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Overview

is a modern
dessert bar for treating, gifting,
and celebrating.

Sift Dessert Bar offers nationwide
shipping as a bakery and hybrid
gift shop.

With three locations in California,
Sift Dessert Bar offers local
in-store pick up and online
ordering.




Marketing Principles

The most effective marketing Everything recommended is The way your audience

strategies start with your based on data and research. It’s experiences your brand is key.

audience. important to review past This includes all touch points
performance and conduct from top of funnel to lower

We need to truly understand research to identify insights. funnel - both prospects and

your audience, including what customers.

matters to them, to create These insights uncovered will

effective strategies and tactics drive specific strategies, tactics A thoughtful user experience will

that showcase how your and recommendations that help you effectively achieve your

product can provide value in render results. marketing goals and business

their life. objectives.




Business Goals



Business Goals

hort-term goal is to improve its existing marketing program to double revenue this
2021 holiday season. Then build toward becoming an established leader as a baked goods gift provider
and achieving $500,000 in online sales (with 25% of that B2B sales) within the next 12 months.

The challenge will be to do this by building the brand and driving marketing effectiveness across the
funnel with existing customers and new customers.
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* $500Kin online

* Double online

sales revenue sales
5,200 this holiday * Established leader
customers season as a baked goods
gift provider
14.4K total
customer
database

Goals > Audience > Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement 6



Audience



Current Customer Profile

This is the current Sift Dessert Bar
customer profile. Trendy, working females with no kids. Life of
the party, online shopper, and social media

. . fanatic, with pop culture knowledge.
This profile was provided based on Pop ?

knowledge of those individuals engaging

on social media.

24-34 years old
Challenge:

The current profile is a bit narrow. There
is an opportunity to expand the
customer profile to drive additional
market share and opportunity with new
customers that would be interested in

Working full-time

Sift Dessert Bar.
U.S.: California, New York, Florida

Goals > Audience > Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement



Data and Analysis

Website visitor data
indicates that the
primary age group is
25-34 years old but
expands up to 54 years
old.

Given premium prices, it
is likely a better option
to expand to an older
(vs. younger)
demographic.

71% of visitors are
female, but surprisingly
still a good number of
males at 29%.

Age 19.24% of tots] users

Gender 9.

m female W male

Affinity Category (reach)

3.87%
3.49%
3.22%
3.01%
2.95%
2.85%
2.82%
2.72%
2.70%
2.69%

3.13%
2.86%
257%
2.45%

2.45%

2.36%
215%
1.99%
1.69%
1.50%

Ir-Market Seament

*  Affinity Categories: these are people engaged in higher funnel activities
* In Market Segment: users that are more likely to be ready to purchase products or services in the specified category

20.20% of total users

Shoppers/Value Shoppers

Food & Dining/Cooking Enthusiasts/30 Minute Chefs
Media & Entertainment/Movie Lovers

Travel/Travel Buffs

Lifestyles & Hobbies/Fashlcnistas

Lifestyles & Hobbies/Art & Theater Aficionadaos
Banking & Finance/Avid Investors

Lifestyles & Hobbies/Green Living Enthusiasts
Beauty & Wellness/Beauty Mavens

Sports & Fitness/Health & Fitness Buffs

18.59% of total users

Apparel & Accessories/Women's Apparel

Apparel & Accessories

Real Estate/Residential Properties/Residential Properties (For Sale)
Employment

Real Estate/Residential Properties/Residentlal Properties (For
Sale)/Houses (For Sale)/Preowned Houses (For Sale)

Home & Garden/Home Decor
Employment/Career Cansulting Services
Travel/Hotels & Accommodations
Beauty & Personal Care

Glfts & Occaslons/GlIft Baskets

Goals > Audience > Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement



Target Customer Profiles

Recommend expanding
the customer profile to
capture additional
market share:

% Broaden primary
target beyond just
single, working
females, as they could
be trendy Mom'’s with
higher HH income

Expand age targeting

Focus on CA and major
U.S. cities, but broaden
to full U.S.

% Add Corporate B2B as
secondary audience

X/ X/
%S %

Goals > Audience > Research

PRIMARY: B2C

SECONDARY: B2B

Trendy females with a higher overall
HH income that are into fashion,
beauty, culinary, home/real estate,
travel and the latest trends.

Executive assistants, Administrative
Assistants and/or Talent teams looking to
showcase appreciation toward their
employees with corporate gifts.

Female

Female and Male

Primary: 24-44 years old
Secondary: 45-54 years old

24-54 years old

Income: $75k+

n/a

United States (with a focus on CA and
major U.S. cities)

United States (with a focus on CA and
major U.S. cities)

> Strategic Approach > Comms + Content > Tactics + Journey > Measurement
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Sprinkles.com 6-month stats: Traffic Overview
* 198.2K visitors (about 33K / month)

'_Fotai Visits to sprinkles.com @ Engagement
* 1:53 average time on site e
Total Visits 198'2?.3:
* 38.4% bounce rate -
@& Ava. Visit Duration 000153
& Pages per Visit 3.80
* 71% of total website traffic coming from 35475
Search —about 72% is Organic and 28% Paid.
* 21% of total website traffic is Direct, which is
likely return visitors or individuals already Traffic Sources for sprinkies.com @
familiar with the Sprinkles brand. et iy R RIS
* 2.7% of total website traffic coming from
Social = with most of the Social traffic coming
from Facebook and YouTube. I

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement 12



: ‘Go(ﬂe- cupcake delivery %

-L-
Jo

Search:

* Overall, very prominent in
“cupcake delivery” space within
Google search engine. ads - Shop cupcake delivery

0 Al ¢ Shopping © Maps [ Images [E News i More Tools

About 452,000,000 results (0.83 seconds)

* Leveraging Google Shopping ads
for prominent search engine

placement.
* Leveraging paid search text ads ; ~
Wlth ”personalized cupcake" Sweet Sprinkles' Georgetown Confetti Pop Assorted Cal »
messaging‘ Chocolate... Cupcakes -... Cupcake -... Box Gift -... Truffles, 18...
$54.99 $99.00 $59.00 $39.95 $44.00
* Solid SEO, coming up in organic 1800Flower...  Sprinkles Goldbelly Senda Cake  Milk Bar
search listings for relevant Free shipping  Free shipping

cupcake keywords.

Ad - https://www sprinkles com/cupcakes/flavors

Personalized Cupcakes - Say it with Sprinkles Cupcakes

Available for pick-up ar delivery, our cakes and cupcakes are perfect for any occasion.

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement 13



Email:

Ol Dallvery Plekug Menu

Simple emails featuring authentic
and up-close imagery.

The “baking” dates create urgency
since it’s only available for a limited
time.

Creating pre-order promotional
email to drive sales for limited time
offers in advance of releases.

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics + Journey > Measurement

A EE——,

14



'@' 657,000 , 132,700 e
o 540,500 6,490 o

Observations:

- Very active on all social channels, Twitter
posting ~1-2x’s day, Instagram and
Facebook posting ~1x day.

YouTube - solid following, but not active.

What performs well: Video drives
engagement, gooey close-up details of
product, people love their iconic cupcake
ATM - something that doesn’t feel staged
but authentic.

- What doesn’t perform well: Posts that
don’t include product focused more on

people or quotes. 39.8K '

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement 15



Website Experience:

Shipping isn't a flat fee but offering “free
shipping” over a certain amount. Order by
1pm for next day delivery.

Prominently promoting 10% off for local
delivery.

