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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 KPIs  
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 
 

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 ’s brand 
awareness that further contributes to Organic and eventually Direct (with the absence of digital advertising 
and content hub). 
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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 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:  
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• 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. 
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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 
2. Social Media  
3. Trying new social media channels 
4. Creating content favoring the channels and its audiences 
5. Keeping up to date on trends and consumer shifts 
6. Rise of Mass Commerce 
7. Analysing areas that may be overlooked 

 
 
3.3 Competitive Benchmarking 
 
In terms of benchmarking where stands in the competitive space, ’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 

. More emphasis needs to be put into backlink acquisition and off page SEO strategies if 
possible.  
 
Email campaigns and automation have been a contributor to ’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. 
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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: 

● 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: 
● Generate 10% more email subscribers by Jan 2023 onwards  

Conversion Stage: 
● Increase sales revenue by 20% per month by Jan 2023 

 
Advocacy Stage: 

● Increase repeat purchases and cross-sells 
● Increase no. of reviews on Google & Facebook 

 
 

The SMART KPIs are elaborated in Section 4 and the digital 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  
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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  
 
✔ 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  ⤫ 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 

● Many non-indexed pages 
(GSC, shown later) 

● Site structure could improve 
● Site speed could improve 

 
3. Blog pages 

● More content articles could 
be implemented 

 

Tools and platforms  ⤫ Tools and platforms are well-
utilised, performing to 
expectations  
 
✔ Tools and platforms are able 
to meet organisational 
requirements  
 
⤫  Sufficient budget is allocated to 
necessary tools and platforms 

1. ✔Email Marketing: 
● Klaviyo 

 
2. SEO: 

● Google Analytics & Search 
Console 

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

 
3. ✔Content Ideas, Briefs & Plans: 

● Google Sheets, Docs, 
● Assembla 
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3.1. ✔Content / Marketing Calendar: 

● Google Sheets & Google 
Calendar 

 
4. Social Media Marketing: 

● Meta Publisher Tool 
● Could utilise social media 

management softwares such 
as Latermedia, Hootsuite, 
Buffer 

 
5. Digital Advertising: 

● Meta Ads Manager 
● Could utilise Google Ads & 

Display Ads 
 
6. ✔Digital Marketing Analytics: 

● Google Analytics 
● Google Data Studio 
● Shopify Analytics 
● Klaviyo Analytics 
● Facebook  

 
8. ✔Website CMS: 

● Shopify 
 
9. E-Commerce Platforms & Ads: 

● Zalora Ads 
 

10. Team collaboration (Nil):  
● Could utilise Google 

Workspaces, Asana, 
Monday.com, Notion 

 
11.Customer Journey (Nil): 

● Could utilise Funnelytics 
 
12. Google Alerts & Social 
Mention (Nil) 

 

Brand Online Reputation  ⤫  Brand has a presence on social 
media platforms where target 
audiences are present  

 
✔ Brand messaging is consistent 
 
⤫  Brand style/theme is consistent 
 

Social Media Pages:  
● Facebook Page 
● Instagram Page 
● Possibility of expanding to 

Pinterest, TikTok and 
LinkedIn 

Social Media Profiles of Internal 
Team:  

● Employers & Employees  

Review Sites:  
● Facebook Page reviews  
● Google My Business reviews 
● Potential reviews from 

Instagram Influencers / UGC 
● Website Product reviews 
● Micro influencers’ blog post 

reviews 

Social Media (Instagram) brand 
style/theme could be more consistent 
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Budget  ⤫ Budget is sufficient to 
execute digital marketing plan 

● $100 - 200/mth – Digital 
Advertising  
 

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

● 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 ’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 2.2c, 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 ’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 ’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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Terms  Definition  Where 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  
• Display  
• Email  
• 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 
brought in by a channel. Formulas used 
to calculate the average order value or 
customer lifetime value varies from 
organisation to organisation.  

Example calculation:  

Average order value/Customer lifetime 
value = $1000  

 
Total number of completed  
purchases from website = 1000  
 
Value: $1000 x 1000 = $1,000,000 

This can be calculated internally 
within an  organisation and reported 
within a digital  marketing analytics 
platform such as Google  Analytics.  

In Google Analytics, you may set a goal 
value i.e. $300 for every lead, assuming 
it takes 10 leads to close one sale with a 
customer lifetime value of $3,000. 

Return on Investment 
(ROI)  

The value gotten back for the total   
expenditure of a channel, 
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% 

This can be calculated internally 
within an organisation. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
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  
(E-Commerce 
Transactions) 

Conversion   
Rate (E-

Commerce)  

Cost  Cost Per   
Acquisition  

Revenue  Return on   
Investment 

Organic   
Search 

6,344 296 3.01%  n/a n/a $69,957 n/a 
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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 
(different 

attribution) 

936 65 (data from 
Meta Ad of 

same timeframe) 

0.42%  $10,336 
(data from 
Meta Ad of 

same 
timeframe) 

$159 (data 
from Meta Ad 

of same 
timeframe) 

$13,225 
(data from 
Meta Ad of 

same 
timeframe) 

28.0% (data 
from Meta Ad 

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

 
Table 2.2b 
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Multi-Channel Funnels | Assisted Conversions 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 

 

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

 
Table 2.2d 

 
 

