ] ¢ ' 0Q0RE7 e D012 15 v
4 Reforrel W20 0 107 ® 19.61% # 4830% & 11908y 1027% 0
0| s socal 4018 # 1208% ® 47.40% ® 115765 # 266.34% @ 3260% ®
@wian ‘ 2 f1vaane 007 34 4 OCTI7 06
6 Pud Search ﬂ.d:\ :u 3080% # 47.92% “ 44405 KO ; Iqun v L o7y &
7. Emall 99.24% & 61.43% ® 49T * A He18% 10295 *
11 ve 1,444 g ) g PAREON ¥4 0111 ! !
8 Display -100.00% 100.00% # “100.00% # -100.00% # -100.00% ® A0000% *
w1508 00M i ) V00w 0900 01 0% »t AN

Table 3.3e

Google Analytics | All Channels | Benchmarking Brand’s Daily Sessions between 100-499
Sep 2022 (Google Analytics 3)

B save 4 eeonr < sHame (5 WNGHTS

Channels @
Sep 9,2021 - Sep 10,2022 ~

Gems & Jewelry All Reglons 100-4;)9 3 hore are 30 wab proparting enntbuting 4 this ben

Secoione v V3. Bunshomk Soesk Doy Week Month of

® Sessions Benchrmark Sessions
10,00
5000
Crober 2021 Novemter 20 Decernter 2021 sy 1022 fnnj.ur. o2z Ao 2022 June 2022 Ay 222 August 022 Segte.
Primary Drmensicn Dol mdt Charewl Grouging
= Defan +
Acquinition Behavier
Detault Chasnel Grovping
Sesshone v  Now Sassisns Now Users Pages ) Sestion Avg. Sossion Darssian Bonce Rate
3.64%® 74.15% % 16.49% 56.37%» 2.50% =
01 20% va § T \ ' e " i

7 1. Direct 050% # -60.61% @ €19% @ 23.66% * 1850% &

2 Raforel 470 & 62.48% @ 77.69% & 162.30% & 162% &

' | KN 21110 W6 w0 DO 51 ! "
7| 3 Organic Sewch 277% # 1195 # 7.90% & 10.66% # 163% #
T 4 (Other) 74113 & 14053 & 77.95% ® 31424 & 126.56% & 030x *
29T v 11 A0 ¢ o 5 P p ' !
9| 5 Soca 53765 * 5978 # $a13% ® 80035 * 240.67% * 2535% *
0 va 12,087 ] v d T Q07 S v
6 Emall -99.76% * -37.75% # 99.85% 36.24% # 9.66% * 14325 #
11 s 4013 v ‘ , ]

S| 7 PaidSearch 99.79% & 2135 # 49.72% ® 6420% # o4.56% * 5260% #
- T 15,703 § 3 . ¥ 40 1% v 1%
0| 8 Display -100.00% # 100.00% 100.00% # -100.00% # -100.00% 100.00% *
e O 7 0ES b 2204 (T4 2006 0w 86,9004 1EO% +» 70,00

Table 3.3f
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Google Analytics | Singapore Session | Benchmarking Brand’s Daily Sessions between 0-99
Sep 2022 (Google Analytics 3)

Location @

B s L Booar < sune (S menns
Sep 9, 2021 - Sep 10, 2022
Gems & Jewelry 3 All Regions - 099 - 1
B Penchrrark
® Seasions Benchmark Seasions

Duy Work Menth o %

Priesary Omasscn  Country

Acquisten
Country

Sesmions v % Now Sassicns N Usars Poges ) Seaslon Avg Sessisn Dwation Baunce Rate
351.34% » 15.34% % 282.10% » 28.13% » 66.19% » 7.58%®
1. == Singapore 1 & -15.34% ® 28210% # 2813% # L, e e

Table 3.3g

Google Analytics | Singapore Session | Benchmarking Brand’s Daily Sessions between 100-
499 Sep 2022 (Google Analytics 3)

Location @

B sav 4, oPoRT < Sanr ;-‘o ANGHTS
Sep 9,2021 - Sep 10,2022
Gems & Jewelry All Regions

100-499 -

v V. Rarchenarh Sermung v Dup Wesk Manth of %
® Secsions - Benchmark Sessions
1 o
Frimary Dimersion.  Cewntry
= 3
Aequanien Behavier
Coumry
Sessicns +  Now Sessisas New Users Pages /Session Avg. Session Duration Sounce Rate
73.18% # 3.64% % 7415% % 16.49% » 56.37%# 2.50%
1. ™= Sigapore ,.-?M.!-,‘.: 1648 ¥

74.15% # 1649 & 5637% &

Table 3.3h

78



Google Analytics | Devices | Benchmarking Brand’s Daily Sessions between 0-99
Sep 2022 (Google Analytics 3)
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3.4. Market and Digital Landscape Analysis | SWOT Analysis
Conducting a SWOT analysis on your company can provide you with insights on the strengths, weakness, opportunities and threats in the market your company is competing in.

By analysing your company and competitors’ SWOTSs, you can strategise how to amplify your strengths, diminish weaknesses, tap on lucrative opportunities, and mitigate threats.
You can then develop powerful strategies to remain relevant and competitive in the market.

Summary of findings

For _s brand, product & services, a continual emphasis on customisability and variety between its silk & gemstones is needed together with other
strengths. It lacks offline outlets and its product SKUs are limited in design. Product handling can be a difficulty as well. Content Hub for jewellery industry does not
work well except for content regarding product handling, information about the materials, authenticity, etc. which_ has for their content blog. Being an
E-commerce, product pages outshine blog pages unless it is a Publisher from the same industry. There is also an increase in consumer behavior shifting towards
mass market hence why- is doing well while older luxury brands has already established presence/authority. There is an opportunity to target social
channels such as Instagram with Reels and TlkTok due to a shift in short form & video content.

_s customers have a decent returning rate of 30% and expats & tourist who are into art, entertainment, travelling, etc are attracted by the colours &
design. They also tend to hold more purchasing power due to being from middle to upper class income. However, these audiences are very niche and with a shift
to mass commerce, some will eventually try it out as well. Being a niche audience do bring opporunitties such as building a stronger community and circle.

_can do marketing and content creation in house, though it can be limited in terms of manpower, budget and efficiency. There is almost zero
probability to compete bigger brands in the work flow. The opportunity is that if other smaller brands are likewise limited, a little more push can set_
apart from smaller competitors.

_s customer journey are made easier with filtering/sorting of products, having a sign up form and product care videos. The weakness is that it lacks a
proper showcase of product care. There is low cross-sell capabilities unless an individual love the 1) Designs and colours.There is also a lack of messaging
touchpoints such as WhatsApp business, Telegram and Live Chat Bot. Competitors do have faster website, seamless site experience (probably due to external
web developers).

_s digital channels are centered around social media and email where customer can be nurtured during the longer sales cycle via email. Organic
channel is on the rise over the past 2 years due to more brand awareness. However, it is still weaker than its competitors due to lack of retail outlets, PR and
offline events. Its product line, Bangle is dominated by big brands and it does not have jewellery categories such as necklaces, rings, diamonds, to rank for. Social
media have generally low engagement and the email marketing could be further improved with better segmentation and variety. Influencers outreach is also a
challenge. Competition is high with keywords for Google Ads, budget poses another issue. Competitors are also very creative or have a creative personnel to
create content / budget to execute creatives. Social media ads are increasingly difficult to achieve brand awareness as more brands emerge while cookieless
privacy will be more prominent for year 2023. The low paid keywords is still an opportunity to rank for awareness campaigns. Facebook is still rising for advertising
with its detailed targeting. Competition does not have much content blogs which _ may still create to target blind spots. The right social media trend
and viral post can garner awareness for_ if given the right circumstances.
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_s creatives & content can be an advantage due to being different from its competitors due to its colours and asian heritage designs. But since it is
colours, it can be overwhelming for new users and though it pose a variety, it still lacks the design that competitor offers. As designs differs from mainstream
competitors, it can be a challenge to jump into trends for content or aesthetic due to it being different. An opportunity is to find a different angle to bring a sense of
“new” for its creatives and content of its products.

Company

Competitors, Trends & External factors

Market

Company /
Brand,
Product/
Services

Booking an appointment
to purchase / Retail by
appointment can bring a
more personalised
shopping and getting to
know the owners.

Products is different from
other jewellery brands in
the sense that it isn’t the
usual silver, gold, beige
aesthetic.

Free shipping

An array of customisable
colours (silk &
gemstones) can provide
a more variety to styling,
which is the purpose of
jewelleries.

Repair services after
sales

Lack of offline retail outlets
and distribution

Lack of Product SKUs &
design. As the variety that
brings benefit can also be a
disadvantage

Customer sometimes faces
issues with product handling

From the weakness below, it
can be a challenge for SEO
Strategy as Content Hub is
not as effective in this
Industry as it is all about
Aesthetic, Visuals, Trends,
Connections and getting the
PR.

Website is not ranking well
for its main product line
(Bangle) due to competition
from

BSOS <tc having

It is still possible to
establish presence in areas
where Competitor have
lesser reach/not started.
o Such as Linkedlin,
TikTok, Youtube
and Bing Ads

o Building a content
hub can position
The Training
Organisation as
the authority in the
industry. This will
lead to an increase
in size of
remarketing/retarg
eting audiences,
generate more
leads, and more
course signups.
The niche audience does
bring a unique angle for
targeting which the
competitors cannot

Content Hub does not work in this
industry as it is all about
Aesthetic, Visuals and Trends. All
of these variables changes
overtime with an uncertain future.

Big brands to compete with

Big brands and existing brands
have loyal fanbase and followings

More Mass Market brands
providing cheaper alternative
jewelleries than luxury brand

Rise of Mass E-commerce and
Affordable alternatives

More E-commerce brands are
created while Bigger brands
hold more influence in a limited,
niche industry.

The trends and future of fashion
& jewellery might conflict with
tech & digital
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Customers

Budget &
Resources

Others

More Affordable than
Bespoke Jewelleries or
Bigger brands that are in
the thousand price range

Returning Customer °
Rate meets the standard

(30%)

Target audience (expats

and tourist) love the

designs and colours

Target audience are
mostly from middle to
upper income, holding
senior to managerial
position in career for
more AQV potential

Owner with knowledge in °
marketing, PR, branding

Design, Photography &
Content Creation can be
done In-house

Existing loyalty program °

Bangles as well.

o And since Bangles
is a head term
keyword, users
searching (during
discovery phase)
for Bangles will find
the competitors
instead

Target audience can be too
niche and limited, while
other brands are targeting a
broader audience

Lack of digital marketers
and content creators can
lead to slower execution

Low on-going monthly
budget: $3.1k (payroll) +
$500 on digital advertising,
$300 on content creation

Retail only by appointment
only
No Referral program

(different audience)

This audience has potential
to bring revenue as it is
centred around a community

Smaller brands (_)

are likewise, less likely and
limited in digital marketing
capabilities

Bigger brands can easily
influence market share in
Singapore (such asﬁ
Competitors have a Brand
mission such as sustainability

Customers already started to
purchase jewellery product from
overseas like Taobao

Growing purchases from
marketplaces like Lazada,
Shopee, Carousell, Etsy

Customers are embracing mass
commerce as well instead of
luxury

Bigger brands have more
flexibility, time, budget, planning
and all around Digital Marketing &
Content Creation capabilities to
reach their goal

Economy downturn can influence
customer decision and lifestyle
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Company

Competitors, trends & external factors

Digital Landscape: 3 Pillars

Customer
Journey

Product care & demo
videos on website
Filtering of the variety of
products available
Signup form in place

Website user journey flow
can be improved

A better emphasis of the
product care & demo videos
is needed

No cross-sell product
relevancy unless it is a set

High drop-off rate from
product page / Low

Conversion Rate

No Whatsapp business for
communication

No Website Live Chat

Smaller SKU size can be
easier for the customer to
navigate and know the

brand’s range of products

Competitors with better UI/UX will
give a more welcoming feel on the
website that eases the user
journey
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Digital
Channels

Creatives &
Contents

Good performance for
FB & IG Ads during
promotions, and
seasonal (Jun & Dec)
periods.

Brand awareness &
Organic search
(branded) is on the rise
over the past 2 years.

The products are
different from the
competitors. Providing
differences for creatives.

Organic ranking will be a
challenge to rank for in this
industry because Content
Hub are dominated by
Publishers & Magazines

No Paid Search and Display
Advertising as of 1st Aug
2022

Low engagement and
following base in social
media posts

Email marketing lacks
automation, segmentation
and variety

No experience with affiliate
network like Optimise or
Accesstrade or Influencer
networking in general.

Website Products can be
overwhelming for new users

Even though the products
differs from competitors, it is
still limited in uniqueness
which can hinder the variety
of styling in contents for
visual

Paid search with low CPC,
Bangles $0.70, Earrings
$0.60

Facebook detailed targeting
provides opportunity to reach
the right audience once we
tap into more
information/findings

Competitors does not have
strong Content Hub or blogs
in this industry (to follow not
to have, or go into it)

With the right social media
content, trends and
awareness, it is possible to
reach more audience

Knowing the competitor’s
Google ads and Social
(Meta) Ads spend can
provide a different approach
in terms of budget amd type
of advertising

The products are different
from the competitors and
provide opportunities for a
different take in creating the
creatives & look.

Paid search with low CPC, means
higher competition in Google ads
auction

Google Search & Display Ads
cost are on the rise over the years

Social media advertising cost are
on the rise over the years as well

Cookieless marketing for 2023

Competitors are creating
Aesthetic & Consistent content on
social media

Competitors have bigger follower
base (though up for debate if it is
genuine)

The products are different from
the competitors and can bring a
challenge in fitting into the trend of
design, look and fashion,

including its content. Because
following the aesthetic trend
allows resonance with the
audience.
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4. Digital Marketing Objectives and SMART KPlIs

Marketing objectives are goals that specify the intentions of the marketing department. Examples of marketing objectives include: Amplifying brand awareness,
Lead generation and Increasing sales.

SMART KPIs are Specific, Measurable, Actionable, Realistic, Time-bound Key Performance Indicators that are more detailed than marketing objectives. They help
you keep track of the progress of your marketing campaigns and provide you with performance benchmarks to improve your efforts.

Digital Marketing Objectives

Increase brand awareness
and visibility through search
engines, social media and
digital advertising so as to
increase website traffic by at
least 20% average per month
at the end of 2022.

From 675 (YTD data monthly
average) to 810 from Jan
2023 onwards

Awareness
SMART KPIs & Metrics

SEO:
* Increase average Google organic search ranking position from 37 (keywords selected from current list of
organic keywords, otherwise it will be 27 from GSC) to 20 by Jan 2023

* Increase total Google organic search impressions from 261,000 (Google Search Console 21st Apr 2021 -
31st Jul 2022) to 350,000 by Jan 2023

* Increase average Google organic search click through rate from 2.5% to 3.0% by Jan 2023
* Increase total organic keywords that is ranking in SemRush from 107 to 200 by Jan 2023
* Increase total Referring domains from 52 to 72 by Jan 2023

* Increase total backlinks from 203 to 250 by Jan 2023

CMS:
* Increase number of blog pages by 4 (once per month) by Jan 2023

» Conduct a full-scale content audit once every 3 months measuring metrics such as avg. time spent on
page, social share count, bounce rate, and backlinks

* 9 - 12 Blog post articles per year per Marketing Executive or 1 blog post every 4 to 6 weeks
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SMM:

* Increase average monthly sessions from organic social channel from 116 (YTD data monthly average)
to 150 by Jan 2023

Facebook Page:
* Increase Company Facebook Page Likes from 440 to 500 by Jan 2023

* At least 2 post every week on the company Facebook Page

Instagram Page:
* Increase Instagram Page Followers from 948 to 1150 (20%) by Jan 2023

* An average of 10 likes per post
* At least 2 post every week on the Instagram Page by Jan 2023

* At least 2 Stories every week on the Instagram Page by Jan 2023

Digital Advertising:
* Implement at least 2 Google Display Advertising by Jan 2023, targeting Christmas Campaign

* Implement at least 5 Google Ads Search by Jan 2023 or an average of $200 spent per month with
average CPC of $1 bid strategy to ensure at least 200 click through and 100 traffic users, assuming an
average 50% bounce rate.

* Increase total Facebook Ads reach from 348,000 people to 500,000 and impressions from 650,000 to
750,000 by Jan 2023 (Lifetime date range from 20th Apr 2022 to 31st Jul 2022)

Consideration

Digital Marketing Objectives | SMART KPIs & Metrics
e Generate 10% more Email Email Marketing:
Subscribers by Jan 2023 * Increase email subscribers from 1,426 to at least 1,569 by Jan 2023 or 35 subscribers per month
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onwards.

Conversion

Digital Marketing Objectives

e Increase sales revenue by 20%
per month by Jan 2023

SMART KPIs & Metrics

Digital Adveritsing

Facebook Ads:
* Increase total number of conversion from 0 to 2 by Jan 2023, aiming to achieve a cost per conversion
of at least $100

Google Search Ads (SEM):
* Implement Google Ads in search campaigns and increase conversion from 0 to 2 per month, aiming to
achieve a cost per conversion of at least $100 by Jan 2023

Google Display Remarketing:
* Implement Display Ads in campaigns and increase conversion from 0 to 2 per month, aiming to achieve a
cost per conversion of at least $100 by Jan 2023

Email Marketing:

* Achieve conversion rate of 2% for MQL leads through content funnel lead nurturing sequences
* Blast 2 newsletter per month, aiming at least 2 conversion per month

With an average order value of $200, total increase of 6 conversions through advertising via all the strategies
above (Facebook, Search & Display and more effort into email marketing), it can potentially generate $1,600 -
$2,000 revenue per month which will be a 20% increase. Assuming a monthly revenue of $10,333 in Shopify

(YTD Data). However, the cost has not been accounted for yet.

CRO:
* Increase overall Shopify site conversion rate from 1.06% to 1.5% for the date range of 1st Sep 2022 —
Jan 2023
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Digital Marketing Objectives | SMART KPIs & Metrics

° I rch n . .
Increase repeat purchases and Email Marketing:

cross-sells
+ Klaviyo flows implememtation such as sunset flows and customer interaction based flow.
* Blast 2 newsletter per month, aiming at least 2 conversion per month
e Increase no. of reviews on Google Review:
Google and Facebook * Increase number of Google Reviews from 4.9 (2) to 4.9 (20) by Jan 2023 (assuming constant 45 orders

per month from Shopify Analytics)

Facebook Review:
* Increase number of Facebook Page Reviews from (0) to (10) by Jan 2023
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SEO Metrics & Action Plan Metrics

89



Metrics Matrix based
User Stages/
Funnel

SEO Metrics

Consideration / (For Us and not Audience)
AWArSOeeE et Engagement Novesion Advecacy KPls, Action Plan Metrics
Same as Googlo Analytics
(Acquisition)
Just lcok at
- Search Console Report
- Filter All Traffic (Organic)
Channels Report
Users
New Users
Sessions Google Analytics (Audience >
Bounce Rates Behavior & Behavior)
Pages / Session Justlook at
Avg Sesslon Duration - Search Console Report
- Filter All Traffic (Organic)
Google Search Console Channels Report
Impressions
Organic (Non-Branded) Click - Sessions Number of blog post
Through Rate Bounce Rates
Organic (Branded) Click Through |Pages / Session Content Audit
Rate Avg Sesslon Duration
Page Views
SEO Tool Avg Time on Page
Organic Search Volume
Organie (Branded) Search - (Google Search Console & SEO
Volume Tool Metrics)
Organic Traffic Value Same as Awareness On-Page SEO | Google Analytics (E-Commerce
Average Position Conversion)
Search Visibility - Goals Report (For Newsletter)
- Mult Channel Funnel Report
Domain Rank - Filter All Traffic (Organic)
Page Rank Channels Report
Rankings of each Keywords
No. of Keywords Ranked For Off-Page SEO, look at Referral
No. of Long-tail keyword / buyers
keyword Revenue Google Analytics
No. of Internal Links
Conversions (Purchase & New vs Returning Users

Same as Google Analytics

(Acquisition)

Just look at

- Filter All Traffic (Referral)
Channels Report

Sessions
Bounce Rates
Pages / Session

Avg Sesslon Duration

SEO Tool

No. of Referring Domains
Referring Domains® Rank
No. of Backlinks
DoFollow Backlinks
Toxic Backlinks

Same as Google Analytics
o 5 &

(4
Justlook at

- Filter All Traffic (Referral)
Channeis Report

Sessions

Bounce Rates

Pagos / Session

Avg Session Duration
Page Views

Avg Time on Page

{SEO Tool Metrics)

Same as Awareness Off-Page SEO

Technical
SEO

Google Search Console
No. of Pages Indexed

No, of Nolndexed
Crawl Errors

Pagespeed Insights
Time to Interactive
First Contentful Paint
Largest Contentful Paint
Cumulative Layout Shift

Mobile Friendly Test
Mobile Responsivensss

SEO Tool
Site Health
Issues, Errors, Warnings, Notices

(SEO Tool Metrics)

Same as Awareness Technical
SEO

Newsletter Signups)
Conversion Rate

Cost per Conversion (Referral
from paid outreach)

Return on Investment (associated
from referral)

ADV

Customer Retention Rate
CcLv

Number of Potentials Source

Number of Email Qutreach

Number of Site Errors Fixed

Content Marketing Metrics & Action Plan Metrics
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Metrics Matrix based on

User Stages/
Funnel

Awareness / Traffic

Consideration /
Engagement

Conversion

Advocacy

(For Us and not Audience)
KPIs, Action Plan Metrics

Same as Google Analytics

(Acquisition)

Just look at

- Filter All Traffic (Organic)

Channels Report

- Filter All Traffic (Referral) (for

traffic to content blog & pages)

Channel Report

- Filter All Traffic (Social) (if there's

CTA from social to content) Channel

Report

- Filter All Traffic (Other)
Newsletter Campaign) Channel

Report

Content
Focus Can be further segment into New

vs Returning Users and Unique

Users

New Users

Sessions

Bounce Rates

Pages / Sesslon

Avg Session Duration

Content
Marketing
Metrics

SEO Tool

Likes & Comments
Social Shares
Backlinks

Google Analytics (Audience >
Behavior & Behavior)

- New vs Returning Users Report

- Frequency & Recency Report

- Audience Engagement Report

- All Pages & Landing Pages Report
- All Traffic (Organic, Referral,
Social & Other) Channels Report

Can be further segment into New
vs Returning Users

Bounce Rate

Pages / Session

Average Session Duration
Average Time on Page
Page Views

Avg Time on Page

Klaviyo
Emall Subscription

CMS Platform or SEO Tool
Same as Awareness Content
Focus

Same as Google Analytics
(Acquisition)

Just look at

- Search Console Report

- Filter All Traffic (Organic)
Channels Report

- Filter All Traffic (Referral) (for
traffic to content blog & pages)
Channel Report

Can be further segment into New
vs Returning Users and Unique
SEO Focus

Users

New Users

Sessions

Bounce Rates

Pages / Session

Avg Session Duration

SEO Tool

SEO Title & Meta Description
Keyword Ranking

Backiinks

Google Analytics (Audience >
Behavior & Behavior)

- New vs Returning Users Report

- Frequency & Recency Report

- Audience Engagement Report

- All Pages & Landing Pages Report
- All Traffic (Organic, Referral)
Channels Report

Can be further segment into New
vs Returning Users

Bounce Rate

Pages / Session

Average Session Duration
Average Time on Page
Page Views

Avg Time on Page

CMS Platform or SEO Tool
Same as Awareness SEO Focus

Google Analytics (E-Commerce

Conversion)

- Goals Report (For Newsletter)
- Multi Channel Funnel Report
- Filter All Traffic (Organic)
Channels Report

Revenue

Conversions (Purchase &
Newsletter Signups)

Conversion Rate

Cost per Conversion (Referral
from pald outreach)

Return on Investment (associated
from referral)

AQV

Google Analytics

New vs Returning Users
Customer Retention Rate

CLv

CMS Piatform or SEO Tool
Same as Awareness Content +

SEO Focus

Content Rate
Number of blog post
Content Audit
Content Calendar
Content Mix

OSEP Mix

Social Media Marketing Metrics & Action Plan Metrics
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Metrics Matrix based on

User Stages/
Funnel

(For Us and not Audience)

Consideration /
ST, (i Engagement SEEs o Aheocacy KPls, Action Plan Metrics
Same a4 Google Anaiyfics Google Analytics (Audience >
ﬁﬁw Behavior & Behavior)
- Fiter All Traffic (Referral) (for | =51 5ence Engagement Report
traffic to content blog & pages = ages & Landing Pages Report
traffic to content blog & pages) | A/ Traffic (Social & Referral)
Channel Report Channels Report
- Filter All Traffic (Social) (if there's
CTA from social to Websltel Sessions
Chaninel Report Bounce Rates
Google Analytics

Users
New Users
Sessions
Bounce Rates

Pages / Session

Avg Sesslon Duration

Meta

No. of Likes/Followers
Followers Growth Rate
Account Tags & Mentions
(Giveaways)

Meta Post/Carousel/Reels
Reach
Likes & Reactions

Social Media E:g;g:mems
Marketing

Pages / Session

Avg Session Duration
Page Views

Avg Time on Page

Meta

No. of Likes/Followers
Followers Growth Rate
Account Tags & Mentions
(Giveaways)

Avg Engagement Rate (Account
level)

Meta Post/Carousel/Reels

Likes & Reactions

Comments

Shares

Avg Engagement Rate (Post level)

Meta Story
Reach

Engagements
Replies

Same as Google Analytics
Metrics {Acquisition)

Just look at

- Filter All Traffic (Referral) (for

traffic to content blog & pages)

Channel Report

- Filter All Traffic (Social) (if there's

CTA from social to website)

Channel Report

Users
New Users
Sessions
Bounce Rates

Pages / Session

Avg Session Duration
Instagram

Instagram
No. of Followers

Followers Growth Rate
Account Tags & Mentions
(Giveaways)

Instagram Post/Carousel/Reels

Shares & Saves

Instagram Story
Reach

Likes & Reaction
Replies

Google Analytics (Audience >
Behavior & Behavior]

- Audience Engagement Report

- All Pages & Landing Pages Report
- All Traffic (Social & Referral}
Channels Report

Sessions

Bounce Rates

Pages / Sesslon

Avg Sesslon Duration
Page Views

Avg Time on Page

Instagram
No. of Followers

Followers Growth Rate
Account Tags & Mentions
(Giveaways)

Avg Engagement Rate (Account
level)

Instagram Post/Carousel/Reels
Likes

Comments
Shares & Saves
Avg Engagement Rate (Post level)

Instagram Story
Reach

Likes & Reaction
Replies

Google Analytics (E-Commerce
Conversion)

- Muiti Channel Funnel Report

- Filter All Traffic (Social) Channels
Report

Revenue

Conversions (Purchase &
Newsletter Signups)

Conversion Rate

Cost per Conversion (associated
with Content production)

Return on Investment (associated
with Content production)

AQV

New vs Returning Users
Customer Retention Rate
CLv

Shares

UGC Post | Brand Tags
UGC Post | Brand Mentions
UGC Story | Brand Tags /
Mentions

Brand Hashtags

Google Analytics

New vs Returning Users
Customer Retention Rate
cwv

Instagram

Shares & Saves

UGC Post | Brand Tags
UGC Post | Brand Mentions
UGC Story | Brand Tags /
Mentions

Brand Hashtags

Soclal Media Calendar

Number of Post/week-month
Number of Story/week-month
Number of Reels/week-month
Post Rate

Post (Content Topic/Theme) Mix
Post (Content Type) Mix

Post (Funnel) Mix

Post (Content Purpose) Mix

Post (Platform’s Format such as
single, carousel, story, reels) Mix

Analk Audi g "
Y g

Digital Advertising Metrics & Action Plan Metrics

92



Metrics Matrix based on

User Stages/
Funnel

Awareness / Traffic

Consideration /
Engagement

Conversion

Advocacy

(For Us and not Audience)
KPIs, Action Plan Metrics

Same as Google Analytics
(Acquisition)

Just look at

- Campaigns Report

- Filter All Traffic (Paid Search)
Channel Report

Users
New Users
Sessions
Bounce Rates
Pages / Session

Google Ads Avg Session Duration

Google Ads Platform
Impressions

Clicks
Click Through Rate

Cost per Click

Search Impression Share
Search Lost IS (Rank)

Search Lost IS (Budget)
Estimated Top of Page Bid (to
outrank)

DA Metrics

Same as Google Analytics
(Acquisition)

Just look at

- Campaigns Report

- Filter All Traffic (Others) Channel
Report

Users
New Users

Sessions

Bounce Rates

Pages / Session

Avg Session Duration

Meta Ad Manager
Results (Landing Page Views or

whatever goal)

Cost per Results (Landing Page
Views or whatever goal)
Amount Spend

Reach

Impressions

Ad Frequency

Link Clicks

Click Through Rate (Link Clicks)
Cost per Click (Link Clicks)

Google Analytics (Audience >
Behavior & Behavior

- Campaigns Report

- Filter All Traffic (Paid Search)
Channel Report

- Filter All Traffic (Others for paid
social) Channel Report

Sessions

Bounce Rates

Pages / Session

Avg Session Duration
Page Views

Avg Time on Page

Google Analytics (E-Commerce
Conversion)

- Multi Channel Funnel Report

- Campaigns Report

- Filter All Traffic (Paid Search)
Channel Report

- Filter All Traffic (Others for paid
social) Channel Report

Revenue

Conversions (Purchase &
Newsletter Signups)

Conversion Rate

Cost per Conversion (associated
with Ad spent)

Return on Investment or ROAS
(associated with Ad spent)

AOV

NIL

Bids & Campaign Budget
Optimisation Score
Recommendations

Ad Strength

Ad Rank (Max Bid x Quality Score)
Max CPC Bid

Quality Score (Affects bid price,
being cheaper is higher score)

- Expected CTR

- Landing Page Experience

- Ad Relevance

Good Ads Extensions

Optimise keyword, negative
keywords

Analyse search terms

Refine Audience segment

NIL

Refine Audience segment
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Metrics Matrix based on

User Stages/
Funnel

Email Metrics

Email Marketing Metrics & Action Plan Metrics

Consideration / (For Us and not Audience)
Anvarensss | Temitic Engagement Soavesion ALNTcacy KPls, Action Plan Metrics
Google Analytics
(E-Commerce Conversion)
- Multi Channel Funnel Report
Same as Google Analytics - Camgaigns Regort
{Acquisition) Google Analytics (Audience > " Ei :
Just look at Behavior & Behavior) -—‘—)Cf‘zt:; ’}"J'afftc Email
- Campaigns Report _—ee&
—Filter All Traffic (Email) Channel |- Campaigns Report = Filter All Traffic (Other
Report ~Filter All Traffic (Email) Channel | Channel Report
- Filter All Traffic (Other) Channel |Report Number of Emall campalgn/blast
Report - Filter All Traffic (Other) Channel per month
Report Ravesiiin Google Analytics

Users

New Users

Sessions

Bounce Rates

Pages / Session

Avg Session Duration

Klaviyo & CRM
Email Subscriptions

Email Open
Emali Open Rate

Sesslons

Bounce Rates

Pages / Session

Avg Session Duration
Page Views

Avg Time on Page

Klaviyo & CRM
Emall Subscriptions
Email Clicks

Email Click Rate

Conversions (Purchase &
Newsletter Signups)

Conversion Rate

Cost per Conversion
(associated with content
production)

Return on Investment
(associated with content

production)

AOV

New vs Returning Users
Customer Retention Rate
CLv

Klaviyo & CRM
Emall Re-subscribers

Number of Emall flows automation
+ testing

Emall Deliverabllity
Emall Bounce Rate

Emall Unsubscribe Rate
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5. Digital Marketing Action Plan

What is a digital marketing campaign plan?

A digital marketing campaign plan is different from a digital marketing strategy. When talking about digital marketing strategy, we are referring to a master plan or a
blueprint to achieve a long-term or macro goal. Campaigns on the other hand are the specific tactics used to achieve more micro, short-term goals within the digital

marketing strategy.

In this section, you may map your digital marketing campaigns (tactics) to the ACCA (Awareness, Consideration, Conversion, Advocacy) buying funnel. You may

also use alternative funnels depending on your industry.

SMM, DA and Email from Part 5.1 to 5.5

Action Plans here are the same as the plans derived from the respective strategies of SEO, CMS,

For Metrics & Action Plan Metrics, refer to the bottom of Section 4, Objectives & KPls.

Campaign KPlIs Action Plan (Details)

Action Metrics

Timeline

SEO Refer to Keyword Research
(Aware
ness) e Find & build keywords relating to topics, competitors,
SEO industry & trends
KPls 1. Use Customer Persona for SEO. Search term use to
from i . . . -
section find business, pain points & customer objective
4 2. Use Customer Journey for SEO. Different

phases/intent uses different search term. Map the
search term to funnel stage

3. Craft Site architecture. Map Customer Flow (different
from Journey) with Site information

Number of blog post
Content Audit

Number of Potentials
Source

Number of Email
Outreach

Number of Site
Errors Fixed

4 months

$3,100 manpower
hours / month
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On-Page SEO

e Follow SEO Guidelines & Best Practices for
1. HA1/Title Tag
Domain URL
Meta description
Image Optimisation
Quality Content on Page (Main & Secondary)
Internal Linking
External Linking

Nooabkwbd

Technical SEO

e Follow Technical SEO Guidelines & Best Practices for
1. Page experience
2. Core Web Vitals (Loading (LCP), Interactivity (FID),
Visual Stability (CLS))
3. Mobile Friendly
e Fix5-10 errors / month
e Fix 5-10 crawled page issues / month
e Fix5-10 Top Issues / month

Local SEO
e Follow Local SEO Guidelines & Best Practices
Off-Page SEO

e Follow Off-Page SEO Guidelines & Best Practices for
1. High Domain Authority
2. High Page Rank
3. Relevant Co-Citation & Co-Occurrence
4. Follow Links
5. Relevant, Popular & Diverse (directory, blogs, PR,
etc)

Submission-Based Link Building
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Source for Directory Submission
1 Guest Blogging / month
Try 5 Private Blog Networks linking

Manual Outreach

Source for manual outreach
5 - 10 manual outreach email / month and calculate success
%
Source for paid outreach + pricing
e 1 paid outreach / month if on budget
Source for Blog Influencers
e 1 Blog Influencers outreach / month

Content Amplifcation

1 On-page Blog / 4 - 6 weeks (On-page SEO & Content
Marketing)
1 Press Release Campaign every Quarter?

Content
Marketing

Refer to
(Aware
ness)
Content
KPls
from
section
4

Create a Content / Editorial Calendar (separate from Social
Media)

BOEOEEEE vill not be focusing on creating a Content Hub
but will still do some form of content marketing with blogs as

mention above from KPlIs.
e Revolving around Bangles, Earrings, Gifts and its
targeted keywords / supporting keywords to track if it
ranks better.

