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India Digital Funnel is Exploding

Internet Usage Evolution funnel

India 2018 India 2023P

Stage 0 / Communication / Media \
0 access to internet 500M users

B o

Stage 1
. . 250M users

Whatsapp, Youtube etc.
g% 200Mn MAU

800M users
Chinain 2018

650-700M users

Stage 2 \daighunt /

Google, Wikipedia, Email \

Transaction

Stage 3
ol Monthly
' 45Mn Rides

Stage 4
Monthly active consumer 10Mn Baskets

internet buyers \higbashei /

80% of Current 400 Mn Non-Internet Users are Likely to Join the Digital Revolution in the Next 5 Years

Alunlew aujuQ

Source: Economictimes, Statista, E-tailing marketing updates, RedSeer Newsletter, Apr 2019



But what audience is really relevant for D2C Brands??

Whatsapp, Youtube etc.

S 2023P

Banking, Travel, E-Com

trialists B

Monthly active consumer
internet buyers

500M users
250M users

Stage 2
Google, Wikipedia, Email

3 Core D2C

Digitally Influenced Offline Purchases — Audlence, will
Will be useful in next stage of growth grow 4X in 4 years
when offline distribution is secured

Stage 0
0 access to internet

Irrelevant

But are 50Mn your potential online buyers today??
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Total Addressable audience within this buyer group differs by Category of Brand ez confisen

Relevant Audience for Relevant Audience for
Female Hygiene Products Body Building Supplements
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D2C Product Strategy- Business of the Long Tail gt contiera)

- Audience is the key asset, have to monetize across multiple occasions

Area Under the curve= Business Size

Distribution Brands (Brands 1.0):

Key Driver: Penetration (More Households) Note: Green Area = Yellow Areai.e.
Enablers: both business sizes are equivalent
- Offline Distribution
- Pricing
D - Low Unit Price
- Scale
4 - Low GM, High Volume/ SKU
(Vs Key Asset: Digital Brands (Brands 2.0):
~ - Distribution Network Key Driver: More Consumption Occasions
7, - Scale Manufacturing Enablers:
Q - Selection
— - Cross-sell/ Up-sell/ Re-sell
(q+) - New Product Development
) - High GM, Low Volume/ SKU

Key Asset:

- Audiences
- 1t & 3" Party Customer Data

1 2 3 4 5 6 7 8 n
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So... What are we building??- D2C Funnel Basics ...
Paid Media Owned Media

Data
Structures/
Tech

CRM /
Marketing
Automation

In Market Audiences
Landing Page
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Affinity Audiences (Research)
Bottom Funnel-

Remarketing

Represents Sprints represented by

Never the Other Way, Do Not attempt Higher order Activies till u have the week number from Kick off

saturated lower funnel activities
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Full D2C Funnel in action- Full Funnel View
Awareness Building

Audience Education/ Nurturing

Closing the Sale

Data
Structures/
Tech

Top Funnel-
Video/ Blog/ Quiz/ Contest/
Influencer
Middle Funnel-
Demo / Unboxing /
Bottom Funnel-
Features/ Functional
Benefit/ Offers
Landing Page
Marketing
Automation

Social Proof / Emotional
LTV Building Activities

Ul

P
Reta rgeftiné

Ask Customers for Reviews,
Ratings, Referrals, Up-sell, Cross-
Sell, Repeat-Sell, Loyalty Wallet,
Build Community of Advocates-
Early Releases, Beta Testers

Run small experiments

Re-target audiences who have
engaged with TOF Content

Re-target audiences who
have engaged with

Re-target audiences who I

I
with various audiences | completed Video Views, Voted, | have engaged withand | Landing Pages. Use Cart
I

with awareness building Contest participants, blog readers I clicked on MOF Content.

) | Reminders/ Remarketing
content etc.). Use MOF creatives Use BOF creatives

creatives.
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What does a Vibrant D2C Marketing Strategy look like? .ocooe

Campaign: Persona- Value Seekers

Center/
Whatsapp

Landing Page / Chat/
Website Conversion

Email/ Call

~
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£ c
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Dynamic Landing pages for

» same product to increase
relevance for each of these
diverse audiences. Headline/
Body/ CTA/ Main Image
Customisation for each
campaign

Campaign: Persona- Lapsed User/ Star User

Center/
Whatsapp

Landing Page / Chat/
Website Conversion

Email/ Call

LTV Building
Remarketing/

Campaign: Persona- Weekend Warrior .
Some examples of services

=~~~
%" 23~ g that can help accelerate this:
Landing Page / Chat/ E 2=2 8
Website Conversion = § £ & = =4 GetResponse  PERSONY2€E
Intellimize
[ )
[ ]



IN_HOUSE CHANNELS

GOOGLE SEM Google SEM
GOOGLE DISPLAY |Google Display
GOOGLE VIDEO YOUTUBE

Gmail Gmail In-mail ads
BRAND_SEM Brand & Generic SEM
FACEBOOK Facebook
BYTEDANCE TikTok Etc.
DBM Desktop & Mobile Exchanges
Yahoo Yahoo
Bing Yahoo/ Bing Search

ORGANIC & DIRECT
SEO Organic Traffic @

Direct Traffic

DIRECT_TRAFFIC

Vserv Google inApp@

What’s the Eventual Channel Mix??

CO_BRANDS
PhonePe PhonePe
BABYCHAKRA BABYCHAKRA
MagicPin Magicpin
IN_SHORTS IN_SHORTS
CRED CRED
CASHKARO CASHKARO
CASHIFY CASHIFY
SHARECHAT SHARECHAT
DAILYHUNT DAINLYHUNT
MensXP MensXP

Mobile
In Mobi Zero Games
Mogae Xplanc
Affiliates
Clikconik Affoy
Trade Tracker Opicle
MRN Digital Crazybee Media
OMG Pyxel
Ad2Click Komli
Resultrix Adcanopus
Mify Solutions  |AdSizzler
Adchakra DGM
Network Play 1A
AffiliativelA Tyroo
Pointific Vcommission
Lucini Payoom
Content Platforms
Taboola Outbrain
Agecnies & Direct Media Buys
Vizury Info Edge
MEC GSP Times Network
Remarketing Platforms
Criteo Re Targeter
Admitad Ad Roll

Perfect Audience |Site Scout

ROI Hunter

firesideventures
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Email & OTHERS

EMAIL Discount_Email
CROSS_SELL Crossell_Email
INTERNAL_EMAIL [Engagement_Email
Repeat_Email RepeatSell_Email
Upsell_Email Upsell_Email
OTHER

While you will start your digital marketing campaigns with Google + Facebook.
Pro Tip: The best way to manage CAC in the Long Term is by diversifying channel mix by focusing and growing
other channels.
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What eventual Team are we ShOOting for?? Privileged & Confidential

Digital Marketing

Product

Performance Creative Ops Social
(Owner of UX)

Full Stack Engineer Search / Display /
(Outsourced Tech Social Campaign
Ops) Managers

On Site & Blog
Content executives

Social Content Brand Custodian ATL &

Graphic Designer Development Digital Media

Community
Copy Writer == VIanager/ Activation
& Deployment

Affiliates /
Partnerships/ DMBs

Video Editor




Stage 1: Get Customer Experience Right fresideventures

Structures

Privileged & Confidential

/ Tech What Technology Stack should | use?

