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Marketing and Sales Strategy

Objective: Acquire users, drive engagement, and elevate IDbGLAM.com as the premier
international database for galleries, libraries, archives, and museums.

User Acquisition and Engagement

Content Marketing

Informative Blog|
Content Creation

e Frequency: Publish 2-3 comprehensive articles weekly.
e Topics: Focus on emerging trends, digital transformations, case studies, best practices,
and expert interviews within the GLAM sector.
e Resources: Hire dedicated content writers with expertise in GLAM topics. Use content
planning tools like CoSchedule or Trello to organize and schedule posts.
SEO Strategy
1. Research Tools: Utilize Ahrefs, SEMrush, and Moz for keyword research.
2. Long-Tail Keywords: Identify and integrate long-tail keywords relevant to GLAM
professionals.
3. On-Page SEO: Optimize meta descriptions, title tags, header tags, and internal
linking within articles.
4. External Links: Link to high-authority sources and collaborate with institutions for guest
blog posts and backlinks.
Guest Contributions

e Outreach Program: Develop a structured outreach program to invite contributions from
professionals in prestigious GLAM institutions.

e Editorial Guidelines: Provide clear guidelines to maintain content quality and
consistency.

Case Studies and White Papers

Comprehensive Reports

¢ Content Focus: Highlight the successful implementation of digital projects within GLAM
institutions, detailing the challenges, strategies, and outcomes.

o Template Design: Use professional templates for consistency and branding.

Downloadable White Papers:

e Lead Magnet: Use white papers as lead magnets, requiring users to provide their email
addresses to download them.

e Promotion: Promote white papers through blogs, social media, email campaigns, and
paid ads.
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Targeted Platforms

LinkedIn

e Content Types: Share thought leadership articles, industry news, and success stories.
e Groups: Join and actively participate in LinkedIn Groups related to cultural heritage and
digital archives.
e Sponsored Posts: Use LinkedIn Ads to target specific roles (e.g., curators, archivists,
museum directors) within the GLAM sector.
Twitter
¢ Engagement Strategy: Participate in sector-specific conversations using trending
hashtags like #DigitalArchives, #MuseumTech, #Librarylnnovation.
e Live-Tweeting: Live-tweet from industry conferences, webinars, and other events to
increase visibility.
e Twitter Chats: Host and participate in Twitter chats with relevant themes.
Instagram
e Visual Content: Share high-quality images and videos showcasing partnerships, behind-
the-scenes looks, virtual tours, and user-generated content from partnered institutions.
e Stories: Use Instagram Stories for immediate content, including quick updates, polls, and
Q&A sessions.
e |GTV: Publish longer-form video content such as virtual interviews, webinars, or detailed
guides.

Hashtag Campaigns

Campaign Planning

e Specific Hashtags: Develop branded hashtags like #GLAMInnovation or #GLAMTech to
encourage user-generated content and discussion.

¢ Engagement Tactics: Monitor and engage with posts under these hashtags by liking,
commenting, and sharing to enhance visibility.

User Engagement

¢ Incentives: Run campaigns with incentives such as featuring user posts on
IDbGLAM.com'’s social media or offering free premium membership trials to top
contributors.

Email Marketing
Newsletter

Content Variety
e Sections: Include multiple sections such as the latest blog posts, upcoming webinars,
new partnerships, sector trends, and featured institutions.
e Frequency: Distribute weekly or bi-weekly, based on the content volume and user
engagement data.
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Strong CTAs
e Targeted Actions: Encourage participation with clear and compelling CTAs like “Join our
upcoming webinar,” “Read our latest case study,” or “Submit your institution for a
feature.”
Segmentation

User Segmentation
e Demographic Data: Segment your email list by role (e.g., librarians, museum directors,
digital archivists), geographic location, and past interaction with the platform.
e Behavioral Data: Utilize user behaviors (e.g., pages visited, content downloaded) to
tailor email content.
Personalized Campaigns
e Dynamic Content: Use dynamic content blocks within email templates to provide
personalized recommendations based on user behavior.
e Triggered Emails: Set up automation for triggered emails based on specific actions (e.g.,
welcoming new subscribers, following up after white paper downloads, or reminding
about upcoming webinars).

User Engagement

Online Forums and Discussion

Platform Integration

¢ Dedicated Spaces: Create dedicated discussion boards for different areas within GLAM
(e.g., digital curation, museum tech).
e User-Friendly Design: Ensure an intuitive and engaging interface for ease of use.