B E® to adopt Content Purpose that are a mix of
Education (40%), Entertain (20%), Convince (25%) & Inspire
(15%).

Content Rate
Number of blog post
Content Calendar
Content Mix

OSEP Mix

4 months

$3,100 manpower
hours / month
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o BSOS to create Content Themes/Pillars around
these areas
e Mix & Match Bangles & Earrings
e Product Aesthetic, Features & Benefits (Bangle, Cuff,
Earrings, Cufflinks, Lacquerware, Silks, Gemstones,
Design Motifs, Mediallions, Materials, Colours)
Gifting, Packaging & Souvenir
Travelling & Gifting
Holidays / Festive / Season
Influencer / UCG (non-model)
Promotions, Sales
Contest & Giveaways
Online / Offline Events

o BN (o Adopt the following Content Types for
Social Media
e |mages (60%)
Static Photos,
Infographic,
Influencer/User Generated Photos,
BTS photos

e Videos (30%)

Slow Videos,

Trendy Videos,

Videos in Collage boxes,

GIFs,

Influencer/User Generated Videos,
BTS videos,

Event Coverage,

ASMR

o O O O O O O O

o Text(10%)

o Messages,
o Promotion Messages,
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o Announcements,
o Quotes

BEESE® Content Distribution OSEP Channel mix are
Owned (35%), Shared (20%), Earned (10%), Paid (35%)

Conduct a full-scale content audit once every 3 months (low
amount of content) measuring

metrics such as avg. time spent on page, social
share count, bounce rate, and backlinks

Social
Media
Marketing

Refer to
(Aware
ness)
Social
Media
KPls
from

section

4

Develop a Social Media Content Calendar revolving around
the content purpose, themes types, funnel, etc.

Achieve a similar look & feel for Instagram as the

competitors such as PP

Focus more on visual than education for social media
strategy as analysed by the competitor’s instagram.

BEESE® to create Social Content Themes around
these areas

Mix & Match Bangles & Earrings

Product Aesthetic, Features & Benefits (Bangle, Cuff,
Earrings, Cufflinks, Lacquerware, Silks, Gemstones,
Design Motifs, Mediallions, Materials, Colours)
Gifting, Packaging & Souvenir

Travelling & Gifting

Holidays / Festive / Season

Influencer / User Generated Content/Collaboration
(non-model)

Brand Collaboration

Promotions, Sales

Contest & Giveaways

Online / Offline Events

Social Media
Calendar

Number of
Post/week-month

Number of
Story/week-month

Number of
Reels/week-month

Post Rate

Post (Content
Topic/Theme) Mix

Post (Content Type)
Mix
Post (Funnel) Mix

Post (Content
Purpose) Mix

Post (Platform's
Format such as
single, carousel,
story, reels) Mix

4 months

$3,100 manpower
hours / month
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o BN (o Adopt the following Content Types for
Social Media
e |mages (60%)
m Static Photos,
m Infographic,
m Influencer/User Generated Photos,
m BTS photos
e Videos (30%)
Slow Videos,
Trendy Videos,
Videos in Collage boxes,
GIFs,
Influencer/User Generated Videos,
BTS videos,
Event Coverage,
o ASMR
o Text(10%
Messages,
Promotion Messages,
Announcements,
Quotes
More Aesthetic/Visual Videos to drive
engagement though content production is
limited, hence a smaller % mix are videos

o 0O O O O O O

o O O O O

Digital Ads

Refer to
(Aware
ness)
Digital
Ads
KPIs
from
section
4

e 1 Google Ads Awareness Campaign per month with $100 -
$150 ad spend
e Campaign targeting Bangles keywords, Earrings
keywords
Branded keywords
Copies must have elements of brand name, CTA,
USP, product information and time urgency
(promotinos)

Bids & Campaign
Budget

Optimisation Score
Recommendations
Ad Strength

Ad Rank (Max Bid x
Quality Score)

4 months

$3,100 manpower
hours / month

$500 on Ads /
month
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No Display Ad for the time being

1 Meta Ads Awareness Campaign per month with $100 ad
spend

1 Instagram Ad/Boost Awareness Campaign per month with
$50 ad spend

For Meta/lG, reuse past audience demographic. Use more
videos, longer aspect ratios, carousel for ad copies

Max CPC Bid

Quality Score
(Affects bid price,
being cheaper is

higher score)

- Expected CTR
- Landing Page
Experience
- Ad Relevance

Good Ads
Extensions

Optimise keyword,
negative keywords

Analyse search
terms

Refine Audience
segment

Campaign

KPIs

Consideration
Action Plan (Details)

Action Metrics

Timeline

Email
Marketing

Refer to
(Consid
eration)
Email
KPIs
from
section
4

Conduct and monitor the efforts of digital advertising and
social media that drive users to website for signups

Lead gen from Meta Consideration Campaign to book an

appointment or visit R

Number of Email
campaign/blast per
month

Number of Email
flows automation +
testing
Email Deliverability

Email Bounce Rate

Email Unsubscribe
Rate

4 months

$3,100 manpower
hours / month
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Conversion

Campaign KPlIs Action Plan (Details) Action Metrics Timeline
Digital Ads | Referto Bids & Campaign 4 months $3,100 manpower
(Conve e 1 Google Ads Conversion Campaign per month with $100 - Budget hours / month
rs.io.n) $150 ad spend Optimisation Score
Digital e Campaign targeting Buyer keyword for Jewellery, _ $500 on Ads /
ﬁ‘g? Bangles keywords, Earrings keywords Recommendations month
fronf Branded keywords Ad Strength
section Copies must h.ave elerpents of prand name, CTA, Ad Rank (Max Bid x
4 USP, product information and time urgency Quality Score)
(promotinos)
Max CPC Bid
e No Display Ad for the time being Quality Score
(Affects bid price,
. . . being cheaper is
e 1 Meta Ads Conversion Campaign per month with $100 ad higher score)
spend - Expected CTR
- Landing Page
Experience
e 1 Instagram Ad/Boost Conversion Campaign per month with - Ad Relevance
$50 ad spend Good Ads
Extensions
e For Metal/lG, reuse past audience demographic. Use more o
. . . Optimise keyword,
videos, longer aspect ratios, carousel for ad copies negative keywords
Analyse search
terms
Refine Audience
segment
Email Refer to Number of Email 4 months $3,100 manpower
Marketing (Conve e Develop better & frequent email newsletter campaigns Campar'g::"‘t’:la“ per hours / month
rsion) revolving content themes of the follow below, for lead
Email nurturing (consideration to conversion) Number of Email
Ma'r<k§;u e Mix & Match Bangles & Earrings flows f:st;’iw;tm" *
Pr?)m s e Product Aesthetic, Features & Benefits (Bangle, Cuff,
section Earrings, Cufflinks, Lacquerware, Silks, Gemstones, | Email Deliverability
4 Design Motifs, Mediallions, Materials, Colours) Email Bounce Rate
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Gifting, Packaging & Souvenir
Travelling & Gifting
Holidays / Festive / Season
Influencer / User Generated Content/Collaboration
(non-model)
Brand Collaboration
Promotions, Sales
Contest & Giveaways
Online / Offline Events
Newsletter Campaigns with promotion, Sales/Conversion
Campaigns
Develop more email marketing automation with Klaviyo flows
and if possible, include discounts (automated sales
campaign instead of newsletter)
e Flows such as,
Abandon cart
Browse abandonment
Follow on social
And more

Email Unsubscribe
Rate

CRO

Refer to
(Conve
rsion)
CRO
KPIs
from
section
4

Campaign

Action Plan (Details)

Action Metrics

Timeline
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Email
Marketing

Refer to
(Advoc
acy)
Email
Marketi
ng KPIs
from
section
4

Drive the message of customisable gemstones and silk
slides and up-sell by having a slight discount or
campaigns revolving around free customisation

Develop more email marketing automation with Klaviyo flows
with engaged/repurchased customer segmentation
e Create seperate campaigns & flows centered around
this audience to entice more repurchase as they are
loyal/engaged customers
e Or use existing loyalty for more incentives
Referral programme

Number of Email
campaign/blast per
month

Number of Email
flows automation +
testing
Email Deliverability

Email Bounce Rate

Email Unsubscribe
Rate

4 months

$3,100 manpower

hours / month
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5.1. SEO Strategy

Summary of Findings (SEO Audit)

As of Aug 2022

Google Analytics

From table 5.1.1a, PR s Organic channel generates 45% (SGD 68,920) of total online revenue with
Google being the main source and a small percentage from Bing & Yahoo. Average organic conversion rate is
3.04%.

From the assisted conversion report (Table 5.1.1c), organic channel generates an increase revenue as
compared to last click/direct conversion. This suggest that organic assist a decent contribution to the revenue
if direct is not taken into account. Not much information can be drawn from direct channel as well. Users could
enter the url directly or from bookmark which only reveals brand salience.

Google Search Console

Table 5.1.1d to 5.1.1f only reveals PPN s 1 year data (Jun 6, 2021 - Aug 1, 2022). With total clicks
from Google SERP of 3890, total impression of 80.7k, average CTR of 4.8% and average position of 10. The
search term that got the clicks are the brand name being the most, followed by peranakan theme related
(such as tiles), bangles singapore and leaving singapore gifts.

About 40% of the clicks are from _ search term/keyword, which is a iood brand awareness

indication. BUT, only 553 clicks are from non branded keywords, this means did not garner the
brand awareness from SEO/Content efforts, but from other marketing strategies such as offline, social, word
of mouth, print, etc.

It is noted that peranakan keyword only drove traffic but no conversion for _

From Off—iage SEO efforts, PRl drove about 516 users over the course of 2 years followed by B,

and [ with within the range of 20 users.

SemRush & Pagespeed Insights

From table 5.1.1h to 5.1.1w

B s Visibility is 5.22% with an average position of 46.4 for its average rankings of keywords on
Google. There are 4 keywords in top 3, 16 in top 10, 28 in top 20, and 94 keywords in top 100.

Scoring 84% in site health. 2536 pages crawled with 182 errors (serious), 4482 warnings, 42383 notices
(mild). 2 Pages have slow speed, 24 pages have duplicate content issues while 36 have duplicate title tags.

- PageSpeed Insights
- Table 5.1.1j to 5.1.1m reveals that_s performance on desktop with a score of 82. First
contentful paint, time to interactive, total block time and cumulative layout shift are healthy. Largest
contentful paint has to improve.
- Diagnostic were given resolve actions that can be referred on
- Whereas for the mobile score, it's only a performance score of 24. Every metric needs to improve
except for Cumulative layout shift.
- Diagnostic were given resolve actions that can be referred on
- Table 5.1.1n suggest that the site is mobile friendly, more improvement is to be made for the speed.

Table 5.1.10 shows_ having 107 keywords ranking on Google, it garners 529 traffic from
Singapore users on Organic search for August 2022. Its traffic cost is about 84$ (cost of the organic keywords
rank if they were to be paid for).
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The chosen keywords for PR based on its existing keywords + competitors, includes branded
keyword, peranakan keyword group, the various type of gemstones earrings. For Paid keywords,

can go for head term keywords such as Bangles and Earrings due to difficult ranking. ‘Gifts’ group
keyword can also be bought in additional to anniversaries, birthday, valentine, etc.

B s top pages driving traffic is mainly from its homepage (40.6%) followed by its blog page
regarding peranakan tiles (31%), flower orchid, viethamese lacquerware, gemstone earrings and lastly, silk
bangles.

SEO Ideas check is also conducted by SemRush to follow as a guideline with the list generated.

BEOEEE® have a Domain Score of 15, 44 referring domains and 129 backlinks.referring domains are
mostly non-toxic with 2 potentially toxic. The top legitimate backlink is from expativing, with a total of 16
backlinks. Referring domains are mostly from the following industry such as: beauty & fitness, business &
industrial, shopping, travel and internet & telecom. There is only 1 backlink with more than a Domain score of
80. Majority of its backlinks are between a Domain score of 21 to 41 (34.1%) About 88 (68%) of all backlinks
are Follow while 31% are nofollow (41).

Summary of Findings (SEO Research)

SemRush

Research was conducted with SemRush to identify competitors before diving into it respectively. Multiple
ways are used. Table 5.1.2a is to find competitors via Discovery which measures visibility likeness and
keywords. 5.1.2b is to find competitors via Organic keyword ranking similarity and Since_does
not run Paid Ads/Keywords, no competitor can be found from that angle.

Identified competitors are researched further from Table 5.1.2d. It is noticeable that-&- are bigger

brands with _ being the disruptor. _ is in similar position with _

By analyzing their organic keywords ranking, it is noted that_ have many peranakan theme
keywords as their products are direct peranakan related. _focuses on their brand name, diamond,
rings, gold jewellery, men as well, BRla@ on the other hand focuses on wedding and engagement
jewelleries along the line of rings, necklaces and bands. _ has a huge brand awareness looking
at their brand keyword alone. Their keywords are very head term such as single keywords like necklace,
earrings, bracelet, ear cuff and location based keywords. -focuses on their unique product and services
such as piercing services, hair clips, scrunchies, headband, choker, anklet, nose ring, etc. Organic Branded

Keyword alone shows - being the most followed by_ and -

Competitors keywords can be further analysed to find ways to rank for Pl

Table 5.1.2i & j, From analysing Competitor’s backlink, we know that there is only a few jewellery
influencers/bloggers who are referring to the brands or just a lack of jewellery influencers in general (probably
due to the knowledge required) as compared to fashion styling and apparels. However, publishing websites
are found, such as girlstyle, zula, girl.co, etc.

Audience Research

From researching the content topics of audience’s queries, it is found that bangles is niche and all the more

fordas it does not fall into categories such as competitor brand or race related. Certain queries
can be supporting topics for Content Pillar of Bangle.
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5.1.1 SEO Audit
Acquisition | All Traffic > Channels (Organic)
May 2020 - Jul 2022 (Google Analytis 3)

Channels ©

ALL » DEFAULT CHANNEL GROLPING: Organic Search ~

N\ s6 + Add Segment

23 73% Users

Explorer

Summary SiteUsage GoalSetl Ecommerce

B save 4, export <

-~

SHARE  #° EDIT & INSIGHTS

May 1, 2020 - Jul 31, 2022 ~

Usets ~ VS. Selecta metric Day Week Month & <%
® Users

800

400

200

g b 3 202 2022
Pnmary Dimension: Keyword Source  Landing Page  Other =

Secondary dimension: Source / Medium v  Sort Type: | Defoult ¥ \ Q  advanced | @ £ T &I
Acquisition Behavior Conversions  4Commerce ¥
Keyword Source / Medium
Users ¥ New Users Sessions Bounce Rate Pages / Session Avg. Session Duration SSmmATES CPTron Rty Transactions Revenue
& 7 ‘6,2“51 : 5,9?7 ‘ ‘9.69_4 ]‘f}’§j.23% 42?7 [‘00:0“3:3“6 L ‘304% . 295 SGD 612‘3,'9»20‘9_5
6 1 39127) A 63 Y o 30 152,201 .08)
) 1. (not provided) google / organic 6,107 (97 68%) 5853 947 ¢ 4349% 434 000335 299% 283 SGD 6536495 |
0 2. (not provided) bing / organic 59 (0.94%) 51 102 5 2451% 643 00.05.03 9.80% 10 SGD 2,736.00
) 8. (not provided) yahoo / organic 58 [0.93%) 56 84 39.29% 4.62 00.03.44 2.38% 2 SGD 820.00
LJ| 4. ([notset) duckduckgo / organic 13 w21 13 15 1 48.67% 3.40 00:02:54 0.00% 0 SGD 0.00
J 5. (not pravided) ecosia.org / organic 6 (0.10%) 6 7 28.57% 5.86 00:03:27 0.00% 0 SGD 0.00
0 6. (not pravided) baldu / organic 1 (0.02%) 0 6 50.00% 3.83 00:03:28 0.00% [} 0 SGD 0.00
7. |not set) baidu / organic 1 (0.02%) 1 1 0.00% 4.00 00:14:36 0.00% 0 SGD0.00

0| s _ google / organic 1 (002%) 1 1 0.00% 500 00:00:53 0.00% 0 (00 SGD 000 0
O] s _ google / organic 1 (0.02%) 1 (0ozs) 1 0.00% 6.00 00:10:10 0.00% 0 (oo SGD 0.00
0 | 10. _ bing / organic 1 (0.02%) 1 1 0.00% 5.00 000136 0.00% 0 SGD 0.00

Table 5.1.1a

107



Acquisition | Channels (Organic) Conversion
May 2020 - Jul 2022 (Google Analytis 3)

SEO | Organic Traffic Conversion & B SAVE b, EXPORT « SHARE ° EDIT

May 1,2020 - Jul 31, 2022 ~
SG + Add Segment
41.67% Transactions

Report Tab

Trangactions + VS. Selectamettic

Day Week Month o4 o%
@ Transactions

a0
20
10
o - N 2021 2022
Primary Dimension. Source / Madium
Secondary dimension ~  Sort Type: | Defaull ~ Q advanced B O = | T M
Source / Medium Transactions + Ecommerce Conversion Rate Revenue
SG 295 3.04% SGD 68,920.95
{ Total 41.61% (709) Avg Tor View: 1 81% (67 94 of Total 4528% (360 152,201 08)
(] 1. google / organic 283 (95.03%) 2.99% SGD 65,364.95 (02 eav)
) 2. bing/ organic 10 3.39%) 9.43% SGD 2,736.00 (oo
! 3. yahoo /organic 2 (0.88%) 2.38% SGD820.00 (119%)

Table 5.1.1b
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Acquisition | Assisted Conversion (Organic)
May 2020 - Jul 2022 (Google Analytis 3)

Assisted Conversions

Conversion Segments Export v Save

Conversion Type Lookback Window.

1 Conversion Type Selected v Al Googie Ads Set 30  days prior to conversion
. % of conversions: 42.32%

Explorer

Assisting | s Analy First Int 1 Analysis  Conversions

Assisted Cooversions v V8. Select a metric

@ Assisted Conversions
5

4

May 1, 2020 - Jul 31, 2022 ~

& [ insights(s)

Day of Conversion  Days before Conversion  Path Pesition

\. l.ﬂ.n.‘.nl LM “...A. AL A L.‘.m.l...l‘...h.u.,, A0 WY IJ‘.M“ AT T Y “ll.lml‘lml‘x..n n.m YW A Ml Inhlm.l Il )

Assisted Conversions Assisted Conversion Value
437 SGD 96,836.85 791

Primary Dimension. MCF Channel Grouping  Defaull Channel Grouping  Source / Medium  Source  Mediom  Other ~

Secondary dimension ~

MCF Channel Grouping

O

Direct

0O 2. Ormganic Search
3. (Other)

0 4. Referral
5. Social Network

0 6 Email

Last Click or Direct Conversions

SGD 169,601.48

of Total 100 00% (SGD 165,60

Assisted Conversions + Assisted Conversion Value
304 (45.24%) SGD 66,924.97 (14 20
233 (34.67%) SGD 55109.88 (3647
91 (13.54%) SGD 19,265.19 (1275
31 (as1%) SGD7151.47 (s.73n
7 (1.0a%) SGD 190400 (1260
6 (0.89%) SGD 739.00 (049

Table 5.1.1c

Last Click or Direct Conversion Vaiue

2022

Assisted / Last Click or Direct Conversions

0.55

Avg for View. 0.34 {63.12%

Q  advanced \&0 = |im

Last Click or Direct Conversion Value Assisted / Last Click or Direct
Last Click or Direct Conversions Convarsions
461 (58.28%) SGD 100,144.13 (50.05%) 0.66
187 (23 6a%) SGD 40,824 01 (7413 1.25
76 9.61%) SGD 1502894 (v ow) 1.20
56 (7.08%) SGD 11,382.54 (5.71%) 0.55
§ (D63%) SGD1,070.00 (na3v) 1.40
6 (D76%) SGD 1,051.87 (uezv) 1.00
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Google Search Console Performance on Search (SG)
Jun 2020 - Aug 2022 (Google Search Console)

Performance on Search results $ expu

Search type: Web Date: Jun é, 2021-Aug 1, 2022 / Country: Singapore X + New Last updated: 4 ho a

(] Total chicks &) Total inpressions & Arerage

380K 807K _ 48%

QUERIES PAGES COUNTRIES DEVICES SEARCH APPFARANCE DATES

90

Table 5.1.1d

Google Search Console Performance on Search (SG) (include: PR keyword)
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Jun 2020 - Aug 2022 (Google Search Console)

Performance on Search results

Searcn typo: Web & Date:Jun &, 2021-Aug 1, 2022 # _ Country: Singapore X + New

[] Average CTH

3.31K 48.7%

(i) Chantotais and tabie resuts might be parnl whan fiters are apaliod. Lo

QUERIES PAGES COUNTRIES DEVICES

Table 5.1.1e

Google Search Console Performance on Search (SG) (exclude: PRl keyword)

SEARCH APPEARANCE

|
m

111



Jun 2020 - Aug 2022 (Google Search Console)

Performance on Search results

Search type: Web Date: Jun 6, 2021-Aug 1, 2022 & _ Country: Singapore X + New Last updated: 4 hours age

|&
2

f\, \ M a A
A WW\/\’\’\/\ fJ"\/\ “\ \[f\’\’ AV VAN A A A WA \/*v“"w\j\/f’ NV WWMARMY Nl il

mi n |
! ,.L, W‘m «u.‘, i““ I ,‘ ‘*“A nmm“umwl ph‘ ;W\WWMM&V o |

A
/ﬁw“”w* L

)t
‘udn{‘!_,

QUERIES PAGES COUNTRIES DEVICES SEARCH APPEARANCE DATES

:-

M

leaving singapore gifts

peranakan motifs and their meaning 12 9

Acquisition | All Traffics > Channels (Referral)
May 2020 - Jul 2022 (Google Analytis 3)

Table 5.1.1f
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Channels B save 4, EXPORT  « SHARE ' EDIT (83, INSIGHTS
ALL » DEFAULT CHANNEL GROUPING Referral ~ May 1, 2020 - Jul 31, 2022
SG + Add Segment
2.76% Users
Explorer
Summary SiteUsage GoalSet1 Ecommerce
Users ~ V8. Selecta metric Day Week Month o4 <%
©® Users
100
50 - —
> = A 202 2022
Primary Dimension  Source anding Page  Other
Secondary dimension: Source / Medium v Sort Type:  Default [ Q adanced B © T T = 57
Acquisition Behavior Conversions #Comumece v
Source Source / Medium
Ecommerce Conversion
Users + New Users Sessions Bounce Rate Pages / Session Avg. Session Duration Rate Transactions Revenue
6 727 647 1,473 31.50% 6.61 00:07:52 4.14% 61 SGD 12,745.20
T ! o ' £ ) 51 | Avy . ( A ow 1 . T
) g ¢ 152 4 A 28, 54%) 3D 152.201.0€
() 1. expatliving.sg expatliving sg / referral 516 (6667 504 664 3178% 5.07 00:03:38 181% 12 ) SGD 2,685.50 7'%)
- 3. securecheckout hit-pay.com securecheckout hit-pay.com / referral 39 (5.0a%) 0 58 34.48% 3.93 00:02:53 70.69% 41 ) SGD 8,385.20 (¢ )
L 4. tafforgsg taff.org.sg / referral 24 (3.10%) 24 25 (70 72.00% 208 00:01:18 0.00% 0 SGD 0.00 (000w
[ 5. gospree gospree / referral 14 (1.3 13 20 10.00% 11.70 00:12:30 5.00% 1 ) SGD 1500 )
O 6. mailgoogle.com mail.google.com / referral 10 (1.29 7 10 70.00% 2.30 00:02:04 0.00% 0 10%) $GD 0.00
) 7. moneymate sg moneymate sg / referral 9 (116 8 12 50.00% 2.00 00:04:12 0.00% 0 SGD0.00 (oo
0 8. sg.search.yahoo.com sg.search.yahoo.com / referral 9 N6 7 13 46.15% 5.38 00:05:09 15.38% 2 SGD 340.50
(. 9. boutiquefairs.com sg boutiquefairs com sg / referral 8 (1.03% 8 a 62.50% 138 00:00:42 0.00% 0 ) SGD0.00 oo
_J  10. sg.asiatatler.com sg.aslatatler.com / referral 7 (0.90%) 7 9 22.22% 3.44 00:02:15 0.00% 0 SGD 0.00

Table 5.1.1g
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_| Position Tracking | Overview

Aug 2022 (SemRush)

Position Tracking: Landscape (organic)

Tracking URL: “
Device & Location: Desktop, Singapore (Google)

Report Type: Organic
Volume Type: National
Period: Jul29-Aug 04,2022
Local pack: yes

Hotels pack: yes

Position Tracking: Overview

Estimated Traffic Average Position

25.70E3 46.40 X1

The estin
omair

Wl kevw < In VoL
o In you

paign
ren

~
Position Tracking: Keywords Overview
Top 3 Top 10 Improved vs. Declined
4 16 0«-0
new 0 new
lost 0 lost
Top 20 Top 100
new 0 new
lost 0 lost 0
\. S

Table 5.1.1h
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BRI | Site Audit

Aug 2022 (SemRush)

Site Audit: Overview

Subdomain:
Last Update: August 9, 2022
Crawled Pages: 2536

~
rSi(:e Health Crawled Pages
84 ® Healthy (2) @ Broken (0) ® Have issues (2070) Redirected (454) ® Biocked (10)
%3
s | J I
Errors Warnings Notices
0 0 0
6 Aug 8 Aug 10 Aug 6 Aug 8 Aug 10 Aug 6 Aug 8 Aug 10 Aug
" e
Top Issues
2 pages have slow load speed 0% of total issues
24 pages have duplicate content issues errors | 0% of total issues
36 issues with duplicate title tags 0% of total issues
\, y,

Table 5.1.1i
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| Site Audit | Page Speed Insights

Aug 2022 (Pagespeed Insights)

D Mobile ] Desktop

Run with original URL

».  Discover what your real users are experiencing

Largest Contentful Paint (LCP)

Page Loads

Good (s 258)

s Improvement (2535 -4 8}

Poor {> 4 s) -~

T 75th Percentlle - N/A

Core Web Vital

OTHER NCTABLE METRICS

® First Contentful Paint (FCP)
14s

To—

Page Loads

Good (<18 5) B8,
Needs Improvement (185 -3 8%
Poori>3s Ay

T 75th Percentile - 1.4 s

™ Latest 28-day collection period

@ Full visit durations

Core Web Vitals Assessment: o

First input Delay (FID)

Page Loaas

Good (< 100 ms) %

ameant (100 ms - 300 ms) ~%

7 75th Percentile - N/A

Core Web Vital

® Interaction to Next Paint (INP) &
62 ms

Page Loads

Good (= ms) 28%
Needs Improvement (200 ms - 500 ms
Poor (> 500 ms) 2%

Y 761h Percentiie - 62 ms

Experimental

L0 Varicus deskiop devices

o Various network connections

Table 5.1.1]

8 it

) Qrigin

Collapse view

® Cumulative Layout Shift (CLS)
0.06

Page Loads

Gond (s 0.1) B2Y%
mpravement (0.1 - 0.25) 12%

6%

¢ 75th Percentile - 0.06

Core Web Vital

Time to First Byte (TTFB) A

Y 75th Percentile - N/A

Experimental

% Many sampl

@ All Chrom
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Diagnose performance issues

82

Performance

Les are estimated and may vary. The performance scofe is calulate

TRIC

@ First Contentful Paint

0.7s

Speed Index

20s

A Largest Contentful Paint

25s

() Cap @ 2022 £BE ed D 1L
® Inttial pag | = Gustom i
EE]‘ [ amag

OPPORTUNITIES

Reduce unused JavaScript

Thoy

A Image elements do not have explicit wideh and heighe

A Serve static assets with an efficient cache policy 14 resources found

Avaid an excessive DOM size 581 elements

Avoid chaining critical reguests 1 chains found

User Timing marks and measures 2 user timir

Keep request counts low and transfer sizes small 1

Largest Contentful Paint element 1 eleme

Avoid large layout shifts elements found

@® Time to Interactive

1.1s

@ Total Blocking Time

0 ms

® Cumulative Layout Shift

0.04

Table 5.1.1k
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3 Desktop

0 mevile

Run with original URL

+  Discover what your real users are experiencing

Largest Cantentful Paint (LCP)

THER NOTABLE METRICE

® First Contentful Paint (FCP)

Ppari> 3=

1 Parcentle

(3 Latest 28-day collsction parod

@ Full visit durstinm

+ Diagnose performance issues

Performance

METRICS

A First Contentful Pant

3.5s

A Speed Index

83s

A Largest Contentful Paint

11.7s

4.58 PM GMT+8

Core Web Vitals Assessment:

Firat Input Delay (FID)

Cara W
® Interaction to Next Paint (INP) &
ms
v- .
Page Loa
M
U | L1 il ¥
Pos )y ma |
mF L] 169
Exparmenta
LG va mabile ) %
T netwiek cho @A

A Time to Interactive

159s

A Total Bocking Time

1.410 ms

Origin

Cumulative Layaut Shift (CLS)

75 Fercartia -0

Time to First Byie (TTFE) &

® Cumulatve Layout Snit

0.08

Table 5.1.11

Ty, O EHES, 1A Hoadth I

118



Defer offscresn images

Heduce unused JavaScript

Eliminate render-n

KNG resourt

Heduce Inital server response time

Serve images in nexi-gen formats

Reduce unused CSS

Property size Images

Predoad Largest Contentiul Paint image

Reduce the impact of third-parly code Thord-party code b

Imaae elements o not have explic? i d

Minirmize main-thread work 875

First Contentful Paunt {3G) 7200 ms
Reduce JavaScript exacution time — 4.7 s

Serve static assets with an efficient cache policy
Avold an exceaswe DOM size — 1.581 elements

Avoid chalniny

Mical reques

User Timing marks and measwres 2 user imi

Keen request counts low and tr

Largest Contentful Paint element | ent 1

Avold large layout shifts lements found

Avnid leng main-thread 1asks i

4 resourc

d the main thre

ound

e » Jrecily allec 115

Table 5.1.1m
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B SE® | site Audit | Mobile Friendly Test

Oct 2022 (Mobile friendly test)
Mobile-Friendly Test

it results

0 Page is usable on mobile

This pageis ea ) use on a mobile device. Learn more

VIEW TESTED PAGE

Details

Craw!

@ Crawled successfully on Oct 7, 2022, 4:14:57 PM

Crawled as Googlebot smartphone
Crawl allowed? Yes

Page fetch Successful

Indexing allowed? Yes

VIEW HTTP RESPONSE

Table 5.1.1n
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B ®E® | Organic Research | Keywords

Aug 2022 (SemRush)
Organic Research: Positions (Desktop)
107 «evworos 529TRAFFIC
The number of keywords bringing users to the The number of users expected to visit the website
webcita via Goagle's top 100 arganic search results  in the following month an condition that average
monthly organic traffic stays relatively the same
Positio Search _ Keyword ol __ Traffic Trafm:
Keyword Volume ~ Difficulty = °FC = T (%) - Cost -

o
0o

Competi _

tion

$84 TRAFFIC COST

Estimated price of organic
AdWards

keywords in Google

Number of
Results

= SERP Features by Koyword = Keyword Intents =

52300000 :Revlews Featured snlnpet Imane ‘Informaﬁonal
160000 Imaae pack. Reviews. Imaae. Peopl informational
652000 Knowledae panel. Imaae pack. Site informational. transactional
648000000 Instant answer, Imaae pack. Site linl informational
91 Imaae pack. Reviews. Video. Imaae informational
13500000 Knowledae panel, Local pack, Site I commercial. informational
18400000 Imaae pack. Reviews. Video. Imaae informational
2420000 Local pack. Imaqe pack. Site links, | commercial
32600000 Local pack. Imaae pack, Reviews, Ir commercial
15300000 Local pack. Imaae pack, Site links. f commercial
5430000 Imaaqe pack, Reviews, Video, Imaage informational
34800000 Reviews, Video, Featured snippet, F informational
5430000 \Imaae pack. Reviews, Video. Imaae informational
35600000 Local pack, Image pack, Reviews, vV commercial
23300000 Reviews, Video, Featured snippet, liinformational
24200000 Local pack, Reviews, Video, Image, commercial
1990000 Imaaqe pack, Reviews, Image informational
9290000 Local pack, Image pack. Reviews, I commercial
16700000 |Imaqe pack, Image, Video Carousel informational
32200000 Local pack. Site links, Reviews, Ima commercial
195000000 Knowledae panel, Local pack, Imaar informational
139000 Knewledae nanel lmaae oeck Site informational

| 9 8 13.55 .62

peranakan motifs 1 1 0 9.6 0 .96
peranakan tiles 2 2 0.22 922 10 1
forbidden 10 1 0.03 9.03 1 0.1
peranakan pattern 3 3 0 433 0 0.85
peranakan 20 17 0.39 3.57 7 0.02
peranakan tiles desian 4 4 0.35 3.38 6 1
lacquerware 4 4 210 0.87 263 12 0.66
aemstone earrinas 6 6 0.44 2.44 5 1
sinaapore orchid flower 10 10 0.62 2.07 7 1
aqate stud earrinas 3 3 0 8 1.5 0 1
what is the national flower of sinaapore 1 1 0 7 1.31 0 0.11
aqgate stud earrinas 4 4 0 6 1.12 0 1
qold plated jewellery 7 7 0.34 4 0.75 1 i}
vietnam national flower 8 8 0 4 0.75 0 0.01
banales singapore 8 8 0.35 3 0.56 1 1
peranakan flowers 9 9 0 3 0.56 0 0.55
quartz stud earrings 9 9 0 2 0.37 0 1
banale size quide 12 0 2 0.37 0 1
earrings singapore 25 .52 2 0.37 1 1
banales 24 A2 2 0.37 3 1
peranakan tiles sinaapore 7 .21 1 0.18 0 1
il 4 1 018 0 4

sana nila utama 59 /f 0 0 0 0

Table 5.1.10
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Aug 2022 (SemRush)

BRI ®E® | Organic Research | Chosen Keywords

*More Organic + Paid Keywords can be chosen when looking at SEO Research of Competitors

Keywords Chosen (Have
Traffic)

Keywords Chosen (No Traffic

but can target)

For Organic
Separated by Topic
- peranakan motifs
- peranakan tiles
- peranakan floor tiles
- peranakan pattern
- peranakan tiles design
- peranakan flowers

- bangles singapore
- bangle size guide

- gemstone earrings
- agate stud earrings
- quartz stud earrings

For Paid
- Bangles
- Earrings singapore
- lacquerware

- birthday gift for girlfriend

- anniversary gifts

- birthday gifts for girls

- birthday gift ideas for her

- birthday gifts for her

- top 10 birthday gifts for
her

Organic
Separated by Topic
- sapphire earrings singapore
- gemstone bracelets singapore
- amethyst earrings singapore
- silver earrings singapore
- gold stud earrings singapore
- ear studs singapore
- ruby stud earrings
- gemstone jewellery singapore

- gold bangle singapore
- how to measure bangle size
- cuff bracelets

- cufflinks sg
- cufflinks for men
- cufflinks singapore

- gifts for friends singapore
- singapore jewellery online
- earring shop singapore
- jewelry store singapore

Branded Keyword chosen are a good opportunity for Branded Keyword Campaign for Google Ads

Organic Keywords chosen are not competitive (less than 30 ranking difficulty) with some search
volume.