Great navigation - simple and clear on
where to go for local delivery or pickup vs
national delivery vs. menu.

Feature their loyalty program to drive
retention and loyalty.

Check out is by “ship date” (like Sift Dessert
Bar) vs. delivery date.

Surfacing up opportunities for cart
add-on’s during purchase process to
increase total cart.

LS;EM"W/%%— Local Pickup & Delivery Nationwide Shipping Our Menu Q @ ?
w|arch Ooanons car

Start your order. o
S —

GET10% OFF X

Sprinkle Dozen Box- Nationwide
Shipping

Celebrate low

More Goodies & Treats:

sprinkles Rainbow Stick
Candles
|
ias plase

$99.00
Ny Froa Shipping {at Delivery Zip 02155: chanae

ceTionorE X

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement 16



BakedbyMelissa.com 6-month stats:

144.5K visitors (about 24K / month)
1:14 average time on site

56% bounce rate

65% of total website traffic coming from
Search — about 49% is Organic and 50% Paid.

25% of total website traffic is Direct, which is
likely return visitors or individuals already
familiar with the brand.

3.5% of total website traffic coming from
Social, primarily from Facebook with some
coming from Twitter.

Traffic Overview »
Total Visits to bakedbymelissa.com @ Engagement
Total Visits 144A5]UK
@ Avg. Visit Duration 000114
& P 262
i 56:04%
Traffic Sources for bakedbymelissa.com @
B4T1%
252
- 238 357 0.40% 2.75%
3] - -

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement
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Search

Overall, very prominent in
“cupcake delivery” space within
Google Shopping ads.

SEO not as strong, not showing up
in organic search first page, but
overall strong presence across
Search.

Goﬁe cupcake delivery %

(o=
0

Q Al Q@ Shopping @ Maps [Images [E News : More Tools

About 452,000,000 results (0.67 seconds)

Baked by Baked by Baked by Baked by Magnolia
Melissa -... Melissa -... Melissa -... Melissa - Par... Bakery -...
$32.00 $39.00 $32.00 $120.00 $65.00

Baked by Mel...  Baked by Mel...  Baked by Mel...  Baked by Mel..  Goldbelly

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement
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l@' 376,000 , 15,900
o 183,600 @ 2,900

Observations:

- Very active on Facebook, Instagram and
Twitter. But just sharing the same IG
content on FB. Posting less on TW 3-4x’s per
week, but IG and FB typically 1 per day.

They’re doing giveaways on IG, which has
received good engagement (8.5K).

What performs best: Video drives
engagement specifically short recipe videos

- What doesn’t perform well: Birthday or
holiday posts focused more on packaging;
people want to see the product.

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement
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Website Experience:
- Standard shipping flat fee of $15.95.

«  Promoting 10% off $30 or more offer on
homepage.

- Navigation and imagery feel complex and
overwhelming, not simple. A lot of different
sections and bold colors and CTAs. One
example for the navigation, Treats and
Cupcakes could be under same category,
slightly confusing.

- Easy option to pick up in store or delivery in
checkout process/flow.

«  Choose arrival date for product in checkout
process.

- Feature loyalty program to drive retention
and loyalty.

- Promote email and rewards on homepage.

NATIONWIDE SHIFFING. ORDER NOW. SCHEDULE YOUR ARRIVAL DATE. GUARANTEED FRESH.

. L] Q * - A
. f,:aLf; I{J MPL! A Besen Q Flavors Swores  Rewards  Login Cart
CUPCAKES TREATS BIRTHDAY GIFTING OCCASIONS PICK YOUR FLAVORS CORPORATE GIFTS & EVENTS ‘CORPORATE HOLIDAY GIFTS

O ..-'j; &)
«®_/[ 2

SEND THEM AS
@ o GIFT

LATEST & GREATEST Starting from $32.00
CUPCAKES

s dede e (556) Ruviras

O el This 28 pack of cupcalsss & our goio samplen o dessan fo.
Read More +

FLAVORS INCLUDED

2nTelye 23 Wil Cooke

2 % Cocki & Craam 3 Ehocoliate Caramad

2 v Poanie Buster & Jelly Crumtle

2w ki Dough 13 Checelals Canndy Crunc
2'n Trige Chocolole Futige 23 Chocoiote & Cookie Butter
2 siroeoloe CHp Frcaks. 33 Sposky Tl

2 xR Vetwel

Lisarm) e Abwrul Thiea Flevons

SELECT YOUR NUMBER OF TREATS

® ® ®

E S Lt COMTRME
[ = Mers Options

532.00 | ADD TO CART

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement 20



MilkBarStore.com 6-month stats:

Traffic Overview o
479.9K visitors (about 79.8K / month)

1:35 average time on site

51% bounce rate

e
70% of total website traffic coming from —
Search - about 63% is Organic and 37% R
Paid.
20% of total website traffic is Direct, which T"‘"‘”‘"S““’“Sf°’"""‘"""“°“‘“°°m [
is likely return visitors or individuals already Songeskop
familiar with the Milk Bar brand.

3% of total website traffic coming from
Social = with most of the Social traffic

coming from Facebook ads and YouTube. ] s om
@ 0 0] &

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement

Engagement
Total Visits 479'?2|29§
@ Avg. Visit Duration 0CH0E35
£ Pages per Visit 303
2 Bounce Rate 51.30%
1175 Z70%
= il
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Goaje’

Search:

* Leveraging Google
Shopping ads for
prominent search engine
placement.

* Bidding on relevant
terms for paid search
text ads, first placement
under “dessert delivery.”

Goals > Audience >

dessert delivery ¥ | 8 ey

O Al @ Maps @ Shopping [E Mews [d Images | More Tools

Abaout 5,590,000,000 rasuits (0.74 seconds)

Ad + https://www.goldbelly.com/

America’s Most Famous Desserts - Order Iconic Foods Online
Gourmet Food, Food Gifts & Mail Order Foods Shipped to Your Door Anywhere! Free Shipping
Avallable. A+ BBB Rating. 43,537+ Verified Reviews. America's Best Eats. 700+ Top Restaurants.
America's Best Local Food. Types: Pizza, BBQ, Cookies, Bacon, lce Cream.

Best Selling Food Gifts

Discover America’s Most Famous

Pastry Desserts
Take Your Pick: Babka, Croissarts,

Food Gifts Right Now Rugelach, Cannoli, Kringles & More
Goldbelly's Best Cakes Chocolate Desserts
Shop America's Largest Cake Shop Chocolate Truffles, Bars,

Selection. Find Your Faverite Cake. Chocolate Covered Desserts & More
Ad - hups:/iwww.milkbarstore.com/

Milk Bar® Dessert Delivery - Treats for Any Occasion

Send our famous desserts o loeved ones or treat yourself. Find out what makes us special.
Seasonal desserts you need this summer. Ship to yourself overnight or send as a gift.
Gifts Under 550 - Dessert Delivery - Sweet Treat Delivery - Birthday Cake Delivery - Fall Treats

Ad - htips://www.cheryls.com/
Cheryl's Cookies® - Cheryl's Cookies® Official - cheryls.com

Shop Quality, Fresh, Cookle Assortments & Treats From Cheryl's® Perfect For All Occasions.

Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement

Ads - Shop dessert delivery

Baked by
Melissa-...
$32.00

Baked by Me...

Milk Bar The
Cookie Fave...