Active Moderation
e Engagement: Assign community managers to stimulate discussions, pose questions,
provide expert input, and ensure a welcoming environment.
e Special Guests: Invite industry experts for “Ask Me Anything” (AMA) sessions to boost
engagement.

Webinars and Online Workshops

Content Planning

e Topic Selection: Choose topics relevant to current industry challenges and trends such
as “Collaborative Digital Preservation Initiatives” or “Innovations in Virtual Museum

Tours”.
e Interactive Format: Include Q&A sessions, polls, and chat functionalities to increase
engagement.
Expert Hosts

¢ Influencer Participation: Invite influential figures from the GLAM sector to lead these
sessions.
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e Collaborative Promotion: Promote these events through social media, email marketing,
and partner networks.

Membership Benefits

Exclusive Content

¢ Premium Articles and Reports: Offer premium members access to exclusive, in-depth
articles, advanced research findings, and white papers.
e Member-Only Events: Host exclusive webinars, workshops, and virtual events for
premium members.
Early Access
e Product Features: Provide early access to new platform features and tools.

e Event Invitations: Allow premium members early registration for high-demand events,
ensuring they get a seat.

Key Marketing Channels

Search Engine Optimization (SEO)

Keyword Optimization

Research and Implementation

e Keyword Tools: Regularly update target keywords using advanced tools like SEMrush
and Ahrefs.

e Content Utilization: Continuously integrate these keywords into new and existing
content.

On-Page and Off-Page SEO

e Technical SEO: Ensure fast website loading times.

e Mobile Optimization: Make sure the website is fully responsive and provides an excellent
user experience on mobile devices.

¢ Quality Content: Publish high-value content consistently with appropriate internal linking
structure to keep visitors on the site longer.

e Backlink Acquisition: Focus on earning quality backlinks from education websites,
industry publications, and authoritative blogs.

Pay-per-click (PPC) Advertising]

Google Ads

Targeting Strategy

o Keyword Focus: Target high-intent keywords like “museum collection management,”
“digital library archives,” “archival management tools,” and “gallery catalog software.’

¢ Audience Segmentation: Utilize demographic and geographic targeting to reach
decision-makers, such as directors, digitization project managers, and tech leads in
GLAM institutions.
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Ad Formats: Mix search ads, display ads, and video ads to capture wider attention and
cater to different user preferences and stages in the buying journey.

Retargeting: Implement retargeting campaigns to draw back users who visited the site
but did not convert, showing them personalized ads related to their interests.

Social Media Advertising
LinkedIn Ads

Content Promotion: Promote case studies, upcoming events, white papers, and thought
leadership content.

Advanced Targeting: Leverage LinkedIn’s targeting options to reach professionals by
industry, job title, company size, etc.

Facebook and Instagram Ads

Visual Storytelling: Use visually compelling ads to promote content, events, and platform
features.

Custom Audiences: Create custom audiences based on user behavior data and use
lookalike audiences to expand reach.

Engagement Campaigns: Run engagement campaigns to boost interaction with posts,
increase followers, and drive traffic to the website.

Key Partnerships
Institutional Partnerships

Collaborations with Renowned Institutions

Project Showcases: Highlight partnerships with renowned GLAM institutions on
IDbGLAM.com, featuring their projects, innovations, and success stories through
case studies and video content.

Joint Campaigns: Co-create marketing campaigns such as collaborative video
series, jointly hosted virtual events, and special project announcements.
Testimonials: Develop video and written testimonials from these institutions to
demonstrate the platform’s value and foster credibility.

Academic Partnerships

Curriculum Integration

Collaboration: Work with universities offering museum studies, library, and archival
science programs. Incorporate IDbGLAM.com into their curriculum to provide
students with hands-on experience.

Guest Lecturing: Offer guest lectures and workshops conducted by IDbGLAM.com
experts.



IDRGLAM

e Research Collaborations: Partner on research projects related to advancements in

digital curation, collection management, and preservation. Publish findings
collaboratively to enhance authority and reach.

Industry Associations|

Memberships and Sponsorships

e Active Membership: Join major industry associations, such as the International
Council of Museums (ICOM), American Library Association (ALA), Society of
American Archivists (SAA), and others.

e Event Sponsorships: Sponsor key events and conferences within the GLAM sector to
gain visibility and recognition. Host sessions or workshops to highlight the platform’s
features and benefits.

e Networking Opportunities: Leverage networking opportunities at association events to
form strategic partnerships and collaborations.