— @ |
@j WORDPRESS
WORDPRESS I I

(2 COMMERCE ' - | () shopify |

# of Sites 70Mn 0.6Mn 0.25Mn 70Mn

Cost (with Hosting) $30/ Month $79/ Month $167/ Month I $30/ Month I
Templates 10/10 7/10 3/10 I 10/10 I
Mobile Performance (AMP) 6/10 8/10 10/10 I 7/10 I
Interface 8/10 9/10 4/10 8/10

Plugins / Apps / Extensions 29000 2500 5000 29000 I
Content Management 10/10 6/10 4/10 I 10/10 I
Catalogue Management 6/10 9/10 9/10 I 9/10 I
Back End (Inventory, Accounting) 6/10 8/10 10/10 I 8/10 I
Scalability 6/10 8/10 10/10 6/10

SEO 10/10 .i/s. 1n0mM » 6/10 10/10 I
Maintenance 4/10 9/10 4/10 6/10 I
Security 2/10 8/10 5/10 (Depends on hosting provider) I 8/10 I
GDPR 2/10 8/10 4/10 | 810 I
Support 3/10 7/10 3/10 I 6/10 I
Ease of Use 3/10 7/10 3/10 6/10

Features (Chat, Email, Forum etc) 8/10 8/10 6/10 I 8/10 I
Coding Skill Not Required 6/10 8/10 3/10 |

\____’

In the long term, a D2C Website is a content/ commerce platform. Content will always play a very pivotal role.
The low cost, flexible and fast setup of a wordpress stack with a Shopify Backend makes it an ideal choice to start off
As u get to 5000 orders+ per day, the per transaction fee on Shopify can hurt alongwith the inflexibility to customise, can consider moving to Magento then. Check out our note on Magento here.


https://drive.google.com/open?id=1JZNg5qEeM-E6wZOHRcknUIKZL8Zm1jf8uZGI8Oc5xSY

Stage 2: Get Customer Experience Right fresideventures
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: € iThink Logistics
VAMASHP 7 | [BShiprocket

Setting up the Basics: (Shipping) (Tracking) | (Tracking + Shipping)

* Delivery and Payment for smooth UX . . .
For Forwarding orders to various shipment partners and
*  Customer Support / Chat/ Cloud Telephony for great CX helping internal teams and customers track order shipments.

* Niarketing Automation & Chat Support for Conversion Optimization 1
WIS «—> 4 Razorpay

Collecting payments from Netbanking, CC, wallets and UPI

mm— Okaptue  EREE

Customer % AVEYOD | [EMyOperator
Cloud Telephony, CRM for Customer Service & Tracking

& PushAlert <M =

What 3" Party Integrations are required to get started?

Delivery

> Send
Y
%o g Payment For Push Notifs, SMS & Email Comms with Consumers
=5
= & -
g = T 2L
s O Comms zendesk
> <:ES Chat Chat support and on-page chat bot for conversion boost
O -
I\/Iarketihg Marketing . - 2 GAMOOGA \_m_!? ﬁ“.".‘pc‘”e' Cleveriap
Automation Automation ‘e»"  Wigzo Web‘ingagg
rd KLAYIYO
3 Party Apps Automating- Remarketing/ Email/ SMS/ Whatsapp /

Notification pushes. Conversion Boost.

For a full comparison between tools, u can access a report here.


https://drive.google.com/open?id=1OkLdFfVskHAnHnUYO5kB6pNalRTWnWbi

Stage 3: Tech & Reporting Basics Fresideventurs

Privileged & Confidential

What integrations are required to ensure Site efficacy & Tracking?

On-Page Integrations:

4—; $ updown.ic

R, —> COMOPO

XN <> [ algolia {searchtap
AT «<—> &) mouseflow hoti'ar

Split Testing R pummme .Googleomimize

Managing Tags <—> o

(Remarketing etc.) Google Tag Manager

()
oY)
©
a
[o14]
c
©
c
©
-

Tech Basics: e

*  Mobile Optimized Design / Progressive Web App (PWA) Preferred

* Responsive

» Design tested for Above / Below Fold content on popular mobile models
* Minification of images/ HTML

* Use Async loading for below page content

* Cache Above Fold content

* Test for 3G load speed m

NitroPack
Wesbite Stats & s 2 I .

ngk: Anabtics Gaog Cuta St

R — IO 7] trustpuise

Juicer
Exit Intent S o AddThis

SEO Basics:

Meta Tags for ranking key-words
* Alt Text for all images
» Add Tags & Categories for each landing page
« Ref: On Page SEO guide for further info

For a comprehensive landing page / UX guide, please refer this document here.

Please read guide to on-page SEO here so that all pages are search discoverable.


https://drive.google.com/open?id=1qDc2_TYhM8ADuexphI7wL1295TxBVFnx
https://drive.google.com/open?id=11FiAU7ClGnQx8LnEhxczp3sHJNQfweKY

L

°
anding Page Sections:

1st Fold:
*  Product Images/ Videos
*  Price- Discount/ Offers
*  Product Description
*  Key reasons to buy- Free Shipping, Certification, Stocks left
e Chat Option/ Whatsapp Business API
e SearchBar
*  Sticky footer- Buy Now CTA
2nd Fold:

Ayt Lawmine By Mint P Baier

Stage 3: On Page Conversion

ATV ABATITIE WOSY PANT +OF IRATIY

- proe
rm
S &'

What T Ea et Frmmn Murvanes th Sody Mt
Farbabies

EFFECTIVELY MASKS ODOUR

R T L agae t P Marasart Boaly b
P Batens
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Whe s Wit

Key Functional Benefits, Ingredients/ Product
Differentiator, Social Proof, How to Use, Sticky Footer-

Product Images/ Videos, Price- Discount/ Offers,
Product Description, Key reasons to buy, Chat Option/

*  Key Functional Benefits- Removes Odor, Absorbs sweat etc.
* Ingredients/ Product Differentiator/ Fabric etc.
»  Social Proof — Reviews / Ratings / Testimonials

- Sticky Footer- Buy Now CTA nvoh;téizp Business API, Search Bar, Sticky footer- Buy Buy Now CTA
‘ 3" Fold: fo-dciersmemondyeciinaegal “ee YOU MAY ALSO L INE ~ro e
. How to Use e - e M = A
*  Whois the TG (Romance the TG- Give confidence to buy) I ARSI : - =
*  Comparison with other competition | C.L "; & nfp n-“’ x
*  Ingredient List = N e o ﬂ~ v St po—
«  Sticky Footer- Buy Now CTA pa S NH Retpross i i poss N R
*  4"Fold: AL S
* FAQs
*  People like you also bought/ viewed szt a - :
*  Related Products - >

*  Company Benefits- COD avbl, 2 day shipping, 100% return
*  Email ID for offers/ newsletter
e Sticky Footer- Buy Now

Competitive Analysis, FAQ, Also Bought, Related
products, Company Benefits, Sticky Footer
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Stage 3: 2 Click Checkout Experience

9 S

= mamaearth R\

LG L warTea

Badry Mnquito

Pro Tip: Check out the
Comprehensive UX

guide released by / @ "

Google for E-com for )
more ideas on landing ..3 ‘ 22
pages and check out =
mamaearth
flows here
' - ﬁ
5 < >
Pro Tip: Check out our UX s
diagnostics example here et iad
TN
Add to Cart/ Buy Now on . N . .
Stickv Footer. Ads it to Cart No Signup/ Sign-in- No friction Straight to Payment Page
y ! ’ Customer Details & Order OTP recognition available on PWA m-sites

Checkout Directly from Cart Summary in Single Page

No Need of extra taps/ clicks


https://drive.google.com/open?id=1qDc2_TYhM8ADuexphI7wL1295TxBVFnx
https://drive.google.com/file/d/1-xZgdpgTruqCJdD0lNtsX6WUWj0btMud/view?usp=sharing

Data = j'_:_"§
Structures/ z & g
Tech =] § s
o ©
View Product Continue Shopping
Events to Track: View Category Proceed to Checkout
Add to Cart Checkout Error
Add to Cart Error All Promo Widgets and Links
Click Type Default Medium Campaign Medium
Email Direct Email
Display Ad Referral Banner
- H . FB Ad Referral FBPPC
Campaign Tags for Clicks: .~ BT e
Retargetting Banner Referral RT_FB
Search Organic SearchPPC
Affiliate Referral AffiliatePPC
Cred Referral CredPPC
Momjunction Referral MJPPC

Google URL Builder

UtMm Tagging: Helps u Track I%Cl/at different levels =

firesideventures

Stage 3: Tracking Events, Clicks & UTMs  rewscontoenss

Site Search Bar results

Site Searches with 0 results
404 errors

303 errors

Get a comprehensive list of Events to track here.