Paid Keywords is chosen because they are difficult to rank for organically (above 50 difficulty),
broad head terms, competitor’'s brand, high search volume, low CPC

Keywords chosen with no traffic are still good for supporting keywords for blog ideas & building of
content pillars

B ®E® | Organic Research | Top Pages
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Aug 2022 (SemRush)

Organic Research: Pages (Desktop)

‘l;Organic Search: Pages 1-47 (472)

—— / Y
URL Traffic % ¥ | Keywords
40.60 19
31.01 22
16.91 7
2.63 1
2.44 2
1.50 1
1.12 1
0.93 6

Table 5.1.1p

B ®E® | On Page SEO Checker | Overview
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Aug 2022 (SemRush)

On Page SEQO Checker: 3| &

Overview Optimization |deas Top 10 Benchmarking Idea Tasks
Total Ideas @ (
E3 strategy Ideas 2 Ell serp Features Ideas 2
Backlinks Ideas 20 E3 Semantic Ideas 18
Technical SEO Ideas [@ ContentIdeas 87

[ User Experience Ideas

Our ideas may help you increase your organic traffic

over 1000% = S

Potential 121k

( TOP pages to optimize

Priority Total Volume

>

Table 5.1.1q

B SE® | On Page SEO Checker | Ideas

Aug 2022 (SemRush)

(Priorit)r Url Keyword Idea )
Compared to your rivals, some related words are not present in your page’s content. Try to enrich your

0.19 _ what is the national flower page’s content with the following semantically related words: “vanda miss joaquim’”, “agnes joaquim’,
' of singapore “year round blooming quality”, “resilience and year", “ vanda teres", “papilionanthe miss joaquim®,
“ministry of culture’, * 15 april 1981", *minister for culture’
Try to acquire backlinks from the following domains: culture-discovery-now.com, qiq.wiki,
0.19 _ what is the national flower findatwiki.com, autosearch.me, edwardbetts.com, wikipredia.net, history-cultural.com,
2 of singapore kingsparksitematerials.com, hmongwiki.com, find-jewelry-now.com, celebdailyposts.com, searcher.com,
ricemedia.co, eswiki.org, nutrition-and-health.info, linkfang.org, the360mag.com, edwardbetts.co.uk
0.19 _ what is the national flower Compared to your rivals, your page has a relatively low word count. Try to increase the length of your
: of singapore page content.

Table 5.1.1r
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(For Reference Only)

Ideas Trend: All Ideas vs. Estimated Traffic

200

@ 100

Ideas List: Total Ideas (129)

Category Idea Page Keyword Status Discovered v

singapore jewellery online, Todo Aug4,2022
accessories shop singapore,

gemstone |

singapore,

accessories singapore,

jewelry store singapore,

jewellery brands singapore,

gemstones singapore,

ewelleri singapore,

singapore jewellery online, Todo Aug4,2022
accessories shop singapore,

gemstone jewellery

singapore, forbidden,

accessories singapore,

jewelry store singapore,

jewellery brands singapore,

gemstones singapore,

'ewelleri siniapore,

singapore jewellery online, Todo Aug4,2022
accessories shop singapore,

gemstone |

singapore,

accessories singapore,

jewelry store singapore,

jewellery brands singapore,

gemstones singapore,

eweller‘ siniapore,

Content Ideas Provide a more relevant meta
description.

Content Ideas Use target keywords in <body> tag.

Backlinks Ideas Earn links from more sources.

Table 5.1.1s
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BOEESEE | Backlink Audit | Overview

Aug 2022 (SemRush)

Backlink Audit: |-
Report scope All links:_ Last update: Thu, Aug 4, 2022  Mailbox: Add 1

Overview Audit Remove Disavow Lost& Found TargetPages About

40

¥ Error pages in your domain ¥ Potential link networks @c
4 pages with errors 9 Same page title domains
2 backlinks affected 6 Multiple same root subdomains GSC,

About GENEIDECRIECE About Connect GSC

gle Search C

You will be able to audit backlinks from

& Connect

Analyze v
youthen

Overall Toxicity Score |

Referring Domains 1 Analyzed Backlinks | Authority Score |
n/a The number of referring domains is low. 44 727% folow 129 es.2x oo 15
0 2 42 New 1 6 New 1 21 s >
0% toxic 4.5% pot. toxic  95.5% non-toxic Broken 1 4 Broken i 10
Lost 3 Lost { 145
Table 5.1.1t
G’op 100 Referring Domains) Toxic domains
Domain Category Backlinks = AS Ts Visits A Referral Traffic
list.ly Arts & Entertainment 4 more 23 75 26 120,208 1o get data on referral
S = traffic, connect your
expatliving.sg Food & Drink 4 more 16 53 22 10,056 Google Analytics
. . " t
www.designdb.com Arts & Entertainment 3 more 6 50 3 nfa occoun
www.linkcentre.com Internet & Telecom 4 more 5 57 40 n/a
partisg.com Travel 4 | Rl 23 43 n/a

Show more

Table 5.1.1u
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Top Referring Domain Categories

Referring Domains by Authority Score

Beauly & Fitness 59% 7 81-100
Business & Industrial 3.6% 6 61-80 3
Shepping 11.4% 5 41-60 19
Travel 11.4% 5 21-40 5
Internet & Telecom 91% 4 ® 0-20
\ J
i : Backlinks by Link Attributes
Backlinks to Review , g
Follow ’ € 88
@ Toxic 0
: X Nofollow 8 A
Potentially toxic 2
Non-toxic 127 Sponsored
Whitelisted 0 ‘
uGC 3% 3
First, make sure to review the quality and topic
relevance of the most toxic backlinks. You can
reach out to the website owner to get a backlink
removed, disavow or whitelist it in one click.
Table 5.1.1v

4

Top 5 Target Pages L £3 Target URLs with error (4

Target URL

430 v

430 v

404 v

404 v

Table 5.1.1w

Domains =

Backlinks

! Referral Traffic

To get data on referral
traffic, connect your
Google Analytics
account
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5.1.2 SEO Research
Identify Competitors | Position Tracking | Competitor Discovery (Based on Position of existing keywords)
Aug 2022 (SemRush)

CPosition TrackingSCompetitors discovery (organic)

Tracking UrL: [

Device & Location: Desktop, Singapore (Google)
Report Type: Organic

Volume Type: National

Period: Aug 01-07,2022

Local pack: yes

Hotels pack: yes

Competition map

= N
- %}, /
v
'oeo; \
N "%
JI KCYyWwWR J /}) 9
(Competitors Discovery)
Domain Visibility » Keywords Avg. position
1 etsy.com u 2¢ 73.29242
2 wikipedia.org | 23 78.8739
3  nparksgov.sg | | 12 28.78231

Table 5.1.2a
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Identify Competitors | Organic Research | Organic Competitors (Based on Organic)
Aug 2022 (SemRush)

(Organic Research} Competitors (Desktop)

1 10 KEYWOR'?S | 531 mrarrc $90 TRAFFIC cosT |

Organic Search: Competitive Position Map

./)7 .

(Organic Search: Top Competitors 1 -100 (339))

Domain Competition Level v Common Keywords SE Keywords SE Traffic SE Traffic Price (USD) Ads Keywords
_ 38% 8 a8 1.9k 405 0
==
m
=
-
Table 5.1.2b
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Identify Competitors | Advertising Research | Paid Competitors (Based on Paid Ads)

(NIL as of Aug 10, 2022, PR doesn’t run Google Ads)
Aug 2022 (SemRush)
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Identified Competitors

Aug 2022 (SemRush)

Top Competitors Results Competitors Chosen
Competitor DX DAXOXXNA
Discovery DX XX
DX PO
DX XXX XX
XXX X
XXX XXX DO N
XXX XXX XX
DX
XXX
DO
XXX
XXX X
XHXXHXXA
XXX XX
DOOOKKXKXKN
DO
XX XXX
XXX XXX
PXOXXKXA
DOOKKXXKN]
PXXXHKXXO
DX X KN
Organic DX XXX Similar as above
search DX K
XXX XXX
DIXXXXX]
XXX X
DO
XXX XN
XXX
DX
XXX XX
XXX XX
DXOCKKXAKNA
DOXKAKXX]
XXX
Local XXX _
search DXOOOOXXX]
DO
XXX XX
XXX XX XX XXX
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Based on
Employer

Table 5.1.2¢c
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Competitor Research | Organic Research | Overview
Aug 2022 (SemRush)

Organic Research: Positions (Desktop)

Organic Search: Keywords chart

72 KEYV\'I‘ORD.‘Sj - 961 TRVéF‘FI.C - $.‘1v5.0TRA‘\F.FI$C‘OST -

Organic Research: Positions (Desktop)

838wworws 144 Kmurc

Organic Search: Keywords chart

$1 1 .OKTRAFFICCOST |

Organic Research: Positions (Desktop)

Organic Search: Keywords chart

2 1Keworos 71 4Kmewe  §37.6Kmenccost.

Organic Research: Positions (Desktop)

T2 e 20T

Organic Search: Keywords chart

 $8.8Kmumccosr

Organic Research: Positions (Desktop)

1.5Kmemows . 35.9Kmere .. 331.5Krmmceor

Organic Search: Keywords chart

Table 5.1.2d
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Competitor Research | Organic Research | Keywords
Aug 2022 (SemRush)

Keyword Position = Previous position Search Volume = Keyword Difficulty = |CPC URL = Traffic = Traffic (%) = Traffic Cost = Competition = Keyword Intents
1 1 480 30 0.3 https://ed 384 3995 115 0.84 naviaational
1 1 480 31 0 https://ec 384 39.95 0 0.66 navigational
1 1 90 44 0 https://ec 42 4.37 0 0 commercial
1 1 90 13 0 https://ec 42 4.37 0 1 commercial
2 2 210 20 0.3 https://ec 27 2.8 8 1 commercial
12 13 1900 59 0.37 https://ec 24 2.49 9 0.01 commercial
2 2 110 46 0.5 https://ec 14 1.45 7 1 commercial
2 2 90 17 0.34 https://ec 11 1.14 3 1 commercial
2 2 90 13 0 https://ec 11 1.14 0 1 commercial
7 7 170 35 0.42 https://ec 6 0.62 2 1 commercial
11 1 110 7 0 hitps://ed 5 0.52 0 0.55 informational
7 7 140 24 0.54 https://ec 5 0.52 3 1 commercial
5 5 70 17 0 https://ec 3 0.31 0 0 informational
14 14 320 29 0.49 https://ec 2 0.2 1 1 commercial
11 1 140 ael 052 hitpsiled 1 0.1 0 0.89 informational transactional.
Keyword = Position = 'revious positiol = | Search Volume = Keyword Difficulty = CPC URL = | Traffic = Traffic (%) = Traffic Cost = Sompetitior = Keyword Intents =
1 1 22200 53 0.19] https://w 17760 24.86 3374 1 navigational
1 1 4400 65 0.36 ] https://im1 3520 4.92 1267 0.18 navigational
1 1 3800 50 0.95 | https:/iwy 2880 4,03 2736 1 naviqational
1 1 4400 53 1.31] hitps:/im1 2068 2.89 2709 1 commercial
1 1 4400 45 1.74 | https: /i 2068 2.89 3598 1 commercial
2 3 8100 73 0.58 | hitps://w 1053 147 610 1 commercial
1 2 1900 33 0.52] https:/im\ 893 1.25 464 1 commercial
1 1 1900 21 0.62 | https://my 893 1.25 553 1 informational, transactional |
1 1 1900 34 0.77 | hitps:/iwn 893 125 687 1 informational, transactional |
1 1 1600 21 0.35] hitps://imy 752 1.06 263 1 informational, transactional
1 1 1600 43 1.03 | https://w\ 752 1.05 774 1 commercial
1 1 1600 36 0.21] https://im1 752 1.05 157 1 commercial
1 2 1600 28 0.86 | hitps:/iw 752 1.05 646 1 informational, transactional |
1 1 1600 19 0.14 | https:/iw 752 1.05 105 1 commercial
1 1 1600 30 0.36] hitps://my 752 1.05 270 1 commercial
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Keyword = Position = Previous position = | Search Volume Keyword Difficulty CPC = |URL = Traffic Traffic (%) Traffic Cost Competition Keyword Intents
1| 1 5400 33 0.59https://lo! 4320 29.91 2548 0.91 navigational
1 1 2400 37 0.63] https://lo! 1920 13.29 1209 0.94 | navigational
1 1 880 33 0.63 | https://lo! 704 4.87 443 0.94 navigational
3 3 4400 53 1.31} https://lo! 396 274 518 1 | commercial
1 1 480 22 0.99https://lo’ 384 2.65 380 1 transactional
5 5 6600 42 0.23|https://lo! 330 2.28 75 1 informational
1 1 390 34 0.64 | https://lo! 312 2.18 199 0.96  commercial, naviaational
1 1 390 34 0.94 ] https://lo! 312 2.16 293 0.98 | commercial, navigational
6 6 4400 45 1.74 | https://lo! 220 1.52 382 1 commercial
1" 0 4400 43 1.04 | https://lo! 206 1.42 215 1 commercial
4 4 2900 33 0.25] https://lo! 203 14 50 1 commercial, informational
7 0 4400 47 1.16 ] https://lo! 176 1.21 204 1 informational, transactional
4 4 2400 51 1.06 | https://lo! 168 1.16 178 1 commercial
1 1 210 35 1.1] https://lo! 168 1.16 184 1 transactional
8 9 5400 42 0.38] https://lo! 162 1.12 61 1 commercial
Keyword = Position = Previous position =| Search Volume = Keyword Difficulty = CPC = |URL = | Traffic = Traffic (%) = Traffic Cost = Competition = Keyword Intents =
1 1 14800 33 0.33] https:/iwr 11840 44 .37 3907 0.99 navigational
1 1 14800 40 0.33 | httos:/iwa 11840 44.37 3907 0.99 naviaational
1 1 720 29 0.22 ] https:/iwa 576 215 126 1 naviqational
1 1 3980 31 0.32] https:/iwa 312 1.16 99 0.32 navigational
4 4 4400 43 0.62]https://wr 308 115 190 1 commercial
6 6 4400 39 0.65] https:/iwa 220 0.82 143 1 commercial
9 11 5400 42 0.38] https:/iwa 162 0.6 61 1 commercial
1 1 320 37 0.45] https:/imn 150 0.56 67 0.89 commercial
1 1 140 36 0] https:/im 112 0.41 0 0.84 navigational
1 1 140 31 0} https:/iwy 112 0.41 0 0.84 commercial
1 1 140 31 0.19] https:/mn 112 0.41 21 0.38 navigational
4 4 1300 22 0.49] https://wA 91 0.34 44 1 informational, transactional
1 1 110 20 0.44 ] hitps:/imn 88 0.32 38 1 navigational, transactional
1 1 110 29 0.19]https:/ima 88 0.32 16 0.38 naviaational, transactional
1 1 110 28 0.42 | https:/iwy 88 0.32 36 0.99 navigational
Keyword = Position = Previous position =] Search Volume = Keyword Difficulty = CPC = |URL =|Traffic = Traffic (%) = Traffic Cost = | Competition = Keyword Intents
1 1 8100 29 2.04 | https:/iw 3807 10.59 7766 0.75 commercial
1 3 2900 31 2.03 ) hittps:/iw 2320 6.45 4709 0.84 navigational
1 1 3600 58 0.67 | https:/iw 1692 47 1133 0.52 commercial
1 1 2900 31 0.57 | httos:/iw] 1363 3.79 776 1 informational, transactional
1 1 2900 28 0.3 | https:/iw] 1363 3.79 408 1 informational, transactional
1 1 1800 32 0.25] https:/iw| 893 248 223 1 informational
2 2 6600 57 0.31 ] https://w| 858 2.38 265 0.91 commercial
1 1 1300 22 0.49 | https:/iw] 611 1.7 299 1 informational, transactional
1 1 1300 31 0.48 https:/iw] 611 1.7 293 1 informational, transactional
1 1 1300 32 0.48 | https://w] 611 1.7 293 1 informational, transactional
2 = 4400 39 0.65] https:/iw 572 1.59 371 1 commercial
1 1 590 29 0.96 | https:/iwi 472 1.31 453 1 transactional
1 1 1000 56 0.32] https://w] 470 13 150 1 informational, transactional
1 1 1000 33 0.22] https:/iw| 470 1.3 103 0.99 informational
1 1 1000 24 2.53 | https:/iw 470 1.3 1189 0.39 commercial, navigational
1 1 880 28 5.25| https:/iw 413 1.14 2171 1 commercial
Table 5.1.2e
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Competitor Research | Organic Research | Finding Keywords via Keyword Gap Tool

Aug 2022 (SemRush)

Keyword Gap Tool (Shared + Weak Keywords)

Keywords that PRl ARl share with competitors, in addition to those keywords being weaker as compared to the competitors

Keyword

jewellery singa)
jewelry store si
singapore jewe
earring shop sil
orchard jewelry

56

87
68
51
79

O 0 - N -

17
43
45
16
19

3
4

14
9
20

52
19
21

2
56

Table 5.1.2f

4400
720
390

90
90

53
54
46
48
44

1.31
1.39
0.72
1.19
0.62

Competition

RN G G Y

0.72

Keyword

Results Intents

113000000 commercial
45400000 commercial
59500000 commercial
16800000 commercial

7220000 commercial
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Keyword Gap Tool (Missing)
Keywords that PRl are missing whereas all its competitors have

Search Keyword Competiti Keyword
= [ 1 [ ! B
bracelet 0 3 9 8 12 5400 42 0.38 1 641000000 commercial
earrings 0 7 6 67 2 4400 39 0.65 1 1270000000 commercial
necklace 0| 13 4 20 5 4400 43 0.62 1 1660000000 commercial
jewellery shop singapore 0 2 43 4 40 2400 &1 1.06 1 65000000 commercial
jewelry stores 0 2 50 5 4 2400 60 0.52 0.42 1120000000 commercial
jewellery shops 0 2 38 3 5 1600 54 0.52 047 184000000 commercial
necklace singapore 0 1 13 3 10 1300 54 0.5 1 67900000 commercial
gold necklace singapore 0 2 94 25 67 1000 50 0.38 1 28000000 commercial
rings singapore 0 1 90 6 9 880 54 1.28 1 56600000 commercial
gold shop 0 1 82 24 48 590 55 0.27 092 6710000000 commercial
gold heart bracelet 0 6 56 36 17 480 20 0.37 1 51100000 transactional
braclet 0 4 1 17 10 260 43 0.47 1 501000000 commercial
mens jewellery singapore 0 13 72 51 69 260 32 0.47 1 19700000 commercial
ion jewellery 0 10 24 36 63| 210 27 1.51 0.53 13400000 transactional
jewellery shopping 0 1 89 54 3 210 50 0.46 0.13 337000000 commercial
buy gold online singapore 0 9 79 44 76 170 54 1.63 1 373000000 transactional
initial necklace singapore 0 35 22 57 49 170 24 0.56 1 6430000 commercial
online gold jewellery singapore 0 3 65 19 78 170 41 043 1 29100000 commercial
silver shops in singapore 0 10 57 21 17 170 47 043 1 151000000 commercial
gold necklace singapore price 0 1 85 43 28 140 21 0.38 1 19400000 transactional
925 silver necklace 0 16 26 4 2 110 23 0.41 1 20800000 transactional
cheap jewellery singapore 0 13 90 22 16 110 31 0.4 1 22400000 commercial
jewellery sg 0 2 22 5 12 110 51 1.27 1 27100000 commercial
mens earrings singapore 0 21 46 56 23 110 24 0.53 1 29600000 commercial
nex jewellery shop 0 6 35 26 23 110 21 0.47 0.84 878000 commercial
vivocity jewellery shop 0 7 1" 22 53| 110 24 0.39 0.5 266000 navigational, tral
bugis earring shops 0 26 14 17 8 90 26 0 043 148000 commercial
diamond ear studs singapore 0 2 50 41 38 90 22 1.78 1 10900000 commercial
gold heart singapore price list 0 7 39 22 26 90 29 0 0 22600000 transactional
jewellery online 0 3 94 17 9 90 47 0.98 1 1220000000 commercial
jewelry for sale online 0 1 30 4 17 90 54 0 0 230000000 transactional
jewelry necklaces 0 10 59 69 48 90 52 0.67 1 74100000 informational
plaza singapura jewellery 0 21 75 1 91 90 33 1.44 0.36 96000 transactional
silver and rose gold necklace 0| 41 46 1 1 90 22 0 1 105000000 informational
bridal earrings singapore 0 6 15 17 1 70 19 0.35 1 25900000 commercial
jewellery plaza singapura 0 16 66 9 61 70 35 1.77 0.56 95 navigational
jewellery vivocity 0 6 8 18 24 70 27 0.5 0.43 219000 navigational, tra
necklace shop 0 3 15 6 2 70 54 0.54 1 401000000 commercial
pearl accessories singapore 0 3 35 54 12 70 31 0.56 1 20900000 commercial
singapore gold shop online 0 3 60 20 86 70 43 0.54 1 128000000 commercial
tampines 1 jewellery shop 0 1" 68 75 36 70 20 1.23 0.49 83 transactional
where to buy jewelry 0 4 84 7 8 70 50 117 0.94 487000000 transactional
Table 5.1.2g
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Keyword Gap Tool (Untapped)
Keywords that only the respective brand out of the 5 brands is ranking for while the rest aren’t

Search Keyword Competiti Keyword
Keyword = = =z = = = Volume = Difficulty = CPC = on = Results = Intents =
52

plaza singapura 0 0 0 0 74000 46 0.63 0.05 7010000 navigational
vivocity 0 0 0 70 0 74000 59 0.58 0.03 5860000 navigational
gold price singapor 0 26 0 0 0 49500 38 0.44 021 534000000 transactional
ion orchard 0 0 0 48 0 49500 46 0.37 0.05 7510000 navigational
jem 0 0 0 28 0 40500 52 0 0.04 160000000 navigational
amk hub 0 44 0 0 0 27100 33 0.41 0.01 4940000 navigational
northpoint 0 0 0 20 0 27100 43 0.47 0 29600000 navigational
ﬁ 0 0 0 0 22 27100 73 0.17 1 92300000 navigational
singapore gold pric 0 34 0 0 0 22200 39 0.42 0.27 495000000 informational
_ 0 1 0 0 0 22200 53 0.19 1 20200000 navigational
vivo city 0 0 0 64 0 22200 51 0.58 0.03 698000000 navigational

0 0 1 0 0 14800 33 0.33 0.99 1030000000 navigational
- 0 0 1 0 0 14800 40 0.33 0.99 610000 navigational
ion 0 0 0 63 0 14800 76 0.43 0.02 2140000000 navigational

0 0 27 0 0 12100 35 0 0 98 informational

0 0 0 0 24 12100 39 1.43 1 8260000 navigational
today gold rate in s 0 45 0 0 0 12100 39 0.4 0.18 330000000 informational

0 96 0 0 0 9900 38 0.25 0.33 39300000 informational, tr
gold 0 48 0 0 0 9900 94 0.26 0.73 9560000000 informational, n
gold rate in singapc¢ 0 40 0 0 0 8100 36 0.38 0.18 368000000 informational
hoolah 0 0 94 0 0 8100 44 0.57 0.23 653000 navigational, tre
jewelry 0 2 0 16 0 8100 73 0.58 1 1990000000 commercial
> 0 0 0 0 1 8100 29 2.04 0.75 7750000 commercial
toggle 0 0 0 0 81 8100 60 0.08 0.05 3610000000 informational, tr
916 gold price in m 0 50 0 0 0 6600 29 0.21 0.03 56 transactional
916 gold price sing 0 15 0 0 0 6600 35 0.29 0.5 4260000 informational
accessories 0 0 0 0 10 6600 44 0.44 0.07 2220000000 commercial
diamond 0 19 0 13 0 6600 75 1.31 0.97 2870000000 informational, tr
ear piercings 0 0 0 0 2 6600 57 0.31 0.91 25600000 commercial
lady finger 0 0 0 0 85 6600 39 0.23 0.9 778000000 informational

0 82 0 0 0 6600 29 0.24 0.97 89 commercial
ring size chart 0 4 0 5 0 6600 42 0.23 1 435000000 informational
916 gold price in si 0 22 0 0 0 5400 35 0.3 0.22 4270000 informational
bracelet 0 3 9 8 12 5400 42 0.38 1 641000000 commercial
engagement rings 0 7 0 20 43 5400 58 1.56 1 203000000 commercial

0 0 0 1 0 5400 33 0.59 0.91 9800000000 navigational
plaza sing 0 0 0 33 0 5400 46 0 0.05 39700000 navigational
ring 0 47 0 69 0 5400 94 0.57 1 5630000000 navigational
smiley face 0 0 0 0 87 5400 69 0.46 0.45 542000000 informational
h 0 70 0 0 0 5400 45 0.26 1 95 navigational
diamond rings 0 1 0 6 53 4400 45 1.74 1 155000000 commercial

Table 5.1.2h
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Competitor Research | Organic Research | Chosen Keywords from Keyword Gap Tool above

Aug 2022 (SemRush)

Keywords Chosen (Have Traffic)
Missing Keywords from Competitors that are chosen

e bracelet
earrings

jewellery shop singapore
jewelry stores

jewellery shops
jewellery shopping
jewellery sg

jewellery online

jewelry for sale online

mens jewellery singapore

buy gold online singapore
online gold jewellery singapore
silver shops in singapore

Untapped Keywords from Competitors are chosen but not
documented due to the amount of keywords

| Why?

Same as choosing keywords from _s existing Organic Research at page 113

Branded Keyword chosen are a good opportunity for Branded Keyword Campaign for Google
Ads

Organic Keywords chosen are not competitive (less than 30 ranking difficulty) with some search
volume/

Paid Keywords is chosen because they are difficult to rank for organically (above 50 difficulty),
broad head terms, competitor’'s brand, high search volume, low CPC

Keywords chosen with no traffic are still good for supporting keywords for blog ideas & building
of content pillars

In addition

Some keywords were excluded because,
1. _does not have the product line (eg: necklaces, diamond, rings)
2. _ does not have a retail outlet (eg: Location based keywords such as -

3. Other irrelevant keywords

Respective Competitor Brand’s chosen keywords

Likewise, keywords chosen are not documented here but they follow the same guideline as the ‘Why’ Column

Competitor Research | Advertising Research | Keywords

Aug 2022 (SemRush)

Refer to Digital Advertising Research
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Competitor Research | Finding Referring Domains/Backlinks via Backlink Gap Tool
Aug 2022 (SemRush)

Domain Y ascore = = = = = = Matches =
home.blog 79 0 0 0 0 6 1
asiaone.com 69 0 2 0 0 7 2
siteslike.com 67 0 20 0 0 0 1
sitelike.org 65 0 24 24 57 6 4
expatriates.com 59 0 1 0 0 0 1
femalenetwork.com 58 0 0 1 0 0 1
keyworddensitychecker.com 57 0 24 0 0 0 1
dailyvanity.sq j 0 0 0 6 0 1
directorysiteslist.com 54 0 11 0 0 0 1
freedirectorysite.com 53 0 17 0 0 0 1
nylon.com.sq 51 . 0 37 4 5 0 3
finestservices.com.sg 49 0 0 3 0 0 1
safelinkchecker.com 48 0 16 0 0 0 1
lovecoupons.com.sg 45 0 0 0 2 0 1
shopperboard.com 45 0 0 0 0_ 1
tiendeo.sg 44 0 43 16 25 0 3
listography.com 44 0 0 0 0 16 1
threebestrated.sg 44 0 35 0 0 0 1
beststartup.asia 43 0 0 0 0 3 1
sbo.sg 43 0 0 2 0 0 1
divedeals.sg 40 0 0 1 0 0 1
wardrobetrendsfashion.com 40 0 0 0 0 4 1
offerworth.com 32 0 0 0 o 157 1
ip-192-99-8.net 30 0 4 0 0 2
bonggiugiu.blogspot.com 30 0 0 0 1
paradeoflove.com 26 0 2 0 0 0 1
yourbestcoupons.com 24 0 l 74 12 0 0 2
enabalista.com 23 0 0 16 0 0 1
jenniferrapozaphotography.com \ 21/ 0 1 3 0 0 2

Table 5.1.2i
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Competitor Research | Finding Referring Domains/Backlinks via Link Building Tool
Aug 2022 (SemRush)

Domain Authority
Domain Y Example Url = Score = Rating = Source = URL Type = Comment = =5 =
55 5 keywords,competitors general
56 5 keywords,competitors general
54 5 keywords,competitors general
50 5 keywords,competitors general
46 4 keywords,competitors general
48 4 keywords,competitors general
64 3 keywords,competitors general
41 3 competitors general
55 3 competitors general
45 3 competitors general
61 3 competitors general
44 3 competitors general
35 3 keywords,competitors general
Domain Authority
Domain Y Example Url = Score = Rating = Source = URL Type = Comment = = e
49 3 competitors general
52 3 keywords,competitors general
46 3 keywords,competitors general
50 3 competitors general
Table 5.1.2]
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Audience Research (For SEO & Content) (What people are searching, asking, finding, etc.)

Keyword: Bangle & Bangles
Aug 2022 (Google AutoComplete, People Also Ask, Related Searches, Keywords Everywhere, Keywords Surfer)

banglé] 2. bangles
o

bangle bracelet bangles gold

bangle ceremony bangles design

bangles gold bangles singapore

bangle size guide bangles for women

bangle meaning . bangles meaning
bangles design 2. bangles design gold
bangle box 2. bangles for men
bangle size E3 Eternal Flame

o & Song by The Bangles
bangles singapore L J

bangles songs

Google Search I'm Feeling Lucky
Google Search I'm Feeling Lucky

People also ask People also ask

Is a bangle bracelet? What is bangles called in India?

Which is better bangle or bracelet? Are.the Bangles still together?

Why do men wear bangles? What is the purpose of bangles?

Wiiatians bracalets calied i ihdia? Who were the original members of the Bangles?

i ?
Why do Indian girls wear bangles? Whyishoukie gl wear bangles:

Why girls should wear bangles? Can unmarried girls wear bangles?

Can Musli b lets? Why do Indians wear so many bangles?
an Muslims wear bracelets?

) Which bangle is good for health?
Why do Indian men wear a bangle?

How many bangles should you wear?
Should guys wear bracelets on left or right?

Can we wear bangles with jeans?
What is a cuff bracelet?