Guest Speaking and Panels

e Conference Participation: Participate as speakers or panelists at global and regional
conferences, sharing insights, case studies, and innovative practices.

e Content Contributions: Write thought leadership articles for association newsletters,
blogs, and other publications to establish IDbGLAM.com as a leader in the GLAM sector.

Technology Partners

Integration with Digital Tools

e Collaborative Initiatives: Partner with digital asset management systems providers,
collection management software, and other relevant tools to ensure seamless integration
with IDbGLAM.com.

¢ Joint Marketing: Collaborate on joint marketing initiatives with technology partners, such
as co-hosted webinars, product integration demos, and joint press releases.

Innovative Projects

e Grants and Sponsorships: Offer grants or sponsorships for pioneering digital projects by
GLAM institutions. Promote these initiatives through press releases, newsletters, and
case studies on IDbGLAM.com.

¢ Hackathons and Competitions: Host hackathons or innovation competitions focused on
solving challenges within the GLAM sector. Partner with tech companies to provide
resources and mentorship for these events.



IDRGLAM

Promotional Strategies

Launch Campaign

irtual Launch Event

e Event Structure: Organize a virtual launch event featuring keynote speakers, panel
discussions, live demonstrations, and interactive Q&A sessions to engage participants
and showcase the platform’s capabilities.

e Marketing Build-Up:

e Pre-Event Campaigns: Use email marketing, social media teasers, and targeted ads
leading up to the event to generate excitement and registrations.

e Event Registration: Provide early registration incentives such as exclusive content or
discounts.

Press Releases

Targeted Outreach

e Customized Press Kits: Create personalized press kits for media outlets, industry
publications, and relevant blogs.

o Distribution Strategy: Use PR distribution services like PR Newswire or Business Wire to
reach a broad audience.

e Embargoed Content: Provide selected journalists with embargoed content to secure in-
depth coverage on launch day, allowing them to prepare detailed articles or reviews
ahead of time.

Content Partnerships

Guest Blogging and Articles

e Strategic Collaborations: Partner with popular industry blogs, academic journals, and
news websites to contribute guest articles and insights on GLAM-related topics.
e Mutual Benefits: Offer guest blogging opportunities to industry professionals to ensure
mutual promotion and increased visibility.
Influencer Collaborations

¢ Industry Influencers: Partner with thought leaders and influencers in the GLAM sector to
create collaborative content, such as co-written articles, interviews, and joint webinars.

e Social Media Takeovers: Arrange for influencers to take over IDbGLAM.com’s social
media accounts for a day, sharing behind-the-scenes content and expert insights to
attract their follower base.

Promotional Offers

Free Trials and Discounts

¢ Introductory Offers: Provide limited-time free trials and discounted memberships for new
users to encourage initial sign-ups and engagement.

e Seasonal Promotions: Offer special discounts during key industry events, conferences,
or academic semesters to capture the attention of your target audience.
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Referral Programs

Incentives for Referrals: Develop a referral program that rewards existing users for
referring new members, offering incentives such as service credits, exclusive content, or
branded merchandise.

Effective Tracking: Utilize referral tracking tools to monitor the program’s effectiveness
and ensure rewards are distributed accurately and promptly.

Metrics and Evaluation
User Engagement Metrics

Website Traffic

Analytics Setup: Employ tools like Google Analytics to monitor real-time website traffic
metrics, including unique visitors, page views, average session duration, and bounce
rates.

Content Performance: Evaluate which types of content (blogs, case studies, white
papers) drive the most traffic and engagement. Use insights to refine and enhance
content strategies.

Sign-Up Rates

Conversion Tracking: Track the number of new user registrations and analyze
conversion rates from different marketing channels (e.g., social media, PPC campaigns,
email marketing).

Funnel Optimization: Identify and address drop-off points in the sign-up process to
reduce friction and boost conversions.

Content Engagement

Interaction Metrics: Assess engagement metrics like blog post shares, comments, social
media likes, and email open/click-through rates.

Feedback Collection: Regularly collect user feedback through surveys, comment
sections, and direct interactions to understand content preferences and areas for
improvement.

Conversion Metrics

Conversion Rates

Goal Tracking: Implement comprehensive goal tracking within Google Analytics or
similar tools to measure different types of user conversions, such as sign-ups, event
registrations, and content downloads.

A/B Testing: Conduct A/B tests on landing pages, email content, and CTA buttons to
identify the most influential variables for driving conversions.
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Cost Per Acquisition (CPA)

e Channel Analysis: Calculate CPA for each marketing channel (e.g., Google Ads,
LinkedIn Ads, social media advertising) to determine the most and least cost-effective
channels.

