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MEET THOMAS!
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THE KATKIN EFFECT! 7

OURPRODUCTS WHYFRESH ABOUTUS LEARN LOGIN (LR START MY TRIAL

13:350 wWe (ORI 75 A HAPPIER,
HEALTHIER CAT,
ONE FRESH MEAL

< Back Kut' Kinv

MY CATS ME MY PLAN SUMMARY

AT ATIME.

Join the 95% of customers who see a happier, healthier cat after
switching to KatKin.

TRY NOW WITH 20% OFF

Tell us about him!

& CEED

BOY GIRL

CATS AR E Aleading cat food label:
CARNIVORES. SO
u H H I DO Es CAT INGREDIENTS: MEAT BY-PRODU POULTRY B"r'-!"l'*.%l;))l'-_l'ffzfé.
CHICKEN, NATURAL FLAVOUR, S TRlI-"OLrPHO:_ LDJ:JR |
DRIED YAM, CARRAGEEAN, MINERALS & \.I’_ITAMINS_ col .F, .
KANTHAN GUM, DL-METHIONINE, TAURINE, SOF-‘IL”.M NITRI.TE I.GO 4
a COLOUR RETENTION) SUFFIGIENT WATER FOR PROC ESSIN
LITTLE MEAT?

Why does so-called ‘premium’ cat food smell so
horrible when you opened the packet? We

Senior (over 8 years old) v

-
ittyserotonin @low . ' \ | . J ; "’;- | | 6 THINGS EVERY CAT OWNER SHOULD
| ' KNOW ABOUT CAT FOOD

Confused as to what's really i
decoded the jargon on the labels. What we learnt i oy Sl

horrified us...

what we discovered.

Fluff-free fresh cat food. Now O . a0
v 20% off. . <] 'MEATBY-PRODUCTS' SMELLBAD /|, NUTRITION IS SACRIFICED FOR
14
Learn more > Q Learn more - ! ! S ———

) ONLY 4% OF THE RECIPE NEEDS MARKETING TRICK
gl ' TOBEMEAT
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THE PLOT TWIST

10% OFF 2

R

T1% CHICKEN

D

ADULT &
SENIORS

Best Kitten
Food |
Complete Fo...

£22.00
+£4.99 delivery

Scrumbles
£19.80 at ch...

Then | would ditch and try a new one

Ohh noice

They took about 4 days to improve on
that food above

Try it
| swear by it

The ingredient list is tiny
BIB|C

| will give it a go x
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15% GHICKEN
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THE MARKETING TAKEAWAY

.

"
;
! l !

e
i
g
o
B
i
i

»
. A
{
-

This story highlights how marketing works In
harmony. KatKin's well-targeted digital ads
created awareness and nearly converted me.
But the traditional power of word-of-mouth

especially from a trusted source—this was the
ultimate deciding factor.




QUESTION TIME




THE POWER OF 2
PERSONALISATION
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BENEFITS OF E—COMMERCE
PERSONALISATION

1.Better Customer Experience — Builds lasting connections and

brand advocates.
2.Increased Sales — Relevant offers drive conversions and

higher order values.
3.Higher Retention — Keeps customers coming back for more.

4.More Word of Mouth Referrals — Loyal customers spread the

word.

° H.Boosted Brand Awareness — Stand out as a premium e-

commerce brand.



HOW TO IMPLEMENT
PERSONALISATION

1.Know Your Audience — |dentify buyer personas and behavior patterns.

2.Create a Strategy — Focus on the right platforms and goals.

3.Choose the Right Tools - From Al recommendations to customer
segmentation.

4.Personalise at Every Touchpoint — Website, email, and social media.

H.Test & Optimise — Use A/B testing and track KPIs.

6.Discover built-in tools and plugins for your platform (eCommerce, email

marketing, search & merchandising, etc)
/.Utilise Al chat Assistants for tailored support to your customers needs
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QUICKFIRE MARKETING
CHECKLIST

1.Use tools like Google Search Console and SEMRush to monitor and
improve performance.

2.Don’t forget about ‘mobile SEO’ and site speed optimisation!

3.Use popups to promote special offers, but avoid being intrusive.

4.Add notification feeds to create urgency for flash sales.

5.Create authentic, engaging content to showcase your products.

6.Collaborate with influencers and affiliates to reach new audiences.

/.Leverage user-generated content to build trust and credibility.
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DIGITAL MARKETING BROCHURE | WHAT WE OFFER

SEARCH ENGINE OPTIMISATION (SEO)

With over 90% of online experiences starting on search engines, SEO is crucial.

We bring high-quality organic traffic to your site by following best practices and utilising our
experience across diverse sectors. Our SEO approach includes:

o Keyword research
o Competitor analysis
e Content marketing
e Technical SEO

Our bespoke SEO service is built around understanding your business goals, analysing
your niche, and find the best opportunities to grow your online presence.
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DIGITAL MARKETING BROCHURE | WHAT WE OFFER

PAID MEDIA (PPC)

Target your customers directly on platforms such as Facebook, Instagram Google and LinkedIn. As a
certified Google Partner, we expertly craft PPC campaigns that capture high-intent leads and drive
conversions. Our PPC services offer a quick and effective way to increase online visibility, sell
products, promote your services and brand awareness.

We focus on:

Strategic Campaign Planning

Ad Creation & Optimisation

Budget Management

Performance Tracking & Reporting
Retargeting

Keyword and Audience Optimisation
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DIGITAL MARKETING BROCHURE | WHAT WE OFFER

WEB ANALYTICS

Understanding your website traffic is essential for any successful online marketing plan. We set up
analytics services like Google Analytics to capture valuable user activity, providing insights you need to
improve performance.

Our analytics services include:

e Custom Analytics Setup
Performance Reporting

User Behavior Analysis
Data-Driven Recommendations
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DIGITAL MARKETING BROCHURE | WHAT WE OFFER

SOCIAL MEDIA STRATEGY

Engage your audience and amplify your brand. Our Social Media Strategy Service is designed to help
you navigate the dynamic world of social platforms to effectively reach and engage your target
customers.

Key Services:

e Social Media Audits

o Strategy Development
Content Creation
Community Management
Paid Social Advertising
Analytics and Reporting
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IGITAL TEAM

Scott Richard Hunter Virgyl Sowah

% PPC Analyst Senior Account Manager Freelance Videographer
rience in Digital 18+ years experience in Digital 8 years experience in content
eting Marketing creation and videography
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Any Questions? Please contact Richard Hunter:

. richard.hunter@m-w.co.uk
\N\\E\‘ chard.hunter@ CO.U

~  We look forward to hearing from yout!
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