Multi-Channel Funnels | Model Comparison 
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1st May 2020 - 31st Jul 2022 (Google Analytics 3) 

 
Table 2.2e 

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

 
Table 2.2f 
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Multi-Channel Funnels | Top Conversion Path (Direct Channel Removed) 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 

 
Table 2.2g 
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Multi-Channel Funnels | Time Lag (0 to 30 days) 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 
 

 
Table 2.2h 

 
 
 
 
 
Multi-Channel Funnels | Time Lag (12 to 30 days) 
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1st May 2020 - 31st Jul 2022 (Google Analytics 3) 
 

 
Table 2.2i 

 
 
 
 
 
 
 
 
 
Multi-Channel Funnels | Path Length (30 days prior to Conversion) 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 
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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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Table 2.2k 

 
 
 
 
 
 
 
Meta Ad Report  
24th Apr 2020 - 31st Jul 2022 (All Time) (Meta Ad Report) 
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Table 2.2l
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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: 
• 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 



 

29 

• 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.  
  
 
3.1.2 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 ¼ 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 ¼ 
fraction of sampling, female audience should still be above 70% of the base customers. 
 
Audience on Social Media 
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’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: 
● Finding luxury jewellery that are of affordable price 

range.  
● 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? 

 
 
 
 
 
 
Customer Persona 2: 

Profile Picture:  

 
Source: Jori Goh Photography 

Name:  Tourists 

Age:  25 - 55 

Gender:  Female 

 

 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 

Pain Points:  In relation to jewellery: 
● Finding luxury jewellery that are of affordable price 

range.  
● 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? 

 
 
 
 
 
Customer Persona 3:  

Profile Picture:  

 

Source: iStock 

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: 
● Finding luxury jewellery that are of affordable price 

range.  
● 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) 
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3.1.2 Customer Demographic 

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

 

 

Table 3.1.2a 

 

 

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

 

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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Table 3.1.2c 

 

 
 
Audience | Interest Overview 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 
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Table 3.1.2d 
 
 
 
 
 
Audience | Interest | Affinity 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 
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Table 3.1.2e 
 
Audience | Interest | In-Market 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 
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Table 3.1.2f 
 
Audience | Interest | Others 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 
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Table 3.1.2g 
 

 
 
Meta Audience Insights | Current Audience 
Aug 2022 (Meta Audience Insights) 
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Table 3.1.2h 
 
 
 
 

 
Meta Audience Insights | Potential Audience 
Aug 2022 (Meta Audience Insights) 
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Table 3.1.2i 
Meta Audience Insights | Potential Audience (SG | Age 25-55 | Women | English)  
Aug 2022 (Meta Audience Insights) 
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Table 3.1.2j 
Meta Audience Insights | Potential Audience (SG | Age 25-55 | Women | Jewellery | English)  
Aug 2022 (Meta Audience Insights) 
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Table 3.1.2k
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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. 
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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 
 
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) 
 

 
Table 3.2.1a 

 

 
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) 
 

 
Table 3.2.2a 

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

 



 

52 

Table 3.2.2b 
Google Trends for  product line vs Jewellery 
1st Jan 2010 - 28th Aug 2022 (Google Trends) 

 
 

Table 3.2.2c 
 
Google Trends for Gemstones 
1st Jan 2010 - 28th Aug 2022 (Google Trends) 

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

 
Table 3.2.2e 

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

 
Table 3.2.2f 
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3.2.3 DataReport  
 

 
Table 3.2.3a 

 
Table 3.2.3b 

 
Table 3.2.3c 
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Table 3.2.3d 

 
Table 3.2.3e 

 
Table 3.2.3f 
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Table 3.2.3g 

 
Table 3.2.3h 

 
Table 3.2.3i 
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Table 3.2.3j 

 
Table 3.2.3k 

 
Table 3.2.3l 
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Table 3.2.3m 

 
Table 3.2.3n 

 
Table 3.2.3o 
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Table 3.2.3p 

 
Table 3.2.3q 

 
Table 3.2.3r 
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Table 3.2.3s 

 
Table 3.2.3t 

 
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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Table 3.2.3v 

  
Table 3.2.3w 

 
Table 3.2.3x 
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Table 3.2.3y 

 
Table 3.2.3z 

 
Table 3.2.3aa 
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Table 3.2.3ab 

 
Table 3.2.3ac 

 
Table 3.2.3ad 
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Table 3.2.3ae 

 
Table 3.2.3af 

 
Table 3.2.3ag 
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Table 3.2.3ah 

 
Table 3.2.3ai 

 
Table 3.2.3aj 
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Table 3.2.3ak 

 
Table 3.2.3al 
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Table 3.2.3am 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

68 

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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Google Maps for Forbidden Hill’s All Competitors 
Sep 2022 (Google Maps) 
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Google Trends for Forbidden Hill’s All Competitors 
Sep 2017 - Sep 2022 (Past 5 years) (Google Trends) 

 
Table 3.3a 

 
Google Trends for  vs  (Direct Competitor) 
Sep 2017 - Sep 2022 (Past 5 years) (Google Trends) 

 
Table 3.3b 
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Google Trends for ’s Top Competitors (  vs ) 
Sep 2017 - Sep 2022 (Past 5 years) (Google Trends) 

Table 3.3c
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Digital Marketing Capabilities Data set as of Sep 2022 