Extensive tracking on GA

\ 172960 65 04% 112.491
N TN
s '

UTM Tracking allows u to track next level ad performance by device, medium, ad creative, ad group, content etc.


https://drive.google.com/open?id=1tVOkvvgWHrPGQe7x5QVrHMGlcOwPi7OMQbgba07pa8Y

Oata

Structures/

Tech

Stage 3: Setting up Remarketing Events

= mamaearth R\

Actions: firesideventures
Product Drop off: (LP: Product PagBriXigged & Confidential
Product in Cart)

1-7 Day: Remarket Current Product

mamaearth Sidninetnh (Functional Benefit)
S 7-14 Day: Remarket Current Product
ot g T (Emotional Benefit/ Social Proof, India’s #1)
b e s 14-21 Day: Current Product + Discount (One
B . Time Offer for you!! Last 3 days)
critica| Drop . @ m e 21-30 Days: Dynamic Remarket Other
. Y y Similar Product
Off Points o o =
Sy e “ ""."_: ototug ibte e Cart Drop off: (LP: Cart Page)
: 1-7 Day: Remarket Cart (Psst! We still are
mvnons (lmgn i holding onto it for u, last 5 units left)
. !,  carroms il 7-14 Day: Current Product + Discount (We
L D — . Love u, so a 1 time special offer 10% off)
A ) TEESEET . TR 14-30 Days: Dynamic Remarket Other
ction 1 A L l : Similar Product
Product Page Drop Off Cart Drop
Home Page Drop off: (LP: Product Page with
TR 2 - — g Product in Cart)
~ ..‘Search Drop Off 1-14 Day: Best Selling Product (Func + Emo)
- e ol 14-30 Day: Content based on User Persona
7
B, S " Category Page Drop: (LP: Product Page with
Other Drop ' " Product in Cart)
q - ~ TR A 1-7 Day: Dynamic Remarket Carousel of
Off Points ~ : ———— 4,\ : Category Product
— - 7-14: Best Selling Product (Func + Emo)
- I i 14-30: Offer on Best Selling Product
o Y 3

Home Page Drop off

Category Page Drop Off

Pro Tip: For Best Remarketing results, landing pages for returning customers should be custom landing pages in line with the ad-creative that got back the consumer. Eg: If Ad creative has limited time offer, then landing page
should have a clock gif with limited time offer on the page.
U could consider 2-3 remarketing variations of the landing pages per drop off point. Think of them like a Drip Email series. Eg: 1. LP with Benefit Highlight 2. LP with Social Proof Highlight 3. LP with Discount Highlight



Pro Tip: U can use any
service like Pingdom, Google
Page Speed Insights, GT
Metrics etc. to measure your
site’s overall load speeds. Since
each service has a different
way of reporting speeds (Eg: Ur
site might be rockstar on
Pingdom but not so great as
measured by Google page
speed insights)- Please do
compare with 3-4 other
comparators to get a fair
assesment.

Stage 3: Load Speeds & Latency

@ Eliminate render-blocking resources

® Properly size images — Potential savings of 13 KB

® Defer offscreen images — Potential savings of 18 KB

@ Minify CSS

@ Minify JavaScript

® Remove unused CSS — Potential savings of 13 KB

® Efficiently encode images

® Serve images in next-gen formats

@ Enable text compression

@ Preconnect to required origins

@ Server response times are low (TTFB) — Root document took 500 ms
® Preload key requests

@ Use video formats for animated content

@® Avoids enormous network payloads — Total size was 491 KB

® Avoids an excessive DOM size — 261 elements

Ensure secure site with https

L

firesideventures
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4 First Contentful Paint (FCP) 27s

" First Input Delay (FID) 198 ms

[ sShow Crigin Summary

Lab Data &=
e e em Em mm mm mm oEm == o=
@ First Contentful Paint 1.9s y a First Meaningful Paint 62s |
e e e e e e Em mm Em o= o e -

A_Spe_edlﬁex_ e _705_' A First CPU Idle 79s

A Time to Interactive 84s A Max Potential First Input Delay 660 ms

L

-
|
|
|
|

Opportunities — Thess optimizations can speed up your page load

Opportunity Estimated Savings

A Avoid multiple page redirects I 1118 ~

Diagnostics — More information about the performance of your application

A Ensure text remains visible during webfont load
A Minimize main-thread work — 4.5s
m Reduce JavaScript execution time — 3.3 s

m Serve static assets with an efficient cache policy — 12 resources found

Minimize Critical Requests Depth — 5 chains found v
» User Timing marks and measures — 1 user timing

Keep request counts low and transfer sizes small — 65 requests - 491 KB
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Stage 4: Targeting & Ad creatives for Bottom Funnef-:«

Facebook Bytedance Affiliates Google Search
Platforms: Instagram Youtube
\ / GDN (For Remarketing)
Targeting: Core Audiences Core Buying + Brand Keywords

(Age, Sex, Geo, Interest) (Ref. Keyword Planner)

Bottom Funnel-

g
=
=
o
3
<
-
@
4
e
®
=
£

Creative: Functional Benefits Discounts/ Offers Ingredient Story

Pro Tip: At this point focus on conversions on-page, testing ur remarketing and marketing automation systems. 70% of spend should
be on remarketing. Don’t focus on being very aggressive on new traffic till u get to 3%+ on-page conversions on Paid campaigns

Website UV |Add to Cart|Check Out Initiated |Purchase Completed |Overall Conversion

Conversion #s 100 7.5 3.8 2.8 3
Benchmarks %age s 8% 50% 75% 3%




=0 Stage 4: Channel Mix??
o 9 ¢

o
IN_HOUSE CHANNELS 80% Start with Marketing on SEM & Facebook,
GOOGLE SEM  |Google SEM IN_HOUSE CHANNELS 90% expand in-house channels from there.

GOOGLE VIDEO |YOUTUBE GOOGLE SEM Google SEM Setup remarketing and be aggressive in
Gmail Gmail In-mail ads GOOGLE DISPLAY |Google Display following consumers and seeing how
FACEBOOK Facebook GOOGLE VIDEO |YOUTUBE convesrsions pan out.
BYTEDANCE TikTok Etc. Gmail Gmail In-mail ads Once Remarekting is firing for you and you
Yahoo Yahoo FACEBOOK Facebook are able to get transactions going
Bing Yahoo/ Bing Search BYTEDANCE TikTok Etc. Then Expand to Affiliates for additional
Yahoo Yahoo traffic in your niche and then remarket to
Affiliates @ Bing Yahoo/ Bing Search the drop offs.

Clikconik Affoy - REMARKETING P-LATFORMS
Trade Track Obic| Criteo Criteo

rade lracker picie Admitad Admitad
MRN Digital Crazybee Media Perfect Audience |Perfect Audience
OMG Pyxel Re targeter Re targeter
Ad2Click Komli Ad Roll Ad Roll

. Site S t Site S t

Resultrix Adcanopus e >cou e >cou

- - - Pro Tip: Affiliates are a source of really cheap traffic and
M|fy Solutions AdSizzler can help nurture your cookie pools (for remarketing) very

Adchakra DGM efficiently
Network Play IA OTHERS

A EMAIL Discount_Email
Aﬁim?t.lvelA Tyroo — CROSS_SELL Crossell_Email
Pointific Vcommission INTERNAL_EMAIL|Engagement_Email U can access the performance marketing tracker here.
Lucini Payoom Repeat_Email RepeatSell_Email For advanced use and multi-channel attribution, u can use
Upsell_Email Upsell_Email this.
OTHER Notifications/ SMS / Whatsapp
. . o e Keyword planner can be accessed here.
New Traffic Acquisition: .
Remarketing:

30% Budget
PR 70% Budget


https://drive.google.com/open?id=1kkU8Op9-6tzTg5Xg9fzeAcSeHnmkaLxC
https://drive.google.com/open?id=1F0j4ONhvd8xS_HkY_uNISBQ5U-CdUGzq