$39.00
Milk Bar

Birthday Gift The Milk Bar
Basket by... Sampler
$39.99 $54.00

Harry & David ~ Milk Bar

Baked by Daisy Crate |
Melissa -... Mrs. Fields |...
$39.00 $49.99
Baked by Me.. Mrs. Fields ..
(50

e
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Email:

Welcome Email Series features a
first email with an offer for  free
shipping with first order of $70 or
more to encourage purchase with
incentive.

Emails feature authentic, detailed
and up-close imagery.

Abandoned Cart email is simple and
feature product and clear CTA.
Replicates the cart experience
on-site.

Fl 1]
i will wilk
YOU'RE SO CLOSE TO

f":'_.- BRINGING HOME
THE GOODS

The treat-lovers in your fife will be thrillied. All you have
to do is finish up and order.

GO TO CART

TREATS IN YOUR CART

Assorted
Cookie Tin
Quantity: 1

Tetal: 522.00

‘ -

Youw’rein!

Hil Wa've been making magic happen with dessert since 2008, 2nd we'rs Hop  DEEY ¥ IEcrims ATTONS

50 pumped that you're here. Count on us'to show up for your birthday, MLEEAE

your fam's birthdays. big moments, and all your fitle celebrations. Enjoy SR s e
free shipping on your first order guer 3T0 with the code ACQF 54 5DDKIWS ks idzn, fs o e oo

at chEckcan- Do eot realy 1hes @ Mot macesied? Unsubaonbia

Shog curgreatast hits =

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement
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l@' 816,000 , 60,400

o 100,000 @ 3,900

Observations

- Active on Facebook, but only with paid ads
not organic posts. Focused on retargeting
across social channels.

- Active on Instagram and Twitter, posting
almost every day, once a day

What performs well: Close shots of

desserts that showcase the product and
gooey details, not just packaging, authentic,
short interactive videos

- What doesn’t perform well: Visuals of just
packaging or other items not focused on
product, crops of products that don’t look
appetizing.

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement 24



Website Experience:

Prominently promote their 1-2-day delivery,
with a $15 flat delivery rate.

Feature a “Give $10” offer on their website
to send to a friend to drive advocacy.

Header on website is timely and culturally
relevant featuring Fall products.

Clear and simple navigation, easier to find
their variety of products with the Desserts
and Gifts drop down. About section is great
to feature more about company.

PDP page has ratings and clear details, very
clean a user-friendly experience.

Simple check out experience, once you add
to cart, you can easily select delivery or
pick-up (vs. separate URL). Plus, cart
add-ons.

Email sign up and offer right on homepage.

Goals > Audience >

APPLE CIDER $e0e

DOUGHNUT
CAKE
atreviews o i i
SIZE ary
G INCH ‘ | 10 INCH | o= 1 + |

DONATE

Please cormider donating ta thess humanitarian arganiza

81 35 $10  OTHER

SIS —
ADD TO CART
DETAILS | SIZE INGREDIENTS DELIVERY
B 4= pETALS
m w tly 1o your doc
G0 AHEAD, : ¥ YOURORDER
LIVEALITTLE...
X
FRIED
:ﬁy ! — APPLE PIE
MILK BAR DESSERTS GIFTS DELIVERY VISIT US BAKEATHOl «#&8 | — SNAP TIN
e ol i $3z00
TRk — TRt
e B

FALL IS HERE.

SHOP NOW

EVERY CAKE HAS A
ETORY Delivery Zip*
’ . 5 Hirvt: 1F this 15 @ gift. erter your recipent’s ZIP]
$17.99 | ADD
Delivery Date*
Choose an urrival date for your arder
£ 5]
W
B ~dd gift note (optianal)
MAKE IT A 5'MORE =
(CHOCOLATE & e
. MARSHMALLOWS)

SHIPPING TED
"'\,--\ SUBTOTAL §a2
. 3\

- )

L] whof -

Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement 25



SiftDessertBar.com 6-month stats:

Top Channels B New Visitor M Returning Visitor
+ 63.2KVvisitors (about 10.3K / month) . AT
. . M Direc
« 1:45 average time on site i
Paid Search
* 41% bounce rate M Referral
W (Other)
W Email
Display
* 70% of website traffic is coming from Search -
the majority from Organic Search (68%) and a
little from Paid Search (2%) p— e
* 19% of website traffic is Direct, who are people b e sesons et s | g s
that are already familiar with the brand, likely iyt | el | ot | e | st | s
Current Customers 2 1. Yelp 2719 -m:w---:- 648 (7419% 2084 (74793 31.53% 316 D0:01:24
* 7% of traffic coming from Social channels, " ke S PR T
primarily Yelp and Facebook B weae Fwm| @] B —
° 0.50/0 Of Website trafﬁc Coming from Email ;' ?: foursguare 15 [041%) 15 |_, 17 (A 20.41% 400 00;01:03
b 650/0 Of ViSitOfS are On mObiIe VS. 350/0 On deSktop O] 9 reddit 12 .m-f_; 12 2 i 16.67% 575 00:01:57

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement 26



l@' 12,200 , 2,800
o 24,500 @ 2,100

Observations

+ Currently very active on Instagram and
Facebook 1x day, Variable activity on
Twitter.

322

- Posting same content from Instagram on
Facebook. Refine slightly to take out all
hashtags and tagging for Instagram.

- What is working well: Authenticity matters -
people want to see the product with
close-up gooey details (crop matters),
behind-the-scenes (BTS) content.

- Whatisn't working well: Staged packaging |
or product that doesn’t feel as authentic or 287 '
showcase details of product.

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement 27



Online store sessions by View report

Email program | 6-month view:
* Only 112 people signed up for newsletter

traffic source

within last 6 months. Search 39,209 y 25%
« The Campaign Email Series is performing below i e R
benchmarks. It has an average open rate has Unkaewn %308 v
been 11.31% and the average click rate is 0.63% Social 1,557 ¥ 75%
- this is compared to an industry benchmark Email 10 Y 58%
open rate of 15.20% and click rate of 1.70%.
 The Flow (Triggered) Email Series has a great _ &V e
click rate, but below benchmark open rate. The Y el Sales by traffic source View report
average open rate of 39% and average click Dicact $69,072.71 U 68%
rate of 10%, this is compared to a 42.73% open sl §31.183.80 -
rate benchmark and a 6.91% click rate s — -
benchmark. S e Social $889.47 L 61%
* Online Store Sessions and Sales from email are = Email $60.90 ]

very low compared to other channels.

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement 28



Website Experience:

Offer 2-day shipping. But shipping costs vary
quite a bit dependent on shipping area and
product, which his a little hard to follow.

- Navigation is confusing, not clear on what
Nationwide Shipping is vs. just Pickup and
Delivery. It should note that it’s Local Pickup
and Delivery.

- No current promoted offers or loyalty program
like competitors.

« No current cart add-on opportunities at shop
checkout, a missed opportunity.

PDP could be simplified with UX and XN

description copy. Also, notes “Vegan + GF i oo
Products Available” but confusing as to for our color Franch Macaron bos incuces
what products or how to choose. - o S
Overall checkout user flow could be simplified
to drive conversions. S

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement 29



Sales Funnel Analysis

In reviewing your sales funnel both year over year (YOY) and since the start of 2021, metrics have steadily declined with a
signficant drop YOY for almost across all funnel metrics. Top of funnel metrics such as Visitors are down 56% and Product
Pageviews are down 77% YQOY. Lower funnel converstion metrics are also down signifcantly with the overall Purchase CVR

down 69% YOY.