Digital   
Marketing   

Capabilities 

Review of  Review of   Review of Review of   Review of   Review of   Industry   
Benchmarks 

Website   
aesthetics 

4  5  4  4  4  4.5 5 

Average time 
spent on site  
(Website 
Engagement) 

2 min 24s   
(mobile)  
5 min 54s   
(desktop) 

Unknown  Unknown  Unknown  Unknown  Unknown  Unknown 

Social media 
(Facebook)   Facebook   

Page: 440 Likes 
475 Followers  

  Facebook   
Page reviews: 
NIL 

 

  Facebook   
Page: 193k Likes 
199k Followers 
 
Facebook   
Page reviews:  
NIL 

  Facebook   
Page: 245k Likes 
245k Followers 

Facebook   
Page reviews:  
NIL 

  Facebook   
Page: 

  155.5k Likes 
158,6k Followers  

Facebook   
Page reviews:  
3.2/5 (36) 

   Facebook   
Page: 4.2k Likes 
4.6k Followers 

Facebook Page 
reviews:  
NIL 

   Facebook   
Page: 
29k Likes 
29.8k Followers 
 
Facebook   
Page reviews:  
NIL 

Unknown 

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:  
• peranakan 
• peranakan tiles 
• jewellery 
singapore 
• jewellery  
• jewellery store in 
singapore 
• jewellery online 
• earrings 
singapore  
• 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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Table 3.3d
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Google Analytics | All Channels | Benchmarking Brand’s Daily Sessions between 0-99 
Sep 2022 (Google Analytics 3) 

 
Table 3.3e 

 

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

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

 
Table 3.3g 

 

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

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

 
Table 3.3i 

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

 
Table 3.3j
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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’ SWOTs, 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 TIkTok 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 

 Strengths Weaknesses Opportunities Threats 
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 , , 

, etc having 

● It is still possible to 
establish presence in areas 
where Competitor have 
lesser reach/not started. 

○ Such as LinkedIn, 
TikTok, Youtube 
and Bing Ads 
 

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

Bangles as well.  
○ And since Bangles 

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

 
 
 

(different audience) 
 

● Bigger brands can easily 
influence market share in 
Singapore (such as ) 
 

● Competitors have a Brand 
mission such as sustainability  

Customers ● 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 AOV potential 

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

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

● 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 

Budget & 
Resources 

● Owner with knowledge in 
marketing, PR, branding 
 

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

● 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  

 

● Smaller brands ( ) 
are likewise, less likely and 
limited in digital marketing 
capabilities  

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

Others ● Existing loyalty program  ● Retail only by appointment 
only 

● No Referral program 

- ● Economy downturn can influence 
customer decision and lifestyle 
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Company Competitors, trends & external factors 

 Strengths Weaknesses Opportunities Threats 
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 

● 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. 

● 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. 

● 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 

● 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) 

 

Creatives & 
Contents 

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

● 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  

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

● 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 KPIs  
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. 
 

(Awareness)  
Digital Marketing Objectives  SMART KPIs & Metrics 

 
 

● 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 

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 

● Generate 10% more Email 
Subscribers by Jan 2023 

Email Marketing:  
• 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  SMART KPIs & Metrics 

● Increase sales revenue by 20% 
per month by Jan 2023  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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(Advocacy)  
Digital Marketing Objectives  SMART KPIs & Metrics 

● Increase repeat purchases and 
cross-sells  Email Marketing:  

 
• 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 
Google and Facebook   

Google Review:  
• 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 
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Content Marketing Metrics & Action Plan Metrics 
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Social Media Marketing Metrics & Action Plan Metrics 
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Digital Advertising Metrics & Action Plan Metrics 
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Email Marketing Metrics & Action Plan Metrics 
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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.  
 

Action Plans here are the same as the plans derived from the respective strategies of SEO, CMS, 
SMM, DA and Email from Part 5.1 to 5.5 

 

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

 
 

(Awareness)  
Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 

SEO Refer to 
(Aware
ness) 
SEO 
KPIs 
from 
section 
4 

Keyword Research 

● Find & build keywords relating to topics, competitors, 
industry & trends 

1. Use Customer Persona for SEO. Search term use to 
find business, pain points & customer objective 

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 



 

96 

On-Page SEO 

● Follow SEO Guidelines & Best Practices for 
1. H1/Title Tag 
2. Domain URL 
3. Meta description 
4. Image Optimisation 
5. Quality Content on Page (Main & Secondary) 
6. Internal Linking   
7. External Linking 

Technical SEO 

● Follow Technical SEO Guidelines & Best Practices for 
1. Page experience 
2. Core Web Vitals (Loading (LCP), Interactivity (FID), 

Visual Stability (CLS)) 
3. Mobile Friendly 

● Fix 5 - 10 errors / month 
● Fix 5 - 10 crawled page issues / month 
● Fix 5 - 10 Top Issues / month 

Local SEO 

● Follow Local SEO Guidelines & Best Practices 

Off-Page SEO 

● 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 

● 1 paid outreach / month if on budget 
● Source for Blog Influencers 

● 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 
KPIs 
from 
section 
4 

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

● will not be focusing on creating a Content Hub 
but will still do some form of content marketing with blogs as 
mention above from KPIs. 

● Revolving around Bangles, Earrings, Gifts and its 
targeted keywords / supporting keywords to track if it 
ranks better. 
 