Py
Sructiuey
Tech

% Stage 4: Targeting & Ad creatives for Bottom Funne:c
2]

o
. . . Ingredient / Features
Creative: Functional Benefits Discounts/ Offers Story
. vy oy Y
'. [ —— ' Q. v b 1EAAS WG wisryan) at -
et opets . - ) Adies S El1 ) Tt Tron Avsi-Oanint Mot Regwe K.
CLASSIC et mothgg e drotg et Discover Onion Power e S U
BAMBOO Yecvoridmerran st JIRD Hair Fall Control NTTE 1 A e 7f —
s gt ST TSA TRER GOODMEES DRYNK
O =2 - New-gen Insulated
New i : )
(,lr-nr: Grean =g Bot“e
CTleanses = - s Lol
; o ‘? Smouthen 999 ELCE ’ -
= = = o r
! | 4 B : i
JARDOOD THiDE = 'tt‘t 3 % \ Scarters Bestseller! Vaya Drynk
Slewp Surs Swep Suppant e - \ . = I % The Informal is Back in Stock! Vaya Drynk - New-Gen stainless
\_‘__,.__,A ‘ ¥ s ﬁ i e Splash-proof  Upto 15,6 inch stecl insulated Bottle that keeps
N p— \ laptop 6 Months Manufacturing Niquids warm for 6h and cold for 12h,
Product Features/ Functional Benefit/ m z"“ ’ Warranty 1t comens with two lids and two cupst
Differentiator Discount e 54 — -
Functional Benefit g
Pro Tip: Look to get to a CTR of ~ 2.5% on the creatives before scaling up campaigns. Functional Benefit/ Functional Benefit/
Product Features Product Features

-
rOCketlum Check out Rocketium, great for making videos and Gifs at scale with minimal creative effort
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Stage 4: Targeting & Ad creatives for Bottom Funnef-:«

Creative: Functional Benefits Discounts/ Offers Ingredient Story

o soe @ Instogram &YV

T MUESLI+
LOWDARE
PROTEIN COOK(ES
|a‘~""‘“% = ’
i '[{;‘,”’7 MORE THAN JUST
i A GUMMY!

- ; viar 15% ome
"hmﬁnuﬂo’u“ﬂ\. L L
w Carts Feotin Cookiun

QY
94 A
[T

Product Features Discount/ Offer Product Features Functional Functional
Benefits/ Product Benefits/ Product
Features/ Offer Features
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Stage 4: Targeting & Ad creatives for Bottom Funnet:c-

=3
52
3

Creative: Functional Benefits Discounts/ Offers Ingredient Story

-£
o

ALOE YOUR SKIN
TO BE GREAT AGAIN

600+ WORKOUTS IN 1 APP We bring the Hammam
experience to Indin with our

line of premium cotton towels!
Shop Now on Thabisa.shop |

hap N 3 Arakh Protad Chancers SIK & Ompanic Kala
Cotton Natum| Dyed Dupatiog From Kidch

A Share Repiy to (Tokri.. (&%) 'b

¢ un

ALOE
VERA: 7

¢

Les Mills fitness app. BO0+... more

Functional Benefits/ Product Features Functional Benefits/ Product Features
Product Features Product Features Product Features
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Stage 4: RemarkEting Creatives Privileged & Confidential

Creative: Cart Drop Similar Products Limited Period Offer

Murssrylioe
— —— FirstCry.com I

W S Trowt Tn o e S ox e e W Mo rormd (4 P yeERREG © s CAt Tarsete yme Nporeored + @ Coumtry Bean o

B L R Ly o — b v TTHTS g setnad. ohd but> hag bty rriaits @ Y Seonsomd +
FirssCry - Asia's Favorde Baby And Kids RRE
Shapping Platform Presents The Be<t Of Ethaic Coffen with a Twist! Koy debvers
Outfits For This Festive Sensan & Celebeate hazuiwit |sthes, peppemmint ppes and
Raks han With uf Finely Curated caramel macctiatos without a coffee machine Iehhoundnnoy Day Wil |§ Mons Aoty

Fashian Coliection To Brighten U The Festive Try Inatant Flavoored Cotfee from
Mood & Dot Miss Out Our Perfect Biend Of CountryBaan. Avalable In flavaurs of Hazeit,
Elegance & Style Iy Age: 010 10 Years! Carmed, flerry, Choco Orange & More

10N OFF + Froe Shipping abovs Rs 50064
’
(e} !
. n |
1 ST :
A YT L :
: mnt
LIS BOY

@ T799/.

Limited timw offer

Tiber Taber Angrakha

Style Full Sheeves Ku ., | SHO® hOW Bodice E Carnorwel Hlwvvoured

Now @ | ASa 8 NumQ? Irstant Colfes S0P MOW
B 104

Cart Drop Reminder Similar Products (Others also bought) Limited Time Offer



Re-Sell Series:

Up/ Cross-Sell
Series:

15t Email

Goal: Reminder

Content: We know how much
you loved your <Product>, we
thought it is time you re-stock.
Link: Directly to Product in Cart

15t Email

Goal: Social Proof

Content: People like u also bought,
Real people testimonials

Link: Directly to Product in Cart

U can access Email marketing creative format here.

Pro Tip: You should optimize your Subject Lines & Email Content to get to 20% Open Rates & 2.5% Click thru rates, with < 0.25% Unsubscribe rate.

Stage 4: Email Funnels

2"d Email

Goal: Social Proof

Content: Real People, Real Images,
Reviews and Testimonials of how
continuous usage of the product has
helped these consumers

Link: Directly to Product in Cart

2"d Email

Goal: Product Differentiator
Content: FAQs, Product
Advantages/ Science etc.

Link: Directly to Product in Cart

For full Email Metrics & comparisons across industries, please refer comparison sheet here.

3rd Email

Goal: Product Differentiator
Content: FAQs, Product
Advantages/ Science etc.

Link: Directly to Product in Cart

3rd Email

Goal: Bundle Offer

Content: Bundle Offer with
previously bought product. We
know u loved X so we are givingu Y
as an add on, just pay shipping.
Link: Directly to Product in Cart

firesideventures
Privileged & Confidential

4th Email

Goal: Limited Period / Special
Discount

Content: Discount/ Timer/ Money
in Wallet

Link: Directly to Product in Cart

4th Email

Goal: Limited Period / Deep
Discount

Content: Deepest Discount/ Timer/
Money in Wallet. Because we want
you to take advantage of us.

Link: Directly to Product in Cart


https://drive.google.com/open?id=1fIDdnCoS4P-gJbfpNi8NQWzki_7593xb
https://drive.google.com/open?id=1TVEIGBD1MfSICB7N8NyEhAlW2FqCvZ_b0VtjmWjAk0U

Stage 4: Team at this stage

Or

(if uve raised a good seed fund)

Either

Search / Display /
Social Campaign
Manager

Performance
Agency

Performance
Agency

firesideventures
Privileged & Confidential
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Ina Stage 5: LTV Building activities
0‘_’} “ e C)

¥ GAMOOGA @ mixpanel CleverTan

. °°
Tools: -~ Wigzo Web‘:‘ngagét’*
KLAVIYO

Tar etin Automated Cart Drop Email/ Notifications/ Whatsapp integration

g g Automated Remarketing to Product/ Cart Drop/ Payment Drop/ Category Drop customers

St t . Funnels- Email/ Msg series for the following:

rategy: . . . .

