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= Best Buy-Side Team
The Drum Awards
Digital Advertising = Best Use of Data

= Non Profit
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We cannot afford not to get this right

Plan 1. Objectives
2. KPlIs

Implement 3. Infrastructure
4. Technology
5. Futureproof
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1. Objectives
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2. KPls

Media
Conversions
UP
RISE

John.Onion@UpriseUp.co.uk




2. KPls

Covjons
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2. KPls

' £ Ecommerce

Conversions
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2. KPls

weMembership sign ups chatbor

Information tools e Recipe views Social engagement

~~Petitions sign u SSCaIIs

hop purchases

casocial sharing Email my MP-
“Volunteer - L
Newsletter sign uQs Web,chat
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Donations online Learning sign up

Co

John.Onion@UpriseUp.co.uk



2. KPls

Engagement:

= Scroll depth?
= Timing tracker
= ‘Was this helpful’ button

Conversions
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2. KPls
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2. KPls

Analytics

Search Console

Tag Manager
Optimize / Optimizely
Hotjar / Crazy Egg
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2. KPls

Media

v
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2. KPls

Programmatic > i > Programmatic
Organic .
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Infrastructure & Technology
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3. Infrastructure
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3. Infrastructure
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3. Infrastructure
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4. Technology

Data sorting
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Campaign Manager Supermetrics Sheets Data Studio
- Floodlight Tracking
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CIVIC UK
GA4
Bing / Google 1st party pixels
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