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DRERFORMANGECAMBAIGNS

DisplayAdvertising
SocialMedia
SearchMarketing
ProgrammaticMedia
Audio VisualChannels

o EXTENSIVE EXPERTISE IN MEDIA PLANNING
« PROVEN LEADERSHIP EXPERIENCE

o SIRATEGIC CAMPAIGN DEVELOPMENT

« BEHAVIORAL ECONOMICS PLANNING

o EXCEPTIONAL CLIENT MANAGEMENT

o DIGITAL MEDIA CHANNEL MASTERY

« BUDGET AND ACTION OVERSIGHT



This presentation is an opportunity to showcase your digital strategy
expertise by demonstrating how you successfully integrate multiple digital
channels—Display, Social, and Search—to achieve measurable outcomes.

The focus is to:

* Highlight a past campaign where you connected these channels
seamlessly.

+ Showcase a case study that reflects both brand-building and
performance-driven results.

» Emphasize any innovative "test and learn" opportunities you've —
employec. mZm medaid

» Demonstrate how success was measured using clear metrics.

Using my experience with OPSM, | will illustrate how | managed flagship
brand campaigns, including the multiple global award-winning campaigng,
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performance activities.

So what

You will see that these activities drove in-store eye test bookings through
programmatic (video, audio, display), social, and search, all executed with
meticulous coordination among specialist teams to maintain a coherent
client relationship.

By the end of this presentation, | will have illistrated my ability to blend
creativity, strategy, and measurable success into a comprehensive digital
marketing approach, and project manage this to seamlessly deliver results
and build strong client relationships.
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creat/ve high-impact campaigns. specifically in-store eye test booklngs
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The Challenge
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Expertise

Focused Innovation
Team Efficiency
Cross-Channel Synergy
Client Appeal

Streangth

Coordination Challenges

Resource Allocation

Communication Gaps

Cost Implications

Oppertunities

Emerging Channels
Data Integration
Custom Client Solutions
Thought Leadership

Threats

« Competitor
Specialization

« Technological
Advancements

- Market Shifts

« Client Expectation

Clients
C-Suite

Sales

IT and Infrastructure

Finance

Marketing Team
Legal Team

Partners
Meta

Linkedin (Microsoftt)
Google

News UK

Channel 4

Sky Media

Client Account Teams ITV

The Guardian Media Group

'V Media/ Business Directors Reach PLC
Accunt Managment DMG Media

Campaign Managment l' Bauer Media Group

Platforms
Customer Relationship Management

Data Platforms
nte anagement Systems (CMS)
g Platforms
Ol n and Martech Platforms
Social Media Management Platforms
Attribution and Analytics Platforms
Customer Data Platforms (CDPs)

Understanding

Motivations
Financial Targets
Internal Politics
Social Standing

Pain Points

Resource Constraints

Misalignment of Goals
Resistance to Change
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Brand Awarene

High-impact,
storytelling-driven content

High Reach, Broad targetting
brand lift, sentiment, reach,
engagement

Bursts, aligned with events

Dellvew monltorlng
tus
Buylng dellverables

QUATERLY RE-EVALUATION

» MMM programme

ALWAYS-ON

eaas anda saie
DR messaging with clear CTAs

Data-driven, intent-focused
channels. Audience Signal
targetting

Sales, $CPA and $RoAS

« 70/30 approach to time investment
« 70/20/10tq testin
« 4weektesting cycle

» MMM programme



Measuring
TENTPOLE

o Awareness, engagement, and
sentiment
= Neilsen Briand Uplift Studies
o Instoorfootfall measurement
» MMM and MTA analasis

X%mcreaselnl;oromdess - Neilsen bromd uplift
Y% boost:n testboo comy tobaseline.
o eg(e]sed kings compared

» Cookie
. Devicebasedtrack:ng

» MTAmodeling
- Match—backmnthOPSMboolungnumbers by store-

d lication
U'I'K?I es cmd non-atributable post exposure

Success

ALWAYS-ON

e C'onversmns

o Conversion rates
= Online bookings
» in-store(MTA).

o Investment

Demonstrableremmonnwestment( , ROAS figures).
+ chemnel 9
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https://portlandrockconsortium.co.uk/media-mix-modeling/
https://portlandrockconsortium.co.uk/b2b-ideas-2025/
https://portlandrockconsortium.co.uk/the-art-of-affluence/