● 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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● to create Content Themes/Pillars 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 / UCG (non-model)  
● Promotions, Sales  
● Contest & Giveaways 
● Online / Offline Events 

 
● to Adopt the following Content Types for 

Social Media 
● Images (60%) 

■ Static Photos, 
■ Infographic, 
■ Influencer/User Generated Photos, 
■ BTS photos 

 
● Videos (30%) 

○ Slow Videos, 
○ Trendy Videos, 
○ Videos in Collage boxes, 
○ GIFs, 
○ Influencer/User Generated Videos, 
○ BTS videos, 
○ Event Coverage, 
○ ASMR 

 
● Text (10%) 

○ Messages, 
○ Promotion Messages, 
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○ Announcements, 
○ Quotes 

 
● 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 
KPIs 
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 

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

● 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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● to Adopt the following Content Types for 

Social Media 
● Images (60%) 

■ Static Photos, 
■ Infographic, 
■ Influencer/User Generated Photos, 
■ BTS photos 

● Videos (30%) 
○ Slow Videos, 
○ Trendy Videos, 
○ Videos in Collage boxes, 
○ GIFs, 
○ Influencer/User Generated Videos, 
○ BTS videos, 
○ Event Coverage, 
○ ASMR 

● 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 

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

● 1 Google Ads Awareness Campaign per month with $100 - 
$150 ad spend 

● 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/IG, 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 

 
 

(Consideration)  
Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 

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 

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 

 



 

102 

(Conversion)  
Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 

Digital Ads Refer to 
(Conve
rsion) 
Digital 
Ads 
KPIs 
from 
section 
4 

● 1 Google Ads Conversion Campaign per month with $100 - 
$150 ad spend 

● Campaign targeting Buyer keyword for Jewellery, 
Bangles keywords, Earrings keywords 

● Branded keywords 
● 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/IG, 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 $3,100 manpower 
hours / month 

 
$500 on Ads / 

month  

Email 
Marketing 

Refer to 
(Conve
rsion) 
Email 
Marketi
ng KPIs 
from 
section 
4 

● Develop better & frequent email newsletter campaigns 
revolving content themes of the follow below, for lead 
nurturing (consideration to conversion) 

● Mix & Match Bangles & Earrings  
● Product Aesthetic, Features & Benefits (Bangle, Cuff, 

Earrings, Cufflinks, Lacquerware, Silks, Gemstones, 
Design Motifs, Mediallions, Materials, Colours)  

Number of Email 
campaign/blast per 

month 
 

Number of Email 
flows automation + 

testing 
 

Email Deliverability 
 

Email Bounce Rate 

4 months $3,100 manpower 
hours / month 
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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) 

● 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 

    

 

 

(Advocacy)  
Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 
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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  

● Create seperate campaigns & flows centered around 
this audience to entice more repurchase as they are 
loyal/engaged customers 

● 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, ’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 ’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 good 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-page SEO efforts, drove about 516 users over the course of 2 years followed by , 

and with within the range of 20 users. 
 
SemRush & Pagespeed Insights 
 
From table 5.1.1h to 5.1.1w 
 

’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 5.1.1o 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 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.  
 

’s top pages driving traffic is mainly from its homepage (40.6%) followed by its blog page 
regarding peranakan tiles (31%), flower orchid, vietnamese lacquerware, gemstone earrings and lastly, silk 
bangles. 
 
SEO Ideas check is also conducted by SemRush to follow as a guideline with the list generated.  
 

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, 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 . 
 
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 
for as 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) 

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

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

 
Table 5.1.1c 
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Google Search Console Performance on Search (SG) 
Jun 2020 - Aug 2022 (Google Search Console) 

 
Table 5.1.1d 

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

 
Table 5.1.1e 

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

 
Table 5.1.1f 

Acquisition | All Traffics > Channels (Referral) 
May 2020 - Jul 2022 (Google Analytis 3) 
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Table 5.1.1g
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 | Position Tracking | Overview 

Aug 2022 (SemRush) 

 
Table 5.1.1h 
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 | Site Audit 
Aug 2022 (SemRush)

 
Table 5.1.1i 
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 | Site Audit | Page Speed Insights 

Aug 2022 (Pagespeed Insights) 

 
Table 5.1.1j 
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Table 5.1.1k 
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Table 5.1.1l
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Table 5.1.1m 
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 | Site Audit | Mobile Friendly Test 
Oct 2022 (Mobile friendly test) 

 
Table 5.1.1n
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 | Organic Research | Keywords 
Aug 2022 (SemRush) 

 

 
Table 5.1.1o
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 | Organic Research | Chosen Keywords 
Aug 2022 (SemRush) 
 

⭐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) 

Why? 

