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Low-Latency 
Execution with 
Real-Time Insights:

Allows investors to execute 
trades within milliseconds, 
a critical advantage for 
opportunities in 
fast-moving markets.

HNW investor Sarah 
capitalized on geopolitical 
news by using Galaxy’s 
tools to make timely 
trades, netting a 10% 
return in three months.

Growing Market 
Trends:

The global market for 
AI-powered wealth tools in 
HNW segments has shown a 
CAGR of 14%, indicating 
robust growth opportunities 
for companies like Galaxy 
Software.

Impact: A targeted focus on 
these groups can generate 
exponential returns by 
fostering high client retention 
rates and premium pricing 
models..

Simplifying 
Complexity with 
AI:

HNW and UHNW individuals 
often grapple with 
overwhelming data flows.

AI simplifies this complexity 
by delivering clarified insights 
and actionable trends in an 
instant.

Adaptive 
News-Driven 
Trading 
Algorithms:

Value: Leverages real-time 
insights from 12 financial 
news feeds, recalibrating 
trading strategies 
automatically.

Use Case: An UHNW hedge 
fund manager optimized 
their $10M equity portfolio 
through news-driven 
sentiment analysis, gaining 
a competitive edge during 
market volatility.

White-Glove 
Support and 
Onboarding:

Value: Offers 
concierge-style onboarding 
for UHNW investors, 
ensuring their specific 
needs are understood and 
addressed.

Sales point: Network with 
Use Case: An UHNW 
entrepreneur adopted 
Galaxy Software after a 
bespoke consultation 
highlighted tailored 
algorithms for 
high-frequency trades.

Why Galaxy Software?



Audience
Using an abundance of data, we are 
able to undersatnd our audience 
motivations, and through 
segmentation of  the audience 
based on demographics, interests, 
and behaviors, we can tailor 
messaging to resonate with each 
segment. In this section, we look at 
the audience.



Audience
Demographic 

Geographic 

Contextual 

Behavioural 

25-55, with a significant portion being over 40
M45 / F55

Income
High - have >£1M in liqiuid 
assets

Location:
UK - Postcode, county, 
TV region, Country
US, Europe, Asia. 

National UK
Scipe for local targetting
International interest

Education:
Academic qualification
Proffesional qualifications

Occupation 
Proffesional 
+ £150K per year

In and amongst trading based content

Understanding the traits of HNW audiences 
and their digital browsing habbits

Socio-
deopgraphics 
Family status,
Married or Partnered
Technology + Social Media
 

Advanced Targeting

... and so what?
The granularity of data for superior 
insights + bespoke message 
tailoring = minimise on wastage

... But we need to simplify 
the complex intop Personas 
fo eas of understanding.

Data : 
2PD + 3PD
Look-a-like audience 
profiles based on 1st party 
customer data, overlayed 
with targetin parematers 
allows the expansion of our 
communications to a wider 
audience



Bespoke Personas



Addressing the 
broad audience

We need an idea that can 
engage the broadest 
audience, in particular the 6 
personas

Tech-Savvy Trader Luxury Lifestyle Educational 
Webinar Series

"Unlock the Power of 
AI-Driven Trading"

"Seamless Integration 
with Real-Time Analytics"

"Experience Low-Latency 
Execution"

"Safeguard Your Wealth 
with Galaxy Software"

"Experience Stability and 
Growth in an 
Unpredictable Market"

"Your Luxury Lifestyle 
Deserves the Best 
Investment Tools"

"Master Advanced Trading 
Strategies with Galaxy 
Software"

"Join Our Free Educational 
Webinars"

"Elevate Your Investment 
Game"

Cross-Platform, 
Cross-Format

Cross-Audience
IMC

(Integrated Marketing Commmunications) 



Channels



CHANNEL
STRATEGY

Loyalty

Interest

Sale

Engagement

Awareness

Fill from the bottom of the 
funnel upwards:
• Have bought before (loyalty)
• Are going to buy 
• Have shown interst in our product by visiting 

our channles
• Have visited the catagory
• Don't know our brand, but fit the profile

Higher the funnel, the more 
reach, the more wastage
Lower the funnel, the more 
effective, but the smaller the 
volume