Cross Sell- Analytics, Creatives & Auto campaigns for what consumer buy together/ in — sequence
Up Sell- Analytics, Creatives & Auto campaigns for How to upgrade consumers to larger packs, subscriptions, better formats
Re-Sell- Analytics, Creatives & Auto campaigns for periodic emailers/ notifs/ whatsapp for re-purchase
Developing Customer Personas at the back-end using purchase and browsing behaviour- Eg: Deal seekers, Fashion Lovers, Safe Players etc. —

Creatives to match each persona (Saras)

(Vp)
L
+
=
4
(@)
<C
(o]0
£
o
S
(an)
>
—

e Channels: Remarketing Email Whatsapp/ Notifs/ Messages

Pro Tip: Setup Analytics at the back-end for personas and consumer buckets. Even if they need to be fine-tuned later, u can improve
later. But get around to doing it sooner rather than later, will really help in validating CAC v/s LTV equation up front. Repeat cohorts

need to look good before true scale kicks in.
Get a starting list of Audience Segments to setup here


https://drive.google.com/open?id=1UfAjmWp8nivBNDQjYfnsxtm4N9F6ymnb7AwtNOdoHg4

firesideventures

l!!!" Stage 6-10: Targetting & Ad creatives for Middle Furmel-

Facebook Bytedance Affiliates Partnerships (In Market): Google Search

Platforms: Instagram Magic Pin, Cred, Phone Pe Youtube
\ ) GDN (For Remarketing)

[

3::: Ta rgetin g: Similar / Custom Audiences to Buyers/ Engagers Core Adjacent Keywords
© (Ref. Keyword Planner)
5
= o
VU
C ~
C wn
S
w O
L3
S 3
<<
= fy
I=
&=
<
Creative: Events/ Social Proof Demo/ Unboxing Emotional Benefits

Pro Tip: At this point focus on reaching out to maximum number of targeted In-market & Affinity audiences. Still 40-50% of your
marketing budgets will be spent on conversion i.e. remarketing, retargeting, emails etc.



Google SEM @

Stage 6-10: Channel Mix??

IN_HOUSE CHANNELS CO_BRANDS
GOOGLE SEM PhonePe PhonePe
GOOGLE VIDEO |YOUTUBE BABYCHAKRA  |[BABYCHAKRA
Gmail Gmail In-mail ads MagicPin Magicpin
FACEBOOK Facebook IN_SHORTS IN_SHORTS
BYTEDANCE TikTok Etc. CRED CRED
Yahoo Yahoo CASHKARO CASHKARO
Bing Yahoo/ Bing Search CASHIFY CASHIFY
SHARECHAT SHARECHAT
- DAILYHUNT DAINLYHUNT

Affiliates MensXP MensXP
Clikconik Affoy
Trade Tracker Opicle Mobile

. . . Vserv Vserv

MRN Digital Crazybee Media T R
OMG Pyxel Mogae Mogae
Ad2Click Komli Google inApp Google inApp
Resultrix Adcanopus
Mify Solutions AdSizzler
Adchakra DGM
Network Play IA
AffiliativelA Tyroo
Pointific Vcommission
Lucini Payoom

AGENCIES & DIRECT MEDIA BUYS

Vizury Vizury
MEC GSP MEC GSP
Info Edge Info Edge

@ New Traffic Acquisition:

50% Budget

firesideventures
Privileged & Confidential

IN_HOUSE CHANNELS

GOOGLE SEM

Google SEM

GOOGLE DISPLAY |(Google Display

GOOGLE VIDEO |YOUTUBE

Gmail Gmail In-mail ads

FACEBOOK Facebook

BYTEDANCE TikTok Etc.

Yahoo Yahoo

Bing Yahoo/ Bing Search
REMARKETING PLATFORMS

Criteo Criteo

Admitad Admitad

Perfect Audience

Perfect Audience

Re targeter

Re targeter

Ad Roll Ad Roll
Site Scout Site Scout
OTHERS
EMAIL Discount_Email
CROSS_SELL Crossell_Email
INTERNAL_EMAIL |[Engagement_Email
Repeat_Email RepeatSell_Email
Upsell_Email Upsell_Email
OTHER Notifications/ SMS / Whatsapp

Remarketing:
50% Budget



H' Stage 6-10: Targeting & Ad creatives for Middle Funme-=-
° o

Creative: Events/ Social Proof Demo/ Unboxing Emotional Benefits

Trusted by 4500+ restamants Laes Whes

Social Proof Demo Events/ Offer Emotional Benefits Social Proof



l!_!!" Stage 6-10: Targeting & Ad creatives for Middle Funnek-

Creative: Events/ Social Proof Demo/ Unboxing Emotional Benefits

oot B wenct B Beweanc

B e

Customised

fsolutions o
; ;
o B A

For B35 get & Fovewer Bontes « £ Cmenng Tatiets Tar
maad ol 2OCTes Of et Sl SOap nd MR- Surtece
Samtvooe, Sl « Mo ceens WS Lot 52 seflis b e

4 1 4

BLISCENT
ponscrnd + 9

Your brothar desseves some fine indulgence
What belter way Lo spall him silly than with o
OMens Special Skin and Hair Care Hamper th

‘QI

Rakshabandhan? 3% ~ = - R
e —
Owr Gaft Set contains ‘ l
1 Warrlor Bewd O0 e 8
- L ! v _y Lag _’ : " il * 1 Watermedon Lip Butter
Non-ateky non-groasy s fat wheord hair ol nonaticky non-groasy sndd fast nbeor hair o g
Wil Ovvors ek St ON bl with with Orvon ek fieed O blender with : :.«mu'lumu- Mt Balm “I purchased the Clean Essentials
AWNONG, Cantor, Joioba, 00ve & Cocont O AT, Cintor, Jogobe, Ofive & Cocont O Gitrus Body Nectar and | couldn't be happier.”
Itx prorran fast absert foemulation tackies 1A e fastabaoct formulation tackine
hinkt st Mk exonsaive hitr fad, thinning, hakt issiee She excesaive halr falk, thinning

JACOUTIINT ¥

ey diyneus, sod dandndl 4F greyiny. diynens, and dandndl 3 15‘;('" Off

: (akhidg . ¢
N o ] Rakhizg " =
| - - -~
MADE WITH 100% RICH IN VITAMINS s =

PURE COLD
PRESSED OILS

_FOR HAIR
CROWTH

Ovlnt s.ooooo HAPRY active WG DWW Onv 500000 HAPPY active PSSO
moethly users! monthly users!
Social Proof Events/ Offer Emotional Benefits

For best practices on unboxing videos here


https://www.youtube.com/user/LumiHQ

firesideventures

Stage 6-10: Targeting & Ad creatives for Middle Funnef-

Events/ Social Proof Demo/ Unboxing Emotional Benefits

Unboxing

For best practices on unboxing videos here


https://www.youtube.com/user/LumiHQ

firesideventures

Stage 6-10: Retargeting creatives for Middle Funnef-:c

Creative: Functional Benefits Discounts/ Offers Ingredient Story

o pore
MUESLI+

MORE THAN JUST
A GUMMY!

Product Features Discount/ Offer Product Features Functional Functional
Benefits/ Product Benefits/ Product
Features/ Offer Features

Liked/ Shared/ Commented on ur post, Like audiences, completed > 50% of your video view etc.

Retargeting Options: : i :
& &P on various platforms. Show them next level creatives to move the audience to Bottom funnel.
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'.! Stage 6-10: Team at this stage
o 9 o
(4]

\
\
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Tech Dev
Agency

Agency:
- Creatives Search / Display /
Social Campaign Retention Analytics

Manager

A

- Affiliate
Manageme
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Future Consumers

Retargetting

Platforms:

Creative:

Targeting:

firesideventures

I l' Stage 11-15: Expanding the Top of the Funnel

Facebook Bytedance Affiliates Partnerships (In Market): Google Search
Instagram Magic Pin, Cred, Phone Pe Youtube
SEO
\ ) GDN (For Remarketing)

Videos

[

Persona / Affinity Based & Demo based audiences Category Keywords

(Ref. Keyword Planner)

Influencers Co-Brands/ Brand Awareness PR Contests
Associations Building



HBB—J

pa(

IN_HOUSE CHANNELS

GOOGLE SEM

GOOGLE DISPLAY

Google Display @

GOOGLE VIDEO

Google SEM
YOUTUBE

Gmail Gmail In-mail ads

BRAND_SEM Brand & Generic SEM

FACEBOOK Facebook

BYTEDANCE TikTok Etc.

DBM Desktop & Mobile Exchanges

Yahoo Yahoo

Bing Yahoo/ Bing Search
ORGANIC & DIRECT

SEO Organic Traffic 0%

DIRECT_TRAFFIC

Direct Traffic

Stage 11-15: Channel Mix??