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 
-  

Paid 
- 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 

 
 | Organic Research | Top Pages 
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Aug 2022 (SemRush) 

 
Table 5.1.1p 

 
 
 
 
 
 
 
 
 
 

 | On Page SEO Checker | Overview 
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Aug 2022 (SemRush) 

 
Table 5.1.1q 

 | On Page SEO Checker | Ideas 
Aug 2022 (SemRush) 

 
Table 5.1.1r
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(For Reference Only) 

 
Table 5.1.1s 
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 | Backlink Audit | Overview 
Aug 2022 (SemRush) 
 

 
Table 5.1.1t 

 
 
 
 
 

 
Table 5.1.1u 
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Table 5.1.1v 
 
 

 
Table 5.1.1w 
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5.1.2 SEO Research  
Identify Competitors | Position Tracking | Competitor Discovery (Based on Position of existing keywords) 
Aug 2022 (SemRush) 

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

 
Table 5.1.2b 
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Identify Competitors | Advertising Research | Paid Competitors (Based on Paid Ads) 
(NIL as of Aug 10, 2022,  doesn’t run Google Ads) 
Aug 2022 (SemRush) 
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Identified Competitors 
Aug 2022 (SemRush) 

 Top Competitors Results 
 

Competitors Chosen 
 

Competitor 
Discovery 

 
 

 
 

 

Organic 
search 

Similar as above 

Local 
search 
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Based on 
Employer 

- 

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

  

  

 

 

Table 5.1.2d 
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Competitor Research | Organic Research | Keywords 
Aug 2022 (SemRush) 
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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  share with competitors, in addition to those keywords being weaker as compared to the competitors 
 

 
Table 5.1.2f 
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Keyword Gap Tool (Missing) 
Keywords that  are missing whereas all its competitors have 

 
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  

 
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) Why? 

Missing Keywords from Competitors that are chosen 
 

● 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 

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) 

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

 
Table 5.1.2j 
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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) 
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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) 

 

 
Table 5.1.2l
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5.1.3 SEO Objectives, KPIs & Metrics  
(Awareness)  

Digital Marketing Objectives  SMART KPIs & Metrics 

 
 

● 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 

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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SEO Metrics & Action Plan Metrics 
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5.1.4 SEO Action Plan 
 

(Awareness)  
Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 

SEO Refer to 
(Aware
ness) 
SEO 
KPIs 
above 

Keyword Research 

● Find & build keywords relating to topics, competitors, 

industry & trends 

1. Use Customer Persona for SEO. Search term 

use to find business, pain points & customer 

objective 

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 

On-Page SEO 

● Follow SEO Guidelines & Best Practices for 

1. H1/Title Tag 

2. Domain URL 

3. Meta description 

4. Image Optimisation 

5. Quality Content on Page (Main & Secondary) 

6. Internal Linking   

7. External Linking 

Technical SEO 

● Follow Technical SEO Guidelines & Best Practices for 

1. Page experience 

2. Core Web Vitals (Loading (LCP), Interactivity 

(FID), Visual Stability (CLS)) 

3. Mobile Friendly 

● Fix 5 - 10 errors / month 

● Fix 5 - 10 crawled page issues / month 

● Fix 5 - 10 Top Issues / month 

 

Local SEO 

Number of blog post 
 

Content Audit 
 
 

Number of Potentials 
Source 

 
Number of Email 

Outreac 
 

Number of Site 
Errors Fixed 

4 months $3,100 manpower 
hours / month 
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● Follow Local SEO Guidelines & Best Practices 

 

Off-Page SEO 

● 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 

● 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 

○ 1 paid outreach / month if on budget 

● Source for Blog Influencers 

○ 1 Blog Influencers outreach / month 

Content Amplification 

● 1 On-page Blog / 4 - 6 weeks (On-page SEO & Content 

Marketing) 

● 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 . 
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 5.2.1l 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  

 
 Overall SiteMap 

Aug 2022 (All TIme) (SemRush) 

 
Table 5.2.1a 
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 | Channels and its Contents that Converts 

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

 
Table 5.2.1b 
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 | Channels and its Contents that Converts (Sort by Users) 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 

 
Table 5.2.1c 
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 | Channels and its Contents that Converts (Sort by Revenue) 

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

 
Table 5.2.1d 
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 | Landing Page (Blogs) that contributed to Conversion 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 

 

 
Table 5.2.1e 
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 | Landing Page (Homepage) that contributed to Conversion 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 

 
Table 5.2.1f 
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 | Landing Page (Collections) that contributed to Conversion 

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

 
Table 5.2.1g 
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 | Landing Page (Checkout) that contributed to Conversion 

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

 
Table 5.2.1h 
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| Landing Page (Pages) that contributed to Conversion 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 

 
Table 5.2.1i 
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 | Landing Page (Other Pages) that contributed to Conversion 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 

 
Table 5.2.1j 
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 | New Users who did/did not Convert vs Returning Users who did/did not Convert 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 

 
Table 5.2.1k 
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 | Returning Users who visit the Blogs vs Collections Pages | Number of Sessions 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 

 
Table 5.2.1l 

 

 
 | Returning Users who visit the Blogs vs Collections Pages | Days since last Sessions 
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1st May 2020 - 31st Jul 2022 (Google Analytics 3)

 
Table 5.2.1m 

 

 
 

 | Users’ Flow process from Landing Page (Blogs) 
1st May 2020 - 31st Jul 2022 (Google Analytics 3) 
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Table 5.2.1n 

 

 
 | Users’ Flow process from Landing Page (Collections) 

1st May 2020 - 31st Jul 2022 (Google Analytics 3) 
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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) 
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Table 5.2.2a 
 
 

Same as SEO’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, KPIs & Metrics 
 

(Awareness)  
Digital Marketing Objectives  SMART KPIs & Metrics 

 
● 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 

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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Content Marketing Metrics & Action Plan Metrics 
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5.2.4 Content Marketing Action Plan 
(Awareness)  

Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 

CMS Refer to 
(Aware
ness) 
CMS 
KPIs 
above 

● Create a Content / Editorial Calendar (seperate from Social 
Media) 
 

● will not be focusing on creating a Content Hub 
but will still do some form of content marketing with blogs as 
mention above from KPIs. 