How do | choose a bangle?
How do you open a bangle bracelet?
What color of bangle benefits the married woman?
What's the difference between bangles and cuffs?
How should a bangle fit on your wrist?
How many bangles should you wear?
What is the average bangle size?
What do bangles symbolize?
What is the average woman's wrist size?
Do men wear bangles?
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Related searches

; Bangle Cartier

L@ Bangle for Men
Bangle Bracelet

g Bangle Bracelet for women

Gold Bangle

Bangle bracelet Cartier

< Tiffany Gold Bangle

<%= Tiffany Bangle

Q. bangle meaning

Q. bangle pronunciation

& bangle vs bracelet

Q. gold bangle singapore

‘ Long-Tail Keywords
KEYWORD

bengal cat

bangle bracelet

bangle size chart
bangle box

bangles design

bangle store near me
bangle animal crossing
bangle mehndi design
bangle ceremony
bangle design gold
cartier bangle

gold bangle

silver bangle

gold bangle bracelet
pandora bangle

how to measure bangle size

{3y Copy &, Export

Load Metrics (uses 18 credits)

chris bangle
bangles
Perpage: All v 1-18 of 1{
Keyword Surfer [*] Clipboard i Keyword Surfer [%] Clipboard -
Keyword ideas A Keyword ideas ~
Keyword Similarity  “Volume Keyword Similarity  “VVolume
bracelets 25% 4400 ladies bracelet 10% 880
bracelet 15% 4400 ladies bracelets 5% 880
bangles 95% 1600 bangle gold 50% 720
bracelet gold 20% 1600 gold bangles 50% 720
gold bracelet 20% 1600 gold bangle 35% 720
gold bracelets 5% 1600 pandora charm bracelet 5% 480
tiffany bracelets 10% 1000 bangle bracelet 50% 390
bracelet singapore 20% 880 ladies gold bracelet 5% 390
singapore bracelet 20% 880 ladies gold bracelets 5% 390
bracelet ladies 10% 880 bangle animal crossing 50% 140
fii] SURFER Per page: 10 v 1-10 of 26 » MECHERES Per page: |10 v| 120026 { >
Table 5.1.2k
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Audience Research (For SEO & Content)

(What people are searching, asking, finding, etc.) | Topic: Bangle

Aug 2022 (AnswerThePublic)

(For Reference Only)
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5.1.3 SEO Objectives, KPIs & Metrics

Digital Marketing Objectives

SMART KPIs & Metrics

e Increase brand awareness
and visibility through search
engines, social media and
digital advertising so as to
increase website traffic by at
least 20% average per month
at the end of 2022.

e From 675 (YTD data monthly
average) to 810 from Jan
2023 onwards

SEO:
* Increase average Google organic search ranking position from 37 (keywords selected from current list of
organic keywords, otherwise it will be 27 from GSC) to 20 by Jan 2023

* Increase total Google organic search impressions from 261,000 (Google Search Console 21st Apr 2021 -
31st Jul 2022) to 350,000 by Jan 2023

* Increase average Google organic search click through rate from 2.5% to 3.0% by Jan 2023
* Increase total organic keywords that is ranking in SemRush from 107 to 200 by Jan 2023
* Increase total Referring domains from 52 to 72 by Jan 2023

* Increase total backlinks from 203 to 250 by Jan 2023
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Metrics Matrix based on
User Stages/
Funnel

SEO Metrics

A=/ RE_4 " _ _ O A _4"___ M™MI___ AR _4_ " _ _
Consideration / (For Us and not Audience)
AWArSOEeE SRt Engagement Notvaesion Advocacy KPls, Action Plan Metrics
Same as Googlo Analytics
- Search Console Report
- Filter All Traffic (Organic)
Channels Report
Users
New Users
Sessions Google Analytics (Audience >
Bounce Rates Behavior & Behavior)
Pages / Session Justlook at
Avg Sesslon Duration - Search Console Report
- Filter All Traffic (Organic)
Google Search Console Channels Report
Impressions
Organic (Non-Branded) Click - Sessions Number of blog post
Through Rate Bounce Rates
Organic (Branded) Click Through |Pages / Session Content Audit
Rate Avg Sesslon Duration
Page Views
SEO Tool Avg Time on Page
Organic Search Volume
Organie (Branded) Search - (Google Search Console & SED
Volume Tool Metrics
Organic Traffic Value Same as Awareness On-Page SEO | Google Analytics (E-Commerce
Average Position Conversion)
Search Visibility - Goals Report (For Newsletter)
=Muit Channel Funnel Report
Domain Rank - Filter All Traffic (Organic)
Page Rank Channels Report
Rankings of each Keywords
No. of Keywords Ranked For Off-Page SEO, look at Referral
No. of Long-tail keyword / buyers
keyword Revenue Google Analytics
No. of Internal Links
Conversions (Purchase & New vs Returning Users

Same as Google Analytics
{Acquisition)

Just look at
- Filter All Traffic (Referral)
Channels Report

users
New Users
Sessions
Bounce Rates

Pages / Session

Avg Sesslon Duration

SEO Tool
No. of Referring Domains
Referring Domains® Rank
No. of Backlinks
DoFollow Backlinks
Toxic Backlinks

Same as Google Analytics
A > &

(4
Justlook at

- Filter All Traffic (Referral)
Channeis Report

Sessions

Bounce Rates

Pagos / Session

Avg Session Duration
Page Views

Avg Time on Page

{SEO Tool Metrics)

Same as Awareness Off-Page SEO

Newsletter Signups)
Conversion Rate

Cost per Conversion (Referral
from paid outreach)

Return on Investment (associated
from referral)

ADV

Technical
SEO

Google Search Console
No. of Pages Indexed
No, of Nolndexed

Crawl Errors

Pagespeed Insights
Time to Interactive
First Contentful Paint
Largest Contentful Paint
Cumulative Layout Shift

Mobile Friendly Test
Mobile Responsivensss

SEO Tool

Site Health
Issues, Errors, Warnings, Notices

(SEO Tool Metrics)

Same as Awareness Technical
SEO

Customer Retention Rate

cLv

Number of Potentials Source

Number of Email Qutreach

Number of Site Errors Fixed
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5.1.4 SEO Action Plan

Campaign | KPIs Action Plan (Details) Action Metrics Timeline
SEO Refer to Keyword Research Number of blog post 4 months $3,100 manpower
(Aware e Find & build keywords relating to topics, competitors, Content Audit hours / month
ness) industry & trends
SEO 1. Use Customer Persona for SEO. Search term
KPls use to find business, pain points & customer Number of Potentials
above objective Source
2. Use Customer Journey for SEO. Different Number of Email
phases/intent uses different search term. Map Outreac
the search term to funnel stage Number of Site
3. Craft Site architecture. Map Customer Flow Errors Fixed
(different from Journey) with Site information
On-Page SEO
e Follow SEO Guidelines & Best Practices for
H1/Title Tag
Domain URL

Meta description
Image Optimisation
Quality Content on Page (Main & Secondary)
Internal Linking
. External Linking
Technical SEO
e Follow Technical SEO Guidelines & Best Practices for
1. Page experience
2. Core Web Vitals (Loading (LCP), Interactivity
(FID), Visual Stability (CLS))
3. Mobile Friendly
e Fix5-10 errors / month
e Fix 5-10 crawled page issues / month
e Fix5-10 Top Issues / month

NoohRwN =

Local SEO

147



e Follow Local SEO Guidelines & Best Practices

Off-Page SEO
e Follow Off-Page SEO Guidelines & Best Practices for
High Domain Authority
High Page Rank
Relevant Co-Citation & Co-Occurrence
Follow Links
Relevant, Popular & Diverse (directory, blogs,
PR, etc)

abrwbh =

Submission-Based Link Building
e Source for Directory Submission
e 1 Guest Blogging / month
e Try 5 Private Blog Networks linking
Manual Outreach
e Source for manual outreach
e 5 -10 manual outreach email / month and calculate
success %
e Source for paid outreach + pricing
o 1 paid outreach / month if on budget
e Source for Blog Influencers
o 1 Blog Influencers outreach / month
Content Amplification
e 1 On-page Blog /4 - 6 weeks (On-page SEO & Content
Marketing)
e 1 Press Release Campaign every Quarter?

5.1.5 SEO Analytics / Reporting (See section 6)
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5.2. Content Marketing Strategy

Summary of Findings (Content Audit)

Google Analytics

Table 5.1.2c shows the Channel & its content that has at least 1 conversion, sorted by Users. The results
shows organic followed by direct, newsletter email, paid facebook social, expat living, paid instagram social
and more email automation.

Besides organic/direct channels where we know it is due to brand awareness and not SEO effort that led to
conversion. We know that email marketing is doing decent for followed by paid socials and they
both go together in funneling users from awareness to subscribing to the newsletters. Users resonate with
content in those areas.

Likewise when the above is sorted by Revenue, the result is the same with organic bing channel rising
higher.

Table 5.2.1e to 5.2.1j shows the landing pages that users land initially that eventually led to their conversion.
When filtered by url pages with /blogs, the revenue attribution is only SGD 500. Which as mentioned, suggest
the content not bringing much conversion even though it is driving traffic. It is good for brand awareness.

The “/” (homepage) got the most attribution which is normal and no further information can be drawn as that is
expected. Users got to the homepage from organic social, paid social, email, offline, print, etc.

The /collection page however got more revenue attribution of about SGD 39,700. From the sessions and
revenue, it outranks /blog page, suggesting users with higher intention of heading to collection page or
finding’ the collection page for conversion, more than knowing the content produced by ﬂ
Perhaps due to the nature of E-commerce or simple the jewellery industry.

The /checkout page is considerably decent in revenue as it can originate from abandon cart emails, emails,
referrals.

Other miscellaneous pages includes /pages that is related to contact, product care, appointment and gifts.

Table 5.2.1k, shows new users who did/did not convert vs returning users who did/did not convert. From the
pie chart, we know that those who converted at least once are more likely to return (39.4% returning users
who convert) than those who did not convert. The returning rate is decent for converters. However, the
returning rate for non-converters (17.4%) suggest the content not resonating to them as it doesn’t serve users
like a Content Hub and that is perfectly normal. But we can look into that 17.4% or 3614 of the users
behaviors to find what stops them from converting. They can be users who got to the site from peranakan
keyword but they are returning, hence there is some form of engagement.

Table 5.2.11 shows returning users who visit blogs vs collection pages, sorted by number of sessions.
Likewise, collection pages have the most users returning to purchase/view compared to blog pages. The
number of session with 1 having 0 users is due to the fact that if users returned, they are considered more
than 1 session and hence will not appear in the 1 session category.

Next table shows the same as above, sorted by days since last sessions. Collection pages shows the winning
result, but what is found is that returning users took between 0 to 6 days to revisit their next session.

Table 5.2.1n shows the landing page for blogs and the user flows journey. Many users landed on peranakan
but faced a massive dropoff (from the red funnel out infographic). Whereas for collection page for the next
table, the bounce rate is about 40-50% and users proceeded to the next few pages as shown.
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Summary of Findings (Content Research)

SemRush

Table 5.2.2a shows a brief content research of competitors with their most visited web pages. The result
suggest that-s most popular pages is their homepage, followed by about us and then the
respective collection pages. This can be their email or social media marketing driving people to their brand
awareness page. Other than that, they have the same function in content marketing as _

likewise, focuses more on their product / collection pages and from further research into those
pages, provides decent information on their product pages which could help in some form to their organic
ranking and content resonance when pushing customers to view those pages.

_does have some blogs that drive some traffic for example, sizing charts, wedding ring information
and store locators. Other than that, their homepage drove the most users.

_s branded keyword is really strong, with about 80% driven from their brand keyword into their
homepage. They focus on their product/collection pages and that is all with not much content blogs.

- brand keyword did not drive much traffic to their homepage, it is their product variety that contributed
and accumulated into the huge traffic, directing users to their respective pages such as ear piercing, store
finder, collection and products.
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5.2.1 Content Marketing Audit

B Overall SiteMap

Aug 2022 (All TIme) (SemRush)

Crawled Pages

B pages | & Site Structure |

Site Structure

Directory URLs Issues
3 /collections 1,839 31,476
/products 630 15,194
/pages 38 240
3 /blogs 18 49
/account 1 1
—— B
Table 5.2.1a
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BOEE®E® | Channels and its Contents that Converts
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Channels @

' SG| Converters (Goals & Transactions)

+ Add Segment
371% Usess

Explorer

Summary SiteUsage GoalSet1 Ecommerce

Users v VS, Select a melric

B SAVE 3, EXPORT & SHARE  EDIT & INSIGHTS

(May 1,2020 - Jul 31, 2022 )

Day Week Month o4 %

® Users
100
50
L g . o 2021 2022
Primary Dimension: Default Channel Grouping  Soutce / Medium  Souice  Medium  Other
Secondary dimension ~ SortType Default ~ Q advanced B @ |2 T & |FT
Acquisition Conversions eCommerce =
Default Channel Grouping
Users ¥ New Users Sessions Bounce Rate Pages / Session Avg. Session Duration Ecommerce Conversion Rate Revenue
SG | Converters (Goals & Transactions) 991 646 1,144 1.31% 13.06 00:12:04 54.02% SGD 132,893.67
of Tot 6,684 t Total: 2.41'% (26,802 of Total: 2.89% (39,551) 8 97.47%) vg fo 2 69%) \vg for Vi 0307 (268 08 vg for Vi (2 04 f Total: 8 GO 152.455 63
J 1. Organic Search 476 (4c.03%) 307 (4752 542 (473 0.55% 13.82 00:13:04 54.43% 295 1 SGD 6892095 (51 26
(1| 2. Direct 237 (22.52%) 167 254 118% 12.63 00:11:38 5591% 142 SGD 28,641.57 (11 °%
O | 3. (Other) 202 (19.54%) 116 220 (1972 0.00% 1323 00:11:56 49 55% 109 117 64%) SGD 2013845 (*
O 4. Referral 78 (7.54%) 28 (4.33 84 (734 10.71% 1021 00.09:35 72.62% 61 (va7%) SGD 1274520 (.59
U ( 5. Social 36 (3.48%) 25 39 (34 0.00% 9.5 00:06:42 15.38% 6 SGD 1573.80 1118 )
O 6 Emall § (vas%) 3 16 § (044 0.00% 23.60 00:17:03 100.00% § SGD 874.00 66
Table 5.2.1b
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BOEE®E® | Channels and its Contents that Converts (Sort by Users)

1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Primary Dimension: Default Channel Grouping  Source / Medium  Source  Medium  Other ~

Secondary aimension: Source / Medum ¥ Sort Type:  Defoult

Acquisition
Default Channel Grouping Source / Medium
Users +
991
SG | Converters (Goals & Transactions)
= )
1. COrganic Search goagle / organic 462 (14040
[0 2 Dpiea (direct) / (none) 237 (22.74%)
U 3. (Cther) Newsletter / campaign-email 70 (s8.72%)
J | 4. (Other) fb / paid-social 52 (4.99%
- (Other, pai i ) )
J 5. Referral securecheckout hit-pay.com / referral 37 (355%)
(@ 6. Referral expatliving sg / referral 28 (269 3
U 7. (Cther) ig / paid-social 25 (240%)
) 8 (Other) Weicome Series / flow-email 20 (1.92%)
] 9. Social Linstagram.com / referral 20 (1.92%)
) | 10. (Other) Customer Thank You / flow-email 12 (1150
J | 11. (Other) Welcome Serles New / flow-email 10 (0.96
0] | 12 Organic Search bing / organic 10 (0.96%)
O | 13, (Other) glrj‘s;i?mer with loyalty points, no account / campaign- & (0%
Nl v,
) | 14, Social 1GShopping / Social B8 (0.77%)
0O | 15, (Other) facebook / (not set) 6 (0.58
J 16, Email abandoned_cart / email § (0.48%)
{J | 17. Organic Search yahoo / organic § (0.48%
) | 18. Referral sg.search.yahoo.com / referral 3 (0.29%)
J | 20. Social Ifacebook com / referral 3 (029%)

297

167

M

36

pal

1

254

Table

76 (6o

39
29
25

21

3 2
3 (2

5.2.1c

Behavior

Bounce Rate
1.31%
b 9100

0.57%
1.18%
0.00%
0.00%
20.51%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%
0.00%

0.00%

Pages / Session
13.06

13.76
1263
16.12
1096

469
1631

9.28
12.52
10.77
17.43
12.82
17.07
11.22

7.67
15.00
23.60
12.00
15.67
1567

533

Avg. Session Duration

00:12:04
00:13:03
0011:38
00:16:05
00:08:06
00.03:14
00:13:32
00.07:31
00:11:48
00:07:17
00:14:21
00.15:46
00:13:51
00:07:13
00.04:51
00:11:32
00:17.03
00:11:37
00:19:36
0016:32

00.09:07

Q  advanced

Conversions  eCommerce ~

Ecommerce Conversion
Rate

- 54.02%

5411%
5591%
67.11%
16.67%
105.13%
47.38%
20.00%
95 24%
9.09%
71.43%
90.91%
71.43%
22.22%
33.33%
33.33%
100.00%
40.00%
66.67%
66.67%

0.00%

Transactions

283

142

51

a1

12

20

10

10

618

1

#H e

1"
™
il
=

Revenue
SGD 132,893.67
SGD 65,364.95 (
SGD 28,641.57 (21
SGD 7,761.45
SGD 1,445.00
SGD 8,385.20
SGD 2,685.50
SGD 905.00
SGD 4,828.50
SGD 539.00
SGD 1,478.50
SGD 2,246.50
SGD 2,736.00
SGD 1,205.00
SGD 824.50
SGD 268.50 (20
SGD 874.00 (¢
SGD 820.00
SGD340.50 (0o
SGD 467.00

SGD 0.00 0
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BOEESE® | Channels and its Contents that Converts (Sort by Revenue)
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Primary Dimension: Default Channel Grouping  Souwrce / Medium  Sowse  Medium  Other =

Secondary dimension: Source / Medium ¥  Sort Type. | Default ~

Q agvanced B @ T T | &

Acquisition Behavior Conversions  eCormmeice ~
Default Channel Grouping Source / Medium
Avg. Session Duration Ecommerce Conversion
Users New Users Sesslons Bounce Rate Pages / Session Rate Transactions ( Revenue ‘b)
S Conartons [Boals & Trassactiins) 991 64 1144 113.06 001204 5402% 618  SGD 13289367
6 683) 6 60 (39.551) "o £5% (768 08%) 905 04%) I (SGD 157.455 63)
~ N
8 1. Organic Search google / organic 462 (1414 297 (15 523 (15.72 0.57% 13.76 00:13:03 54.11% 283 (4509 SGD 65,364.95 (15197
( 2. Direct (direct) / (none) 237 (2274 167 (2985 254 (22 203 1.18% 12.63 00:11:38 5591% 142 8 SGD 28,641.57 (21 5%7)
O 3. Referral securecheckout.hit-pay.com / referral 37 (3.56% 0 (oo 39 (3.41% 20.51% 4.69 00:03:14 105.13% 41 (663 SGD 8,385.20 (e.31%)
f|_ 4, (Other) Newsletter / campaign-email 70 (72 41 (635 76 (664 0.00% 1612 00:16:05 67.11% 51 SGD7,761.45 (s r«.r?
O 5. (Other) Welcome Series / flow-email 20 (1829 3 (0« 21 (184 0.00% 12.52 00:11:48 95.24% 20 24 SGD 4,828.50 (2.63%)
[_ 6. Organic Search bing / organic 10 764 5 « 14 (.22 0.00% 17.07 00:13:51 71.43% 10 ¢ SGD 2,736.00 (2 Ub‘]
( 7. Referral expatliving sg / referral 28 69" 21 (3325 28 (213 0.00% 16.31 00:13:32 4138% 12 a4 SGD 2,685.50 (202
O 8. (Other) Welcome Series New / flow-email 10 6 2 ( 11 (0.0s 0.00% 12.82 00:15:46 90.91% 10 62 SGD 2,246.50 (1.60%)
J 9. (Other) Customer Thank You / flow-email 12 (118 2 (03 14 (122 0.00% 17.43 00:14:21 71.43% 10 ° SGD 1,478.50 (1.11%
(]| 10. (Other) fb / paid-social 52 (a3 36 (557 54 (a72y 0.00% 10.96 00:08:06 16.67% 9 SGD 1,445.00 (109
O 1. (Othen) CUmoME Wh loyaity Dolnta, o Scomut £ CampagD: 8 7 (08 9 (@9 0.00% 1n.22 00:07:13 2222% 2 (a2 SGD1,205.00 (0.7
J | 12, (Other) ig / paid-socsal 25 (240 19 (204 25 (219 0.00% 9.28 00:07:31 20.00% 5 @ SGD 905.00 (06an)
CJ 13, Email abandoned_cart / email 5 48 3 (046 S (044 0.00% 23.60 00:17:03 100.00% 5 SGD 874.00 (0.6
&. 14, Soclal 1GShopping / Social 8 4 3 (uas 9 (M 0.00% 7.67 00.04:51 33.33% 3 49 SGD 824.50 (v.c2 W,
[J | 15. Organic Search yahoo / organic 5 48 S (077 5 (044 0.00% 12.00 00:11:37 40.00% 2 SGD 820.00 (0 e
O 16. Referal growave.io / referral 2 (019 0 ©o 3 (026 0.00% 26.00 00:43:40 66.67% 2 (032 SGD 667.00 (0.50%
L) 17, Social Linstagram.com / referral 20 (192 18 (279 22 (192 0.00% 10.77 00:07:17 9.09% 2 SGD 539.00 (04
0 18, Referral _ 3 (029 3 (e 3 (02 0.00% 15.67 00:16:32 66.67% 2 032 SGD 467.00 (0757
) 19. Referral sg.search.yahoo.com / referral 3 20% 1 @15 3 26 0.00% 15.67 00:18:36 66.67% 2 A SGD 340.50 (v.asn
L | 20, (Other) facebook / (not set) 6 4 5 ( 6 (052 0.00% 15.00 00:11:32 3333% 2 SGD 268.50 (00
Table 5.2.1d
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BOEEE® | Landing Page (Blogs) that contributed to Conversion
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Landing Pages B e (4 ooRr

& msanTs

5G| Converters (Goals & Transactions) ) 5G | NonCorverters (Goals & Transac

Explorer  Cntronce Paths

GoalSet ) Ecommerce

ouy | west [rmem] (28]

® Saasions (SG | Convertars (Goals & Tranasctions]) @ Sessions (SG | Non-Convarters (Goais & Transactions))

/blogs/ filtered

v sn Dloge/ Jaie = =i

Prmay Dresncen Lasding Page (T

Acqudskion Behaver Comenions  sCormoce <
o O Ccommerce Comersan Rate
Eervions ~ N Now Secmions New Users. Brsece Rute Pages / Seasion Avg Sersion Curaties Traneactions Reveave
8 75.00% 6 0.00% 9.75 00:13:20 3 SGD 562.00 37.50%
SG | Converters (Goals & Transactions)
2,388 82.29% 1,965 80.07% 1.69 000118 0 SGD 0.00 0.00%
S$6 | N (Goals &
$5 | Converters (Goals 8 Transactions) 2 100 00'% 2 0.00% 9% 000607 1 SGO 15000 50 00%
SG | NonConvertars (Goals & Trangactions) 11730 8296% 92 87 55% 129 000087 0 SGO 00D 0.00%
2 _ & (direct) / (none)
35 | Canverters (Gonls & Transactiors) 1 000% 0cca 0.00% 24.00 012101 1 $60 162,00 100.00%
SG | Nen-Converters (Goals & Transactions) 1800 37 %0% L3 3138w 10a 0DOI3E o SGU 0.00 000%
onverters (Goals & Transactiors) 1012 10000% 1 0.00% 23.00 000656 0 600,00 0.00%
SG | Non-Converters (Goals & Transactions) " 3636% 4 1273% 1 6a 00003 0 SGO 000 0.00%
5G| Converters (Goals 8 Trensactions) V2 0.00% L 0.00% 1.00 000105 0 G0 0.00 0.00%
S5 | Noo-Converters (Goals & Transactions) L] 000% 0nr 000% 000 000000 0 ) SGO 00D 000%
8G | Corvertera (Goala 8 Tranaactions) 1 100 00% 1 0.00% 1.00 004025 0 §G0 000 0.00%
S5 | Non-Converters (Goals & Transactions) L 000% Qe 0.00% 000 000000 0 SGO0.00 0.00%
L} = 5/ paidsocld
SG | Corverters (Goals & Transactions) 1 100 00% 1 000% 100 0dfo 4z 0 SG0 000 0.00%
$G | Non-Converters (Goale & Transactions) 1] 000% 0t 0.00% 0.00 000000 0 SGU 0.00 0.00%
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B SE® | Landing Page (Homepage) that contributed to Conversion
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Landing Pages © B s b eeonr < sHaRe & wsonts
N .
SG | Converters (Goals & Transactions) $G | Non-Convarters (Goals & Transac. T May 1, 2020 - Jul 31, 2022
266% Enwwnces £6.76% Ertronon

Explorer Entrance Paths

Summary SiteUsage GooiSet1  Ecommerce

Bessions ~ | V8. Grlect ametio Day Weck Monh 24 %

© Seszions (SG | Converters (Goale & Transactions)] @ Sessions [SC | Non-Cenverters (Geals & Tranesctions))
1,000

“/* homepage filtered
Primary Dimesaion Landing Page 01

Sesondary dresen Sowce / Medum ~  Serl Trew. Defad = ‘uv—umn-oﬂ ) ey (B QS T

Acepistion Bananor Comversiens  «Cammenss =
Landing Page Source | Medum
Sonbne <+  New Sessions New Usars Beunce flats. Pages) Sersion Ay Revanve Eeemvsarse Coeneralon Bate
o3| Contarters ouis K Tratiattins) 58 7063% .30 019% 1418 001313 o  SGD52.751.25 ) 45.35%
s (Gonis & 10219 6863% 708 2051% 478 00:03:47 0 ... 560000 o 000%
LA @ | google / organic
G | Convertars (Gosls & Transactions) 320 (v o 70.98% 23736 7% EIEY 1397 01301 181004 SGD 33,100 50 ar19%
5G| Non-Converters {Goals & Transsctions| 4053 (20 e 70.96% 28726 01 2.75% 523 000355 SGL0.00/0.0y 0.00%
2 ! & (dwest) / (nane)
$G | Convertars (Goals & Transactions) 74 20% 0 0.00% 1493 001374 s SGU 11,82525 a185%
SG | Non-Converters (Goals & Transactions| 73.22% 2991 (4265 39.28% 385 000248 Qe SGD 00000y 0.00%
a @ | expatiiving s / refesral
SG | Convertars (Goals & Transactons) 240000 87.50% kal ) 0.00% wa 01330 Ban SGD 1,600 501 1 E<RELY
SG | Non-Converters (Goals & Transsctions| S3005 e 87.92% 4660 02y 30.19% an 000322 0jos SGD D000y 0.00%
4 @ | |instagram com | referral
SG | Convenere (Goals & Transactons) 22 81.82% L] M 0.00% 10.77 000737 201 SGD 53900/ 0. 9.09%
50 | Nan-Converters (Gools & Transoctions] 47800 79.50% 3807 4 1444% 55 00:0254 Oaew SGD 0000 0.00%
8 @ bing s organc
$G | Converters (Gosle & Transactons) Toae S7.14% 40058 0.00% 2114 o723 624 SGD 181900 ¢ B8N
8G | Non-Converters (Goals & Transoctions) | {EEER 6296% 408 1667% 574 000356 0a SGD D00 0.00%
6 ! @ securechackout hitpay com / refeal
SG | Conventore (Goale & Tranzactione) L TERESS 0.00% 0(c03%) 0.00% 817 0004:50 6l SGD 1,307.00 = a2 100.00%
5G| Non-Convertera (Gools & Transoctions) B 0.00% 016 25.00% 412 00:05:08 0ot $G0 0.00 0 0 0.00%
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156



BOEEE® | Landing Page (Collections) that contributed to Conversion
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

nding Pages ©

8G | Converters (Goals & Transactions) SG | Non-Convorters {Goale & Transac...
ML Dmroe 7

66.76% Ertionues

Explorer  Entrance Paths

Summary  Stelsage  Gowt Set T Ecommerce

Sessiona ~ | V8. Gelect v

® Sessions (S0 | Conveners (Goals & Tiansactons)) @ Sessions (SB | Non-Convertars (Goals & Transactions))

B un

& ExwoRy

= sHARE (@ INSIGHTS

Day  Week Monkh 4 %

1,300
1.000
500 ‘/\———‘—‘*/'__—_‘_\
Fed)
e oo o /collections/ filtered
Sozondary dimenacr: Souwrce | Medum v | Sert Type: - Defask = ovorced [EI| @ | % |50
Acqusimen Behavior Comwrsions  «Lommeres =
Landing Pags Soures / Mediom
Sessiors ¥ % vew Sessiens Now Users Bounce Race Pages  Sessicn Ave. Sessiee Duration Transsctios Aevenve el
G | Converters (Goas & Transactions) - o | it e sais bty i Wrdiylial B o
=0 00.02 (269 00
W (Gonle s ‘ 8.6?6 ‘ '53 08% 4,609 g z 5448% = 3:4 ‘003021:59 ‘ : c 0‘00‘%
| 1 Joullectione/ciik-bangles &% google ! orgariz
50 | Converters (Goals & Transactons) 450405 EIRARY 41 0.00% 1816 00.14.5¢ 35.56%
50 | Non-Converters (Goals & Transactions) 835 (7 11 70.08% a5 2835% 4.76 000331 0 SGD 0.00 (100 0.00%
U] 2 [eollectione/silk-slides I (direct) / (none)
5G | Converters {Goals & Transactions) 8w 37 50% 3 000% 1050 001038 Tmcs SGD 4970011 87.50%
SG | Non-Converters (Goals & Traneactions) §1 0 56.85% 201 5098% EA L) 000422 0« SGD 0.00 10 0.00%
O] 3 feollections/sitk-bargles = (direct) / (none)
G | Convertars (Goals & Transactons) 7aan amnx 8 000% 1ze 000747 a SGD 44800 (1 s7.3a%
SG | Non-Converters (Goals & Transactions) 226 2 o 36.44% 1272 $3.39% bk g 00:03:27 Que SGD0.0% w0 e 0.00%
4. Icollections/silk-cuffs *  google ! argaric
SG | Conventars (Goals & Transactions) LS 20 00% 1 000% 21.00 002613 a SGD BOA 24 0 00%
50 | Non-Converters (Goals & Transections) B2 58540 L1l 3049% 534 00,0429 Ouce SGD 0.00 w e 0.00%
O | 8 (eolectons;sileenflesilicstioes & gaogie [ organic
SG | Converters (Goals & Transactons) S 2000% 10 000 13.40 00:10:5¢ a4 SGD 676.90 11 BO.00%
50 | Nen-Converters (Goals & Transections) L LIRE 1429% 2w 5714% 2.86 00.00:39 O« SGD 0.03 0 cc 0.00%
| & [eoieetions/stik-tlides 4% google ! organic
80 | Converters (Goola & Transactions) LR R 0.00% 0n 000% 25.40 000924 3n3 800 663.00 (1 7 €0.00%
501 Non-Converters (Goals & Transactions) 30 15 333% 1 656T% 3.20 000244 omt SGD 0.0%1 0.00%
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BOEEE® | Landing Page (Checkout) that contributed to Conversion
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

nding Pages © B s b ovomr < swae @ mesowrs
SG | Converters (Goals & Transactions) ) SG | Non-Converters (Goals & Transac . +
2 86N Tavance: 65 760 Ertrances
Exploter  Entrance Paths
Summary SteUsage GodiEet] Ecommerce
Sessicrs ~ |VE. Gelect ametic Day Week Mok 24 %
® Sessions (SO | Converters (Goals & Transactions)) @ Sessions {SG | Non-Converters (Goals & Transactions))
1
v
b 221
/checkou/ filtered
Puimary Omession: Landeg Page St
Socondaty dmension. Sowce / Medum v Sort Trpe: | Oefault = f ol Filter ON xfean B © T E
a ™
Acquiniten Comvervions  +Commerse =
Landing Page Sawos ) Undum
Seceiene . New Seceisne New Ucore Ruvenue L3 ota
99 16.16% 16 SGD 21,780.75 102.02%
SG | Converters (Goals & Transactions) FTowl 0.5 g for Vi 4777 ol 068 Totul 1429 Vivw 189
) ) = ( a5t (
a8 29.55% 26 00:05:03 0 SGD 0.00 0.00%
G| N (Goals & Tr: ) 1 Yot o Vi of et oyt Vew 1 Tomac 004 " Viaw 1 80
k ) A8 40N L (SR | (55 L] 100 o J
=& P \
1 ‘chackout/contact, informaton & google / organic
50 | Converters (Goels & Transactions) 18 | 0.00% O 0.00% 7.7 000657 1807 SGD4E15.00 5011w 100.00%
\_ SGINon-Convertars (Goals & Transactons) 9 ) 0.00% o ' e 675 1.56 000118 0 SGD 0.00 ¢ 554 0.00% )
O 2 rehockowt/processng #  securachockout hitpay.com / referral
5G| Converters (Goals & Transactions) 20 ) 0.00% [ JOR ] 0.00% 335 0001:31 207 SGD3.967.70 w1 10500%
SG | Noo-Convertars (Goals & Transactions) 1 ) 0.00% [ 0.00% 200 0010:08 [ SGD 0.00 (1 90%) 000%
3. /chackout/thank. you #  securecheckout hit pay com / reforral
SG | Converters (Goals & Transactions) 12 ) 0.00% [ | 06.67% 292 0004.40 130122 SOD3,050.50 <o 108.33%
SG | Non-Converters (Goals & Transactons) 01009 0.00% [ ) 0.00% 0.00 00:00:00 oce $GD 0.00 (4.90%) 0003
4 /checkout’contact informaton #  (direct)/ (none)
SG | Convertens (Goal's & Transactions) Rt} ) 50.00% T | 0.00% 6.00 00103:20 10w S6D 233426 i 100 00%
SG | Non-Converters (Goale & Transactions) 2356100 89.57% 1801500 60.87% 217 00102:30 SGD 0.00 ©.00%) 0.00%
C) 5 lehackout/contact informaton & M::mm“ with loyalty points, no ccount [ campaign-
S0 | Cenvertors (Goals & Transactions) 1 ) 0.00% o | 0.00% 7.00 0003:16 1 SGD1,080.00 « w10 100.00%
50 | Non-Converters (Goals & Transactions) 00000 0.00% 0.00% 0.00 00:00:00 SGD 0.00 ¢ ool 0.00%
T 6 Icheckout/papmen & poogle / oeganic
86 | Cenvertors (Goals & Trancactions) “ ) 0.00% [ ) 0.00% 650 001402 A0ce SGD 964.80 410y 10000%
5G | NanConverters (Coals & Transactions) $ ) 0.00% 0 1 40.00% 4.60 00:09:55 00 cC 56D 0.00 0 o0 0.
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B8 L anding Page (Pages) that contributed to Conversion
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

nding Pages ©

SG | Converters (Goale & Transactions)
286% Eavances

56 76N Ertawry

) SG | Non-Converters (Goals & Transac .

Explor

Sumem:

Sesaers v V0.