Vserv Google inApp

firesideventures
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Email & OTHERS

EMAIL

Discount_Email

CROSS_SELL

Crossell_Email

INTERNAL_EMAIL

Engagement_Email

Repeat_Email RepeatSell_Email
Upsell_Email Upsell_Email
OTHER

CO_BRANDS
PhonePe PhonePe
BABYCHAKRA BABYCHAKRA
MagicPin Magicpin
IN_SHORTS IN_SHORTS
CRED CRED
CASHKARO CASHKARO
CASHIFY CASHIFY
SHARECHAT SHARECHAT
DAILYHUNT DAINLYHUNT
MensXP MensXP

In Mobi Zero Games
Mogae Xplanc
Affiliates
Clikconik Affoy
Trade Tracker Opicle
MRN Digital Crazybee Media
OMG Pyxel
Ad2Click Komli
Resultrix Adcanopus
Mify Solutions AdSizzler
Adchakra DGM
Network Play 1A
AffiliativelA Tyroo
Pointific Vcommission
Lucini Payoom
Content Platforms
Taboola Outbrain
Agecnies & Direct Media Buys
Vizury Info Edge
MEC GSP Times Network
Remarketing Platforms
Criteo Re Targeter
Admitad Ad Roll
Perfect Audience |Site Scout
ROI Hunter

Pro Tip: Even at this point keep aside 30% of your budget for re-targeting / remarketing. Here please use judgement calls. In case ur
ATL budget (YT-FB Videos etc.) is very high, then re-marketing %age will be lower. But for every $ spent on new customer acquisition
at least 35c should be spent on event based retargeting/ remarketing.



firesideventures

Stage 11-15: Targeting & Ad creatives for Top Funrrefs:cre-

Creative: Videos Influencers Co-Brands/ Brand Awareness Events/ PR Contests
Associations Building

f/;\'\, designcafe.de
J RCity Mat

»a » oD

SPACE FOR

Imagination

Brand Awareness
Building

Contests Events/ PR



Creative: Videos Influencers Co-Bra.mt.is/ Brand Awareness
Associations Building
@ - e,

"1 am on my foet most of the day at work, and these keep me
comiortabie and styfsh. | could wear them every day!” -
Katie O. Give cur shoes & shot for 30 days, and If you'ra not

walong on cloud nine, we'l take them back—no quesbons
ashwd

There's no wrong way to Cloud Pairt Wan'ew abminys Daliwusd therw's more o Deuuty then just products—it's abeut how
you use them, the connections you make, and the foaling you get.

N

Feeling like

Your New
Go-To Flat

my 2“&.

Feeling like love at first sight

Say Helo To The Thee Breezemns

Wh TR COTAGTIALIS CRtaMALAS Tatx that T

Po—

3 gtaly o =

Shop Now
nT prere
S4Y WELLD

) " TIEE SSNLTIRS

For more creative inspiration check out the FB Ads Dump here
Some good creatives here as well: https://vimeo.com/herrmanndigital

.]g!' Stage 11-15: Targeting & Ad creatives for Top Funmebe: oo

Events/ PR Contests

Warby Parker
Seonsoced

Looking for new glasses? Answer a few quick questions and we'll suggest some
great-locking frames for you to try 3t home for free!

Okay, guess what came
in the mail loday. W

Take our quiz & find your perfoct frames!


https://drive.google.com/drive/folders/1jDVx6VVgbn-OvsAjIf9p9knqxxU-d5-d?usp=sharing
https://vimeo.com/herrmanndigital

Creative:

4

nom-atickys non-groasy and faut nbeor har ol
with Orvon Blnck Seod O blended wieh
Amonid, Camtor, Aogobes, Ofive & Cocomat O
1A sy fast-abaort formulation tacking
hakt insies She excesaive halr fal, thinning,
greyny. diyness, and dandndl

nonbieky non-gronsy s et nheort hair oo
Wil Orvory Binek Seedd OF blended with
Amond, Cantor, Agobe, O0ve A Cocomna O
ts prorviaen fast absert foemulation tacklies
hikt insumt ke excesaive hair fal, thinning
ey diyneus, snd dandndl 3

(e

]

MADE WITH 100%
PURE COLD
PRESSED OILS

RICH IN VITAMINS
FOR HAIR
GROWTH

Over 5,00,000 HAPPY active | swiie sow
monthly users!

Ovar 5,00,000 HAPPY active W MW
moethly users!

Social Proof

Retargeting Options:

Events/ Social Proof

BLISCENT
Bponsered + O

Your birathar desseven somae fine indulgenos
What belter way to spoll hiem silly than with o
OMens Special Skin and Halr Care Hamper th
Rakshabandhan?

Our Galt Set contains

1 Warrlor Bewd Ou

1 Watermedon Lip Butter
1 Lemongrsas M Balm
1 Citrus Body Nectar

" Rakhiss

Events/ Offer

Demo/ Unboxing

Emotional Benefits

Stage 11-15: ReTargetting Options

firesideventures
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Emotional Benefits

e |

Femeans

R

For B35 gt & Fovewes Bomies « £ Cmenng Tatdets D
maa fof 2OtTes Of Faamvng Sl SCan aed MR- Surtece
Satvoom, Sas « Moy e WS wat 32 sl b e

- -~

*I purchased the Clean Essentials
and | couldn’t be happier.”

JACOULLINE ¥

Liked/ Shared/ Commented on ur post, completed > 50% of your video view etc. on various
platforms. Show them next level creatives to move the audience to middle funnel.



Full Funnel in Action (Examples)

Awa reness l nterest D esire

About the ad About the ad
About the ad
Vnstipte e of s =l O oy >
o Yy O =

Krow your PERIGD MEALTM & just 2 memies » i twr B
By erinng & few Quethone and get penod hasith status inatanly O " .

®E are
ABUA pe ' o v

@ N
@ rrow ront couse of PCOG/PCO0. imngular Detyed ponocs. Wivte & SANEST BOLUTION
diacharge Heawy Now '

FREEDOM FROM PCOS

TRUE STORY REVEALED

heck your
period '

>

Fon Nsee 100N finle

Vaidehi Rachana Gupta

Gynoveda Customer Colgunder Oynoveda com

" > Lawrr Mote
Trasted by 24000+ Warmen

Retargetting

Leoarn More

HVOVE ™
Onkne Penod Test
w Root Caue V2w

Retargetting

Social Proof for

Traffic to
Landing Page

Quiz For Consumer

Engagement

Trust Building

Functional Benefit

firesideventures
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Action

- Gynoveda -

PCOS Ayurvedic Pills

For Delayed, Irregular Periods

4.7 (716 Reviews)>

92 sold in last 4 hours

BENEFITS FEATURES HERBS

« Freedom from PCOS, PCOD

« Gets pernods on-time, every month

e I 3 MONTHS » BES

Landing Page with
full content
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wareness nterest esire ction

About the ad About the ad About the ad
Mltiple versicns of thiz2d @ < 102 ) The P errmer s Dug e"""“_""" @ Your Plan (3/4) .
- Yo : ,
The Farmer's Dog B0 By Mot At roAl Saney Get SN ad) e S Bee eRen pee w9t C 3 3
@ SR ay Nme 0 fahs by v g b Pt Rl o el aer T T et wet vy e Yoah tocey’ B v e

Its time to take a fresh jook at your dogs déet. Create a personalized plan
& give them the real benefits of reel food

tupa’s Meal Plan
Chicken, Pork, and Turkey

Traffic to Change Recipes
Landing Page

Build your dog's
fresh food plan

| >

Coco’s activity level... , -

.