○ Revolving around Bangles, Earrings, Gifts and its 
targeted keywords / supporting keywords to track if it 
ranks better. 

 
● to adopt Content Purpose that are a mix of 

Education (40%), Entertain (20%), Convince (25%) & Inspire 
(15%). 
 

● to create Content Themes/Pillars 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 / UCG (non-model)  
○ Promotions, Sales  
○ Contest & Giveaways 
○ Online / Offline Events 

 
● to Adopt the following Content Types for 

Social Media 
○ Images (60%) 

- Static Photos, 

Content Rate 
 

Number of blog post 
 

Content Audit 
 

Content Calendar 
 

Content Mix 
 

OSEP Mix 

4 months $3,100 manpower 
hours / month 
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- Infographic, 
- Influencer/User Generated Photos, 
- BTS photos 

 
● Videos (30%) 

- Slow Videos, 
- Trendy Videos, 
- Videos in Collage boxes, 
- GIFs, 
- Influencer/User Generated Videos, 
- BTS videos, 
- Event Coverage, 
- ASMR 

 
● Text (10%) 

- Messages, 
- Promotion Messages, 
- Announcements, 
- Quotes 

 
● 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 

 

 

 

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 
 

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 ROI 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 not having Google Ads, similar to . While is 
spending $11.5k worth of keywords for its traffic, with $2.8k of $3.4k and of 
$2.3k.  
 
From further analysis, is using competitor keyword to drive their paid ad traffic, using words such 
as , and . For , they spend most of their paid traffic cost on 
($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. , , , 

& 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,  
1. Holiday / Seasonal / Festive related message (non-sales) or sales 
2. Promotion discounts 
3. Models wearing products or Purely products for their ad copy 
4. Brand collaboration 
5. For and , there are less sales/promotions and more visual aesthetic copy for 

brand awareness/loyalty 
 
Meta & IG Ads 
 
As of September, competitors running ads across Meta, IG or both consist of with 7 Ads, 

with 32 Ads, with 35 Ads, with 36 Ads, have 0. An Ad Swipe can be 
created to analyse the competitor’s various advertising funnel mix. By looking at , 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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 Meta Ad Audit | All Meta Campaigns 
Apr 2020 - Aug 2022 (All TIme) (Meta Ad Reports) Table 5.3.1a 
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Meta Ad Audit | Top Meta Campaigns 
Apr 2020 - Aug 2022 (All TIme) (Meta Ad Reports) 

 

Table 5.3.1b 
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5.3.2 Digital Advertising Research (Non-Creatives & Copy) 
Competitors ( , , , ) Google Search Ads | Total Traffic & Cost 
Aug 2022 (SemRush) 
 

(Does not have Google Search Ads Data on SemRush) 

 

  

  
Table 5.3.2a
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Competitors ( , , , ) Google Search Ads | Top Keyword Traffic, Cost, CPC 
Aug 2022 (SemRush) 

(Does not have Google Search Ads Data on SemRush) 
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Table 5.3.2b 
 

Competitors ( , , , ) Google Search Ads | Paid Keywords Suggestions 
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Aug 2022 (SemRush 
 

Brand Paid Keywords Chosen Why 

 - singapore 
- 
- 
- 
- 
- singapore 

————————————————————— 
- 
- singapore 
- 
- 
- birthday gift for girlfriend 
- singapore 
- 
- anniversary gifts 
- birthday gifts for girls 
- birthday gift ideas for her 
- 
- birthday gifts for her 
- top 10 birthday gifts for her 

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 singapo e 
- 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 
- 
- singapore 
- earrings singapore 
- stud earrings 
- earrings 

————————————————————— 
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- bracelet 
- earrings 
- gold earrings singapore 

Table 5.3.2c
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5.3.2 Digital Advertising Research (Creatives & Copy) 
 
Competitors ( , , , ) Google Search Ads | Top Traffic Ad Headlines & Description Copies 
Data from above: Competitors Google Search Ads | Top Keyword Traffic, Cost, CPC 
Aug 2022 (SemRush) 
 

Brand Paid Keywords Ad Headlines Ad Description  

 
singapore 
 

 

 

Singapore Diamond Rings & Wedding Bands 
Singapore Leading Jewellery Brand in SG 
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 
Shop Online Exclusive 
New 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 favourites for $5. Be quick, limited time offer! 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 ( , ,  and ) Google Display | 
Ads Swipe ( , , ,  and  can’t be found on 
Moat) 
Sep 2022 (Moat) 
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Table 5.3.2e 
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Competitors ( , , , , ) Meta and/or 
Instagram Ads | Ads Swipe  
Sep 2022 (Meta Ad Library) 

- 7 Ads 

 
 

 - 32 Ads 

 

 - 35 Ads 

 

 - 36 Ads 

 

 

 

 

Table 5.3.2f 
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Create an Ad Swipe Database 

 
 
 
 
 
 
 
 