® Sessions (56 | Converters (Goals & Transactions))

o Entrance Paths

ary  SteUsage  Gool Set1  Ecommerce

Sehec! wmevi

® Sessions {$G | Nor-Converters (Goals & Transactions))

-

B =v & oo« suase IO

May 1, 2020 - Jul 31,2022 ~

Doy Weh Moth 2f %

X0
a0
100 S ——
202 ) xz
Py Ornassion: Landng Pags b » /pages/ filtered
Saaoduy dmention S3ace / Wsaum v Sort lype  Cetial UMMIMm _3_ ot B @ T %00
Acgaaition Behaviar Comwmsion  «Conmmoe
Landing Page Source / Medium
Sessiom * Neow Sessions New Users Bouvce Rate s S | P ] SO Feverm + I-T.:m
- P . 5067% 38 000% 1245 00:11:32 _ 27 SGD5190.00 36.00%
) PEET 5 u 40258
- (coni s CnRe e | sunii | Ayttt | Ao | e | sanatan S | At
Y 37 y st 1 D 12240 S0.0%)
T 1 (pagesigiting &  google / organc
8G | Convertors (Goals & Transactions) 2 000% 0 000% 24300 00:09:32 200 SCD 477.00 = 19 10000%
56 | NonConverters (Goals & Transactions) % 3125% H 5625% 369 0003 56 0 $600.00 = v 0.00%
G 2 /pagec/producteure sl cutls 4% expativing.2g/ reterrsi
60 | Converters (Goals & Transactions} 1 0.00% ¢ 000% 27.00 01742 10 S0 376.00 7 10 10000%
SG | Non-Converters (Goals & Transactions) [ 000% on 000% 000 000000 0 S6D0.00 1 s 000%
1 3. /pages’contactue 4% google / organc
5 | Converters (Goals & Transactions) 5 60 00% amw 000% 500 00:0934 1 SGD 369.00 7 11 %) 2000%
SG | NonConvertars (Goals & Transactions) 82 a512% a 58.94% 743 0002715 a SGD0.00 ¢« 40 LIS
4 Ipagessproductcace A% google / organic
§G | Convesters (Goals & Transactions) 2 000% Y 000% 450 000702 204 SGD 334.00 « 4401 100 00%
SG | NonConverters (Goals & Transactions) 2 0.00% (] 000% 8.00 0C:12581 ] $G600.00 ¢« 04 000%
S. [pages/great-smgapore sale 2020 = b/ paid-social
SG | Converters (Gosls & Transactions) 5 8000% 4 000% 1580 001313 2014 SGD 330.00 + 140 20005
SG | NonConverters (Goals & Transactions) 54 7037% s 18.82% 810 00:0224 Ope $GD0.00 © 2oy 000%
[ Dages/make-anrappotiment & google / oiganc
G | Convertars (Goals & Transactions) 1 0.00% [ 0.00% 3000 002948 1 $GD 310.50 114 100.00%
5G | NonConverters (Goals & Transactions) M 3529% 2 7941% 2n 0c:01:11 [ L 86D 0.00 « 20 0.00%

Table 5.2.1i
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BOEESE® | Landing Page (Other Pages) that contributed to Conversion
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Landing Pages © Bt 3 oronr £ oar | B moors
50 | Converters (Goals & Transactions) S6 | Non-Converters (Goals & Transac.. +
2805 Cwiarces .70 Ertarces

Explorer  Entrance Paths

Summary  She Usege  God Set ) Ecommerce

Sessons + V3. Seectavmre Doy Wesh Moth o W%

® Sessions (S6| Converters (Goals & Tiansactions)) @ Sessions (SG | Non-Canverters (Goats & Transactions))

N M‘\

oz 022

Exclude “/*, /blogs, /collections, /pages, /products, /account, /checkout

PraTary Cimension Landing Page Ol =
Secondury Gimerson: Sorce [Medum v | o Type | Tetadt v !mn'mm x l“‘ me s xm

Acquirrion Bedavier Conversions  eCurimecs B
Landing Fage Sourse ! Mediam
Seosiors N New Sessons How Veers Bounce Rate Pages / Seseion Avg. Seosien Dusation Transactere. Aevenue + ol
SG | Converters (Goals & Transactions) i 54 ?Q-OU% Sk ,2.7 ,, : 1313 " QQ:12:4§ o .” SGD7,147.50
1559 3 G803 o2 44 - s .
Sl s 0 s e LA77 esss o swow
(1) 65 26807 1 280y 10} m coIs2 £
(H] 6 Ichellenge } # google / organic
$G | Convertars (Goals & Transactions) 10 000% [} 000% 2000 000%40 1 SGD 485.00 (= 10+
SG| Non Converters (Coals & Transactions) Kl 000% Dined 0.00% 333 000253 0o 8G0 0.00 5 o 000%
o /lll.u_moar_-c‘t pIN_SOLEa=Weicome Serect ke=ey IbFIIWVFOECIEIC WOMISODRAZZ DA N Z9TIWQ IS KZNYOXEREON 1y | \yaicome Series / flowemai
SG | Converters (Goals & Traneactions) LA 00o% 0@ 0.00% 800 000845 mw SCD ISL00 e 11 10000%
56 | Non-Converters (Goals & Transections) 11006 100 00% 10 0.00% 500 000357 0 560 0.00 5 1o 000%
: o v
SG| Converters (Cosls & Transactions| Tt 00o% 0w 0.00% 41.00 00:41:05 e SCDISN.00 1 100.00%
56 | Non-Converters (Goals & Trensactions) 6 D00% Qmer 3337% 517 000313 0 560 0.00 o 000%
] mHan‘nmnumvwwums,;;kl:n;\ J0URA 2P ThaKhN: Sw PYAAPE & Weleome Series / flow-emad
5G| Converters (Coals & Trancsctions| 1L 100.00% 1 0.00% 7.00 000305 12 SCD 350,00« 0 100.00%
561 NonConverters (Goals & Transactions) Twoe 10000% 10 0.00% 1000 000533 0y SG0 0.00 0 o 000%
O s /918 Kemoy s Fop2IwyWSEX28d00 Ic CIBIC Iy @ SRYWIELMNVESI9 @ Welcome Sanes / fow-emai
506 Converters (Coels & Trarsactions) LR 0.00% Omee 0.00% 3200 004417 e SOD 319.50 4« 100.00%
S0 ) Noa-Converters (Goals & Transactions) S 000% Qu 0.00% 1800 0035623 0 S$60 0.00 1> eo 000%
O 6 /2the Home=L _kx=KuPSLHW2EwSopFyURIPIF_q_Vh2 ) QDwybe2ETrC0S sGOeEXAK DR F e PV LAp! M Newsletier / campaign-amall
S0 | Converters (Coals & Trancactions| 10e 10000% 1% 0.00% 19.00 00:06:33 1 SGD 30500+ 17 100.00%
SG | Non-Converners (Goals & Transactions) 000% Omor 000% 000 000000 LB SGO 0.00 0 con 0.00% )

Table 5.2.1j
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BOEEE® | New Users who did/did not Convert vs Returning Users who did/did not Convert
1st May 2020 - 31st Jul 2022 (Google Analytics 3)

New vs Returning &

B SAVE 4, EXPORT  « SHARE ' EDIT @olusacms

SG | Converters (Goals & Transactions) SG | Non-Converters (Goals & Transac...

C May 1, 2020 - Jul 31, 2022 ']
371% Users 64 53% Users %

Explorer

Summary SiteUsage GoalSet1 Ecommerce

Users v |VS. Selacta metric

Doy Week Month 24 <%
® Users (SG| Converters (Goals & Transactions)) @ Users (SG | Non-Converters (Goals & Transactions))
1,500

1,000
500
o = =
ot 2 2021 2022
Primary Dimension  User Type
Secondary dimension ~ Sort Type  Default ~ Q advanced Bl @ T T BT
User Type | Users v Users Contribution to total: | Users v
SG | Converters (Goals & Transactions) ?91 s 9'91!
SG | Non-Converters (Goals & Transactions)

17,22 17,220

6,654 ol Totat 6

SG | Converters (Goals & Trans...

P 2 N\
( SG | Converters (Goals & Transactions) 646 60.60%
N /
SG | Non-C rters (Goals & Ti ctions) 17,108 82,569

SG | Non-Converters (Goals & T

/
f

\ SG | Converters (Goals & Transactions) 420 39.40% \/
\ : 4
GG | Non-Converters (Goals & Transactions) 3,614 17 44%)

Table 5.2.1k
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BOEEE® | Returning Users who visit the Blogs vs Collections Pages | Number of Sessions

1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Frequency & Recency

SG | Returning Users visited Blogs page

SG | Returning Users visited Collection..

0.99% Ucere (1.07% Sessions
Distribution
Count of Sessions  Days Since Last Session
Pageviews
SG | Returning Users visited Blogs page 1 ,09 6
SG | Returning Users visited Collections (Buy intent) page 1 8,790
al
(Counl of Sessions Sessions Pageviews )
1
SG | Retumning Users visited Blogs page 0 0
SG | Returning Users visited Collections (Buy intent) page 0 0
2
SG | Returning Users visiled Blogs page 228 N 40
SG | Retuming Users visited Collections (Buy intent) page 1,594 — 5,400
3
SG | Returning Users visited Blogs page (Y. | 93
SG | Returning Users visited Collections (Buy Intent) page 612 2,432
4
SG | Returning Users visited Blogs page 24 | 46
SG | Returning Users visited Collections (Buy intent) page 381 (i 1,469
5
SG | Retumning Users visited Blogs page 10 | 19
SG | Returning Users visited Collections (Buy intent) page 23 I 872
6
SG | Returning Users visited Blogs page 4 9
SG | Retuming Users visited Collections (Buy intent) page 174 R 688
7
SG | Returning Users visited Blogs page 2 6
SG | Retuming Users visited Collections (Buy intent) page 19 Il 412

BOEEE® | Returning Users who visit the Blogs vs Collections Pages | Days since last Sessions

Table 5.2.11

B save

(]

EXPORT

SHARE

7o INSIGHTS

( May 1, 2020 - Jul 31, 2022 )
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1st May 2020 - 31st Jul 2022 (Google Analytics 3)

Frequency & Recency !

SG | Returning Users visited Blogs page SG | Returning Users visited Collection...

B save 4, exPoRT < SHARE

-

(84 INSIGHTS
“o

[ May 1, 2020 - Jul 31,2022 ]

).39% Users (1.07% Sessions) 7.16% Users (10.67% Sessions +
Distribution
Count of Sessions  Days Since Last Session
Sessions Pageviews
SG | Returning Users visited Blogs page 425 1 1096
SG | Returning Users visited Collections (Buy intent) page 4,222 1 8,790
t 1) f Tot
Gays Since Last Session Sessions Pageviews )
o
$G | Returning Users visited Blogs page 266 I 778
$G | Returning Users visited Collections (Buy intent) page 3,116 14,705
1
SG | Returning Users visited Blogs page 36 | 59
SG | Returning Users visited Collections (Buy intent) page 352 N 1,243
2
SG | Returning Users visited Blogs page 26 | 63
SG | Returning Users visited Collections (Buy intent) page 182 78
3
SG | Returning Users visited Blogs page 9 | n
SG | Returning Users visited Collections (Buy intent) page 99 N 280
4
SG | Retuming Users visited Blogs page 1| 26
SG | Returning Users visited Collections (Buy intent) page 62 § 246
5
SG | Retumning Users visited Blogs page 8| 16
SG | Returning Users visited Collections (Buy intent) page s8 | 168
6
SG | Returning Users visited Blogs page 10 | n
SG | Returning Users visited Collections (Buy intent) page s 167

Table 5.2.1m

BOEEOE® | Users’ Flow process from Landing Page (Blogs)
1st May 2020 - 31st Jul 2022 (Google Analytics 3)
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Behavior Flow

SG
69.65% Sessions

Automatically Grouped Pages +|  Level of Detall v Export =

+ Add Segment

(May 1, 2020 - Jul 31, 2029

(8 Insights(1

wp /blogs/
; ,:\) * 27K
£d,
a8

BOEE®E® | Users’ Flow process from Landing Page (Collections)

Iblogsitrea. .. akan-files
LR

1st May 2020 - 31st Jul 2022 (Google Analytics 3)

fecllection: . -medallon |
LY

. (blogs/treasures |
29

i [coVecton. colection |
2%

!
.18

in [collections/utama
16

—

|
. Icollections
13

. feollection .n/products
13

- /blogs/troasures
1"

s /blogs/irea.. akan-lles
9

Table 5.2.1n

. Icollection, . d-earrings

12

. Icollection.. acquerware
8

- . —_—
in {cotlection...-medailion
7

L
i Ipages/our-story
7

i 'm”:v"x |

This report is based on 2 4K sessions (89 7% of sessions). Lean n
u (swungm st Interaction Q 2nd Interaction 3rd Interaction >
2.7K sessions, 2.3K drop-offs 373 sesslons, 112 drop-offs 259 sessions, 105 drop-offs 152 sessions, 52 drop-offs

+ Step
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((May 1,2020- Jul 31,2022 )

-
Behavior Flow
Automatically Grouped Pages v of Dotall ~  Export ~ [&7 nsights(1)
"\ sG ‘ + Add Segment
69.65% Sessions
\.
[ This report is based on 9K sessions (89 7% of ) Learn more
—
a Starting pages Istinteraction 2nd Interaction d 3rd Interaction Qo
10K sessions, 5. 7K drop-offs 4.3K sessions, 1.3K drop-offs 3K sessions, 851 drop-offs 2.2K sesslons, 480 drop-offs
. (coll.lans! il | . W_ E Teolectons |
FPN * 10K 3 243 LI
\ /‘ \ S ————
[ W | fcallaction.. collection
B P LR
/ C————————— feallection..collecton |
\ . gc&llommihdhn - a1
+ Siep
—— fealiecton.. coliecton |
| | I £olocton. colecten [
j \
I o
) feallaction . Ik-bangles |
_'J coliections/earrings - 80
106 _

Table 5.2.1
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5.2.2 Content Marketing Research

Competitor Research | Traffic to Competitor's Content Pages

Aug 2022 (SemRush)

._Organic Search Positipnsy‘ 1-

T © Manage colun , Export
Keyword Intent SF Pos Traffic % = Voluma KD % CPC (USD) URL SERP Upd.
_ @ 1 3809 480 32 0.4 _ Sep 22
_ N @ 1 38.08 480 30 0 _ Sep 22
vead I 1 9.72 210 1] 05 _ Sep 03
anakan bracelet g 1 478 90 2 0 _ Sep 15
Fe . 2 327 260 7 03 _ Aug 31
andmade Jew ® 2 138 110 38 05 _ Sep 01
|
an t (I - I 2 109 90 12 o| _ Sep 15
\
st acolats @ o 089 320 2 0| ———— | Sep24
andimada jewsllery singapors @ 9 0.49 170 33 0.4 _ Sep 01
XK N
(Eganic Search Position§ ) - 100 (2,226 + Add to keyword list < RVENERERLING T 1, Expor
Keyword intent  SF Pos Traffic % Volume KD % CPC (USD) URL SERP  Upd
- N ® 1 2475 22.2¢ 54 02 Sop 27
. @ -3 1 4.90 a4k 82 0.4 Sep 27
_ ® 7 1 401 36K 48 09 Sep 27
@ 1 288 44K 54 15 Sep 27
snd rir c 1 88 44K a 21 Sep 27
' a - 1 57 2.4K 28 0.4 Sep 27
! 3 - 1 157 2.4K 46 03 Sep 27
g 1 %] 1 1.57 24K 2 0e Sep 27
p singapore ¢ ® 1 157 2.4K 53 14 Sep 27
ck 1 B8 - 1 24 1.9 55 08 Sep 27
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Organic Search Positions | 1 00 (8 & Manage col LE
Keyword Intent  SF Pos, : Traffic % Volume KD % cPC (USo) URL SERP  Upd
- ] ® - 27.29 54K 49 ‘ Sep 26
- " Q - 1213 24K 48 Sep 27
_ N [ORPY- 1 4.44 880 42 Sep 27
ing size cha 52 ] 4 2.91 86K 43 Sep 27
: ; c ® 3 4.4K 54 Sap 27
_ " (0] 1 2.42 480 37 Sep 25
_ B 1 2.42 480 19 Sep 22
- N 0] 1 1.97 39 Sep 24
rthpo! N w 7 66 337K Sep 27
g [ ¢ 3 1.64 3
XXX X
Organic Search Posi(ionsj 100 (2 Export
Keyword Intent  SF Pos Traffic % Volume KD % Upa.
- N (<] 1 44.82 148K 34 Sep 27
- " @ 1 4482 14.8K 32 Sep 27
—— | . e | 268 w s
_ N 1Sy 1 118 380 ) Sep 28
_ < 1 118 34 Sep 26
_ ® 1 0.56 320 39 Sep 02
arTing 2] 10 0.49 44K 40 Sep 27
necklac T B3 - - 9 4.4K 48 Sep 27
--,. W N 4 1 140 36 Sep 03
_. [ 1 0.42 140 34 Sep 03
Organic Search Positions /| - | (1,6 & Manage colu 2, Exp
Keyword ntent  SF Pos. Tratfic % Volume KD % SERP Upd
- N e 1 10.63 81K 29 21 Sep 27
_ ~ ® 648 2.9K 33 Sep 27
iarcin c =] 1 472 3.6K 43 07 Sep 27
air clig ' 3 - 3.80 2.9K 28 07
unchie 1 ] 3.80 29K 3
B 1 249 1.9K 29 03 Sep 27
ear piercing ' =] 2 2.39 6.6K 50 0.4 Sep 27
- c (] 1 223 K 25 44
oar cuf ' = 70 13K 20 05 Sep 27
how [ = 1 B8 - 70 3K 37 1 Sep 27

167




Table 5.2.2a

Same as SEQ’s Audience Research (For SEO & Content) (What people are searching,

asking, finding, etc.)

Keyword: Bangle & Bangles
Aug 2022 (Google AutoComplete, People Also Ask, Related Searches, Keywords Everywhere, Keywords Surfer)
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5.2.3 Content Marketing Objectives, KPIls & Metrics

Digital Marketing Objectives

Increase brand awareness
and visibility through search
engines, social media and
digital advertising so as to
increase website traffic by at
least 20% average per month
at the end of 2022.

From 675 (YTD data monthly
average) to 810 from Jan
2023 onwards

SMART KPIs & Metrics

CMS:
* Increase number of blog pages by 4 (once per month) by Jan 2023

» Conduct a full-scale content audit once every 3 months measuring metrics such as avg. time spent on
page, social share count, bounce rate, and backlinks

* 9 - 12 Blog post articles per year per Marketing Executive or 1 blog post every 4 to 6 weeks
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Metrics Matrix based on

User Stages/
Funnel

Awareness / Traffic

S _ __ 4 __ 4 AR _ _1__4" _ ___ RA_4 _"__ O A _4®" _ __ ™NI_ __ AR
Consideration / Conversion
Engagement

—4__" _ _

Advocacy

(For Us and not Audience)
KPlIs, Action Plan Metrics

Same as Google Analytics

(Acquisition)

Just look at

- Filter All Traffic (Organic)

Channels Report

- Filter All Traffic (Referral) (for

traffic to content blog & pages)

Channel Report

- Filter All Traffic (Social) (if there's

CTA from social to content) Channel

Report

- Filter All Traffic (Other)
Newsletter Campaign) Channel

Report

Content

Focus Can be further segment into New

vs Returning Users and Unique

Users

New Users

Sessions

Bounce Rates

Pages / Sesslon

Avg Session Duration

Content
Marketing
Metrics

SEO Tool

Likes & Comments
Social Shares
Backlinks

Google Analytics (Audience >
Behavior & Behavior)

- New vs Returning Users Report

- Frequency & Recency Report

- Audience Engagement Report

- All Pages & Landing Pages Report
- All Traffic (Organic, Referral,
Social & Other) Channels Report

Can be further segment into New
vs Returning Users

Bounce Rate

Pages / Session

Average Session Duration
Average Time on Page
Page Views

Avg Time on Page

Klaviyo
Emall Subscription

CMS Platform or SEO Tool
Same as Awareness Content
Focus

Same as Google Analytics
(Acquisition)

Just look at

- Search Console Report

- Filter All Traffic (Organic)
Channels Report

- Filter All Traffic (Referral) (for
traffic to content blog & pages)
Channel Report

Can be further segment into New
vs Returning Users and Unique
SEO Focus

Users

New Users

Sessions

Bounce Rates

Pages / Session

Avg Session Duration

SEO Tool

SEOQ Title & Meta Description
Keyword Ranking

Backiinks

Google Analytics (Audience >
Behavior & Behavior)

- New vs Returning Users Report

- Frequency & Recency Report

- Audience Engagement Report

- All Pages & Landing Pages Report
- All Traffic (Organic, Referral)
Channels Report

Can be further segment into New
vs Returning Users

Bounce Rate

Pages / Session

Average Session Duration
Average Time on Page
Page Views

Avg Time on Page

CMS Platform or SEO Tool
Same as Awareness SEO Focus

Google Analytics (E-Commerce
Conversion)

- Goals Report (For Newsletter)

- Multi Channel Funnel Report

- Filter All Traffic (Organic)
Channels Report

Revenue

Conversions (Purchase &
Newsletter Signups)

Conversion Rate

Cost per Conversion (Referral
from pald outreach)

Return on Investment (associated
from referral)

AQV

Google Analytics

New vs Returning Users
Customer Retention Rate
CLv

CMS Piatform or SEO Tool
Same as Awareness Content +
SEO Focus

Content Rate
Number of blog post
Content Audit
Content Calendar
Content Mix

OSEP Mix
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5.2.4 Content Marketing Action Plan

Campaign | KPIs Action Plan (Details) Action Metrics Timeline
CMS Refer to e Create a Content / Editorial Calendar (seperate from Social Content Rate 4 months $3,100 manpower
(Aware Media) hours / month
Number of blog post
ness)
CMS ° _wiII not be focusing on creating a Content Hub Content Audit
KPIs but will still do some form of content marketing with blogs as
above mention above from KPlIs. Content Calendar

o Revolving around Bangles, Earrings, Gifts and its
targeted keywords / supporting keywords to track if it
ranks better. OSEP Mix

Content Mix

o BESESEEN to adopt Content Purpose that are a mix of
Education (40%), Entertain (20%), Convince (25%) & Inspire
(15%).

o BN o crcate Content Themes/Pillars around

these areas
o Mix & Match Bangles & Earrings
o Product Aesthetic, Features & Benefits (Bangle, Cuff,
Earrings, Cufflinks, Lacquerware, Silks, Gemstones,
Design Motifs, Mediallions, Materials, Colours)
Gifting, Packaging & Souvenir
Travelling & Gifting
Holidays / Festive / Season
Influencer / UCG (non-model)
Promotions, Sales
Contest & Giveaways
Online / Offline Events

o O O O O O O

o BN (0 Adopt the following Content Types for
Social Media

o Images (60%)
- Static Photos,

171



- Infographic,
- Influencer/User Generated Photos,
- BTS photos

e Videos (30%)

- Slow Videos,

- Trendy Videos,

- Videos in Collage boxes,

- GIFs,

- Influencer/User Generated Videos,
- BTS videos,

- Event Coverage,

- ASMR

o Text(10%)

- Messages,

- Promotion Messages,
- Announcements,

- Quotes

o BEESESE®N Content Distribution OSEP Channel mix are
Owned (35%), Shared (20%), Earned (10%), Paid (35%)

e Conduct a full-scale content audit once every 3 months (low
amount of content) measuring
o metrics such as avg. time spent on page, social
share count, bounce rate, and backlinks

5.2.5 Content Marketing Analytics / Reporting (refer to section 6)
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5.3. Digital Advertising Strategy

Summary of Findings (Digital Advertising Audit)

Google Ads & Display

BEOEEEE did not run Google Ads & Display over the course of its business.
Meta & IG Ads

From table 5.3.1a (where orange highlights indicates good result while green and white is not ideal) about
Meta Ad Report, usually the campaign that does well are seasonal and promotions for example valentines,
GSS, christmas. There is a few campaign to look at that happens ‘offpeak’ and purely focuses on the product
(eg: bangle, earrings). The top few campaigns are selected for further analysis in the next table. It is noted
that the Meta audience that resonates the most to the Ads are marketing, finance, creative, business
personnels which forms the customer persona. Ads usually run for 2 weeks on both FB & IG Placements.

All'in all, the sum of conversion totals to SGD 13,225 while the amount spent is SGD 10,336, 1.3x ROl over
the course of 2 years or entirety of Meta Ads that ran for .

Summary of Findings (Digital Advertising Research)

Google Ads

Table 5.3.2a from SemRush reveals SRR not having Google Ads, similar to PRl Vhile Bl is
spending $11.5k worth of keywords for its traffic, PRl With $2.8k B of $3.4k and PR Of

$2.3k.

From further analysis, PRl is Using competitor keyword to drive their paid ad traffic, using words such
as RO BN ond B For B ®E they spend most of their paid traffic cost on Bl
($7808 traffic cost as- has a high CPC) to drive their users. Other than that, they compete with -
- -as well. Product related keyword are ranked for, such as necklaces, earrings. is
mostly paying for their branded keyword followed by ear cuff and earrings. Likewise for- their branded
keyword word and product line. From the exported data, keywords can be picked and used for_
-'s paid ad strategy if given the budget.

By analysing competitor’s ad copy and writing from table 5.3.2d, common writing in ad headline includes
having,

1. Brand Name

2. Product information

3. CTA
4. Time urgency
5. USP

And for ad copy includes having,
1. Product information

2. CTA
3. Time urgency
4. USP

Google Display

Table 5.3.2e, By using Moat, competitors’ display ad copy can be discovered. 00 B § <]
& all does not have results on Moat. Instead, some other competitors such as

, _ and - are researched upon.
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By analysing competitor’s ad copy and writing from table 5.3.2e, common elements includes having,
Holiday / Seasonal / Festive related message (non-sales) or sales

Promotion discounts

Models wearing products or Purely products for their ad copy

Brand collaboration

For_ and - there are less sales/promotions and more visual aesthetic copy for
brand awareness/loyalty

abronN~

Meta & IG Ads

As of September, competitors running ads across Meta, |G or both consist of with 7 Ads, D
B4 with 32 Ads, *with 35 Ads, O vith 36 Ads, have 0. An Ad Swipe can be
created to analyse the competitor's various advertising funnel mix. By looking at PRl they have 40%
Awareness campaign, 40% conversion campaigns and 20% lead gen campaign (book an appointment).

LinkedIn Ads

None of the competitors are running LinkedIn Ads

5.3.1 Digital Advertising Audit

There is no past Google Ads, Display Ads, Instagram Ads
(launched with Meta) to audit on. There is Zalora Ads however the
data is too small to prioritise
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B Veta Ad Audit | All Meta Campaigns

Apr 2020 - Aug 2022 (All TIme) (Meta Ad Reports) Table 5.3.1a

Performance Awareness / Engagement Conversion

Unique

CTR (link CPC (cost Cost per Purchases

Campaign name 8 = Impressions = Frequency = c(l::;s 54 clijl::‘ll:s "::TI::S = click-throu = ;T;-(tl::: = perlink = uniquelink = }Purchases = Conversion = C.m o

gh rate) click) click Value P

ugh rate)
Total Sum 650353 291 | 65.00
: Good t/pe for

| Green means It is of second best result (50th

Legend pe “l.) Good re,ul'/peﬂarmﬂ"!e for Conversion:
Lighter to White means it is of least result (25th
porcentile) <low reach, clicks, high cost (inverse)>
Performance Awareness / Engagement
Unique
Amount CTR (link CPC (cost Cost per
= Campalgn name = spont = | Reach = impressions = fraquency = |Gk - Unk _  Unique _ o, - OR(ink _ o unlque link = | Purchases
(5GD) (am) clicks link clicks oh rate) click-thro ) ek
ugh rate) click
1AU] 202110 Jewellery 1381.71 56909 187 0.83 1.39 293 3.27 3.00
{May] - 5G CONVERSION - IMAGE/ CARROUSEL - CEO 920,88 59013 257 0.78 161 201 250 5.00
02111] Intercha able Bangles / Cuffs %43 12 17901 2.59 o.a 188 2 .54 3.07 7.00
t 2 34 o0,
1202105] Leaving Singapore Gifts 576.77 35501 3.57 0.57 176 2.84 3.30 1.00
1202110] Gemstone Earrings 576.55 33599 220 0.35 067 a97 5.60 1.00
[202107/08] Interchangeable Bangles / Cuffs 452 .85 26363 207 0.61 1.10 2.80 i 1.00
[202204] Interchangeable Bangles / Cutfs 376.35 7210 15830 2.04 0.77 125 3.06 3.8 1.00
| [SG] 202101 Valentine's Day % 13842 41760 213
| BERTS 1
| 1202009] eGSS Sitk Cuffs 245.67 183
‘ N[202111] Jewellery Lacquerware Bundie 74319 188
| (5G] 202101 CNY 13611 154
1202012] Bangles 216.72 1.49
Uanal 5, CORVESIONS:= SLKCUEE <RRACELET. 208.60 204 139.00 79.00 7000 0.54 0.98 264 298
(5G] 202202 Valentine's Day 315.00 198.07
1202106} GSS Silk Cuffs 2021 1 )
[5Gl lewellery 16543 240.00 43
1202205} Singapore Gifts article
[dune] SG CONVERSIONS - BANGLE CARROUSEL - }
LUXURY PRODUCTS 139.46 7442 11991 161 29.00 50.00 47.00 042 063 279 2.97
[2om008M /Awwnliecy “Bangle 4693 2185 7263 162 12000 5500 4900 076 109 249 2.7
; 101,00, 61005300 047 242 248 2
[Juna] SG CONVERSIONS - BANGLE PROMOTION - | :
RACELET FASHION 127.15% 6524 Q963 1.50 193.00 71.00 6200 071 034 1.79 2.08 3.00
2022061 S| e Giftz arvcle 3538 6768 12570 186 1.00
] O NV ON - SET CANTLE IMAGE- 12214 7824 9847 126 1.00 a14.00 12214 )
(US][202010] Awareness - Cuffs 2040 2760 113 3700 2100 2000 0.76 082 5.48 57
Dune) SG CONVERSIONS - BANGLE VIDEO -
it 6180 7712 125 139.00 59.00 5400 0.77 0.87 1.78 1.9
g:/éﬂjs-s?g_gonvﬁnsmus HANGLECARROUBEL S 100. 6798 10081 148 127.00 7000  67.00 0.69 0.89
| RICH ESTAT
< CHZ00518] Bracelet/ Baneies MiclencenBan cu ik 2773 s262 190 105.00 48.00  46.00 0.1 166 192 2.00 1.00 150.00
1202105] Mother's Day 3305 a8a8 147 5400 3200  3L00 0.66 0.94 2.73 281
D OV RCION - aRCEN NG R IMASE - a722 s852 124 139.00 7500 7000 148 125
1202008) Awareness - Cuffs 3555 6215 170 13200 67.00 6500 178 134
[lne] 30 CONVERSIONS <COPFLINIS = MEN 4785 7019 147 4500 2700 2500 0.38 052 319 344
r Mi'“a"mffﬂf‘og;’fﬁ’e&s BANGLE IMAGE/ 3951 a776 121 68.00 3200 3100 0.67 0.78 261 269 1.00 175.50
l O Ehotaan: Women ;se 5226 151 5400  26.00 2600 0.50 075 311 an 2.00 430.00
Version A - JUNE] 56 CONVERSION - CUFFLINKS
sl oplad i Moy 359 2315 6.45 100 100 1.00 o.ca 0.28 68.43 6843
Version B - LIUNE] $G CONVERSION - SUIT
N e IOE T EcE NS a2 1052 s.25 s00 200 2.00 0.10 0.4 3100 3108
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BSOS cta Ad Audit | Top Meta Campaigns

Apr 2020 - Aug 2022 (All TIme) (Meta Ad Reports)
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5.3.2 Digital Advertising Research (Non-Creatives & Co
Competitors d BSOS ) Google Search Ads | Total Traffic & Cost
)

Aug 2022 (SemRush

B ®E® (Does not have Google Search Ads Data on SemRush)

) SEMRUSH

Advertising Research: Positions (Desktop)

81 xevworos

4.3 K rrarric $2_3 K rrarric cosT
|A Paid Search: Traffic ;
- -
-— >— o — - e

<) SEMRUSH

Advertising Research: Positions (Desktop)

1 4 2 kevworos

4.9 K mrarrc
l Paid Search: Traffic |
l |
- o= <
. - —— - =

$1 1 .5 K masriccost

=) SEMRUSH

Advertising Research: Positions (Desktop)

65 xevworos 8.0 K maesic $2_8K TRAFFIC COST
| Paid Search: Traffic ’
-~
- « - -
- o -
- -

D SEMRUSH

Advertising Research: Positions (Desktop)

7T 5 xeyworos 2.6 K mrarrc

‘ Paid Search: Traffic

$3_4 K TRAFFIC COST

Table 5.3.2a
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Competitors (SRR RO Rl B®®) Google Search Ads | Top Keyword Traffic, Cost, CPC

Aug 2022 (SemRush)
_ (Does not have Google Search Ads Data on SemRush)