Try feothing fresh todey Yo how

ot

Intupa’s Trial Box
tupa's trial: $3.75/day (50% OFF)

THEFARMERSDOE COM
Start feeding fresh now! Sign Up
Try smarter, healthier pet food

This ad has muii

Quiz for Consumer

je versiors. @

Social Proof for Trust

Functional Benefit + Custom Landing Page with
Offer Content for Conversion

Engagement Building
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Full Funnel in Action

Communication Targeting
: Awareness
Product Range, Open Targeting- As ]
USP, Benefits. wide as required YT Video
Non
Facebook Video Convertors
Google Shopping Lookalike
Audi *

User Education- Tighter targeting- Interest & elzhiEs

Ingredient, Lookalikes, Tight Google Search Desi

Benefits, Demo, Interests, SRS

Science, Social Keywords Facebook CPC

Proof Eg: Women 18-35,

All India

Ingredients/ Demo Targeting. Eg: Affiliates

USP, Offers, Women 18-35, All Action /

Bundles, Trail India, Behavioural, h 4

for Free (only Demographic or Purchase o

delivery charge) interest keywords

orovided by FB* FB Retargeting

#- FB Ad Account divided as per audiences NOT *- LLA can be (i) All Buyers (ii) Product Level LLA
products (iii) AOV based LLA (iv) Category based LLA



Notify Me

Cash Back

Referral Bonus

Bundle Offers

® Full Funnel in Action- Retention

Strategy

Convert through
Discount Ladders

Convert through
Cross-Sell, Upsell &
Bundles,

Convert through
Bundles & Cross-Sell

Win Back

Audience

Audience who hasn’t
bought in 90 days

VIP Audience

Audience who has
bought > 3 times, 1%
time: AOV > 1.5x
website average

Regime
Builders

Bought product X,
others who bought
product X also bought
Y&Z

1- Convertors

firesideventures
Privileged & Confidential

Analysis

Website Behavior

View Content
Scrolling
Time on Site
# of products
ATC
Checkout
Payment
Purchase

Product Purchase

Top 10

Seasonal

Focus Category
AOV vs Avg AOV

Communication

Opens

Clicks
Campaign Type
Device Type



Strategy

Dynamic
Retargeting

Static Retargeting
Ref- Page 16

© Full Funnel in Action- Remarketing

Channels

Facebook &
Google- Dynamic
Remarketing

Email, SMS,
Whatsapp Push
for Cart
Abandons

Google Discovery
Campaigns, Static
Display

Generic Keyword
Related for All
time Site visitors

0-7 Days

8-14 Days

90 Days

Event Based

Viewed Product
(>2mins), ATC,
Abandon Checkout,
Payment Failed etc.

Visitors on home &
category pages or
viewed product pages
< 2 mins.

Home &

Category Page

A

Non Convertors post this to be put into Drip Funnel

firesideventures
Privileged & Confidential

Convertors
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© Drip Funnel- For Conversion

Goal- Convert them in 30 days

- 15 Exposures (whoever converts moves to a , rest continue in Drip sequence
- Why this product?

- How it helps?

- What are the ingredients/ science?

- Social Proof

- One time coupon (limited period personalized offer)

- Cashback/ Wallet discount

- Coupon + Cashback

- SALE



firesideventures
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°_1 ¢

* Vertical/mobile first platform. All videos/images should be 1:1, 4:5 and 9:16

* Design for Sound Off. Text overlays/ interstitials to highlight product value propositions and end
with call to action

* l|deal video length is 6-15s

* Thumb stopping content. shorter videos 6-15s and quick transitions

e Value prop within the first three seconds

* Your brand should be front and center

* Leverage Customer/Publisher Testimonials

* Unboxing is a great middle funnel property

* Promoted Micro-influencer videos drive best conversions at top of funnel

Full Guidelines here


https://www.facebook.com/business/ads-guide

Logistics Tracking-
Managing RTOs aka the bane of D2C

Pn=ql

‘e

* Need focus on the following elements:
e Speed of Delivery - TAT
* RTOs by buckets
* Cancellations (by customer & shipper)
* Key Metric- Deliver ¥50% in 2 days & ~85% packages in <5 Days
* Track it by City, Zone, Metro, India-Urban, Others
* Consider inventory replication at critical scale for better TAT
* Track RTOs by buckets —
e Date Range, City, Zone- To figure out pincodes for blacklisting
* Product- To change advertising & landing page messaging

Sample Tracker here

firesideventures
Privileged & Confidential

Shipping Pulse 11-30 D| 31-60D| Trend
RTO - All 9% 0%
RTO - COD 17% 18% BHEE
RTO - Prepaid 0.7% 0.6%| 7 N\
RTO - Repeat|  6.0%|  3.4%| /~/
Transit 1.9% 0.0%|
Deliver /Book 74% 79% -
Deliver /Manifest 76% 81% -
Delivery Speed 0-10 D| 11-30D
Deliver <=2D 44% 39% | mm
Deliver 3-5D 53% 50%| g
Deliver 6-8D 3% 9% Hul
Deliver >=9 0.0% 2%| Bl
Undeliver 1% 0% I
Prepaid 52% 50% |l m B
Need Action Orders % -
Unfulfill >10D 1 0.0%| -
Manifest >10D 0 0.0% -
Transit >30D 0 0.0%| -
Undeliver >30D 0 0.0% -
Need Action 31-60 D| 61-90 D -
RTO-Transit 0% 1.0% -
RTO-Deliver 100%|  99.0%| -
RTO-Inward 80% 84%| -
Shfy Cancel 2.5% 2% -
AWB Cancel 15% 12% -

Freight%

8%



https://drive.google.com/file/d/1addW7gmutXzLrpmTLqxsHprvojsdAf2O/view?usp=sharing
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Online Tools/ Data Sinks

Cloud of Influencers

Partnerships (Co-Branding)

Comparison Site

Multiple FB/ Insta Ad Accounts for better
CPM

Content Marketing

Product is Marketing. Tool to give some
benefit to the consumer based on some
consumer input. Use it for customer
acquisition for incoming traffic, remarket
based on personas

Creating a cloud of 300-400 influencers in ur
domain for Content Creation, Amplification,
Beta Testing

Co-branding with complementary Brands

If incumbent in ur category has low digital
presence. Create a comparison / review
domain for the category with incumbent
brand SEO, redirect traffic back to your
website

Creating content sites for content in your
domain and using the content sites as ad
accounts to drive traffic to your landing
page via different handles

Creating Pillar content on then seeding
social media through snippets on social
media

Investment Planner, Personality test,
Personaliser, Style Quiz, Horoscope
personalizer, Dosha Test etc.

Bruteforce + Influencer discovery tools like
Grin, Buzzstream, Hypr, Tribe. Guide to
Youtube SEO can be accessed here.

Commonfloor <> BankBazaar, Cardekho <>
BankBazaar, Roof&Floor <> DesignCafe,
MagicCrate <> Mamaearth, Pepsi
<>Freecharge

91mobiles, buyhatke, SAAS Software vs

As Below

U can access the content strategy playbook
here, content distribution playbook here
and Guide to engaging content here. Social
Media scheduler can be accessed here.

firesideventures

Stage 11-15: Growth Hacking Ideas: TOF Trafficrxcme


https://drive.google.com/open?id=1_dlAbaoUB7XJ44mjGM_lg4cGcV7LcB3x
https://drive.google.com/open?id=1vDd1H1LpAzQbZgO4-MXu2L-E4M4oy-OY
https://drive.google.com/open?id=1Y8vLu9Wfgc3oANIctQYPiSIecLO3swTO
https://drive.google.com/open?id=1xDVtqxfquLpJhnXEPx7DofT1A3SqAiNb

Yesss! You're eligible for

Cuurogyl

1T

SION UP WITH FACEROOX

Quiz Based Approach for
‘Customizing’ Solution

firesideventures

Stage 11-15: Online Tools/ Data Sinks

— Glossier. Selct your Pesfecting Sein Tist sade

L L L] "en

A
K]
‘-
—.
N
® - —
..“ i eaoeet e

Online Tool to help consumers

UGC Based approach to inspire with category choices

consumers



firesideventures
Privileged & Confidential

START HAIR QUIZ

Weilcome to your personal skincare solution

4 TASE QUK TEST 0 6ET 2 CusTOMIE YOUR 3 & your
ATALOFED DMENOSE SCINCART PRODUCTS PIRIONALSED X7

— 0 A . -

HAIRCARE (-
PERSONALIZED ™™

e ot pr— s

shampoo + conditioner STEP |

STEP 2 STEP ) STER 4
as unigue as you

Yout dedicsted Lancdme Aot salacting your skin type

Your eustom foundaton i Your rame and compexion
Cotor Expert scans yaur skin and coverage level, our prepdred nght A frant of 1D sre also ‘abeled on the
customized sets start at $36 with free shipping RSP0 t,ﬁr,’:::,,: dla:’ ;r." - ﬁ,‘:: .A::,H - v
formuls
Ex: SkinKraft launched customized Skin Care Products Ex: Function of Beauty launched customized Hair Care Ex: Lancome launched customized Foundations
Products