 
Competitors ( , , , , ) LinkedIn Ads | Ads 
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Swipe  
Sep 2022 (LinkedIn) 

For Reference Onl  - All Com etitors have no LinkedIn Ads  

 
Table 5.3.2g 
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5.3.3 Digital Advertising Objectives & KPIs 
(Awareness)  

Digital Marketing Objectives  SMART KPIs & Metrics 

 
 

● 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 

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) 

 
(Conversion)  

Digital Marketing Objectives  SMART KPIs & Metrics 

● Increase sales revenue by 20% 
per month by Jan 2023  Digital Advertising 

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  
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Digital Advertising Metrics & Action Plan Metrics 
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5.3.4 Digital Advertising Action Plan 
 

(Awareness)  
Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 

Digital 
Advertising 

Refer to 
(Aware
ness) 
Digital 
Adverti
sing 
KPIs 
above 

● 1 Google Ads Awareness Campaign per month with $100 - 
$150 ad spend 

○ Campaign targeting Bangles keywords, Earrings 
keywords 

○ Branded keywords 
○ 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/IG, 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 

 
(Conversion)  

Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 
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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 

○ Campaign targeting Buyer keyword for Jewellery, 
Bangles keywords, Earrings keywords 

○ Branded keywords 
○ 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/IG, 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 

 

 
 

 

5.3.7 Digital Advertising Analytics / Reporting (refer to part 6) 



 

195 

5.4. Social Media Marketing Strategy  

Summary of Findings (Social Media Audit) 

Non Creative 
Instagram 
 

have 950 followers on Instagram 
 
Meta 
 

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 

5. Instagram Story’s Top Reach are mostly a mix, ranging between 150 to 200 
6. Instagram Story’s Low Reach are mostly a mix, ranging around 100 
7. doesn’t have much data on Meta Story 

 
LinkedIn 
 

have 8 followers on LinkedIn 
 
Creative 
Instagram & Meta 
 

Instagram/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 
 

have 14.6k followers, with 12.4k, with 20.9k, y with 87.4k and 
with 404k followers 
 
Meta 
 

have 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) 
 



 

196 

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 
 

does 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 
 

does 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 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 like 

and , direct competitor 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 

a. Product 
b. Product launch 
c. Holiday / Festive / Seasonal 
d. Sales/Conversion 
e. Promotions 
f. Messages 
g. Campaigns (product related or influencer related) 
h. Influencer generated content 
i. Colours 

TikTok 
 

does 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: 
1. Purely product (a small % only) 
2. Close-up of Hands (from models, influencers or users) wearing products. Close-ups of the parts where 

product is fitted 
3. Full & Half Body of Models (3rd person), Influencers (selfie or 1st person) wearing products 
4. Captions are placed on thumbnail to give context of content 
5. Photo (collage, gif) & Video content type mix 
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5.4.1 Social Media Audit (Non-Creative) 

 Instagram Account & Page Information  
Sep 2022 (Instagram, Meta & LinkedIn) 
 

 

 

 

No TikTok & Youtube 

Table 5.4.1a 
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 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 ) 

 
Table 5.4.1b 
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 Instagram Post | Top Reach 

 
Table 5.4.1c 
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 Instagram Post | Low Reach 

 
Table 5.4.1d 
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 Facebook Post | Top Reach 

 
 

 Facebook Post | Low Reach 
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 Instagram Story | Top Reach 

 
 

 Instagram Story | Low Reach 

 
 

 Facebook Story | Did not post together with Instagram 

 
Table 5.4.1e
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5.4.1 Social Media Audit (Creative) 

 Instagram Feed (Look, Feel & Style) 
Sep 2022 (Instagram) 

Meta & Instagram uses the same Creatives for Organic 

 
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) 
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Table 5.4.2b 
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Competitors TikTok Account & Page Information  
Sep 2022 (TikTok) 

 

 does not have Tik Tok 

 

 

 

  

Table 5.4.2c 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Competitors LinkedIn Account & Page Information  
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Sep 2022 (LinkedIn) 
 

 does not have LinkedIn 

 

 

 

Table 5.4.2d 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Competitors Youtube Account & Page Information  
Sep 2022 (Youtube) 
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,  and  does not have Youtube 

 

 
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, ’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. 



 

212 
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Table 5.4.2f 
Competitors TikTok Feed (Look, Feel & Style) 
Sep 2022 (TikTok) 

 does not have TikTok 
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Table 5.4.2g
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5.4.3 Social Media Objectives, KPIs & Metrics 
(Awareness)  

Digital Marketing Objectives  SMART KPIs & Metrics 

 
 

● 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 

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 
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Social Media Marketing Metrics & Action Plan Metrics 
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5.4.4 Social Media Action Plan 

(Awareness)  
Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 

Social 
Media 

Marketing 

Refer to 
(Aware
ness) 
Social 
Media 
Market
ing 
KPIs 
above 

● 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 
 

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

● 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 

 
● to Adopt the following Content Types for 

Social Media 
○ 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 
 

● Videos (30%) 
- Slow Videos, 
- Trendy Videos, 
- Videos in Collage boxes, 
- GIFs, 
- Influencer/User Generated Videos, 
- BTS videos, 
- Event Coverage, 
- ASMR 

 
● 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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 Social Media Content Production (Photos) | MoodBoard 
Sep 2022 (Google Sheets) 
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 Social Media Content Production (Videos) | Script/Story Board 
Sep 2022 (Google Sheets) 
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 Social Media Calendar (Annual) 
Aug 2022 (Modified Hootsuite Template) 
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 Social Media Calendar (Monthly) 
Aug 2022 (Modified Hootsuite Template) 
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5.4.5 Social Media Analytics / Reporting (refer to section 6)



 

225 

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, 

1. Navigation of website at the top of the email 
2. Product materials 
3. Snippet paragraphs of what the brand is, what they do and USP 
4. Follow on socials 
5. GIFs for some image 
6. Graphic designed emails (with overlaps, etc.) 