AUG 2020

YOY COMPARISON

Site visits Visitors: 16,111
Pageviews: 100,396

Product Pageviews = 2,525
view 2.5% of total pageviews

CVR=15.83%

CVR=8.15%
AOV =$50

Purchase CVR =5.44%

Goals > Audience >

JAN 2021
START OF YEAR

Visitors: 16,196
Pageviews: 87,962

Pageviews: 5,092
6% of total pageviews

CVR=828% ¥

CVR=6.73% §
AOV: $45 §

CVR=2.78%

AUG 2021
TODAY

Visitors: 7,102 #
Pageviews: 26,361

Pageviews =578 §
2% of total pageviews

CVR=487% ¥

CVR=3.34% ¥
AOV=352 #

CVR=1.67% ¥

Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement

Site visits

Product view

Purchase

30



Reasons for Abandonments
During Checkout

1,799 responses - US adults - 2017 - © baymard.com/chackout-usability

Extra costs too high (shipping, tax, fees)

The site wanted me to create an account

Too long / complicated checkout process

| couldn't see / calculate total order cost up-front
Website had errors / crashed

| didn't trust the site with my credit card information
Delivery was too slow

Returns policy wasn't satisfactory

There weren't enough payment methods

The credit card was declined

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement 31



Eight Food Trends to Guide Your
Bakery in 2020

1in 5 consumers who
expressed an interest in 8 out of 10 consumers are

personalized products or health conscious and looking

services are  willing to pay a for simpler am.j healthier
20% premium ingredients

Source: https://www.dawnfoods.com/insights/next-level-baking-8-retail-bakery-trends-for-2020

Goals > Audience > Research > Strategic Approach > Comms+ Content > Tactics +Journey > Measurement
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The State of Ecommerce 2021

Prioritize convenience
and ease for shoppers

Today’s busy consumers also expect and
embrace convenience in every other part of
their shopping experience — no matter if
they shop at a physical store or online.

66%

of shoppers
chose a retailer
based on
convenience

47%

chose a retailer
based on price or
value

Invest in PDP’s to maximize

conversions

Research found that PDPs are one of the
most critical elements of a brand’s
ecommerce presence and yield significant
influence over shopper purchase decisions.

45%

of online purchases

visit the PDP, making
it the top online
touchpoint at the
time of purchase

Source: https://www.kantar.com/inspiration/retail/the-state-of-ecommerce-2021-cn

Goals

41%

of those said PDPs

have the biggest
influence on
their purchase

Figure 13. Biggest Ecommerce Opportunity

B Next 12 monihs Next 5 years

—————
¥ e 40%
More accurale consumer (aigeling acioss
retaiers 37%
Increased range of options for crealive ”
contentfad urits 29%

:
Rise in socid commerce
Closer aiignment of oigital agverisng win

merchandisng teams 2%

Better delivery Ingistics

Direct brand.com Sales

Voice search advertising

Intemet of Things devices

Googie 'Buy on Google® direct sales
Visual search technology

Chatbots

Augmented raality m
3

Oher

> Audience > Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement
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Analysis Summary

Strengths (Tailwinds)

« Credibility: 13+ years of experience, featured on Food
Network and Oprah Magazine + customer reviews.

« Strong local favorability — people that know Sift Dessert
Bar love its products. We need to use this as an
opportunity to expand this nationwide.

 Authentic social content focused on the products
performs best. People are also interested in
behind-the-scenes (BTS) content.

« Organic Search is driving the bulk of the traffic to the site
right now. SEO is doing well.

* Yelp driving a good amount of social traffic. Ensure Yelp
page is optimized and continue to use as an opportunity
over competitors.

« The 2-day shipping is a draw, need to promote more
prominently like competitors.

« Vegan and GF options offered for the ever-growing
health-conscious consumer, but not clear on how to
purchase.

« “Someone just purchased” on website, drives interest.

ChaIIenges (Headwinds)

Significantly less website traffic compared to key
competitors, need to increase market share. All
competitors are using Paid Search and Google
Shopping ads as a primary driver of traffic. We need to
be active within this space.

Email is not driving much traffic or conversions and
overall performing below benchmarks.

Website navigation isn’t intuitive (same for linktree on
Instagram). Ship costs are also not very clear.

Website user journey from add to cart to checkout
could be simplified to drive conversions.

Corporate Gifts offering isn’t featured within the
navigation and hidden on website.

Opportunity to simplify PDPs to drive conversions.

Competitors like Baked by Melissa and Sprinkles have
loyalty programs to drive retention and loyalty.

Competitors are providing coupons and offers to drive
conversions and advocacy.
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Strategic Approach

Build the brand
and grow
awareness

* Build the brand through
consistent visuals and
messaging that align to our
premium brand vision

* Increase awareness of the
brand and products with
new potential customers
through advertising and top
of funnel marketing channel
tactics

Goals > Audience > Research

Optimize user
experience to
drive conversion

 Simplify end-to-end user
journey through all touch
points including social and
search, to email, to website
and conversion

* Prioritize convenience
throughout user journey

* |nvest in refinements to PDP’s
to maximize conversions

Increase brand
loyalty and
advocacy

* Retain current customer base
through loyalty initiatives that
drive repeat purchase and
increase average order value

* Build advocacy among current
brand fans to increase
awareness with new potential
customers and grow
favorability

> Strategic Approach > Comms+ Content > Tactics + Journey > Measurement
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Marketing Objectives

Build the brand
and grow
awareness

1. Drive brand awareness with Awaren
target audience MEESTIESS

2. Increase consideration among
engaged target audience

Consideration

Optimize user
experience to

3. !Drlve converspns from Conversion drive conversion
interested audience

4. Buildloyalty with current Loyalty
customer base for retention and
additional revenue Increase brand
——
/ loyalty and
5. Grow advocacy from customer | advocacy

base to build awareness,
favorability and conversions
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Communications Strategy

Communications Showcase how is a nationwide leader in premium baked
Strategy goods for celebrating important moments.

Your communications and content should always put the client first.
* What type of value are you providing with each post, ad, email, content?
* Why would someone want to act and engage or purchase a product?

Why People Purchase Gifts Key Moments
Tailor messaging on celebrating moment and why someone Focus on key milestones and relevant cultural events:
would want to purchase a gift — for others or themself. e Christmas *  Mother's Day
Remind them of the “why” to drive action. « Hannukah - Fathers Day
« To express love * Kwanzaa * Easter

* To make people feel special * Valentine’s Day

* To show appreciation

As well as other moments worth celebrating:
* Tolet people know your care

- * National Women’s Day * Received a promotion
* Toreward ajob well done * Finished a big project * Finished a big project
» To encourage people to pay it forward * Friend’s birthday * Relationship milestone
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Content Strateqy

Nurture audience through the funnel as part of the overall user experience to deliver communications
Content strategy and campaign objectives. Leverage content that provides value - focused on broader and
Strategy lighter-touch at the top of the funnel, then re-engaging our audience with more in-depth personalized
content to conversion, loyalty (retention) and advocacy.