Title Description Keyword Position :::I:Io:: ;m:li: 3::::; Traffic (%) = Visible URL URL = | Traffic Cost = Traff(i;:.;:ost 3 CPC
Total & Averages 2.98 2.80 42.6 2837 4323 100 $2,315 100 0.86
1 1 53 18100 850 18.66 $263 11.38 03115
2 2 80 27100 352 B.14 $59 254 047
1 1 32 6600 310 747 §74 319 024
1 1 38 5400 253 585 $149 643 0.59
1 1 36 5400 253 585 $149 6543 059
1 1 33 5400 253 585 $149 6.43 0.59
2 2 55 18100 235 543 $72 3N 0.31
1 1 37 2400 112 259 $71 3.06 063
1 0 37 2400 112 259 $71 3.06 063
1 1 36 2400 112 258 $71 3.06 0.63
1 1 37 2400 112 259 $71 3.06 0.63
1 1 72 2400 112 259 $38 164 0.34
3 3 39 12100 108 2.49 $155 6.69 143
2 2 47 5400 70 161 541 177 0.59
3 3 29 6600 59 1.36 $14 0.6 0.24
4 4 29 6600 45 1.06 $1 047 024 ¢
2 2 as 3600 46 1.06 $13 0.56 028 1
1 1 35 880 41 0.94 $26 112 0863
1 1 34 880 41 0.94 $26 112 0.63
1 0 30 880 41 0.94 $26 112 0.63
1 1 33 880 41 0.94 $26 112 0.63
1 1 56 280 a1 094 $42 181 1.02
3 3 28 4400 39 0.8 $55 237 141
Title Description Keyword  Position i:’s'l‘::: gi"'"'.':':'x 3::]’;’; m Traffic (%)  Visible URL URL Traffic Cost T'af?;ﬂ )c‘”" cPC
Total & Averages 2.52 2.35 36.0 1594 4901 99 $11,497 99 0.72
[Surprise Your Significant Othe|| 1 1 53 22200 1043 2128 198 1.72 0.19
[Surprise Your Significant ’ 1 1 31 12100 568 1158 7808 B67.91 13.73
Surprise Your Significant Othel 1 1 27 6600 310 74 0.64 0.24
ISurprise Your Significant Othe) 2 2 54 22200 288 54 0.46 0.18
urprise Your Significant | 1 0 51 3600 169 160 1.39 0.95
urprise Your Significant Othel 1 1 39 3600 169 47 04 0.28
[Surprise Your Significant Othe| 2 0 36 12100 157 2159 18.77 13.73
[Spice Up Your Jewellery Colle| 1 1 51 2400 112 48 0.41 043
[Surprise Your Significant OiheI: 1 1 42 1900 89 16 0.13 0.18
jSurprise Your Significant Othel| 2 2 29 6600 85 20 017 024
iscover Our Exclusive Rangg 1 1 28 1600 75 64 0.55 0.86
et Your Hands on Our Popul{ 1 1 49 1600 75 23 02 0.31
Discover Our Exclusive Range 1 1 36 1600 75 27 0.23 0.36
et Your Hands on Our Popull) 1 1 50 1300 61 20 0.17 0.34
Discover Our Exclusive Rangg 1 1 35 1300 61 31 0.26 0.52
[Surprise Your Significant Olhe!i 3 3 28 6600 59 14 0.12 024
[Surprise Your Significant Ome!i I 2 2 40 4400 57 30 0.26 0.53
imeless & Elegant Peari Earr| 1 1 35 1000 47 51 0.44 11
Discover Our Exclusive Range 1 1 50 1000 47 17 0.14 0.38
Surprise Your Significant Othef| 2 2 50 3600 46 44 0.38 0.95
Surprise Your Significant Othe| 4 4 30 6600 46 11 0.09 0.24
[Surprise Your Significant Olhaﬂ 2 2 39 3600 46 13 011 0.28
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‘ Title Description | Keyword  Position ::svllt?:: ;I‘g’i‘c';'; 3;1’;: m Traffic (%) | Visible URL URL Traffic Cost T"’ﬂ(';, )c“‘ cPC
Total & Averages 245  2.09 33.6 3187| 100 |__s2.813 100| 0.44,
. Sustainable Jew 1 1 33 14800 8.69 | 229 8.14 0.33
. Over 250+ Ever 1 1 32 14800 8.69 229 8.14 0.33
. Sustainable Jew 1 1 32 14800 695 8.69 229 8.14 0.33
. Over 250+ Eve: 1 0 33 14800 695 8.69 229 8.14 0.33
(Join Crystal Clul 1 1 33 14800 695 869 229 814 0.33
. Over 250+ Ever: 1 1 37 14800 695 8.69 229 8.14 0.33
. Over 250+ Ever 1 1 38 14800 695 8.69 229 8.14 0.33
.Join Crystal Clu 1 1 38 14800 695 8.69 229 8.14 0.33
/Sustainable Jew) 1 1 36 14800 695 869 229 8.14 0.33
. Sustainable Jew| 1 1 39 14800 695 889 229 B.14 0.33
I Every Occasion, | earrings 1 1 39 4400 206 2.57 134 4.76 0.65
\ earrings singapc 1 1 34 1900 89 1.1 46 1.63 0.52
ear cuff 1 1 22 1300 61 076 29 1.03 0.49
ear cuff 1 1 22 1300 61 0.76 29 1.03 0.48
4 necklace singap 1 1 56 1300 61 0.76 30 1.06 0.5
bracelet singapc 1 1 35 1300 61 0.76 28 0.99 0.46
|| earrings 2 2 41 4400 57 0.71 37 1.31 0.65
earrings 3 3 39 4400 39 048 25 0.88 0.65
_ 1 1 29 720 33 041 7 0.24 0.22
I Title Description ‘ Keyword Position :f;‘::: gmj{; S:ﬁ";: m Traffic (%)  Visible URL URL Traffic Cost T’a"(‘; )°°s' cpPC

Total & Averages 1.55 1.52 294 1000! 2505[ 100 $3,420I 100 1-18J

e jewelry 1 1 55 8100 380 : 220 6.43 058

1 1 29 8100 380 776 2269 2.04

1 1 26 8100 380 776 2269 204

1 1 31 2900 136 276 8.07 2,03

1 0 28 2900 138 276 8.07 203

|| earrings singapore 1 1 33 1900 89 46 1.34 0.52

{ stud earrings 1 1 39 1600 75 31 0.9 0.42

{ earrings for men 1 1 46 1300 61 25 0.73 042

{ anklet 1 1 34 1300 61 29 0.84 0.48

¢ anklet 1 1 32 1300 61 29 0.84 048

( earrings 2 2 39 4400 57 37 1.08 0.65

{ pearl earrings 1 1 35 1000 47 51 149 11

{ nose ring 1 1 30 1000 47 10 0.29 0.22

¢ nose ring 1 1 40 1000 47 10 0.29 022

€| lovisa outlets 1 0 30 1000 A7 118 345 253

{ lovisa outlets 1 1 29 1000 47 118 3.45 253

¢ gold ring singapore 1 1 47 1000 47 25 0.73 0.54

{| hoop earrings 1 1 28 1000 47 28 0.81 0.61

1 1 29 590 27 26 0.76 0.96

Table 5.3.2b

Competitors (RN EOIOIOION EOIOIOION E®I®) Coogle Search Ads | Paid Keywords Suggestions
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Aug 2022 (SemRush

Brand

Paid Keywords Chosen

singapore

singapore

singapore

birthday gift for girlfriend
ingapore

anniversary gifts
birthday gifts for girls
birthday gift ideas for her

birthday gifts for her
top 10 birthday gifts for her

Why
Look at Ad spend (Traffic cost) and outwin theirs to take over the paid keywords
Measure the search volume vs traffic to see how much share they take (only for non-branded
keywords) as branded keywords can be organic search of their own brand where users dont

necessarily click on their ad or it might not be shown to them

After the line, those yield lesser traffic but still good opportunity

singapore

gold bracelet singapore
gold jewellery singapore
gold earrings

gold earrings singapore
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gold bracelet
gold bracelet for men
916 gold

_ bracelet

. singapore

singapore

gold bangles

. earrings

. bracelet

.jewellery online

gold bracelet for ladies singapole
.jewellery gold bracelet

22k earrings

earrings

earrings singapore
bracelet singapore
singapore
gold bracelet singapore
gold jewellery singapore
925 silver
hypoallergenic earrings singapore
gold earrings singapore
gold earrings
silver jewellery
silver bracelet singapore
colorful earrings

jewelry

XX

- singapore
earrings singapore
stud earrings
earrings
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- bracelet
- earrings

gold earrings singapore

Table 5.3.2¢c
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5.3.2 Digital Advertising Research (Creatives & Copy)

Competitors (PN RO Rl B®®) Google Search Ads | Top Traffic Ad Headlines & Description Copies

Data from above: Competitors Google Search Ads | Top Keyword Traffic, Cost, CPC
Aug 2022 (SemRush)

Ad Headlines

Brand Paid Keywords

Ad Description

_ Singapore I Diamond Rings & Wedding Bands
SingaporeILeading Jewellery Brand in SG

I Singapore ] Diamond Rings & Wedding Bands

- Singapore's premier jewellery brand. Shop for the
most beautiful gifts for her. Celebrate special moments with our

signature _jewellery...

- Singapore's premier jewellery brand. Shop for the
most beautiful gifts for her.

Wide range of bespoke _ engagement rings, wedding
bands & diamond jewellery. Celebrate special moments with our

signature _jewellery collections. Shop now!

National Day Sale | R OLOROLORe
_—— XXX XXX

Shop Online Exclusive

B B \ o\ 999 & 916 Gold Designs

Surprise Your Significant Other With Her Dream Engagement
Ring Crafted By Master Artisans. Get your Hands on Our
Popular Jewellery Designs Which Have Received many Raving
Reviews. Leading Jewellery Brand. Perfect For Everyday Wear.

Surprise Your Significant Other With Her Dream Engagement
Ring Crafted By Master Artisans. Get your Hands on Our
Popular Jewellery Designs Which Have Received many Raving
Reviews. 999 Gold. Limited Edition Gold Bars. Leading
Jewellery Brand. 916 Gold.

Surprise Your Significant Other With Her Dream Engagement
Ring Crafted By Master Artisans.

_ - Jewellery For Every You
_ - Jewelry You'll Never Take Off
_- Jewellery For The Summer

Sustainable Jewellery Made For Sensitive Skin. Explore Floral
Designs Now. 30-Day Returns. Everyday Elegant Floral &
Butterfly Designs Inspired By Summer. Shower-safe Jewellery.
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Committed To Sustainable. New Botany Collection. Free
Shipping Above $60.

Over 250+ Everyday Essential Designs! Shower-safe Jewellery,
Tarnish-resistant 925 Silver. Sustainable Jewellery Made For
Sensitive Skin. Explore Versatile Designs Online Now.
Worldwide Shipping. 60 Day Returns. Shop Everyday Jewellery.
Shop Fine Essentials.

Sustainable Jewellery Made For Sensitive Skin. Explore Floral
Designs Now. 30-Day Returns. Everyday Elegant Floral &
Butterfly Designs Inspired By Summer. Shower-safe Jewellery.
Shop Gemstone Jewellery. Safe For Sensitive Skin. 60...

Jewelry

Jewellery | Earrings, Necklaces, Rings & More | Yellow
Styles

-Online - Shop Online

-- Lovisa Favourites For $5 - Hurry, Limited Time
Offer

Explore our collection of timeless & fashionable rings. Shop
online now. Free selected shipping available. Easy exchanges &
returns. View the latest showstoppers.

Free standard shipping on orders over $60. Easy exchanges &
returns. Shop online today. Explore our extensive collection of
jewellery & accessories. Shop the latest styles! Find A Store.
Browse Offers. Types: Earrings, Necklaces, Bracelets, Rings,
Hair, Body, Accessories.

Get [l favourites for $5. Be quick, Jifiiteaitimenotier Shop
online today. A fashion-forward jewellery brand that caters to
everyone. Shop the full range online.

Table 5.3.2d
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Competitors (NI RSOGO, BSOS - BRI Google Display |
Ads Swipe (EEESNONS RSO ROIOION KOOI - B - be found on

Moat)
Sep 2022 (Moat)

Creative Alerts Moat 100 Chrome Extension

Folicw brang @ publisher i f montt w the top digl ne advanced nf

BRIDE-TO-BE
SHOP JEWELLERY

MOTHER'S DAY GIFTS
SHOP JEWELRY

20% OFF JEWELRY

-;_‘ mromr o CODE MAY2019

20% OFF JEWELRY
CODE MAY2019

MEFRE s

FleTEIME h [ esormow |
19% 8 LS

FRIENDSHIP

BRACELETS SSES oS PR IN G
and more o 45k ‘ 10 YEARS OF

SHOP JEWELLERY

B o

30% OFF

JEWELLERY
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Competitors (EEEEREN RO RO, RSOSSN E®W) \/<ta and/or

Instagram Ads | Ads Swipe
Sep 2022 (Meta Ad Library)

7 Ads

Launched s Septamber 2022

~36 rosults

Launched in September 2022

© hsim ® hotm © tane

- |
About

0 results

Table 5.3.2f
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Sep 2022

9 Sep 2022

Awareness

Awareness

Conversion

Create an Ad Swipe Database

Competitors (EEESRENS RO RO BN B Linkodin Ads | Ads
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Swipe
Sep 2022 (LinkedIn)
For Reference Onl - All Com etitors have no LinkedIn Ads

%% 5 people from your school work here - 110 employees

=+ Follow (" visit website ¢ ) ( More )

Home About Posts Jobs People Videos

All Images Videos Articles Documents @

a -

There are no ads to show you right now

Check back later!
Table 5.3.2g
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5.3.3 Digital Advertising Objectives & KPls

Digital Marketing Objectives SMART KPIs & Metrics

Digital Advertising:

e Increase brand awareness * Implement at least 2 Google Display Advertising by Jan 2023, targeting Christmas Campaign
and.V|S|b|I|ty j(hrough. search « Implement at least 5 Google Ads Search by Jan 2023 or an average of $200 spent per month with
engines, social media and average CPC of $1 bid strategy to ensure at least 200 click through and 100 traffic users, assuming an
digital advertising so as to average 50% bounce rate.

lncreaseo website traffic by at * Increase total Facebook Ads reach from 348,000 people to 500,000 and impressions from 650,000 to
least 20% average per month 750,000 by Jan 2023 (Lifetime date range from 20th Apr 2022 to 31st Jul 2022)

at the end of 2022.

e From 675 (YTD data monthly
average) to 810 from Jan
2023 onwards

Conversion

Digital Marketing Objectives SMART KPIs & Metrics

e Increase sales revenue by 20%

per month by Jan 2023 Digital Adverfising

Facebook Ads:
* Increase total number of conversion from 0 to 2 by Jan 2023, aiming to achieve a cost per conversion
of at least $100

Google Search Ads (SEM):
* Implement Google Ads in search campaigns and increase conversion from 0 to 2 per month, aiming to
achieve a cost per conversion of at least $100 by Jan 2023

Google Display Remarketing:
* Implement Display Ads in campaigns and increase conversion from 0 to 2 per month, aiming to achieve a
cost per conversion of at least $100 by Jan 2023

190



Metrics Matrix based on

User Stages/
Funnel

DA Metrics

Google Ads

™= __"¢_1 A i __ __4*"_*" _ __ RE_4_*"__ O A _4" _ __ ™NI_ __ AR _g¢ " _ _
Consideration / (For Us and not Audience)
Awareness / Traffic Conversion Advocai
Engagement cy KPlIs, Action Plan Metrics
Same as Google Analytics Bids & Campaign Budget
Jﬁ:t Ig':;t;n Optimisation Score
- Campaigns Report
—Filter All Traffic (Paid Search) enONImat s
Channel Report Ad Strength
i Ad Rank (Max Bid x Quality Score)
Sessions
Bounce Rates Wax CPC Bl
:33‘2; e,sile:: lg: cidion Quality Score (Affects bid price,
Google Analytics (E-Commerce NIL being cheaper is higher score)
Conversion - Expected CTR
Google Ads Platform Conversion)
Impressions - Multi Channel Funnel Report - Landing Page Experience
Clicks - Campaians Report - Ad Relevance
- Filter All Traffic (Paid Search)
Click Through Rate Google Analytics (Audience > Channel Report Good Ads Extensions
Cost per Click Behavior & Behavior) ~hanne. Report
Search Impression Share - Filter All Traffic (Others for paid
Search Lost IS (Rank) P social) Channel Report Opt!mlrsde keyword, negative
- Lampaigns Report Kk
Susesh Cant 18 WBuicges. —Filter All Traffic (Paid Search) o
stimated Top of Page Bid (to Channel Report
outrank) —Filter All Traffic (Others for paid | °"*"4® e it
social) Channel Report Conversions (Purchase & Refine Audience segment
Newsletter Signups)
Same as Google Analytics Sessions
{Acquisition) Bourios Rates Conversion Rate
Just look at Pages / Session
- Campaigns Report Avg Sasslon Duritlon Cost per Conversion (associated
-Filter All Traffic (Others) Channel |page views with Ad spent)
Report
Avg Time on Page Return on Investment or ROAS
Users (associated with Ad spent)
New Users
Sessions AOV
Bounce Rates
Pages / Session
Ang Sension Bunsion NIL Refine Audience segment

Meta Ad Manager
Results (Landing Page Views or

whatever goal)

Cost per Results (Landing Page
Views or whatever goal)
Amount Spend

Reach

Impressions

Ad Frequency

Link Clicks

Click Through Rate (Link Clicks)
Cost per Click (Link Clicks)
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5.3.4 Digital Advertising Action Plan

Campaign

KPls

Action Plan (Details)

Action Metrics

Timeline

Digital
Advertising

Refer to
(Aware
ness)
Digital
Adverti
sing
KPIs
above

1 Google Ads Awareness Campaign per month with $100 -
$150 ad spend
o Campaign targeting Bangles keywords, Earrings
keywords
o Branded keywords
o Copies must have elements of brand name, CTA,
USP, product information and time urgency
(promotinos)

No Display Ad for the time being

1 Meta Ads Awareness Campaign per month with $100 ad
spend

1 Instagram Ad/Boost Awareness Campaign per month with
$50 ad spend

For Meta/lG, reuse past audience demographic. Use more
videos, longer aspect ratios, carousel for ad copies

Bids & Campaign
Budget

Optimisation Score
Recommendations
Ad Strength

Ad Rank (Max Bid x
Quality Score)

Max CPC Bid

Quality Score
(Affects bid price,
being cheaper is

higher score)

- Expected CTR
- Landing Page
Experience
- Ad Relevance

Good Ads
Extensions

Optimise keyword,
negative keywords

Analyse search
terms

Refine Audience
segment

4 months

$300 - $500
Advertising cost /
month

$3,100 manpower
hours / month

Campaign

KPls

Conversion
Action Plan (Details)

Action Metrics

Timeline
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Digital
Advertising

Refer to
(Conve
rsion)
Digital
Adverti
sing
KPIs
above

1 Google Ads Conversion Campaign per month with $100 -
$150 ad spend
o Campaign targeting Buyer keyword for Jewellery,
Bangles keywords, Earrings keywords
o Branded keywords
o Copies must have elements of brand name, CTA,
USP, product information and time urgency
(promotinos)

No Display Ad for the time being

1 Meta Ads Conversion Campaign per month with $100 ad
spend

1 Instagram Ad/Boost Conversion Campaign per month with
$50 ad spend

For Meta/lG, reuse past audience demographic. Use more
videos, longer aspect ratios, carousel for ad copies

Bids & Campaign
Budget

Optimisation Score
Recommendations
Ad Strength

Ad Rank (Max Bid x
Quality Score)

Max CPC Bid

Quality Score
(Affects bid price,
being cheaper is

higher score)

- Expected CTR
- Landing Page
Experience
- Ad Relevance

Good Ads
Extensions

Optimise keyword,
negative keywords

Analyse search
terms

Refine Audience
segment

4 months

$300 - $500
Advertising cost /
month

$3,100 manpower
hours / month
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5.3.5 Digital Advertising Media Plan (on-hold until bigger campaign is required)

5.3.6 Digital Advertising Budget Plan

| Paid Media Monthly Budget Planning and Reporting Template

Business Goal
Monthly Budget
Total Spent
Remaining Budget

: Increase website traffic
$250.00
$250.00

$0.00

Only fill in numbers for cells that have a border
around them.

Type

Radio & TV
Display
Search
Social Media
Social Media
Display
Direct Mail
SMS/Mobile
Newspaper
Magazine
Billboard
Transit

Influencer
Other

Date(s)

Name of Platform, Site, or Publication ) Description

Google Ads (Awareness Main Campaigr Bangles Campaign
Facebook (Awareness Main Campaign) Earrings Campaign
Instagram (Awareness Boost Campaign) Bangles Campaign

<

Spend Clicks/Impressions/Acquisitions  CPC/CPM/CPA
$0.00 0 #DIV/0!
$0.00 0 #DIV/Q!

$100.00 0 #DIV/0!
$100.00 0 #DIv/0!
$50.00 0 #DIv/0!
$0.00 0 #DIv/0I
$0.00 0 #DIV/0!
$0.00 0 #DIV/0!
$0.00 0 #DIV/0!
$0.00 0 #DIV/0!
$0.00 0 #DIV/O!
$0.00 0 #DIV/0!
$0.00 0 #DIv/o!
$0.00 0 #DIV/Q!

Revenue

g 4 4

$0.00
$0.00
$0.00
$0.00

$0.00

$0.00

$0.00

$0.00

$0.00
$0.00;

$0.00

$0.00

$0.00

$0.00

ROAS
#DIV/0!
#DIV/0!
$0.00
$0.00
s00q
#DIV/0!

-
#DIV/0I

#DIV/0! y
#DIV/0!
#DIV/0!
#DIV/0!
#DIV/0!
#DIV/0!
#DIV/0!

X_d-_8 -8 3

5.3.7 Digital Advertising Analytics / Reporting (refer to part 6)

Monthly Budget‘ Allocation

Average Spend vs.~

Revenue by Me;dia Type
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5.4. Social Media Marketing Strategy

Summary of Findings (Social Media Audit)

Non Creative
Instagram

B have 950 followers on Instagram

Meta

BEOEEEE have 450 likes/fans on Meta, page created on 5 June 2017 and managed by Singapore and
Canada (past agency)

Table 5.4.1b as a reference only shows the Meta + IG content audit that can be done by exporting the data.
Table 5.4.1c to 5.4.1e, with the exported data, we know that,
1. Instagram Post’s Top Reach are mostly from 2021, ranging between 800 to 1900 with Likes/Reactions
between 15 to 30
2. Instagram Post’s Low Reach are mostly from 2022, ranging between 100 to 130 with Likes/Reactions
between 6 to 20
3. Meta Post’s Top Reach are mostly from 2021, ranging between 200 to 500 with Likes/Reactions
between 5 to 100
4. Meta Post’s Low Reach are mostly from 2020, ranging between 20 to 40 with Likes/Reactions
between 4 to 12
Instagram Story’s Top Reach are mostly a mix, ranging between 150 to 200

5.
6. Instagram Story’s Low Reach are mostly a mix, ranging around 100
7. hdoesn’t have much data on Meta Story

LinkedIn

_ have 8 followers on LinkedIn

Creative
Instagram & Meta

B (nstagram/Meta feed’s look and feel is quite cluttered/close-up with a variety of colour mix.
There are many model photos used as post as well, however revolving around the same few. We will look into
competitor’s Instagram feed in the next findings (social media research)

LinkedIn
NIL

Summary of Findings (Social Media Research)

Non Creative
Instagram

B ave 14.6k followers, JRl with 12.4k, PR With 20.9k, DR With 87.4k and R

with 404k followers
Meta

BSOS = ve 4.2k likes/fans on Meta, page creation on 19 June 2015 with people managing the page
from Singapore (3), Philippines (2) and Slovakia (1).

have 243k likes/fans on Meta, page creation on 25 Dec 2009 with people managing the page from
Singapore (11) & Malaysia (2)
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- have 155k likes/fans on Meta, page creation on 29 June 2011 with people managing the page purely from
Singapore, 25 of them manages the page.

have 29k likes/fans on Meta, page creation on 6 July 2009 with people managing the page
from Singapore (11) and Phillipines (1).

- have 197k likes/fans on Meta, page creation on 30 MAr 2010 with people managing the page from
Australia (11), South Africa (13), India (1) and UK (1).

TikTok

BEE®ES docs not have TikTok

have 4600 followers and 29.2k total likes on TikTok
have 329 followers and 1957 total likes on TikTok
have 122 followers and 1106 total likes on TikTok
have 11.6k followers and 27.6k total likes on TikTok

LinkedIn

oes not have LinkedIn

have 125 followers on LinkedIn
have 12.7k followers on LinkedIn

have 480 followers on LinkedIn
have 26.4k followers on LinkedIn

Youtube

and [E@@ does not have Youtube
have 303 subscribers, 1.0mil total views, page creation 5 Jun, 2012
have 766 subscribers, 1.3mil total views, page creation 3 May, 2012

Creative
Instagram

For the look and feel of Instagram, aims to portray an image that is akin to brands Iike-
O | direct competitorﬂ is also analysed.

From Table 5.4.2f, competitor’s Instagram feed look & feel consist of,
1. A “theme” or style that last for 6 to 18 post/grids.
2. The “theme” is focused on

Campaigns (product related or influencer related)
Influencer generated content
Colours

a. Product

b. Product launch

c. Holiday / Festive / Seasonal
d. Sales/Conversion

e. Promotions

f. Messages

g.

h.

i.

TikTok

BESE®ES ocs not have TIkTok

have about 28 Post on TikTok (between 29 Sep 2021 - 22 Sep 2022)
have about 6 Post on TikTok (between 1 Jun 2021 - 22 Sep 2022)
have about 90 post on TIkTok (between 4 Oct 2021 - 22 Sep 2022)

have about 90 post on TikTok as well (between 13 Apr 2020 - 22 Sep 2022)

Generally, competitor’s TIkTok feed is not as emphasised as Instagram. The TikTok feed look & feel consist
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of:

N —

Purely product (a small % only)

Close-up of Hands (from models, influencers or users) wearing products. Close-ups of the parts where
product is fitted

Full & Half Body of Models (3rd person), Influencers (selfie or 1st person) wearing products

Captions are placed on thumbnail to give context of content

Photo (collage, gif) & Video content type mix
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5.4.1 Social Media Audit (Non-Creative)

RO Instagram Account & Page Information

Sep 2022 (Instagram, Meta & LinkedIn)

58 following

Page transparency

Pages and accounts
443 likes * Brand

©
951 likes

Organisations that manage this Page ©

Based in Singapore, Forbidden Hill designs and produces fashion and lifestyle accessories inspired by the cultures of South East Asia

Page history
o+ Merged with 0 other Pages
(%) Page name changed 0 times

® Page created on 5 Jun 2017

People who manage this Page @

©Q Primary country location for people who manage this Page includes: Singapore
(4) Canada (1)

Retail Luxury Goods and Jewelry - Singapore, Singapore - 8 followers

No TikTok & Youtube

Table 5.4.1a

198



BOEEOE® Instagram + Meta Content Audit

Sep 2022 (Meta Business Suite)
(For Reference Only, Data Exported in CSV is better for analysis, refer to the next attached )

_ =

All content

Posts - Media type - Instagram Feed - Clea Q Search by ID or capt

Likes and
reactions

8y Pretty n pink,_@novitalam aring our Kawung Bangle in Gold with Drago.. = 19K 29
eople rmached ikes

wite Vi your jook anytime with our customisable Gemstone Earrings! @.. = e 1.8K 12
Post 9 January 12:32
Q) People rezcned Likes

f‘_q "T]

- tad by the intriguing colour and allure of our 24k Gold-plated N Bost 1 May 2021 an 14
) Paople raached Likes

Title Type Date published T1 Reach © |

mir ¥ @nov arr sau >h of colo A e - 1
mind ¥ @novitalam adds a touch of colour with the Ban Post 10 Oct 2021 8K

=N
W

People reached

Some gifts for the Dad who's always dressed in his Sunday best. Shirt & b. P 42
Post 15 Jun 2021
o) Likes
- lack and White ~ lassic combina at never goes o 1 style. Feat.. o4z 15
Black and White - a classic combination that never goes out of style. Feat — 25 Apr 2021 2
S People reached Likes
Pull together the perfect floral ensemble with our Nonya Blossom Cuff an 819 21
'L = [zt i £ ¥ 2 Post 31 Jan 2021
People reached Likes

Table 5.4.1b
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B SE® (nstagram Post | Top Reach

Caption

Pretty in pink, @novitalam wearing our Kawung Bang

#ewellery #ewelry #bangles #bangle #accessories #
Switch up your look anytime with our customisable G

fger rngs #ger jewellery figemstonejd

Tropical state of mind < @novitalam adds a touch of

#ewellery #ewelry #cuff ficuffs #cufforacelet #bangld
Be captivated by the iniriguing colour and allure of ol

itiewellery itjewelry #cuff ficuffs #cufforacelet #ibangld
Some gifts for the Dad who's always dressed in his S|

-
Black and White — a classic combination thal never g{

#ewellery #jewelry #bangies #bangle #accessories #

Pull together the perfect floral ensemble with our Nory

#lewellery #jewelry #cuff #cuffs #cuffbracelet #bangld

Summer Swag — throw on a jumpsuit with our Hué Si

#ewellery #jewelry #bangles #bangle #accessories #

- | Posttime =

6/19/2021

1/8/2022

10/9/2021

5/1/2021

6/15/2021

4/24/2021

1/30/2021

5/8/2021

Content

type

Instagram post

Instagram post

Instagram post

Instagram post

Instagram post

Instagram post

Instagram post

Instagram post

Likes and
Y Reach =] reactions

1900

1794

1753

971

956

942

819

811

Table 5.4.1c

29

12

23

14

42

15

21

15

Sticker
taps = Replies = Linkclicks = Comments =

Shares

A
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RO Instagram Post | Low Reach

| Post time = Content Likes and Sticker
Caption = type b Reach =| reactions = taps = Replies = Linkclicks = Comments = Shares =
Soak in the posttive vibes of the Citrine gemstones in|
7116/2022
#gemstoneearrings #gemstonejewellery #citrine #iger| Instagram post a8 6 0 0
Our Hué Bangle in White Rhodium with Obsidian Bla
5(16/2020
#ewellery #jewelry #hangles #bangle #accessories # Instagram post 107 11 0 Q
Like the lotus flower which emerges from the muddy
5/9/2020
#mothersday #mothersday2020 #otus Instagram post 110 14 2 (4
Elegance is timeless — inspired by the fine Chinese
5/212020
#ewellery #owelry #statementearrings #earringstyle Instagram post 112 21 0 (4
An integral part of Hari Raya, the Ketupat (a diamond
5/23/2020
We want to wish all our friends celebrating during thig Instagram post 118 10 [} (4
A feeling of serenity ensues with the Forbidden Sprin:
8/19/2022
#gemstoneearrings #gemstonejewellery #gemstonejq Instagram post 120 8 o} @
Purple is the new black ‘@
We shall soon be seeing a lot of purple, the colour of
Here we have styled a purple dress with cur Dragonfy
9/9/2022
'ﬂuraceletoftheday #banglebracelet #oraceletlover #s
#sglookbook #ewelrypholography #jewelleryonline # Instagram post 130 10 0 4
Azure dreams @ Pairing ou pring Drop
6/18/2022
#ewellery #jewelry #cuffs #cufforacelet #earrings #dr} Instagram post 134 6 0 0

Table 5.4.1d
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B Facebook Post | Top Reach

. —  Content Likes and Sticker
Caption = Posttime = type Y| Reach =] reactions = taps = Replies = Linkclicks = Comments = Shares =
So thrilled that our Utama Lacquerware has beenself ~ 11/24/2020  Facebook post 571 38 18 7 1
Thank you Tatler Singapore for including us in your fg 4/10/2021 Facebook post 424 100 47 1
Tropical state of mind « @novitalam adds a touch of 10/9/2021 Facebook post 306 7 0 0
Our Forbidden Spring Gemstone Earrings encapsulaf
Tucked behind Fort Canning Hill, the Forbidden Sprir} 9/18/2021
(Paired here with our Ikat Silk Bangle) Facebook post 294 6 1
A dash of hot pink to spice up your florals - pair our g 10/2/2021 Facebook post 293 8
Our new Gemstone Earrings are officially available ol
9/4/2021
Designed after local heritage gems such as the Natio Facebook post 292 12
Our Orchid Garden Drop Earrings with Sapphire Gent 9/11/2021 Facebook post 291 9
The circular design of our Jalan Besar Gemstone Ea
9/25/2021
Popular in the 1900s to 1940s, you can still see such Facebook post 288 4
Boldly chic with a timeless charm, our Ikat Silk Bangl{ ~ 10/16/2021 Facebook post 287 5
Thank you to everyone who came down to see us at
We loved seeing how excited everyone was about oy 4/27/2022
Last but not least, a big thank you to Charlotte and th| Facebook post 279 23 1 0 0
B Facebook Post | Low Reach
Posttime = Content Likes and Sticker
Caption = ; type Y| Reach =| reactions = taps = Replies = Linkclicks = Comments = Shares =
Elegance is timeless — inspired by the fine Chinese W 5/2/2020 Facebook post 20 9 0 0
Our Hué Bangle in White Rhodium with Obsidian Bla 5/16/2020 Facebook post 22 6 0 0
Thank you Boutique Fairs Singapore for the feature! 5/14/2020 Facebook post 23 6 0 0
Like the lotus flower which emerges from the muddy 5/9/2020 Facebook post 23 7 0 1
An integral part of Hari Raya, the Ketupat (a diamond
5/23/2020
We want to wish all our friends celebrating during thig Facebook post 24 9 0
Grace, simplicity and elegance — our Lotus Silk Cuff | 5/30/2020 Facebook post 26 1 0 0
Father's Day is just around the comer... what are you
6/6/2020
If you need some ideas, check out Expat Living Singa Facebook post 29 0 0
Stand out from the crowd as you head back intothe {  6/13/2020 Facebook post 32 0 0
Looking for local fashion labels? OneOrchard.Store ¢ 6/18/2020 Facebook post 35 6 0 0
Make a statement with your jewellery — pair our Iskary 6/27/2020 Facebook post 39 12 2 0
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BRI ® (nstagram Story | Top Reach

: —  Content Likes and Sticker
Caption = Postiime: T type T| Reach =| reactions = taps = Replies = Linkclicks = Comments = Shares =
12/10/2020 Instagram story 215 0 0 0 0
12/10/2020  Instagram story 188 0 0 0 0
7/17/2020 Instagram story 176 0 0 0 0
7/2/2020 Instagram story 176 0 0 0 0
with the Ikat Silk Bangle
and Orchid Purple Silk 12/4/2021 Instagram story 172 1 1 0 2
Visit @shopdesignorchard for a dazzling display of rej 8/3/2022 Instagram story 171 5 2 0 0
1/26/2022 Instagram story 165 1 0 0 0
10/9/2021 Instagram story 165 0 0 0 0
9/4/2021 Instagram story 159 0 0 1 0
Featuring @whathebronte 1/27/2021 Instagram story 159 0 0 0 0
BOEEOE® nstagram Story | Low Reach
: —  Content Likes and Sticker
Caption = Post time ; type Y| Reach =| reactions = taps = Replies = Linkclicks = Comments = Shares =
Our Autumn Lantem Lacquerware Collectionis availd  8/25/2022 Instagram story 100 0 1 0 0
5/8/2021 Instagram story 100 0 1 0 0
7/24/2021 Instagram story 101 0 0 2 0
1/27/2021 Instagram story 101 0 0 0 0
8/7/2021 Instagram story 102 0 0 1 0
@akinndesign @afterdarkroom
@cocoonese @forbiddenhill 5/27/2022 Instagram story 103 0 0 0 0
7/8/2020 Instagram story 104 0 0 0 0
@singaporeair @krisshop 5/14/2022 Instagram story 105, 0 0 0 0
2/19/2022 Instagram story 105 0 0 0 0
7/8/2020 Instagram story 105 0 0 0 0
BRSO Facebook Story | Did not post together with Instagram
: —| Content Likes and Sticker
Caption = Post time : type Y. Reach =] reactions = taps = Replies = Linkclicks = Comments = Shares =
9/1/2022 Facebook story 18 1 0
8/25/2022 Facebook story 9 0 0
8/25/2022 Facebook story 18 0 0
Table 5.4.1e

203




5.4.1 Social Media Audit (Creative)

)

Meta & Instagram uses the same Creatives for Organic

BOEEE® Instagram Feed (Look, Feel & Style

Sep 2022 (Instagram)

a
,,
.
,}ir i /
-

m%mm

Table 5.4.1f
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esearch (Non-Creative)
- m Account & Page Information

Table 5.4.2a

Competitors Meta Account & Page Information
Sep 2022 (Meta Ad Library)

Ads About

About the advertiser

In an effort to increase accountability and transparency, Meta is sharing more information about Pages and the people who manage them. Learn more about transparency

Page transparency

Handcrafted, responsibly-made artisan quality jewelry and accessories for a simpler life.