 
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 
 

has an email newsletter frequency of about 12 for August and September 
 

has an email newsletter frequency of about 3 for June, 8 for July, 7 for August and 6 for September 
 

has an email newsletter frequency of about 7 for August and 16 for September 
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5.5.1 Email Marketing Audit 

 | Engagement & Revenue by Email Campaign 
1 Aug 2020 - 31 Jul 2022 (2 Years) (Klaviyo)

 
Table 5.5.1a 
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 | Engagement & Revenue by Email Automated Flows 
1 Aug 2020 - 31 Jul 2022 (2 Years) (Klaviyo) 

 
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) 
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Table 5.5.1c
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Competitor ( ) Email Marketing Newsletter Frequency & Swipe 
Sept 2022 (MILLED) 

 
Table 5.5.1d 

 

 

 

 

Competitor ( ) Email Marketing Newsletter Frequency & Swipe 
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Sept 2022 (MILLED) 

 
Table 5.5.1e 
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Competitor (Pandora) Email Marketing Newsletter Frequency & Swipe 
Sept 2022 (MILLED) 

 
Table 5.5.1f 
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Competitor ( ) Email Marketing Newsletter Frequency & Swipe 
Sept 2022 (MILLED) 

 
Table 5.5.1g 
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5.5.3 Email Marketing Objectives, KPIs & Metrics 
 

(Consideration)  
Digital Marketing Objectives  SMART KPIs & Metrics 

● Generate 10% more Email 
Subscribers by Jan 2023 
onwards. 

Email Marketing:  
• Increase email subscribers from 1,426 to at least 1,569 by Jan 2023 or 35 subscribers per month 
 

 
(Conversion)  

Digital Marketing Objectives  SMART KPIs & Metrics 

● Increase sales revenue by 20% 
per month 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) 

 
(Advocacy)  

Digital Marketing Objectives  SMART KPIs & Metrics 

● Increase repeat purchases and 
cross-sells  Email Marketing:  

 
• 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 
Google and Facebook   

Google Review:  
• 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) 
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Facebook Review:  
• Increase number of Facebook Page Reviews from (0) to (10) by Jan 2023 

 

 

Email Marketing Metrics & Action Plan Metrics 
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5.5.4 Email Marketing Action Plan 
 

(Consideration)  
Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 

Email 
Marketing 

Refer to 
(Consi
deratio
n) 
Email 
Market
ing 
KPIs 
above 

● 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 

 

(Conversion)  
Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 

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) 

○ 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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○ 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) 

○ Flows such as, 
■ Abandon cart 
■ Browse abandonment 
■ Follow on social 
■ And more 

 
 

 

(Advocacy)  
Campaign KPIs Action Plan (Details) Action Metrics Timeline Budget 

Email 
Marketing 

Refer to 
(Advoc
acy) 
Email 
Market
ing 
KPIs 
above 

● Develop more email marketing automation with Klaviyo flows 
with engaged/repurchased customer segmentation  

○ Create seperate campaigns & flows centered around 
this audience to entice more repurchase as they are 
loyal/engaged customers 

○ 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 

 

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-z9r83XgXXTqflg20EHgNUWDC8jYk/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 

 
 
Email (Klaviyo) Newsletter UTM
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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:  
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Social Media:  

Facebook & Instagram: 

 
SEO:  
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SemRush: 
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Search Console:  
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Digital Advertising:  
 
Google Ads: 
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Facebook Ads:  
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Email Marketing: 
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6.3. Optimisation Plan  
 
6.3.2. SEO  

Audit the SEO campaign metrics and offer suggestions for improvements.  

Refer to SEO Monthly Reporting  
https://drive.google.com/drive/folders/1D3YLDq8Wq-NbezfgNwlCUTmAegbTSMv_?usp=sharing 

 
6.3.5. Content Marketing  

Audit the content marketing campaign metrics and offer suggestions for improvements. 

NIL 
 

 
 
 
 
 
 
 
6.3.3. Social Media Marketing (SMM)  

Audit the SMM campaign metrics and offer suggestions for improvements. 

Refer to Social Media Marketing Monthly Reporting  
https://drive.google.com/drive/folders/1TYbfeQRgUYFpxofMAPg-JC9gTe6shjJS?usp=sharing 
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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  
https://drive.google.com/drive/folders/1vSdmXVojKpSYpOyISoCkJ9iCwVyDrUK1?usp=sharing 

 

6.3.5. Email Marketing  

Audit the email marketing campaign metrics and offer suggestions for improvements.  

Refer to Email Marketing Monthly Reporting 
https://drive.google.com/drive/folders/1YyzygRNqfyqZchYdeaDHwlfLnCZYuiNZ?usp=sharing  

 

 