" Dk Spon AP Vision Learning based
- Tech for diagnosis

Let's look at your hair

(ARECTCIE

Quiz for customizing hair care product
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Stage 11-15: Mutiple Ad Accounts- Same Brand r<xcom

@ Mstagram

_”GJ v

nent

| = Doctor's Tips . :

Sponsored
_— _— L] L]

GETLONG
& STRONG
HAIR

mamaearth
Argan Hair Mask

oQvVv W

4,208 likes

Gat enft and hauney hair that catehaes avarunne’s

Multiple Ad Accounts- Same Brand
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Stage 11-15: Try us for Free

"

TRY FOR FREE

Just Pay Shipping Rs.50
& Get It Back In

Your Wallet
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External Agency:

- Video Assets Diiita]
- Affiliate Marketing

Managemen

|
Tech Dev Product
Agency- Dev Manager (UX)
Ops

Performance Creative Ops

Search / Display
/ Social
Campaign Mgr

Graphic
Designer

Retention
Marketing

= Copy Writer
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Some more suggested reading can be accessed here


https://drive.google.com/open?id=1Fzy-kvk-X0cnkhbGacGwsptAAXbW6EadTgmHnmLrZ1U
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Annexures- Ad-Creative Hacks

CHOOSE YOUR
MEALS TODAY

"GET 530 OFF _

-_

/é‘

Sprinkle Brand Name generously If you are a Food brand- MAKE
Supers- text Overlay through the content EVERY AD LOOK APPETIZING

$3%
OFF

Link here Link here Link here


https://vimeo.com/385294228
https://vimeo.com/385289821
https://vimeo.com/385291898

Annexures- Ad-Creative Hacks

How to consume/ use videos are great
as a product demo. Micro-influencers
produce these videos the best-
COLLABORATE!

Link here

84926 PM
geT 22, s

Functional Benefits based Ads are
great for middle funnel esp making
them look like UGC

Show / Demo how your product works.

Make it fun- not a science class!!

Link here

Additional Tips:

Link here

1. Use Music Well

2. Create for Sound off- Subtitles
3. Jingles are great
4. Show product / pack shot many times through the video

firesideventures
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https://vimeo.com/385295467
https://vimeo.com/386102409
https://vimeo.com/385292421
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Annexures- Ad Creative Examples

Nzw Lor Loences =3 —

Wiow Ssin Science India . WOW vt
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L O A great way 10 claanae your Nair ang scapige
Q TODAPS OFFIR Tmer coupon come “SUYNO o' m pet 19% OFF ©is
Voo e - PETUBUITE e 8 (<] WO Appie Tiger Ving NEMPOD xIOIFSS N S0P, VNG You 3 CEaN and e Wb
PEANTY TREANY Witk 320 S00VING BN W3SNG 3wdy 300 rEskue rom product
Thwy = Tl ot S bt Pl b e P it o b # Poat. e poikupt
- e St
A pEmact way K 5 30T SMOOT MAIF AN GO Gwdy with MZZ a0 cananat @

gy calne lo 9=t 10% OFF and E thi on OO0 chares Leam Mo

N BUOWOW COM

Ingredient

Benefits Benefits
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Annexures- Ad Creative Examples

Wow Zain Sceece Inca Wow Skin Science Ingla
WOW o e Sponscred
e e e ) Wow Skin Science India
Gae Encgh Nounsnrent 10 FoW SCIP Wil Qs Sick Seed Haw OF Ve 3t Wow Skin STience pride curseives on providing e most gentie. natural & Wi Sponsored
f 10 CO ——
§ TODAYS DFFER Ereer coupon coce "SUYWONYLS" 10 get 15% OFF 1ot effective: procucts io consumess ID: 356673658364020
PUICHaSe o (Mechou!
VIV 15 Tty INE: SS: PROVC 1 MINOULION OUY COKEUE YK STMpOS et TN &) Try the NEW Vitamin C Brightening Gel Face Wash from WOW!
ASOnal Botus’ GEt a8 wai 10% OFF po peenad oers @ pouishing e hasr rom sCaip 10 Up for Smoother shenuer and bouncier hairs

& TODAYS OFFER: Enter coupon code "BUYWOW15" to get 15% OFF total
purchase at checkout.

Additional Bonus: Get an exira 10% OFF on prepaid orders. §

BEST SELLING

ANTIOXIDANT

cleanser

It Cleanses, It Brightensl
Click "Shop Now" to Get Yours Today! Shop Now

IN.BUYWOW.COM

Wiy ONION BLACK SEED HaIR O0L9
\ N Son S MO BLEc Sae e O8 s e wng

Lasr Vo Wow Coconut Mifk Shampoo & Conditioner§

coM TN EYWOW COM

3 SUEDYN 10 Vesses 3 STUDee

Learn Mars

Top of Funnel Offer

Benefits
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Annexures- Ad Creative Examples

Wew taw bienie =as

o re ' =

Wow Suin Scence Inda

B rodars arren
Soonsored

[ yetr— » e vt ' AT & WOW ACY SPampoc 3ng Congtonss e Sost-seling 300 Most

B TODAYS OFFER Emer coupon code "BUYWOWIS" 10 get 15

TGS & Ol

Social Proof

Cross Sell- Regimes



Annexures- Funnel Benchmarks- D2C Brands: US (2018)
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CPM

CTR

FB Imp CVR

Impressions

Clicks

Website CVR

Spend

Purchases

Revenue

AOV

CPA

ROAS

Average

$11.63

1.03%

0.02%

262,776,892

2,703,449

1.96%

$3,055,281

53,062

$9,742,483

$183.60

$57.60

3.2
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Annexures- Further Reading

Twitter Handles to Follow: D2C Threads:
https://twitter.com/mrsharma/status/1219452404439158784
Web Smith: httDS: /twitter.com/web https://twitter.com/herrmanndigital/status/1217220732339412992

https://vimeo.com/herrmanndigital

2pml: https://twitter.com/2PMinc
Moiz Ali; https://twitter.com/moizali
Chris Cantino: https://twitter.com/chriscantino



https://twitter.com/web
https://twitter.com/2PMinc
https://twitter.com/moizali
https://twitter.com/chriscantino
https://twitter.com/mrsharma/status/1219452404439158784
https://twitter.com/herrmanndigital/status/1217220732339412992
https://vimeo.com/herrmanndigital
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FB Resources:

*Facebook 1Q - insights, studies and research using people, advertising and industry trends coming from Facebook,
Instagram, Messenger and other platforms

*Mobile Studio - Your home for learning how to make great mobile ads right from your phone.

*Creative Hub - A new way to create mockups for ads, share them with anyone and experience your work as though it's live
*Facebook Ads Guide - Get the creative specs & technical requirements for ads on the Facebook family of apps & services.
*Facebook Ads Library - The Ad Library provides advertising transparency by offering a comprehensive, searchable
collection of all ads currently running from across Facebook Products.

*Facebook Success Stories - See how businesses similar to yours are growing with Facebook marketing.

*Blueprint, E-Learning - Build the skills you need to grow your business

Here is a good FB guide the US disruptors team put together: https://www.facebook.com/business/m/emerging-
disruptors

Here is a good guide on how to structure FB ad accounts for the most success scaling
. https://www.facebook.com/business/m/power-five



https://www.facebook.com/iq
https://www.facebook.com/business/m/mobile-studio
https://www.facebook.com/ads/creativehub
https://www.facebook.com/business/ads-guide/
https://www.facebook.com/ads/library/
https://www.facebook.com/business/success
https://www.facebook.com/business/learn?
https://www.facebook.com/business/m/emerging-disruptors
https://www.facebook.com/business/m/power-five