‘ Pages and accounts ‘ Page history @

‘ o* Merged with 0 other Pages
4,266 likes * Product/Service @ P " —_—
) Page name changed 0 times

14,647 likes | ™ pagecreated on 19 Jun 2015 |

Organisations that manage this Page @ ‘ People who manage this Page @

Q@ Primary country location for people who manage this Page includes: Singapore
(3) Philippines (2) Slovakia (1)
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Ads About

About the advertiser

In an effort to increase accountability and transparency, Meta is sharing more information about Pages and the people who manage them. Learn more about transparency.

Page transparency

is a premier jeweller specialises in timeless wedding bands to eternal diamond engagement rings, solitaires, and bridal jewellery. We are located in: Singapore: Jewel
Changi, ION, Plaza Sing, JEM, Northpoint, Vivocity

Pages and accounts Page history @
o+ Merged with 0 other Pages
243,772 likes * Accessories
(7} Page name changed 0 times

\® Page created on 25 Dec 2009 )

20,897 likes - \
Organisations that manage this Page @ People who manage this Page 6
@ Primary country location for people who manage this Page includes: Singapore
(11) Malaysia (2)
Ads About

About the advertiser

In an effort to increase accountability and transparency, Meta is sharing more information about Pages and the people who manage them. Learn more about transparency.

Page transparency

A e believe that everyone deserves to shine. Celebrate your life's stories and significant moments with us together.
=3
Pages and accounts Page history @
2+ Merged with 0 other Pages
155,854 likes * Jewellery/Watches 2 )
(% Page name changed 1 time
\ 9§
12,424 likes \® Page created on 29 Jun 2011
Organisations that manage this Page @ People who manage this Page @

Singapore, Singapore 486042 25)
Singapore

is responsible for this Pag ‘ Q Primary country location for people who manage this Page includes: Singapore
L
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Ads About

About the advertiser

In an effort to increase accountability and transparency, Meta is sharing more information about Pages and the people who manage them. Learn more about transparency.

Page transparency

s a jewellery brand that hails from Singapore, specialising in modern, everyday designs safe for sensitive skin. We're all about building your identity and

strengthening your confidence — whoever you are, wherever you are.

Pages and accounts

29,136 likes * Jewellery/Watches

87,469 likes

Organisations that manage this Page @

Singapore
\

_is responsible for this Page.

Page history 6
¢ Merged with 0 other Pages
(7 Page name changed 0 times

X Ppage created on 6 Jul 2009

People who manage this Page @

Q Primary country location for people who manage this Page includes: Singapore
(11) Philippines (1)

Ads About

About the advertiser

In an effort to increase accountability and transparency, Meta is sharing more information about Pages and the people who manage them. Learn more about transparency.

Page transparency

-s the first stop shop for the fashion forward to get their on-trend accessories fix!

Pages and accounts

197,165 likes * Jewellery/Watches

404,213 likes

Organisations that manage this Page @

Page history @
* Merged with 0 other Pages
(% Page name changed 0 times

X Page created on 30 Mar 2010

People who manage this Page ©

@ Primary country location for people who manage this Page includes: Australia
(13) South Africa (13) India (1) United Kingdom (1)

Table 5.4.2b
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Competitors TikTok Account & Page Information
Sep 2022 (TikTok)

B ®RS does not have Tik Tok

( \

0 Following 329 Followers 1957 Likes

For every occasion, every you ®

Styling tips and behind the scenes

1 Following

122 Followers

QLove Jewellery Authority ¢

1106 Likes

v

W,

Table 5.4.2¢c

Competitors LinkedIn Account & Page Information
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Sep 2022 (LinkedIn)

BRI coes not have Linkedin

Retail - Singapore - 12,706 followers

Retail - Orchard - 480 followers

Table 5.4.2d

Competitors Youtube Account & Page Information
Sep 2022 (Youtube)
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B EGISISIeN -nd EE® does not have Youtube

HOME VIDEOS PLAYLISTS CHANNELS ABOUT

Description Stats
Joined Jun 5, 2012

1,022,730 views

HOME VIDEOS PLAYLISTS COMMUNITY CHANNELS ABOUT
Description Stats
You deserve to shine Joined May 3, 2012

1,385,328 views

R

Table 5.4.2e
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5.4.2 Social Media Research (Creative)

Competitors Instagram Feed (Look, Feel & Style)
Sep 2022 (Instagram)

Only for Instagram’s Look & Feel, ||}l s competitors benchmarked against DIFFERS
Only Instagram & TikTok will be analysed for Look & Feel due to emphasis on the Grid. Meta &
LinkedIn follows a linear grid.
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Table 5.4.2f

Competitors TikTok Feed (Look, Feel & Style)

Sep 2022 (TikTok)

BOEE®E® does not have TikTok

tumes 7 O

29th Sep 2021 (First
post) - 22th Sep 2022
Total Post: 28

1st Jun 2021 (First post)
- 22th Sep 2022
Total Post: 6
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s F 3

4th Oct 2021 (First post)
- 22th Sep 2022
Total Post: 93

ruen T Q)

13th Apr 2020 (First
post) - 22th Sep 2022
Total Post: 92

Table 5.4.2¢g
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5.4.3 Social Media Objectives, KPIs & Metrics

Digital Marketing Objectives SMART KPIs & Metrics
SMM:
e Increase brand awareness * Increase average monthly sessions from organic social channel from 116 (YTD data monthly average)

and visibility through search to 150 by Jan 2023

engines, social media and Facebook Page:

digital advertising so as to * Increase Company Facebook Page Likes from 440 to 500 by Jan 2023

increase website traffic by at + At least 2 post every week on the company Facebook Page

least 20% average per month

at the end of 2022. Instagram Page:

* Increase Instagram Page Followers from 948 to 1150 (20%) by Jan 2023

e From 675 (YTD data monthly « An average of 10 likes per post

average) to 810 from Jan

2023 onwards * At least 2 post every week on the Instagram Page by Jan 2023

* At least 2 Stories every week on the Instagram Page by Jan 2023
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Metrics Matrix based on

User Stages/
Funnel

S _ _*"_1 AR _ 1" _ AR _ __i__4*" _ ___ RR_41_"__ O A _4" _ __ ™NI_ __ RN _4¢_ " _ _ - -
Consideration / (For Us and not Audience)
ST, (i Engagement SEtvEon Aheocacy KPIs, Action Plan Metrics
Same a4 Google Anaiyfics Google Analytics (Audience >
Behavior & Behavior)
5 - Audience Engagement Report
- Filter All Traffic (Referral) (for - Audience Engagement Report
~Elter All Traffle (Referral) (for | ZAll Pages & Landing Pages Report
raffic to content blog & pages) - All Traffic (Social & Referral)
Channel Report Channels Report
- Filter All Tra.iﬂc (SOchI) (if there's
CTA from social to website) Sessions
Channel Report Bounce Rates
Google Analytics

Users
New Users
Sessions
Bounce Rates

Pages / Session

Avg Sesslon Duration

Meta

No. of Likes/Followers
Followers Growth Rate
Account Tags & Mentions
(Giveaways)

Meta Post/Carousel/Reels
Reach
Likes & Reactions

Social Media E:g;g:mems
Marketing

Pages / Session

Avg Session Duration
Page Views

Avg Time on Page

Meta

No. of Likes/Followers
Followers Growth Rate
Account Tags & Mentions
(Giveaways)

Avg Engagement Rate (Account
level)

Meta Post/Carousel/Reels

Likes & Reactions

Comments

Shares

Avg Engagement Rate (Post level)

Meta Story
Reach

Engagements
Replies

Same as Google Analytics
Metrics {Acquisition)

Just look at

- Filter All Traffic (Referral) (for

traffic to content blog & pages)

Channel Report

- Filter All Traffic (Social) (if there's

CTA from social to website)

Channel Report

Users
New Users
Sessions
Bounce Rates
Pages / Session
Avg Session Duration
Instagram

Instagram
No. of Followers
Followers Growth Rate
Account Tags & Mentions
(Giveaways)

Instagram Post/Carousel/Reels
Reach

Likes
Comments
Shares & Saves

Instagram Story
Reach

Likes & Reaction
Replies

Google Analytics (Audience >
Behavior & Behavior]

- Audience Engagement Report

- All Pages & Landing Pages Report
- All Traffic (Social & Referral}
Channels Report

Sessions

Bounce Rates

Pages / Sesslon

Avg Sesslon Duration
Page Views

Avg Time on Page

Instagram
No. of Followers

Followers Growth Rate
Account Tags & Mentions
(Giveaways)

Avg Engagement Rate (Account
level)

Instagram Post/Carousel/Reels
Likes

Comments
Shares & Saves
Avg Engagement Rate (Post level)

Instagram Story
Reach

Likes & Reaction
Replies

Google Analytics (E-Commerce
Conversion)

- Muiti Channel Funnel Report

- Filter All Traffic (Social) Channels
Report

Revenue

Conversions (Purchase &
Newsletter Signups)

Conversion Rate

Cost per Conversion (associated
with Content production)

Return on Investment (associated
with Content production)

AQV

New vs Returning Users
Customer Retention Rate
CLv

Shares

UGC Post | Brand Tags
UGC Post | Brand Mentions
UGC Story | Brand Tags /
Mentions

Brand Hashtags

Google Analytics

New vs Returning Users
Customer Retention Rate
cwv

Instagram

Shares & Saves

UGC Post | Brand Tags
UGC Post | Brand Mentions
UGC Story | Brand Tags /
Mentions

Brand Hashtags

Soclal Media Calendar

Number of Post/week-month
Number of Story/week-month
Number of Reels/week-month
Post Rate

Post (Content Topic/Theme) Mix
Post (Content Type) Mix

Post (Funnel) Mix

Post (Content Purpose) Mix

Post (Platform’s Format such as
single, carousel, story, reels) Mix

Anal Audi g "
Y g
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5.4.4 Social Media Action Plan

Campaign

KPls

Action Plan (Details)

Action Metrics

Timeline

Social
Media
Marketing

Refer to
(Aware
ness)
Social
Media
Market
ing
KPlIs
above

e Develop a Social Media Content Calendar revolving around
the content purpose, themes types, funnel, etc.

e Achieve a similar look & feel for Instagram as the
competitors such as

e Focus more on visual than education for social media
strategy as analysed by the competitor’s instagram.

o BRSNS to create Social Content Themes around
these areas

o Mix & Match Bangles & Earrings

o Product Aesthetic, Features & Benefits (Bangle, Cuff,
Earrings, Cufflinks, Lacquerware, Silks, Gemstones,
Design Motifs, Mediallions, Materials, Colours)
Gifting, Packaging & Souvenir
Travelling & Gifting
Holidays / Festive / Season
Influencer / User Generated Content/Collaboration
(non-model)
Brand Collaboration
Promotions, Sales
Contest & Giveaways
Online / Offline Events

o O O O

o O O O

o BN (0 Adopt the following Content Types for
Social Media
o Images (60%
- Static Photos,
- Infographic,
- Influencer/User Generated Photos,

Social Media
Calendar

Number of
Post/week-month

Number of
Story/week-month

Number of
Reels/week-month

Post Rate

Post (Content
Topic/Theme) Mix

Post (Content Type)
Mix
Post (Funnel) Mix

Post (Content
Purpose) Mix

Post (Platform's
Format such as
single, carousel,
story, reels) Mix

Analyse Audience
Segment

4 months

$3,100 manpower
hours / month
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- BTS photos

e Videos (30%)

- Slow Videos,

- Trendy Videos,

- Videos in Collage boxes,

- GIFs,

- Influencer/User Generated Videos,
- BTS videos,

- Event Coverage,

- ASMR

o Text(10%)

- Messages,

- Promotion Messages,
- Announcements,

- Quotes

More Aesthetic/Visual Videos to drive engagement though
content production is limited, hence a smaller % mix are

videos
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B social Media Content Production (Photos) | MoodBoard
Sep 2022 (Google Sheets)

— o /
s J
Content Message Product Aesthetic & Showcase . Product Aesthetic & Showcase . Product Aesthetic & Showcase . Product Aesthetic & Showcase - Product Aesthetic & Showcase - Product Aesthetic & Showcase
Earrings
Desk Anywhere Anywhere Anywhaera Anywhare
Photography Theme Jewellery Box on Desk (Showroom) Jewellery Comparison, or Showcase Jewellery align in Patterns Jewellery Hanging Jewellery in Patterns Jewellery's Shadow
Colour Theme [Rich, Deep, Dark Colours) or [Light, Soft, Pastel  [Rich, Deep, Dark Colours] or [Light, Soft, Pastel [Rich, Deap, Dark Colours] or [Light, Soft, [Rich, Deep, Dark Colours] or [Light, Soft, Pastel  [Rich, Deep, Dark Colours) or [Light, Soft, Pastel  [Rich, Deep, Dark Colours] or [Light, Soft, Pastel | |Rich, Deep, Dark Colours] or [Light, Soft, Pastel
Colours| Colours] Paste! Colours] Colours) Colours] Colours)
All the different designs and something that bamboo sfick?
represents their design
sticks

Props ideas All the different colours (max §) and something

Jewellery Box just like in Showroom Sik, Cloths, Curtains that represents their colour poles Sik, Cloths, Curtains

Wooden / Marble Top Wooden / Marble Top Infographic Wooden / Marble Top some flowers/ieaves behind Wooden / Marble Top

Wooden / Marble Top
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B social Media Content Production (Videos) | Script/Story Board

Sep 2022 (Google Sheets)

Frame/Collage

First 6
Seconds

6-12 sec

12-18 sec

18 -24 sec 24 - 30 sec

t-shirt & jeans one piece dress
X A (solid colour), !
change into one one piece dress . previous floral
Clothings in Sequence : ; ; 2x one piece
piece dress (solid  (solid colour) dress :
floral dress final one piece
colour)
floral dress
rhodium mist
blue,
Products in Sequence - ek : .
rhodium lychee shophouse pink, rhodium
white change into  rhodium mist rhodium rhodium pineapple
rhodium mist blue blue torquise blue torquise blue yellow
Locati Indoor / Outdoor (Fort ~ Outdoor (Fort ~ Outdoor (Fort ~ Outdoor (Fort
e Apartment Canning TBC) Canning TBC) Canning TBC) Canning TBC)
1st Frame (Model wearing product, Full & Half Body)
Model tries Model walks out
on/changes 1 of frame from Left
clothings but to Right (or other P
doesn't like the direction). Model
Model heads out : towards camera
look, so she G .. walks back into " %
3 A with hands swingin while embracing
Model Action changes the silk of frame from
A of the 2nd Bangle . K the bangle and
the bangle instead. (changed silk) original position e Havana
With every action of g and the o gam::’a
"putting the clothes background , back view walk
on", it cuts to the changes (same away from
changed outfit outfit & bangle) camera
Camera speed normal slight slow-mo normal - fast slight slow-mo slight slow-mo
o front view front view side view front view front - diagonal-
Camera Compasiion/Angle half body full body full body half body back view
trucking sideways tracking (follow  tracking (follow
B still (follow sideways) still model) model)
2nd Frame (Model wearing product without showing face, Closer view)
Model wearing 1st
Bangle and then,
change the Silk.
Model Action Lifts her hand a bit slight
to "showcase" to Model hang touch/caress of Model hang
the camera like she twisting of wristto  swinging of the bangle by twisting swinging slightly
is in dressing room showcase bangle Bangles variation of wrist as she walk away
Camera speed normal slight slow-mo normal - fast normal slight slow-mo
front - diagonal
Camera Composition/Angle front view side view view front - diagonal-
close half body close half body close half body front view back view
trucking sideways
Camaa Movement stil still (follow sideways) sl tracking abit
3rd Frame (Close-up of Product)
Close up of Close up of ClLose up of
Model Action Close up of Silk no action, just Bangle in twisting of wrist to product with hand
being changed product swinging motion showcase bangle down/ loose
Camera speed slight slow-mo normal slight-slow mo normal normal
Camera Composition/Angle SRV vink SO0 G B8 Vi . : / : .
close-up close-up front - side view side view back view
Camera Movement still shifting abit trucking sideways shifting abit tracking abit
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B Social Media Calendar (Annual)

Aug 2022 (Modified Hootsuite Template)

2022 Social
Media Content

Calendar ocT

July-December

NOV

DEC

Deepavali / Diwali October 24, 2022

International Teachers Day October 5, 2022

Thanksgiving (USA| November 24, 2022

Giving Tuesday

Small Business Saturday (USA)

Christmas, December 25, 2022

News Year's Eve, December 31, 2022

Education (Awareness, Consideration, Education (A , Consid )y Education (Awareness, Consideration, Education (Awareness, Consideration,
Conversion, Advocacy) Conversion, Advocacy) Conversion, Advacacy) Conversion, Advocacy)
Content Purpose Convince (Conversion) Convince (Conversion) Convince (Conversion) Convince (Conversion)
Inspire (Awareness, Advocacy) Inspire (Awareness, Advocacy) Inspire (Awareness, Advocacy) Inspire (Awareness, Advocacy)
Awareneness & Consideration (50%) Awareneness & Consideration (50%) Awareneness & Consideration (50%) Awareneness & Consideration (50%)
User Funnel Conversion (30-40%) Conversion (30-40%) Conversion (30-40%) Conversion (30-40%)
Advocacy (10-20%) Advocacy (10-20%) Advocacy (10-20%) Advocacy (10-20%)

Content
Theme/Topic (Pillar

& Conerstone is for

Sub Content Pillar:
Content about Product Features, Benefits, Info
Design, Materials, etc.

female accesories, male accesories,

hypoallergenic earrings 3
ypo 9 g home accesories

gifting, packaging

End of November, New Bangle

gifting, packaging

End of November, New Bangle

Sub Content Fillar:
Content about Product Features, Benefits, Info
Design, Materials, etc.

hypoallergenic earrings

female accesories, male
accesories, home accesories

of their bangles they wear (for UCG)
Or host a competition of nicest photos
sent, only in email channel)

phoilo of their bangles they wear (for

uca)
Or host a competition of nicest
photos sent, only in email channel)

influencer for holidays and gifts

silk slides medallions silk slides medallions
Boutiques Fair November 24-27,
2022
A discount or item given for every photo AL diADounG of Sev een rauey 12 days of Christmas Idea

- Giveaways free
- Giveaways Contest
- Brand Collaboration

influencer orholidays and gifts

Christmas (Non-Promotion)

Christmas (Promotion after 12
days of contest/giveaway)
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B Social Media Calendar (Monthly)

Aug 2022 (Modified Hootsuite Template)

0 D mgm Content Purpose User Funnel | Journey n‘ "mﬂl Content Types STATUS LINKTOASSETSINDRIVE  Content Image Asset

2022-11.08 | Wad - = = UL 1 ypes vix
2022-11-10 | Thu |influencer, User unboxing “gifting” expenence (product seeding) Entedain (Awareness) (20%) Advocacy (10%) = Influencer /UGt = InfluencerUs ~ . SIS videes
2022-11-11 Fri . Y < . . BTS photos
2022-11-12 | Sat =] = = S ' Announcements
2022-11-13 | Sun | Photo of gifting product, close-up | Educate (Al Funnel) (40%) - Awsreness 8 Consideration (50%) - Product Aesthe ~ ” * 3
2022-11-14 | Mon |New Bangle Tease Educae (Al Funnel) (40%)  ~ Awaseness & Consideration (80%) = Product Assthe * Stalic Photos ~ - Influencer/User Generated Videos
2022-11-15 | Tue » = = # =

2022-11-16 | Wed - - - - - Trendy Videos
2022-11-17 | Thu |New Bangle Tease Educate (Al Funnel) (40%) T Awareness 8 Consiceration (80%) ~ Product Aesthe ™ Stabc Phatos ~ 4

2022-11-18 | Fri - - - - -

2022-11-19 | Sat . ¥ > x Y

2022-11-20 | Sun |New Bangle Tease Convince (Conversion) (25%) = Conversion (30%) - Product Aesthe = Static Photos ~ >

2022-11-21 | Mon |Boutiques Fair - This coming week announcement Educaie (Al Funnel) (40%)  * Awameness & Consiceration (80%) © Onfine / Ofine *  Anncunceme ~ ¥

2022-11-22 | Tue . . v v y

2022-11-23 | Wed - . = - ¥

2022-11-24 | Thu |Boutiques Fair - Coming Tomorrow, See you Educate (All Funnel) (40%)  ~ Awareness & Consideration (80%) = Oniine / Offine ™ Anncunceme ~ v

2022-11-25 Fri - - - -

2022-11-26 | Sat |Boutiques Fair - BTS Educate (All Furnel) (40%) ! Advocacy [10%) * Oniine ! Offine * BTS photos ~ b

2022-11-27 | Sun | Boutiques Fair - BTS & Closing off Enteain (Awareness) (20%) Advocacy [10%) = Online / Offine ~ BTS videos - -

2022-11-28 | Mon |New Bangle Announcement / Release Convince (Conversion) (25%) = Convarsion (30%) * Product Aesthe * Stabic Phatos ~ =

2022-11-28 | Tue v y Y - y

202; Wed ¢ = < S ‘

2022-11-01 | Tum

2022-11-02 | Wed For now, FB Post alternates in posting from IG v . v . v

2022-11-03 | Thu For FB Story, can post same day as IG Story > = > = >

2022-11-04 | Fn TikTok can go into once we have more video content * * v ¢ >
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5.4.5 Social Media Analytics / Reporting (refer to section 6)
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5.5 (Klaviyo) Email Marketing Strategy

Summary of Findings (Email Marketing Audit)

Klaviyo consist of Campaigns (Newsletters) & Flows (automated)

From Table 5.5.1a, _s total email recipient (signups) is steadily increasing over the past 2 years.
Unique Open rate is between 30 to 45%, Unique Click rate is between 2 to 4%, or 300 to 600 unique opens
and 20 to 50 unique clicks.

Unsubscribers, Bounces, unsubscribe rate and bounce rate are decent, as there isn’t too much of an orange
highlight (conditional formatting of bad metrics) but it can still be improved on. The conversion for 2022
through email campaigns is concentrated at Q1 of 2022, subsequently perhaps due to off peak, conversion
decreases.

Table 5.5.1b are email automated flows. From the conditional formatting, Welcome email, customer thank you
email and abandon cart are the top few email automated message. There is not much email flows to compare
as the rest are inactive. Welcome flows drive the most conversion as people sign up to get the 10% discount.
Abandon cart receive high open rate but no conversion perhaps users are looking for a discount. There are
still some conversion after a thank you email, suggesting follow-up and repurchases even though it isn’t
much.

Summary of Findings (Email Marketing Research)

Similar to Ads Swipe, a creation of a Newsletter swipe can be created to analyse competitor's email
newsletter (and by signing up their email list).

We can work out their newsletter frequency by signing up their email list and filter by the sender.

Thus far, competitor’'s email newsletter consist of,

Navigation of website at the top of the email

Product materials

Snippet paragraphs of what the brand is, what they do and USP
Follow on socials

GIFs for some image

Graphic designed emails (with overlaps, etc.)

SR wN -~

MILLED

-and _s email can't be discovered on MILLED. MILLED is a email
newsletter platform to look at competitor's newsletters.

From @ they have an email newsletter frequency of about 8 for June, 10 for July and 3 for August &
September

BSOS as an email newsletter frequency of about 12 for August and September
B has an email newsletter frequency of about 3 for June, 8 for July, 7 for August and 6 for September

BEES® as an email newsletter frequency of about 7 for August and 16 for September
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5.5.1 Email Marketing Audit
B SE® | Engagement & Revenue by Email Campaign

1 Aug 2020 - 31 Jul 2022 (2 Years) (Klaviyo)

Aug 01 2020 - Jul 31 2022 Engagement Conversion
Send Date Campaign Name Ra;;';' os | OenRate  ClickRate  Unique Opens ;’ﬁ"::':; 3::""‘ Unique Clicks Unsubscribes  Bounces U"‘::f"'b‘ Bounce Rate P'“;::’d“ g’:;:f",‘::f Tags Subject
Total Sum & Avo 1068.4 0.25% $15,239.63
2022-07-14  Newsletler - 202207 - New Pastel Silks 1440 42.16% 4.01% 600 438 57 a5 17 0.91% 1.18% 0.00% $0.00 N/A  New: Pastel Silk Slices for Bangles
2022-05-18 Newsletter - 202205 - Akinn Popup 1382 36.59% 0.66% 498 368 9 7 21 051% 1.52% 0.15% $215.00 |N/A  Get your local fashion fix at our exclusive Pop-Up
2022-05-1 Newsletter - 202205 - Singapore Gifts Article 1379 40.29% 5.74% 548 398 % 6 19 0.44% 1.38% 0.00% $0.00 N/A  Not Your Usual Singapore Gifts
2022-04-30 Newsletter - 202202 - Motner's Day 2022 1371 34.30% 2.60% 462 331 35 7 24 0.52% 1.75% 0.07% $302.17 N/A  Celebrate Mum
2022-04-14 Newsletter - 202204 - Boutiques Spring Summer 2022 1346 37.83% 2.03% 502 360 27 9 19 0.68% 141% 0.00% $0.00 N/A  Join us at Boutiques Spring Summer Edition 2022
2022-03-05 Rewards - 202202 - Existing customers with an Account 83 50.60% 10.84% 42 23 9 0 0 0.00% 0.00% 1.20% $320.3¢  |N/A You have {{ person|lookup: Points'|default" }} rews
2022-03-05 Rewards - 202202 - Existing customers without Account 679 41.36% 7.30% 280 191 50 6 2 0.89% 0.29% 0.44% $550.00 |N/A Claim your {{ person|lookup:Paints'|default:" |} rey
2022-02-09 Newsletter - 202202 - Valentine's Day 2022 1204 23.05% 2.26% 296 221 29 8 10 0.62% 0.77% 0.31% $865.00 N/A  Gifts that make the heart jump
2022-01-14 Newsletter - 202201 - CNY Earrings Special 1278 26.87% 3.47% 341 214 44 7 9 0.55% 0.70% 0.39% $88500 |N/IA Complimentary Gemstones to usher in the Year of
2021-12-17 Newsletter - 202112 - Free Extra Silk & Extended Delivery Time 1249 24 58% 1.78% 304 148 2 3 12 0.24% 0.96% 0.08% $165.00 |N/A 4 Countdown to Christmas — Special Offer & Ext
2021-12-08 Newsletter - 202112 - Ban Zu Earrings Porcelain White 1221 20.71% 1.74% 358 130 21 6 2 0.50% 1.79% 0.17% $345.00 |N/A  For your Wishiist! New Porcelain White Ban Zu Ez
2021-11-27  Newsletler - 202111 - Gifts for Her, Him & the Home 1217 3053% 3.73% 360 80 4“ 3 38 025% | 342% 0.34% $97350 [N/A Tis the Season for Gifting
2021-11-13 - 202111 - Jewellery and La Bundle 1202 28.58% 2.82% 335 73 3 3 30 0.26% 2.50% 0.34% $765.00 N/A  Double the delight with our Jewellery and Lacquer
2021-11-09 Newsletter - 202111 - Kawung & Ikat Silk Cuffs 1200 36.87% 2.14% 431 70 25 & 3 0.34% 2.58% 0.09% $595.00 N/A  New In! Kawung and Ikat Silk Cuffs
2021-11-01 Newsletter - 202110 - New & Back In Stock 178 32.64% 2.78% 376 101 2 5 26 0.43% 221% 0.09% $165.00 |N/A Fan Favourites: New & Back-In-Stock ltems
2021-10-15 Newsletter - 202110 - Gorgeous Gemstones 1185 2821% 3.28% krig 76 38 5 26 0.43% 2.19% 0.09% $195.00 |N/A Which gemstone are you?
2021-09-04 Newsletter - 202108 - The New Gemstone Earrings 1162 30.77% 5.70% 356 0 66 9 5 0.78% 0.43% 0.17% $480.00 |N/A The new Gemstone Earring Collections now avail:
2021-08-11 Newsletter - 202107 - Join Us for Our Gem Earrings Unveil 1162 41.39% 2.00% 476 0 24 5 2 0.43% 0.17% 0.47% $431.50 N/A  Join Us for Our Gem Earrings Unveil - and a Spar
2021-07-28 Newsletter - 202107 - Singapore-Inspired Collections 1141 36.85% 2.73% 419 2 3 3 4 0.26% 0.35% 0.09% $270.00 N/A A Love for Lacal
2021-06-19 Newsletter - 202106 - Great Singapore Sale 2021 (Silk Cuffs) 102 26.66% 5.73% 293 0 63 5 3 0.45% 0.27% 0.36% $655.00 N/A  Get Colourful this Great Singapore Sale
2021-06-08 Newsletter - 202106 - Father's Day 2021 1098 26.51% 2.22% 286 0 24 5 19 0.46% 1.73% 0.09% $198.00 N/A  Gifts for the Debonair Man
2021-06-01 Newsletter - 202106 - The Raffles Collection 1069 36.29% 2.38% 381 1 25 < 19 0.38% 1.78% 0.10% $104.25 N/A  The Raffles Collection
2021-05-21 Newsletter - 202105 - Leaving Singapcre Glfts 1083 24.88% 2.73% 264 1 29 3 22 0.28% 2.03% 0.28% $1,23264 |N/A Treasured Gifts from the Region
2021-05-17 Newsletter - 202105 - Introducing the Lychee White Silk 1086 33.58% 4.12% 359 0 44 6 17 0.56% 1.57% 0.37% $370.00 |N/A Introducing the Lychee White Silk
2021-05-05  Newsletter - 202105 - Colour Blocking 1067 32.16% 3.53% 337 0 37 2 19 0.19% 1.78% 0.19% $545.00 |N/A Colour Pop
2021-04-14 Newsletter - 202104 - Mother's Day 1032 2751% 3.41% 282 2 kL) 1 7 0.10% 0.68% 0.00% $0.00 N/A  To Mum, with Love
2021-03-10 Newsletter - 202101 - Florals 980 21.72% 2.26% 210 1 22 5 6 0.51% 0.61% 0.31% $434.97 N/A  Inthe mood for fiorals
2021-01-28 Newsletter - 202101 - CNY 933 26.62% 3.08% 246 0 28 8 9 0.87% 0.96% 0.11% $170.00 |N/A  Bring in the luck with radiant reds and pinks
2020-12-19 Newsletter - 202012 - There's still time to get the perfect gift 846 17.34% 1.44% 145 1 12 2 10 0.24% 1.18% 0.12% $196.00 N/A  There's still time to get the perfect gift
2020-12-17 Newsletter - 202012 - Treasured Gifis for Everyone 827 2163% 3.65% 178 1 0 2 4 0.24% 0.48% 0.36% $84765 |N/A Treasured Gifis for Everyone
2020-1210  Newsletter - 202012 - Gift Card 868 27 55% 1.74% 238 1 15 4 4 0.46% 0.46% 0.46% $1,14430 [N/ Spread the festive joy with <
2020-12-04 Newsletter - 202012 - New Silk Bangles 862 30.13% 5.39% 257 1 46 4 9 0.47% 1.04% 0.12% $20.00 N/A  Introducing our new Silk Bangle collections - the [}
2020-12-01 Newsletter - 202011 - Gift Sets 860 27.98% 6.79% 235 1 57 3 20 2.33% 0.48% $696.95 |N/A Gift Sets to spoil her this Festive Season
2020-09-09 Newsletter - 202009 - Great Singapore Sale (Sik Cuffs) 774 2829% 711% 215 0 54 9 14 181% 0.92% $1,22556 |N/A  Splash out on some Silk Cuffs at the Great Singag
2020-08-04 Newsletter - 202008 - Celebrate SG55, Singapore-Style! 742 31.28% 4.53% 228 1 3 5 13 1.75% 0.14% $76.80 N/A  Celebrate SG55, Singapore-Style!
Table 5.5.1a
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RO | Engagement & Revenue by Email Automated Flows
1 Aug 2020 - 31 Jul 2022 (2 Years) (Klaviyo)

Aug 012020 - Jul 31 2022 Engagement Conversion
Flow Name Ig:::ang; Status Re;;ilnts OpenRate  Click Rate  Unique Opens ;":‘:::; Ssz:: Unique Clicks ~ Bounces  Unsubscribes Uns;:::ribe Bounce Rate Placgzrder L‘:‘:;P"I:‘::: Tags
Total Sum 231.75 1.83% $41,102.69
Abandoned Cart Email  Draft 15 71.43% 1.14% 10 0 1 1 0 0.00% | 8.6770 0.00% $0.00 N/A
Abandoned Cart Backup Email  Draft 0 0.00% 0.00% 0 0 0 0 0 0.00% 0.00% 0.00% $0.00 N/A
Browse Abandonment Email  Manual 0 0.00% 0.00% 0 0 0 0 0 0.00% 0.00% 0.00% $0.00 N/A
Customer Thank You Email  Live 304 66.67% 16.33% 200 17 46 4 1 0.33% 1.32% 1.33% $1.44400 |NA
Customer Thank You (old) Email  Draft 691 7020%  2355% 483 69 162 3 1 0.15% 0.43% 1.74% $1538.98 |NA
Customer Winback Email  Manual 0 0.00% 0.00% 0 0 0 0 0 0.00% 0.00% 0.00% $0.00 N/A
Father's Day 2020 FB Promo Email  Live 0 0.00% 0.00% 0 0 0 0 0 0.00% 0.00% 0.00% $0.00 N/A
Post CB Promo - Free Silk Email  Live 0 0.00% 0.00% 0 0 0 0 0 0.00% 0.00% 0.00% $0.00 N/A
Product Review / Cross Sell Email  Manual 0 0.00% 0.00% 0 0 0 0 0 0.00% 0.00% 0.00% $0.00 N/A
Warranty Email  Draft 0 0.00% 0.00% 0 0 0 0 0 0.00% 0.00% 0.00% $0.00 N/A
Welcome Series (old) Emal  Draf 1502 49.22% 7.70% 172) 108 13 % 1 075% 23% 866%  $20487.19 |NA
Welcome Series New Email  Live 341 62.87% 8.08% 210 17 27 T 2 0.60% 2.05% 10.18% $8,632.52 |NA
Table 5.5.1b
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5.5.2 Email Marketing Research

Competitor's Email Marketing Newsletter
Sept 2022 (Subscribing to Competitor's Newsletter)

SHorP NEW SHIPPING ABOUT

We're so glad to meet you...