Media balance
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search

Utilise Performance Max to expand on 
search and userintent data 

Leverage all search platforms to chase 
long tail seacrch volume

Exploit lifestyle based AI content 
request such as "michellin star 
resteraunts", "High-end fashion" 
"horse racing tipping" to expand 
audience reach

"Brand" search as a barometer for 
Awareness campaign effectiveness
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Sub-Prime Bucket

Ad
5 X Interaction

NO
YES

Sales Bucket
upsell /

 cross-sell
Ads

YES
Like
Share
10" View

Ad
5 X 

Like
Share
10" View

Ad
5 X Interaction

NO
YESYES

Interaction
NO
YESYES

Ticket Sale Ticket Sale Ticket Sale non-sale 
engagement

Prime 
Bucket Social



DSP 
Data Strategy

ABM 
Strategy
Gatekeepers  
& Influencers

Data Planning 
Demographic 

Geographic 

Contextual 

Behavioural Data Cleanrooms 



The
big
idea

Selecting one of the three ideas as our 
lead media. investing a significant sum 
of the media budget to produce 
content which can be used throughout 
the funnel 
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Media plan

Linkedin

Google  

Meta

Budget: $1M

J F A M J JMBudget: Split:Funnel:

Investment:

£15,400:

£23,720

£18,000

Leads:

65:

255:

126

£CPL:

£93:

£225:

£122:

This topline media plan provides a detailed overview of our digital advertising strategy 
across Google, Meta, and LinkedIn. Each platform offers unique advantages, and our 
analysis reveals varying levels of effectiveness and cost-efficiency across different 
placements. By continuously monitoring and optimizing our campaigns based on 
real-time data, we can enhance engagement, drive higher conversion rates, and 
ultimately achieve better ROI. This plan serves as a foundation for future campaigns, 
allowing us to refine our strategies and adapt to the ever-evolving digital landscape. 
By leveraging these insights, we are well-positioned to achieve our marketing 
objectives and drive measurable growth for Galaxy Software.



Value Exchange
1. Exclusive Webinars and 
Masterclass

Offer exclusive access to 
high-quality webinars and 
masterclasses on advanced 
trading strategies, market 
insights, and wealth 
management tips. These 
sessions can be hosted by 
industry experts and thought 
leaders.

2. Personalized Investment 
Reports

Offer personalized investment 
reports tailored to the 
individual's portfolio and 
investment goals. These reports 
can provide detailed analysis, 
performance metrics, and 
actionable recommendations.

3. Interactive Investment 
Tools

Develop and offer interactive 
investment tools such as risk 
assessment calculators, 
portfolio optimization 
simulators, and market trend 
analyzers. These tools can help 
users make informed decisions 
and enhance their investment 
strategies.

The need for a value exchange lies in creating a mutually beneficial relationship 
between the company and its audience. By offering valuable content, tools, or 
experiences, the company can attract and engage high-net-worth individuals, 

fostering trust and loyalty. In return, the company gains valuable data, leads, and 
potential customers, ultimately driving business growth and achieving marketing 

objectives.



Combined 
performance

Linkedin
Google

Meta

Investment Impressions Engagements Leads

£18,000 900K 18K 65

£23,720 1.5M 27K 255

$15,400 3.5M 46.6K 126 6

£57K 4465.9M 92K

Sales

3
13

22Total

Estimated performance, based on 
propriatory data planning system* 

*Relies on inventory availability + agile deployment and optimisation

Last click attribution model
 Planned on an even distribution split 

20:1
Lead : Sale

£128
per Lead

£2,560
per Sale

Is this model 
economically 
viable?



Test, Learn, 
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Insights

Check Insights

1 2 3 4 5 6 7 8

Plan Impliment Check Insights

Plan Impliment Check Insights

Plan Impliment Check Insights

Plan Impliment Check Insights

Plan Impliment Check Insights

Plan Impliment Check

Plan Impliment

Plan

Test 1

Test 2

Test 3

Test 4

Test 5

Test 6

Test 7

Test 8

Perpetual testing
Establish a hypothesis - "£ works better than % when 
selling"
What are we testing?
Why are we testing that?
 What will the outcome mean?
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