Funnel x Approach Marketing Channels
A Broad Messaging and Audience: * Social Media
WEAISHESS Micro moment; lighter-touch content - * Influencers
inspiration, ideas, BTS brand content that * Search + Google Shopping

showcase we're a leader in the industry

Consideration

* Email
* Social Ad Retargeting

Conversion * Website
* Email
Narrow Messaging and Audience:
Deeper engagement; more + Website
personalized content and ideas e Email
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Channel Strategy and Focus

Opportunity

Type of
Content

Cadence

Considerations

Provide inspiration to
drive interactivity with
consumers and
influencers

Product focused posts using
videos, photos and photo
galleries; behind-the-scenes
with photos / videos / stories

1x per day

* Instagram Shopping is key,
tag all products with direct
links to buy

* Leverage hashtags to drive
discoverability

* Opportunity for influencer
engagement

+ Utilize ad retargeting

Goals > Audience > Research

> Strategic Approach >

Allows for morei n-depth
connection with
community

Events; company and product
news and info; product offers;
product focused posts using
short videos, photos, photo
galleries; curated content from
influencers

3-5x's per week

* Minimal hashtags, and only
when worked into post copy
» Utilize ad retargeting

L

Focuson news, info and
trends as short/quick
easily digestible content

Company and product news
and info; product offers; baking
tips or trends; Short videos,
photos and photo galleries of
products; interactive polls and
questions; RT'ing trends, news
and influencers

1-2x’s per day

* Hashtags are key for
discoverability

* Opportunity to RT and share
influencer content

* Leverage different formats to
keep audience engaged,
including simple polls or
questions

Share ideas for how the
brand/products fitinto a
curated lifestyle

Gift ideas, party ideas, dessert
and baked good ideas

2-x's per week

» Categorize pins by board
topics

* Lifestyle imagery works best

* Photo descriptions and copy
is key for discoverability of
pins

Comms + Content > Tactics + Journey > Measurement
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Channel Strategy and Focus (cont.)

Opportunity

Type of
Content

Cadence

Considerations

Google

Tap into your audience

that shows interest and

intent

Company and product-specific
text ads, utilizing sitelinks to
promote popular products or
categories; Ensure metadata on
website is optimized for organic
search (SEO)

Ongoing

* Ensure following length best
practice

* Leverage RSA’s (responsive
text ads) for optimal
performance

* Bid on relevant keywords

Goals > Audience > Research

> Strategic Approach >

Tap into your audience
that shows interest and

intent

Product-specific photo ads

Ongoing

* Visuals are key
* Bid on relevant keywords

‘ WW\N:‘_

Facilitatea seamless
user experience that
drives interest and
conversion

Company and product-specific
content - photos, albums,
product listings

n/a

Simplified user experience
* Optimized PDP’s

* Promote email program

* Feature fast shipping

Provide personalized
content that provides
value and gets people to
act

Welcome series; Abandon Cart
series, Browse Abandonment
Series; Post-Purchase series;
Winback series; Campaign and
Offer series

Trigger: Ongoing
Campaign / Offer: Monthly

* Ensure there is a clear value

* Build urgency and give
people a reason to act

* Personalization is key

Comms + Content > Tactics + Journey > Measurement
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Refine content library with visuals that align to top performing content and adjust
based on the channel - authentic, premium and sophisticated.

Build the brand through credibility, showcasing on website how you were featured
on the Food Network and Oprah Magazine blog.

Tap into the power of influencers to drive awareness, focusing on influencers that
align to your brand image and audience + content creation opportunity.

Refine social strategies across Instagram, Facebook, Twitter and Pinterest - each
with tailored content based on the channel strategy and focus. Implement
advertising on Facebook and Instagram, focusing on remarketing and promoting
top performing posts.

Utilize Instagram Stories and Highlights like a navigation to help audience find new
products, variety of products, gift ideas, etc.

Leverage Search - both organic and paid - to ensure we’re prominent for those
that showcase intent and interest to buy. Continue organic search optimizations to
drive discoverability.

Utilize Google Shopping and consider Amazon Store to ensure visibility with those
that are ready to purchase.

Promote email club on website homepage with a reason why they should sign up,
value should be clear (i.e. stay up-to-date on latest product releases, offers, etc.)

Feature About section on website (and within navigation) to showcase years in
business and feature Andrea and Jeff.

Consider ongoing PR outreach; consider pitch into gift guides for key holidays.

Tactics + Journey



Creative and Visuals

Goldbelly.com SiftDessertBar.com

Goals > Audience > Research > Strategic Approach > Comms + Content >

Tactics + Journey > Measurement
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Amazon Store

amazon

® Medford 02155 Sar ey B ol hod =

All Buy Agair Groceries Shopper Toolkit  Livestroams Health & Houschold

Grocery  Deals  Snacky Dreakfest - Warm Beverapes  Cold Beverages  Cocking Staples Baby Food Candy & Chocolate - Subsoibe & Save  Intemational Foods

o Back b results

Milk Bar Soft-Baked Cookie Variety Pack by cult favorite
bakery Milk Bar, no artificial ingredients, 6.50z Carton,
Pack of 3

Wisit the Milk Bar Store
Wikt 1,261 ratings | 13 answered questions

-?éﬂ@@ﬂl%i

Price: §20.17 16309/ Ounrs) vPrime

S Bestprice [ § +]

Thank yes for being & Prime member, Get 4 $150 Gt Card: Pay $0.00 upon apgioval for the
Amazon Prime Rewards Visa Card.

May be avallable at & lower price from other sellers, potentially without free Prime shipping.

Flavor Mame: Assortment

Assartment Chocolate Confettd Plenic Fack

$20.11 $19.99

{§3.00 / Qunce) 151,03 f Ouresh
e

Wariety Pantry Party Pack

51999
157,03 / Durcel

Flavor Assartmeant
Item Dimensions LeWeH 114 x 3.6 % 7.5 Inches
Brand Milk Bar

Country/Region OF United States
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Hell, K
Accoury

Y

t & Lists & Orders e Cart

Deals for you, gifts for them

$20.11

sprima

FREE Delivery by Friday, Det 15
for Prime members

Details

1 Dellier 10 Kelly - Medined 02155

In Stock,

Audd o Cart

@ Securs transaction

Shigs bom  Amagon
Sald by elick-in
Retum palicy: Refund or
replacement available ~
1-Chick ardering s nat avaishls for
shi ftam
) Add a gift receipt for easy
retums

Add to List v

> Strategic Approach > Comms + Content

Welcome to Milk Bar! We're an American-style
bakery founded in 2008 in NYC's East Village by
Chef Christina Tosi. We're here to turn your favorite
treats upside down and rewrite the rules with
familiar yet unexpected desserts. Some might say
putting potato chipsin a cookie is a weird idea,
or that cornflakes belong in your cereal bowl,
or that you need some kind of reason to eat
something sweet. We disagree.

About a third of the size of our traditional bakery
&.care package cookies, these cookies measure
about 2 in diametar, packed in four neat
little 2-packs for anytime, anywhere snacking.
Each carton contains 8 cookies.

Tactics + Journey > Measurement
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Optimize
user
experience

to drive
conversion

Goals > Audience

> Research

Update website navigation to ensure clear on local vs. nationwide, showcase an
easy way to find list of types of desserts/menu, feature Corporate Gifts so easy to
find.

Update linktree on Instagram to leverage like a navigation — make easy to find
local and nationwide delivery and easy find product variety.

Prominently promote 2-day shipping on website with banner. Consider free
shipping over a certain order amount.

Simplify and refine PDP’s to help drive conversions: simplify UX (reference
competitors), ensure shipping costs are clear, explain how to purchase vegan and
GF options, provide cart add-on opportunities.

Simplify overall purchase journey from cart to checkout.
Consider limited-time offers (flash sales).

Leverage embedded social commerce shopping platforms like Instagram
Shopping and Facebook Shopping to ensure a seamless experience from social
channels to conversion.

Leverage re-marketing via advertising and email to drive conversions - create
urgency and give people a reason to act.

Refine email program to ensure clear value for each email, ensure design is
simple and messaging is consumer-first. Emails should be personalized and
create urgency, give people a reason to act. Test and learn and optimize.