Hello Marseille,

Welcome to oul ommunity! You'll be the first to know about new
coliections and important updates. Enjoy your first piece of jewelry with our welcome
code al checkout:

For off your first order

| sHopNow |

About us

_s a design-led, socially conscious jewellery brand based In Singapore
e develop individuals from communities in need into skilled artisans. empowering

them 1o support and live |

Palring tradi bead ing with modern materials and meaningful
design, our pleces are made for the contemporary woman

You might also like...

Copyright II rights rverved,
We send spesial offers and news updates Lo customers who opted i at our website, eveats, or Facebook puge.

Discaunt codes are not applicable dnring storewide ssles inelnding our anniversary salo

Want to change how you receive these emails?
You ean or Unsubscribe.

1 1103 201 07 el 20802 815 OF dmaTU

Hey Marselle

We notced that you have not used your spesial @ scoul
mées oul. Enjoy $18 of your firet purctiacs by using ¢

Ly C'twant peu to
m kiU

Redeem Now

What We Do

In & workd proliferted by ndustrislized products, we offer a dilfeant sesthlic - one
e is unqualy s nlined, ro tap pleces ex:
crealed by huma

How We Make

wni. 4nd Desd every pisce by hand ngnt here 1 Sngapore, Made with
A0d rasponsibly-seureat maacals, UATANTASS ack And rickal-iras, And
esgred for durobid &y 0wen In humid wanther

Learn more

Top Picks

W4 4o pectal 237 desd v e, #YEN. 46 Feahook 1908

3 o anleereary sele
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H i /
o 7
-
Lo dand Lo covwec Wil Gow =
< THANK YOU FOR SUBSCRIBING - . 5 R L S e S 89
X\ TO OUR NEWSLETTER - Ry ou Wit e e -

A note from us

welcome, we fke to offer you a 5% d

As aspecia

ount on your first purchase with us

Simply use the following coupon as you checkout. *T&Cs applyl
Redeem Now
d. 999 goid. wedding bands.

Unsybscribe
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Free shpping on orders above $100

Now, you'll be the first to know about our exclusive promotions and offers

As a special welcome, we like to offer you a 5% discount with a minimum spend
of $100 on your first purchase with us. Simply copy and paste the following
coupnn as you Ch“kﬁul.

T&Cs apply”®

Note: Do take note coupon is not applicable for gift card purchases and sale items.

In the Company of Love

DL a3 e i 2L %

THOP LAB DIAMOND IINGS

A

R ,._.,_\.‘Nwes‘.
P VG

TIE THE
KXNOT

Bveeetn ¥ AR of Yy
te kS

[CATLLERY

MAMOND RING

VINED RIANMUND KING

WLDDING BapDs

e N
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AnrO TR v e 1 Y0 2 e

NEW IN NECKLACES | EARRINGS RINGS

-FREE STANCAAC SHIFFING ON CHDEAS DVER 5500-

- —
fo THANKS FOR A
' SUBSCRIBING _/

/ :

Frew SNpping cow 3560 Gy Prn

Now that you're on the list, you'll always be the first to access the latest collections
and exclusive offers,

20% OFF

YOUR FIRST ONLINE ORDER OVER $§60

HELLO20VL8M5BGP

Offer axpines in 30 days, Yaid for use oniims only

T anch i GIN Gards & Sae H6ms

5—(‘&&’7'- gAcﬂ/ﬂ'r«y/

B hOr EARRINGS

L~ ‘»
-
| =
s = ()
) —
{ &
- (
SHOB RINGS SHOP NAIR
e
=F ,—& ©)
L) D =} ) W/
et | Wit oot
ST 30EIALWIH
[ @ o
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L1l

Sty 24,

Hi,
you're one of us now! Let's start building your jewellery collection.

Enjoy 10% off your order when you use this code upon checkoul:

“Expires I 7 dayal Not valid on fine jewellary (aldsmth). turther tnrms spaly

SHOP NOW

Ai_ we are committed 1o giving you

the freedom you need to express your style - all

the while knowing that our pieces are clean and
safe for sensitive skin,

SAFE FOR SENSITIVE SKIN

Q All pieces are mode withoul toxic metols

Q like nickel, lead, and cadmium. These ore

often culprits of skin irritation.

ETHICS & SUSTAINABILITY

initiative th
with o ¢

a more susla

MADE FOR YOU

00 Any occasion, any invite, we're here 1o moke
M sure you oking and feeling best
version of you there is - with lou s olmost
evary month

No longer want to receive Ihese emails geri

PROSSENESIT IVE SKIN

L T TS R
7‘.\&%»- ey .

ey

Fere) 10% o7F 10 mete your 1ae purchass © Irle rwsersr:

e |t =1 v
I B R R

GOLD & ROSE GOLD

= with 51, et
(sper 31 proks s (aat oo H K [amge

Table 5.5.1¢c
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Competitor (B Email Marketing Newsletter Frequency & Swipe

Sept 2022 (MILLED)

mwc-sasoﬂ Salet

-

Happy Wosd Emoli Day = o Ml

Q &
-
.- &

250 OFF
OUR WORLD EMOUL DAY

Excited for the 4th of July! Celebrate
Independence with our Online.

ave s OIf evening glam

25% OFF
EIZE

Desert Dreaming... these Festival
Styles are FIRE ¢y

FESTIVAL
EDIT

-

Accessories !r $4 and under, it'se

YES fromusay

Fwnlngmis Labor Oay waekend
v
ENJOY FREE

SHIPPING!
=

Pssst! Tell your friends! They will SHIP
this!

las' !!ance Io Toke @ Further 20%

Off Our Mid-Year Sale

Free shipping | Emited time §§

ADD \10Rl* TO

it's Heating Up: The Bestsellers You're
LOVING 42

SEL

I
ES
{LLERS

l !ancera we are calling you!! Shop

the CANCER EDIT Now! ==

Storewide Style Steals Just For You ¢

2500 OFF YOUR
I';\\OL RITE STYLES

A
l L‘A‘

Trending now: Our Golden Picks

'l

|! !M I!al Just keeps On Giving!

w

Table 5.5.1d

Competitor (SRR Email Marketing Newsletter Frequency & Swipe

We think you're going to LOVE this

FREE
SHIPPING

ON ALL ORDERSI

LIMITED
TIME ONLY

Hoops and Drops for $7 and under! It's
2 yos trom us!

DROPS

SHIPPING

l Take 25% Off Sitewide

Don't miss 25% OFF Selected Body
Jewelry 4 FREE SHIPPING

250
g

TAXE 23% OFF THESE BEST SELLERS:

{endpicked

Sale Faves = wr

Come on Barbie, let's go party!

#BarbieCore
R

afa

Shop NOW for 25% OFF Plercing
Jewslry

'! 3 !us' in! !u' Irel! in Pink

Collection is Here s
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Sept 2022 (MILLED)

g 5p P o 015
Just Dropped: The XL Jewellery Box STYLING 107: Autumn Sets Lockets never looked this ccod Calling Al geart Lovers Our icons styled by you Handcratted Chains

Loex In

Celehrations

he I;,O ! !( The Year Is Here

FFE Sabuewy + 12 Dy Batere Al Cxrbom Nostanl

Hur arly Access: 24 Hours Only

e 0 Bay Betars AN oo Hewhon

YOUR EARLY ACCESS

BEAUTY IN SIMPLIGITY

Styling 107—Pearl Ear Party New Drop: Beaded Pearls Going, Going, Gone—Forever! NEW Diamond Rings JUST LAUNCHED: NEW Riva How to wear: Green & Gold

Diamonds

Table 5.5.1e

JUSTIN l!e New Snake Bracelet

Your Autumn Style Guide

m” 328 ages - A
s Paylay. TRENDING: Diamands 101

FEEE Fatenry + 100 Dy Faturme. 811 Earhas Wetral

NEW DROPS

by B
Incoming: Big Summer Trends : Ear Chains, Gem Studs + More
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Competitor (Pandora) Email Marketing Newsletter Frequency & Swipe

Sept 2022 (MILLED)

Bonus day! B2G1 Extended £+

Bye-Bye, Buy 2 Get 1 Free! iy

B2G1won'tlast long

Celebrate Fall with B2G1 /'~

coming )

BUY 2

—, our first-ever art collaboration is

** Find something timeless ** Why

Celebrate your power to shine every
wait? This starts NOW!

A new day for diamonds is coming...
day ¥

2+ Time's almost up! There's al a
story to celebrate...

e
/) \
(' 4 ( Z A~
(¢
—
— N, .
Ending Soont \

BRACELET

Stack like an original

rom us to you (for freef) There's
always a story to celebrate.,.

FREE

BRACELET

Stack them, style them

Time 1o soak up the sun

A

FREE
BRACELET

August5 -7

Augusts .7
Exclusive Presale Exclusive Presale
v \ 8 P \
\ \ ] A Y
N 3 .{.’ 4 \ Jod \
£7 \ % | o) U
¥ \ M 7 L B \ % r LA
. N AY . \& /
P > o ol = ”*‘J’/

{7

FREE FREE
BRACELET BRACELET

)

m JIg g ey

Goodbye, Ring Event

Our 1ing event starts today! &

—, color them happy

Table 5.5.1f

Please update your account

Hurry, our 50% off sale is almost over Get 50% off on select styles
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Competitor (PROR®S Email Marketing Newsletter Frequency & Swipe
Sept 2022 (MILLED)

The Diamane
Looking For

|
-

Table 5.5.1g
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5.5.3 Email Marketing Objectives, KPIs & Metrics

Consideration

Digital Marketing Objectives | SMART KPIs & Metrics
e Generate 10% more Email Email Marketing:
Subscribers by Jan 2023 * Increase email subscribers from 1,426 to at least 1,569 by Jan 2023 or 35 subscribers per month
onwards.

Conversion
Digital Marketing Objectives | SMART KPIs & Metrics

e Increase sales revenue by 20%

per month by Jan 2023 EEEER

* Achieve conversion rate of 2% for MQL leads through content funnel lead nurturing sequences
* Blast 2 newsletter per month, aiming at least 2 conversion per month

With an average order value of $200, total increase of 6 conversions through advertising via all the strategies
above (Facebook, Search & Display and more effort into email marketing), it can potentially generate $1,600 -
$2,000 revenue per month which will be a 20% increase. Assuming a monthly revenue of $10,333 in Shopify

(YTD Data)

Digital Marketing Objectives | SMART KPIs & Metrics
°
Increase repeat purchases and Email Marketing:
cross-sells
* Klaviyo flows implememtation such as sunset flows and customer interaction based flow.
* Blast 2 newsletter per month, aiming at least 2 conversion per month
* Increase no. of reviews on GIOO(Jle Reviewg f Google Revi from 4.9 (2) to 4.9 (20) by Jan 2023 ( i tant 45 ord
* Increase number of Google Reviews from 4. to 4. y Jan assuming constan orders
Google and Facebook per month from Shopify Analytics)
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Facebook Review:

* Increase number of Facebook Page Reviews from (0) to (10) by Jan 2023

Metrics Matrix based on

User Stages/
Funnel

Email Metrics

Email Marketing Metrics & Action Plan Metrics

Consideration / (For Us and not Audience)
Awareness / Traffic Engagement Conversion Advocacy KPls, Action Plan Metrics
Google Analytics
(E-Commerce Conversion)
- Multi Channel Funnel Report
Same as Goggle Anal!l_lcs " Camgaigns Regort
(Acquisition) Google Analytics (Audience > _FEi ( )
Just look at Behavior & Behavior) C':‘gt: L l}llRTraf:itc Email
- Campaigns Report M
- Filter All Traffic (Email) Channel |- Campaigns Report - Filter All Traffic (Other
Report ~Filter All Traffic (Email) Channel | Channel Report
- Filter All Traffic (Other) Channel |Report Number of Emall campalgn/blast
Report - Filter All Traffic (Other) Channe! per month
Retort Raveniie Google Analytics

Users

New Users

Sessions

Bounce Rates

Pages / Session

Avg Session Duration

Klaviyo & CRM
Email Subscriptions

Email Open
Emali Open Rate

Sesslons

Bounce Rates

Pages / Session

Avg Session Duration
Page Views

Avg Time on Page

Klaviyo & CRM
Emali Subscriptions
Emall Clicks

Email Click Rate

Conversions (Purchase &
Newsletter Signups)

Conversion Rate

Cost per Conversion
(associated with content
production)

Return on Investment
(associated with content

production)

AQV

New vs Returning Users
Customer Retention Rate
CLv

Klaviyo & CRM
Emall Re-subscribers

Number of Emall flows automation
+ testing

Emall Deliverabllity
Emall Bounce Rate

Emall Unsubscribe Rate
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5.5.4 Email Marketing Action Plan

Campaign

Consideration
Action Plan (Details)

Action Metrics

Timeline

Email
Marketing

Refer to
(Consi
deratio

Conduct and monitor the efforts of digital advertising and
social media that drive users to website for signups

Lead gen from Meta Consideration Campaign to book an

appointment or visit

Number of Email
campaign/blast per
month

Number of Email
flows automation +
testing
Email Deliverability

Email Bounce Rate

Email Unsubscribe
Rate

4 months

$3,100 manpower
hours / month

Campaign

KPls

Conversion
Action Plan (Details)

Action Metrics

Timeline

Email
Marketing

Refer to
(Conve
rsion)
Email
Market
ing
KPIs
above

Develop better & frequent email newsletter campaigns
revolving content themes of the follow below, for lead
nurturing (consideration to conversion)

@)
@)

o O O O

Mix & Match Bangles & Earrings

Product Aesthetic, Features & Benefits (Bangle, Cuff,
Earrings, Cufflinks, Lacquerware, Silks, Gemstones,
Design Motifs, Mediallions, Materials, Colours)
Gifting, Packaging & Souvenir

Travelling & Gifting

Holidays / Festive / Season

Influencer / User Generated Content/Collaboration
(non-model)

Brand Collaboration

Promotions, Sales

Contest & Giveaways

Number of Email
campaign/blast per
month

Number of Email
flows automation +
testing
Email Deliverability

Email Bounce Rate

Email Unsubscribe
Rate

4 months

$3,100 manpower
hours / month
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o Online / Offline Events

e Newsletter Campaigns with promotion, Sales/Conversion
Campaigns
e Develop more email marketing automation with Klaviyo flows
and if possible, include discounts (automated sales
campaign instead of newsletter)
o Flows such as,
m Abandon cart
m Browse abandonment
m Follow on social
m  And more

Campaign KPlIs Action Plan (Details) Action Metrics Timeline
Email Refer to e Develop more email marketing automation with Klaviyo flows Number of Email 4 months $3,100 manpower
Marketing (Advoc with engaged/repurchased customer segmentation Campar'g::‘tt’:la“ per hours / month
acy) o Create seperate campaigns & flows centered around
Email this audience to entice more repurchase as they are Number of Email
Market loyal/engaged customers flows automation +
ing o Or use existing loyalty for more incentives testing
KPls e Referral programme

Email Deliverability
above

Email Bounce Rate

Email Unsubscribe
Rate

5.5.5 Email Marketing Analytics / Reporting (refer to Part 6)
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6. Digital Marketing Analytics and Optimisation Plan

Related course module: Digital Marketing Analytics

In this section, you will create a digital marketing analytics and optimisation plan to improve your digital marketing

performance.

6.1. UTM Tracking Organisation

Use the UTM tracking template to organise all your tracking URLs in one place:

Step 1: Head over to
https://docs.google.com/spreadsheets/d/1Tiloe ubbDVEPK-z9r83XgXXTgflg20EHgNUWDCS8|Yk/edit#gid=1

Step 2: Click “File” => “Make a copy”
Step 3: Create at least 3 UTM tracking URLs with the Campaign URL Builder https://ga-dev-

tools.appspot.com/campaign-url-builder/ UTM Tracking Organiser:

Facebook Ads UTM
Website URL

Fill in the fields in the form below to add parameters to your website URL. To
automatically get information from your campaign, ad set or ad, click on each field and
select a dynamic parameter, such as ID={{ad.id}}. Learn more

Campaign source  {{site_source_name}}

Toi tify th C rafl 3. Facet §
y ure
Campaign —
i i
medium paid-socia
To identify the advertising medium. For example, "banner’, "email’
Facebook_Feed” or “Instagram_Story

Campaign name [FB & IG Ads] 221115 | Conversion | Silk Cuffs
To Identify a specific promation or strategic campaign. For example

Campaign

Select a dynamic parameter or enter a value
content ectl a dynamic paramete r enter a valu

To differentiate ads or links that point to the s

ame URL. For example

"white_logo’, "black_logo

Add Parameter

URL preview

collections/sllk-cuffs?utm_source

{Site_source_name}sutm_medium=paid

al&utm_campaign=%5BFB+%26 +HG+Ads%5D+221115+%7C+Conversion+%7C+
Silk+Cuffs+

Email (Klaviyo) Newsletter UTM
Tracking

Include tracking parameters

Links in this campaign will include additional tracking information, called UTM parameters. This
allows source tracking within third-party reporting tools such as Google Analytics. Learn more
about UTM Tracking (2.

@
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6.2. Digital Marketing Analytics | Monthly Reporting | KPI Dashboard Creation

Create a custom dashboard with Google Analytics or an alternative digital marketing analytics software/platform and paste the screenshot(s) below:

Content Analytics:
FH Content Marketing Monthly Report

+ Add Widget

SG
60.74% Sessions

Share v Emall  Export v

Page Views & Unique Page Views by Page

+ Add Segment

Page P Unique Pagevi:

/ -] 476 397
pages/silk-bangle-collections ® 245 199
/blogs/treasures/peranakan-iles » 130 122
fcallections/earings 122 108
/collections/silk-bangles @ 122 105
feolk bang| \ L] ns 97
feolk fhue-bangle-collection @ 97 &1
fcolk Alotus-bangle-colk » 78 69
/pages/our-story & 77 58
/pages/silk-cuff-collections @ 72 59

Visits & % New Visits by Landing Page

Landing Page Sessions s.:‘:::
/ 2 380 72.63%
/blogs/treasures/peranakan-tiles & nz 87.18%
/pages/silk-bangle-collections A 93 83.87%
/collections/eamngs ] 33 66.67%
fcollections/silk-bangles ) 29 79.31%
Jeall bangle n » 19 31.58%
fec lotus-bangle-colk L] 17 64.71%
gblogs/ueasules/singapoces-nalional-ﬂower-theovch 5 14 92.86%
/pages/our-story @ 12 58.33%
/collections/lacquerware J:] 10 80.00%

Avg Time on Page vs Avg Session Duration by Page

Page

/collections/silk-slides-for-16mm-bangle/products/silk-slides-for-16mm-bangle-

lava-orange?variant=33233391681599
/collections/silk-bangles?page=2

/collections/kawung-bangle-collection/products/kawung-bangle-lava-orange

/collections/silk-cuffs-ikat-medallion/products/silk-cuff-ikat-medallion-mangost |

een-red?variant=39692878217279

/collections/kawung-bangle-coll prod: g-bangl 9 vre
d

/collections/silk-cuffs-nonya-blossom-medallion/products/silk-cuff-nonya-bloss

om-medallion-peacock-green?vanant=39692889227327
/collections/cirebon-cloud/products/cirebon-cloud-small-lacquered-tray

/collections/iskandar-bangle-collection/products/iskandar-bangle-lychee-white?
vanant=39691392254015

Jcollections/silk-bangles/prod
691383537727

1l fautumn-lantem/p /autumn-lantem-large-lacquered-tray?varl

/
ant=33812091525

Exits & Page Views by Page
Page
/
/blogs/treasures/peranakan-tiles
/pages/silk-bangle-collections
/collections/earrings
/collections/iskandar-bangle-collection
/collections/silk-bangles
/pages/our-story

/collections/lotus-bangle-collection

/kawung-bangle-shophouse-olive?variant=39

Avg. Time on
Page

00:26:26
00:24:38
00:16:40
00:15:23
00:14:57
00:14:46
00:13:35
00:11:02
00:10:35

00:08:12

Exits
o M
P 116

& 95

> 38

> 3

L 22

Avg. Session
Duration

00:00:00

00:04:.06

00:00:00

00.00.00

00:04:13

00:00:00

00:00.00

00:01:20

00:00.00

00:00:00

Pageviews
476

130

245

122

1ns

122

77

78

Sep 1, 2022 - Sep 30, 2022

[« Delute Dash

Newsletter Signups & Conv Rate based on Landing Page

Landing Page

/

17_kx=58QxPUv6TSIC2d|dflhipJ9aE
0Bx7Bus1JTE Vyclfn8= PVJApf

Banals WAl
bangle-collecti

/ ; +
on/products/iskandar-bangle-dragon

fruit-pink?variant=39691405557823

(not set)

%)

17_kx=nQcktiTELCOMSjp20MTONSA

W4WkdS6fU3SImpe2cTo= PVJApE
/account

Jaccount/register?_kx=58QxPUvETS

9C2djdfihipJ9aE0Bx7Bus1JTE 1ycifn (&

8= PVJApf

ey

.
/blogs/

gold-and-silver-jewellery N

/collections/lotus-bangle-collection/

products/iotus-bangle-sunset-orang &

e?variant=39691402412095

[collections/silk-bangles

< Newsletter Signup
Newsletter Signup y
(Goal 1 Conversion
(Goal 1 Completions) Rate)
10 2.63%
2 25.00%
2 66.67%
1 100.00%
1 100.00%
1 100.00%
1 100.00%
1 100.00%
1 33.33%
1 3.45%
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Social Media:
Facebook & Instagram:

Reach
Facebook Page reach (1)

6,637 1 1

800

o

3Sep 7 Sep

Page and profile visits

Facebook Page visits

80 15

30

20

3Sep 7 Sep

New likes and follows

Facebook Page new likes (D)

1

05
[
3Sep 7Sep
Ad trends
Pald reach (1) Pald impressions (i

5988 1 8,431+

SEO:

Instagram reach (

1,716

00
400

200

3Sep 7 Sep 11 Sep

Instagram profile visits

140 . =

10

3Seo 7 Sep 11 Sep

Instagram new followers (.

19 + asan

3

asep 85ep 11Sep

19 Sep 23 Sep 27 Sep

19 Sep 23 Sep 27 Sep

& Bxpon

25 Sep 27 Sep 23S

W Need heip?




SemRush:

Projects Project Dashboard

Project:

+ Addteg

Position Tracking

B Singapore (Google) - English

Visibility

28.35%

View full report

On Page SEO Checker

st update: Thu, Aug 4, 2022

Te

Pages to Optimize

Keywords

Top 2

BN strategy 10eas
Backlinks Ideas
Semantic Ideas

B content ideas
SERP Features Ideas

Technical SEO Ideas

_ diidans

View full report

Organic Traffic
Insights

ast 7 days

Organic sessions

598 -z

Link Building Tool

Domain Prospects

2.7K

8 ideas

Last upda

new |
lost ©
1 e ||
Top 100
10
new 0
los1 ©
Backlink Audit

Querall Toxicity Score

N

4% potentially toxi

42

View full report

PPC Keyword Tool

Campalgns

1

Keywords

303

te: 4 hours ago | Sep

Oct 12, 2022 last 30 days v

Top keywords

Kaywords

peranaka

Position Visibility

peranakan tiles desigr 4a 217%

querware s ¢ 1.68%
peranakan tiles 62 113%
peranakan pattern 85 0.96%

Referring Damains

44

new broken lost

8 3

Analyzed Backlinks

129

to remove 1o disavow

Social Media Tracker

Last 30 days

Track the social media
accounts of your compatitors
and compare their metrics to
yours,

Site Audit

Crawled pages

2536

full report

[A Senc teecback
2% Share | @&
Errors
182 -1
Warnings
4482
I Thu, Aug 4, 2022

Most Toxic Backlinks

Source URL

rydedemo

partisg.com/

1o review

Social Media Poster

Automate your posting on
social media

Toxicity Score

Iserver purelogics.n

com/homes/d.. 1

itanna/forbidde. 43
gp.worldorgs.com/catalog/ 40
tre.com/review/w. 40

Content Analyzer

Pages under analysis

0

Posts tracked

0
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Search Console:

Landing Pages © B save b exPorT < SHARE 3 INSIGHTS
All Users Sep 1, 2022 - Sep 30, 2022
100.00% Clicks
Search Console
Clicks » V8. Selects metrlc Day Week Month
® Clicks
10
€20,
Sep 2 Sep3 Sepd Sep 5 Sep Sep7 SepB Sepd Sep 10 Sep 11 Sep 12 Sep 13 Sep 14 Sep15  Sep 16 Sep 17 Sepi8  Sep19 Sep 20 Sep21 Sep 22 Sep 24 Sep 25 Sep 268 Sep27  Sep28 Sep 29 Sep 30
Primary Dimension: Landing Page
Secondary dimension * Q advanced
Acquisition Behavior Conversions eCommetce ~
Landing Page
Average Position Ecommerce Conversion Rate
Impressions ¥ Clicks CTR Sessions Bounce Rate Pages / Session Transactions Revenue
42,690 530 1.24% 21 841 60.52% 2.82 7 SGD 1,497.32 0.83%
Tot 1 )0 00" tViey 4 view ) View 2 /I 1 A f Totak 28 ¢ { 0 9.
12.6 0% 0 (1.992 (-1 56 4 ) GO
1. /blogs/treasures/the-art-and-beauty-of-vietnamese-lacquerware (8 7418 (1w 73 ¢ ) 0.98% 14 82 68.29% 190 0 o SGD 0.00 0.00%
2. /blogs/treasures/peranakan-tiles & 6,213 (1455 132 24 ) 212% 86 192 90.10% m 0 o SGD 0.00 0.00%
3. /blogs/treasures/singapores-national-flower-the-orchid -] 5,932 (13 90%) 15 ) 025% n 18 100.00% 1.00 0 o SGD 000 0.00%
4. / L] 3805 (v 147 | 3.86% 50 243 22.22% 533 5 SGD 1,188.32 (/9 % 2.06%
5. /collections/siik-bangles @ 2,770 (6ave 25 @ ) 0.90% 15 3 48.39% 335 0 (o SGD 0.00 0.00%
6. /collections/earrings & 1,299 (z00 14 ) 1.08% 34 27 (3m 74.07% 1.59 0 (oo SGD0.00 (000 0.00%
7. :iuusn--,-aSuwes/uvmu-fv:vvvguld-plaled-;e\\'elle:y-:n-hmﬂid-duna ® 894 (10 20 . 2.24% 22 26 88.80% 136 0. (00 SGD0.00 0.00%
8. /collections/cuffiinks @ 860 10 4 Al 0.47% 34 6 1 33.33% 217 0 (o SGD 0.00 0.00%
9. /collections/silk-cuffs L] 628 (147 7 0 ) 1.11% n 6 16.67% 933 0 (o SGD 0.00 0.00%
10, /blogs/ireasures/from-blessings-to-soakings-thailand-during-so 624 (1.46% 6 (1.18%) 0.96% 70 9 o 100.00% 1.00 0 o SGD 0.00 0.00%

ngkran
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Digital Advertising:

Google Ads:

Campaigns Custom | Sep1-30,2022 v | £ >
r b4
= Clicks « - Impr. « Cadh e L
CHART TYPE EXPAND ADJUST
16 400
8 200
02 - — 0
Sep 1,2022 Sep 30,2022
° e rn .
7 Campaign status: Enabled, Paused Add filter O\ - EI ci: La : A
SEARCH SEGMENT COLUMNS REPORTS DOWNLOAD EXFAND MORE
Bid Optimizati  Campaigr Search Search | Search Click Cost/
D ® Campaign Budget Status strategy Impr. impr. lost IS lost IS «J Click CTR Avg. CPC Cost Conversion: Conv. rate
scc  type share conv.
type share (budget) (rank)
[GAds] Sep 2022 | bl
D o Awareness | Bangles SGD7.00/ Paused slicks e —  Search 3176 24.75% 1489% 60.36% 26.16% 109 3.43% SGD0.94  SGD102.32 0.00 0.00% SGD0.00
Singapore i
[GAds] 2 Maxirm
O e BN Awareness | Traffic | SGD7.02/... Endod | ot IS - Search 301 2285%  1.44% 7570% 18.38% 12 3.99% SGD1.06  SGD12.70 0.00 0.00%  SGD0.00
Earrings Singapore i
Total: All but remove,. @ 3477 2457% 13.64% 61.79% 25.16% 121 3.48% SGD0.95  SGD115.02 0.00 0.00% SGD0.00
v Total Account @ SGD0.00/d... = 3477 2457% 13.64% 61.79% 25.16% 121 3.48% SGDO.95 SGD115.02 0.00 0.00% SGD0.00
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Facebook Ads:
: All changes hal
{ Alreports  FB & IG Ads Report (Monthly) i 1Ad Account R
Q Haddelivery X  Searchand fite
|7 PivotTable »  Ungroup Breakdowns
Campalign name ~ Ad set name . Ad name - Deliver ~ Camp =~ O Res -~ Cost = Amou ¢~ Reach ~ Impre ~ Frequ ~ Link = CTR ~ cPC -~ Purch ~ Purchases . Cost ~ Sched ~ Attribution .
y aign ults per nt ssions ency clicks (link (cost ases Conversion Value per ule setting
bud... result spent click... per... pure...
(FB Ads| 20220916] . AM Al ¢ inactve 00 ads.. Hom MW gy 4914 7319 149 155 212% §053 - = - - 7-day click or 1-dzy view
Campaign Lending pag Landiing pag.
Bracelets, Marketing, Busi. Al ONAGL | tamgada. | JHw| NN | gy 4914 7319 149 155 212% 5053 - - - 16Sep20..  7-day click or 1-dey view
nerchangeabieangl. | * A% yongags, 1 04 2w 491 7319 149 155 212% 5053 = = = 16Sep20..  7-day clck of 1-day view
[IG Ads) [220928) SG . Al Al : ﬁ;’:’;‘g Usingads... $8.82 497 526 106 10 1.90% 5088 - - - - 7-day click or 1-day view
Bracelets, Marketing, Busi.. Al ' ’:“:’f Using ad s... 5882 497 526 106 10 1.90% $0.88 - - - 28Sep20..  7-day click or 1-day view
Interchangeable Bang| - if”" Using ad s s L ek $8.82 497 526 1.06 10 1.90% 5088 - - - 28 Sep 20. 7-day click or 1-day view
Total results _ $0.65 1 $9035 5,578 7,845 141 165 2.10% $0.55 - - - _
o/t played Landing pag Tota Spant Paople Tots Per Person Total  Perimpresso Per Action Tota Total Per Action T-day clck or 1-day view
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Email Marketing:

Email Deliverability

All emails

1,497 <

Total recipients

@ Bouncerate
Spam rate

Unsubscribe rate

|_ Exclude draft flows

All email flows

64 14.29¢

Total flow recipients
@® Openrate
Click rate

Placed Order rate

Flows Performance

Flows Performance Detail

100%  -25.30%
0.00% 0.00%
081%  -2058°
0 0
0 0
0 0
26 2

| Exclude draft flows

Campaign Performance Detail

@ Cxcclient 6719% 10.98%

& Excellent 1719% +1.22%

& Good 313% +65.63%
1,433 1478

Sep 10

D 0 $0.00
0 0 $0.00
D o] $0.00
5 $185.00
=
f
/| A f
/ \ Jli) /
/ \ | \ |
\ / /
\ / ) / |
| | \ / f
(=, /
t—f \ /
|/ / /
| /
V /
Ser
34 2 $295.00

N/A

N/A

$0.21
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Campaign Performance

All campaigns

1 ,433 -014%

Total campaign recipients

® Openrate @ Excellent
Click rate & Good
Placed Order rate (@ Excellent

Email Funnel Summary

Delivery rate

99.00%

+0.34%

Conversion Summary

$1’438. 50 +859.00%

Klaviyo attributed revenue

® Campaigns $295

Flows $1143.50

Forms Performance Detail

__| Exclude draft forms

Name

Newsletter signup

J

Fathers Day

N
Iy

020 FB Promo

Post CB Special — Free Pair of Silk Slides

46.26% +4.63%
2.40% +161.54%
014% +100.00%
Open rate
46.96%
+3.57%

(27%)

(79%)

Lists

Form Signup

Warranty

Father's Day 202...

Post CB Promo ~ ...

60%
A
.“1 40%
\
|
|
I\
/ \
LA
\
[
[\
[ \ 0%
Sep D Sep 10 Sen 17 Sep30
Click rate Placed Order rate
[¢) o)
2.97% 0.27%
+98.52% +98.52%
31k
700
350
P
Sep 0 sen 10 Sep 17 Sep 30
Viewsd Submitted Submit Rate
1,285 16 1.25%
0 0 0.00%
0 0 0.00%
0 0 0.00%
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Forms Performance

All forms

1,285 -37.62%

Total form views

® SubmitRate

Performance Highlights

Exclude all drafts

Top Performing Metrics

Last Month (Aug 2022)

)pen Rate

Open Rate

Average Ord

Q Excellent
Q Excellent
Q Excellent
0 Excellent
a Excellent

+83.21%

0%

87.5%

25.0%

75.0%

$189

Bottom Performing Metrics

Last Month (Aug 2022)

Met
Email Revs Per Reci
Bounc
be Rat
Ave Qrder Count

A Poor
A Poor
A Poor
A Poor
A Poor

6.98%

$0.00

5.08%

106%

136
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6.3. Optimisation Plan

6.3.2. SEO

Audit the SEO campaign metrics and offer suggestions for improvements.

6.3.5. Content Marketing

Audit the content marketing campaign metrics and offer suggestions for improvements.

6.3.3. Social Media Marketing (SMM)

Audit the SMM campaign metrics and offer suggestions for improvements.

Refer to Social Media Marketing Monthly Reporting
le.com/drive/folders/1TYbfeQRgUYFpxofMAPg-JC9gTebshjJS?usp=sharing

https://drive.goo
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6.3.4. Digital Advertising

Audit the digital advertising campaign metrics and offer suggestions for improvements.

Refer to Dgitial Advertising Monthly Reporting
le.com/drive/folders/1vSdmXVojKpSYpOylSoCkJ9iCwVyDrUK1?usp=sharing

6.3.5. Email Marketing

Audit the email marketing campaign metrics and offer suggestions for improvements.

Refer to Email Marketing Monthly Reporting
le.com/drive/folders/1YyzygRNqgfygZchYdeaDHwIfLnCZYuiNZ?usp=sharing

https://drive.goo
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