Collect data as part of email program to ensure more personalization, and ensure
they know its to provide more personalized suggestions.

> Strategic Approach > Comms + Content > Tactics + Journey > Measurement
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Sprinler

Local Pickup & Delivery Nationwide Shipping

https://www.siftdessertbar.com/pages/ordernow

Goals

> Audience

> Research

> Strategic Approach > Comms + Content >

Our Menu

Q 9 W

search loeations cart

Tactics + Journey > Measurement
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» boamition » S000g o

b NG CART et bl oo FienchMacahens OF B e

Goals > Audience > Research
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Tactics + Journey > Measurement

e, Coettact Infarmation sese0
e = i
il $93.00
Shipping address
SHIPPING
°
o
Qa 9 * a P
Flavers Steres  Rewards Login  Cart
led ¢
ICK YOUR FLAVORS  CORPORATE GIFTS & EV| % . Pkl by Welzes
LATEST & GREAT 00 HoHReeR o
2 item In Cart Cart Subtotal
CUPCAKES 50-P! Avage (1] 2
ttem Price @ty Subtotal Summary
e de gk (7) Reviews Mo L Reiew
A collection of 50 cupcakes fit for thos $60:00 II' $120.00 Subtotal $120.00
Read Mose +
Order Total $120.00 SELECT SHIPPING METHOD
FLAVORS INCLUDED Order Sutmmary
. Latest Fae. = =)
4xTieDye axN § Lhes cx: Greatest Cupcakes T _@ = o 3
4 x Cookie & Cream 4xC -
4 x Peanut Butter & Jelly Crum = $120.00 SHIP OR DELIVER FICK UP IN
4 x Cookie Dough 4xC 3 — UPGRADE WITH AN ADD-ON Pay with PeryPal
4 Triple Chocolate Fudge 4xC Qty 2 W o Natiomed d Sripping, i Stare Fick Un avalabio 7t
, x a5 wid a5 Couner Delvery 10 amloct NYC ocatons
4 x Chocolate Chip Pancake Bx5 SelE niaad ¥ e B St
4 x Red Velvet Ticats a this s & dulicitus,
View and Edit Cart ousarioed.
pAIN g These F It
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60 AHEAD, # YOURORDER d
LIVEALITTLE.. q MILK BAR DESSERTS GIFTS DELIVERY VISIT US EAKE AT HOME GROCERY ABouUT
W
~ Cart » nlormoton > Shipong > Payment A T 'ID’f:UrII
Dalivery Zip®
Hnt: If thik s & gift snter yeue resaints TP .
é."x Friad Caramel Apple Pie Snap Tin $3200

EVERY CAKE HAS &
STORY

ivery .
i Date o Ot card or diecourt code APPLY
Nt an el dati Bk yeur ordar
$17.99 | ADD Contact information Alpeatly e an aeeodnt? Lagin
B /2o WP FREESHIF X

Enail
. Acd ot dopt! B Emallmewith news and offers Subtotal $3200
Disgount @ FREESHIP Frres shinoing
el opa0 e
,fs%,' Shipping address Shipping. Citlgulated ot next steg
. =
=y useatha 1P you ¥
Ecreen 0285 TOTAL UsD- $32.00
MAKE IT A S'MORE
(CHOCOLATE & SHIPPING 55 Fratnade Lzt nare
MARSHMALLOWS)
SUBTOTAL $32

Addrass

58 | ADD
“ APArimant sty o {sption)
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French Macarons Gift Box

$33.00

[?1 ADD TO CART

Delightful + Delicate
our CO[OFFU' French M.OCDI’OI‘I bOX inC|UdeS
12 of our seasonal flavors, assorted french

' )
?&i pastries

Iﬁl $9.95 FLAT RATE
SHIPPING

Flat rate optian ovailable an
Cruffle, M

Cookie ord

caron, + Whoopile

evernight anly In AZ, HI, FL

::% SHIPPING DEPARTMEMNT
We ship on Mo Thurs

evary

4228 1o

wask| Call 707 70

inguire aboul an arder

g VEGAN + GF =
PRODUCTS AVAILABLE

the perfect freat + pickmeup
*macarons are naturally a gluten free treal

contains CI|I'T10I'1C|S Oﬂd 299 WI’]H@S

. GUARANTEED SAFE & SECURE CHECHOUT

b —— |

APPLE CIDER poe00
DOUGHNUT
CAKE

aTreviews i 4 77

DETAILS |

SIZE ary
‘ G INGH | 10 INCH | e 1 + ‘
DONATE
SELECT A CAUSE
8 45 10 OTHER

ADD TO CART

B 5 flstcate shipplngonaliorders DETAILS
Schedule your order up to 30 days n advance!
m We ship nationwide directly to your door.

Pouzred by offe caizma

SIZE | INGREDIENTS | DELIVERY

>
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Goals

> Audience > Research

Hey Sugar

Dessert Bar lor Ueating, gliUng, + celebrating! Nationwide Shipping Availablel

ORDER FOR PICK UP
@SiftDeszertBar Instagram
BIRTHDAY GIFTS
Ship Gifts Nationwide
CAKE INSTRUCTIONS

Join The Sweat Life - Apply Now

Corporate Gifting
Newsletter Sign Up
LIST OF ALLERGENS

ORDER FOR SANTA ROSA

ORDER FOR NAPA

ORDER FOR SAN FRANCIECO

> Strategic Approach > Comms + Content >

Tactics + Journey > Measurement
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Welcome Series

Design: Copy is small and with the light pink
color, a little difficult to read. Most copy below
the big image vs. above to grab you in.

Overall, copy need to be more
consumer-focused, why should they care, what
value are you providing.

Consider offer on large purchase, over a
certain amountinthe 1 ' email to give users
reason to sign up and drive action.

Social media follower email should give users a
reason to follow and why they should follow
you (i.e. what will they get). For example, stay
up-to-date on our latest flavors and releases,
offers, etc.

Best sellers’ product links in email are broken.

Email #1:

Hey Sugar, Welcome to Sift

Sek Dessert Bar
‘rt.‘

y P
'3

Email #2:

Love the Sweet Life?

Email #3:

Check out our best-sellers

Goals > Audience > Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement
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R o
Browse Abandonment Series g fa
» Subject line for first email should be more < L7,

direct and clearer

 First email is promoting Instagram vs. share
a product they were looking at in their
purchase path.

« Consider for1 ' email sharing product they
were looking at with other top sellers

» Imagery should be personalized to the =
. . S v
product they were viewing.
« Offeris great to drive action
Goals > Audience > Research > Strategic Approach > Comms + Content >

Email #1:

Picking up what we’re
putting down?

Email #2:

We've got a surprise for
you...

Tactics + Journey > Measurement
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Abandoned Cart Series

Subject line for first email should be more direct
and clear - i.e. “did you forget something?” -
current language is trying to be too clever vs.
more direct

Imagery should be personalized to the product
they had in their cart, replicate check-out page

Simplify email to focus on conversion - take out
social CTA

Subiject lines should be more direct and clear

An offer is given in the Browse Abandonment
Series, but not in this Abandoned Cart Series -
consider adding here to drive conversion with
an end date on when offer is good until - Email
#2 is offer and Email #3 is reminder offer (with
deadline)

Goals > Audience > Research > Strategic Approach > Comms + Content >

Email #1:

Hey Sugar, something is
waiting for you

Email #2:
The Proof is in the Frosting ;)

Email #3:
Still thinking?

Tactics + Journey > Measurement
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L
1 / B

Additional Email Suggestions:

* Thereis a Welcome Series and a Pre-Purchase Series - they both seem similar, are people getting
both, they should only be getting one series

» Post-Purchase Series: Email #1 has a CTA to the website homepage and not clear where to give a
review

« Winback Series: Email #1 should give them a reason to be interested, be more direct in subject lines
on the value to them. Test a question i.e. “You there?”

« Test animated GIFs/interactive content, ensure taking learnings about showing details of product
(crop) and authenticity

« Additional triggered emails to consider: Refer a Friend, Holiday 12 Days of Deals series, Birthday
Emails, Remails (if someone doesn’t open your email resend within 48 hours with a new subject line)

« For campaign emails, leverage current events and trending topics to create interest
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* Consider creating a loyalty program with points to drive retention, repeat

I n c re a s e purchases and advocacy.

* Build advocacy program letting people share a first-time customer offer with a

b =11 d friend.

* Consider Brand Ambassador program for top customers giving them exclusive

I Oya Ity a n d access to give input into new products or offers in exchange for advocacy and

promotion of the brand and products.

a dvo Ca cy * (Collect consumer data via email program to drive more engagement with

current customers with personalized messages and offers. Ensure that they
understand the value of giving their information.

* Consider email offer for each year they are a customer — maybe part of loyalty
program.
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Join

Join the rewards program
and start earning.

HOW IT WORKS

Earn

s - o
-5 #" 3
e e S &.
L -

Earn points every time
you shop.

Redeem

Q--;-‘

Redeem points for exclusive
discounts and products.

*Must be logged into Baoked by Mclizsa occownt to moke eligible purchoses. Dogs not opply to posi purchases.

WAYS TO EARN POINTS

7 || <

Follow Us on

s,

oA

Per $1 Spent Birthday Reward Move Up a Tier Instagram Refer a Friend
Points Vary Per Tier 100 Points 100+ Points 10 Points 25 Points
Goals > Audience > Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement
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Benefits

Points per $

Birthday Gift

New Tier Gift

Eligible Rewards

10% Off $30 Or More

FREE Gift Box Upgrades

15% Off $30 Or More

FREE T-Shirt

FREE Cupcake 25-Pack

FREE Cupcake 25-Pack + FREE
Standard Shipping

SWEET REWARDS PERKS

TASTE TESTER CUPCAKE PRO
Spend $0-$49 a year Spend $50-$299 a year
1 Point 1.5 Points
[ ] L

100 Points
] L
L] ®
®
[ ]
L

SUPERSTAR
Spend $300+ a year

2 Points

200 Points

.

Goals > Audience > Research

> Strategic Approach > Comms + Content >

Tactics + Journey > Measurement
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User Journey Touch Point Map
e

Drive brand awareness with Increase consideration among Drive conversions from Build loyalty with Grow advocacy from
target audience engaged target audience interested audience current customer base customer base
CHANNELS
. Social posts and ads across Social re-marketing ads to Social commerce . '
Social Instagram, Facebook, Twitter those that visit website, experiences across Po§|t|ve social posts and
and Pinterest nurturing audience Facebook and Instagram reviews from customers
Influencer Inﬂuenc.er content and social
promotional posts
Organic search engine Google Shopping ads direct
placements + paid ads on to PDP's
Search Google
. . Customer loyalty
Website WebSI!ﬁe user experience program featured on
including PDP’s .
website
. Welcome Email series and quwse Abansl oncrjnent Post-Purchase series, Refer a friend special
Email - S series, Cart Abandonment | . il off
Campaign email series Loyalty program seris email offer

series, Special Offers
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User Journey Recommendations

Ok 4
06

Google

Retargetiné\\“

) 008 @

Recommendations

Tap into social commerce and
in-platform embedded
experiences to drive
conversions.

Leverage Google Shopping for
direct traffic to PDP’s for those
that show intent to buy.

Leverage remarketing ads and
emails to drive conversions from
those that are in the

social ads e Consideration phase.
_____________ " Update website user flow to
"""""" ' ' e remove an extra step to get to
Remarketing emails - g PDP’s (utilize the /OrderNow
Browsing and Cart e e
Abandonment |
Goals > Audience > Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement > Budget

61



User Journey Recommendations (cont.)

Recommendations

Overall, need to simplify user
journey and steps/pages within the
website ‘add to cart’ and ‘check out’
process.

* Consider cart viewing and
checkout as easy pop-up to the
right with clear cart add-ons,
similar to Milk Bar user
experience.

» (artviewing clearly showcases
==== s il oranse two options for delivery and pick

amagos pay P Payral

i up vs. going to another page.
B = - * Checkout CTA goes directly to
o order form.
Goals > Audience > Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement
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Marketing Prioritization

Marketing Prioritization

ACTMTY

CONSIDERATIONS
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Measurement



Measurement Plan

Awareness *  Greater market reach with target audience Social Reach / Impressions
*  Proven visibility and engagement with top of funnel Influencer PR Placements
activities Social Engagement Rate (ER)
Social Video View Rate (VR)
Consideration *  Proven intent and propensity to convert showcased Social Social Followers
by re-engagement with content and clicks to website Search Click Rate (CTR)
Email Social Retargeting Engagement Rate
Website Traffic
Email Open Rate + CTR (Welcome Series and
Campaign emails)
Conversion *  Showecased with website engagement and traffic to Social Add to Cart Conversion Rate (CVR)
PDP’s and throughout the funnel to conversion Search Enter Checkout Conversion Rate (CVR)
Website Purchase Conversion Rate (CVR)
Email Sales
New Customers
Loyalty *  Demonstrated with repeat engagement with emails Website Repeat Purchases
and website, and purchases Email Customer Reviews
Customer Email Engagement
Repeat Site Visitors
Advocacy *  Proven promotion of platform to friends/family Social Referral Codes Uses
Email Sales from Referrals
Customer Social Promotion
Goals > Audience > Research > Strategic Approach > Comms + Content > Tactics + Journey > Measurement 65




Benchmarks and Targets
9 Google

CTR benchmark = 2.69% Campaign Emails:
CPCbenchmark =$1.16 0 Open Rate: 20.79%

0 Click Rate: 2.06%
l www://

: @

* Addto Cart CVR =9.95%% * Engagement rate = 0.05% * Engagement rate = 1.06%
*  Enter Checkout CVR =5.65% * CTR=0.9%
*  Purchase CVR=3.55%

Google Shopping advertising CTR
benchmark= 0.91%

Target based on past performance over | 6-month average engagement rate on
past year, Oct. 1, 2020 - Sept. 30, 2021. | Facebook = 1.07%

https://www.klaviyo.com/blog/ecommerce-benchmarks-2020-email-marketing
https://www.storegrowers.com/shopping-ads-benchmarks/
https://thinkresultsmarketing.com/google-adwords-industry-benchmarks-for-2020/
https://www.rivalig.com/blog/social-media-industry-benchmark-report/

Goals > Audience > Research > Strategic Approach > Comms + Content > Tactics + Journey >

=

Flow/Trigger Emails:

a
a

Open Rate: 42.73%
Click Rate: 6.91%

Y

Engagement rate =0.07%
CTR=1.55%

Measurement
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We b S i te Image Alt Attributes x
You have images on your page that are missing Alt attributes.
d S E O We found 58 images on your page and 3 of them are missing the atiribute.
a n Alt attributes are an often overlooked and simple way to signal to Search Engines what an image is about, and help it rank in image search results.
https://www.seoptimer.com/

H1 Header Tag Usage x

Your page does not have an H1 Header Tag.

The H1 Header Tag is an important way of signaling to search engines what your content is about, and subsequently the keywords it should rank for.

https:/fwww.siftdessertbar.com

Sift Dessert Bar - Send Treats Nationwide! Made for Gifting
"Sift Dessert Bar has Macarons, Cruffles and Whoopie Cookies for every occasion! Are you

looking for Mother's Day treats, Valentine's Day sweets or any ...
You've visited this page 4 times. Last visit: 10/1/21

DESSERT BOXES Corporate Gifts

Sift Dessert Bar is a local, family Send custom corporate gifts to

owned business since 2008 ... employees, clients + more ...

Bay area locations VALENTINE'S DAY GIFTS
Sift Dessert Bar is a local, family Sift Dessert Bar is a local, family
owned business since 2008 ... owned business since 2008 ...
Order now Cruffle Gift Box

Sift Dessert Bar is a local, family Different from your normal box of
owned business since 2008 ... chocolates. This box is 1 pound ...
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Traffic Sources for milkbarstore.com @©
milkbarstore com's marketing strategy is focused on Search with 70.60% of traffic coming from this
channel, followed by Direct with 19.52%

Traffic Overview o

g Dn desktop

Total Visits to milkbarstore.com @ Engagernant

Growth & total visits to milkbarstore:com over time
53 On desktop & mobile web, in the last 6 months

Total Visits 479.92K

e w21.895% T0.60%
o @ Avg. Visit Duration 00:0L35
e & Pages per Visit 303 19.52%
4 Bounce Rate 5130% LAl Zeall . L
: @ 41 Q o - a
Mar ' A a2 ann A Ayt £ 3 - ¥
Direct Referrals Search Social Ml Display
Search o Social @

. 70.6%
N 555 \_) ' 2.64%

affec (0 frorm Social
Of waffic is from Diup ; >
62.64% Organic 37.36%Paid 0 Focctoal
Top Publishers @ Top Ad Netwarks © b e b i Top el beywords e 61.66%
" Out o 671 (0 Dt of 458 B voulue
i pdx cxtur.com P~ il it 18.15% il 503% | 16.16%
0 besiprooucts.com sillkzios 407% I Wikt aT%  tnstagnan
= Q i = 12.79%
M busnessinsidercom momaliss il bt 218% mulklnrsoee o87% & Tuitier
[ mareclaire.com milkoEstoe 106% cookie dalivery O64% - 4.90%
i agiTre ® Finterest
n [ROpE COm SO0 ok 9t ‘:aﬁf i cookied oﬂﬁ - 4'49%
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Traffic Overview o

Total Visits to sprinkles.com ©

Growth & total vis

53 On desktop & mobile web, in the last 6 months

o

2otk

Traffic Sources for sprinkles.com @©

1o sprinkles.com over time

My 21

Engagement

Total Visits
@ #Avg. Visit Duration
& Pages per Visit

2 Bounce Rate

sprinkles.com’s marketing strategy is focused on Search with 70.61% of taffic coming from this

channel, followed by Direct with

=2 On desktop

21.27%

€

Direct

i

1
Referrals

T0.61%

Search

274%

Social

198.22K

wiTa2%

Do0%

Mail

00:0r53

3.80

38.47%

Social @

2.74%

is from Social

Tiktok

Search =

70.61%

oo Seerh
71.72% Organic
Top & Organic keywords
Out of 450 )

ik 13.87%
T
sprnkies cuposkes 1375%
e,
sprinicas in ja#a 102%
0.00% pibivipns
sprinkias perks 0.51%
r-| ~anam
Display niftnaay caes near me 070%

28.28%Paid

Top 5 Paid keywords

Ourof 125 @

AT
spnnkles cupcakes

CUPCEKRS HRar M

sprinkles copeaies b

i
370%

~zmam

136%

Az
2%

O82%

44.85%

37.01%

18.14%



Traffic Overview o

Traffic Sources for bakedbymelissa.com @

bakedbymelissa com's marketing sirategy is focused on Search with §4.71% of traffic coming from thia
channel, followed by Direct with 25.25%

£ . & On desktop
Total Visits to bakedbymelissa.com @ ngagemen
Growth & total visits 10 bakedbymelissa.com over time
=g On desktop & mobile web, in the fast & months 144 5“‘(
. Total Visits e BATI%
e @ Avg. Visit Duration 00:0114
29.25%
s & Pages per Visit 262
. 332% 3.57% 0.40% 2.75%
£ Bounce Rate 5604%
) & Q a . - @
i Direct Referrals Search Social Ml Display
Mar 2t Ay 2t Jon 2 A28 hg 2
Search o .
Social @
64.71%
Of mafc ks fiom Searon
¥
3.57%
49.33% Organic 50.67%Paid =,
Top 5 Organic keywords Top & Paid keywords Of waffic is from Social
Qut of 278 @ Outof 78 @ & Facehook
ik y rellssa 23.03% Dkt Ly el B823% 79 96%
cupcaies by maiinsa 327T% I birthday daivery fo be 2N%
~zram Q W Twitter
i Lo i i B S 15.98%
PR AT 121% vegan bakery deiery 177% 0 Youmnibe
sahd by malisea hing oo bokRyrrlissn 1.38% - 4_06%
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What's Not Working

0.23% ER

R
- Wy Sitt Dussert Bar
-
% Fipst: 1 Day ook goced on you! (8 Asissishoormy r I Diswart B s 1 Bestonn Counly, T4 e
. d M ¥ s i
el -
wng!

35 engagements 18 engagements 11 engagements

AR\

- CA D £l Macarmis i 5t B4 Dessort Bar 3
Il in ot favoris bt aizied goedies
Carnmes Ak @
Pumpin £pice @
Wi+ Cookies | &

5

22 engagements 29 engagements

28 engagements

0.23% ER

0.24% ER 0.20% ER

6-month average ER on Facebook= 1.07%
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@, Sift Dossart Bar
AT B

#% GM Dessort Bar is ot Sit Dessert Bar (Napal =
£r.. W o (X)) S Ovesent Br
dop . ; s Y i R Sopivrio 14 @
" ol i 5 13 yosars af baing FROSTIIG DESESHED arak aviy sy & 11 48 st Fagpy brhiy to o Bivorss Wsknary, disamer, do-rand pastry pushin
i . - : . 1 - ——— i e first ) . » proprietess # andreababus
‘Yo rmally avm $a swaotest eround
J

st with s 1 e b [4715) ter 57.50
-

finn iy i teminess
“avidlable for walk-ing oy “Testiiclions sty s sl foe datais

4% ER

i LL600 ] Ealry 1 Lot
kol S5 ottt

St Dessart Sar i In San Franciscs, Calfomis
NG oo 71 1M
TRUE of FALEETT T—
S N M —
bk £ e
ez

T In 8 packet way o sat n cupcohs

219 engagements
0,
4% ER 3% ER

232 engagements

287 engagements
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Sift Dessert Bar

@ siftdessertbar.com - @siftdessertbar - A madern dessert shop for gifting, treating, and
celebrating! Locations in California Bay Area + Wine Country. We ship nationwide! #GiftSift
#heysugar

2.1k foll s+ 144 foll

FEATURED (%

[ INSPIRED ||
|\“ —~&THIS
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Facebook Engagement and Hashtags

Studies have shown that  engagement actually decreases , the more hashtags you use in
your Facebook posts/

https://mavsocial.com/facebook-hashtags-2020/
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