¢ Budget Optimization: Reallocate budgets towards high-performing channels based on
CPA performance to maximize overall marketing ROI.

User Retention and Churn Rates

¢ Retention Metrics: Monitor user retention rates over different periods (e.g., 30 days, 60
days) to understand long-term engagement.

e Churn Analysis: Analyze reasons for user drop-off or churn to develop strategies for
improving retention, such as personalized content, loyalty programs, and exclusive
events.

Feedback and Iteration

User Feedback

e Continuous Surveys: Implement regular surveys and polls to gather user insights on
platform usability, content quality, and desired features. Use tools like SurveyMonkey or
Google Forms for structured feedback collection.

e Open Channels: Encourage ongoing feedback via multiple channels, such as customer
support, social media, and forum discussions.

A/B Testing

e Testing Variables Ensure different elements are tested comprehensively, such as
headlines, CTAs, and landing page designs.

e Tools: Utilize platforms such as Optimizely, VWO, or Google Optimize for efficient A/B
testing and insights.

e |terative Improvements: Regularly implement test insights to refine user experience,
content, and marketing strategies continually.

Performance Reports

Monthly Reporting

e Comprehensive Metrics: Track critical indicators such as website traffic, user
engagement, conversion rates, ROI, and user feedback.

e Automated Tools: For detailed analytics and visualization, use reporting tools like Google
Data Studio, Tableau, or Power BI.

Data-Driven Adjustments

o Feedback Loop: Use insights from reports to make informed decisions and iteratively
refine marketing strategies, content plans, and platform features.

e Strategy Meetings: Monthly strategy meetings to discuss report findings and align on
next steps and adjustments.
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Implementation Timeline

Phase 1: Month 1-2 - Initial Set-Up and Market Research

Market Research
e Understand detailed target demographics, pain points, and trends in the GLAM sector.
¢ Identify competitors and analyze their strengths, weaknesses, and market strategies.
Website and SEO
¢ Build and optimize the website for SEO, ensuring mobile responsiveness and fast
loading times.
Content and Social Media Profiles Setup
¢ Launch the blog and start producing content.
e Set up and optimize LinkedIn, Twitter, and Instagram social media profiles.
Initial Partnerships
e Begin establishing partnerships with key GLAM institutions and universities.
Initial Email Marketing
o Distribute introductory email campaigns to build the subscriber base.
Phase 2: Month 3-6 - Content and Campaign Launch

Regular Blog Publishing

¢ Consistently publish 2-3 weekly articles focusing on relevant GLAM topics.
Comprehensive Social Media Campaigns

e Launch and run targeted social media campaigns.

e Engage with sector-specific online communities.
PPC Campaigns

o Deploy Google Ads, LinkedIn Ads, and targeted social media ads.
Webinars and Virtual Events

e Host the virtual launch event featuring industry experts.
Promotions

o Offer free trials and discounts to drive user acquisition.
Phase 3: Month 7-12 - Sustained Engagement and Growth

Content Strategy

¢ Maintain a steady flow of high-quality, relevant content based on user feedback and
performance data.

¢ Expand themes to include deep dives into specific sub-sectors within GLAM (e.g.,
specialized archival methods, new museum tech).

Influencer and Partnership Expansion

e Grow relationships with more influencers and guest bloggers to amplify reach and
credibility.

¢ Increase the number of partnerships with prestigious GLAM institutions and technology
partners.
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Monthly Webinars/Workshops

e Continue monthly webinars and workshops, covering new and trending topics.

Advanced Email Marketing

- Refine email campaigns with advanced segmentation and personalized content to maintain
user engagement and relevance.

Optimization of PPC and Social Media Ads

e Continuously monitor and adjust PPC and social media advertising strategies based on
performance metrics. Use A/B testing to optimize ad creative and targeting.

Comprehensive Reporting and Iteration

e Regularly review user engagement metrics and conversion rates.
e Conduct monthly strategy meetings to discuss performance reports and make data-
driven adjustments to strategies.

Tools and Resources Needed

SEO Tools: Ahrefs, SEMrush, Moz

Email Marketing Software: Mailchimp, HubSpot

Social Media Management Platforms: Hootsuite, Buffer
Web Analytics: Google Analytics, Hotjar

A/B Testing Platforms: Optimizely, VWO

Survey Platforms: SurveyMonkey, Google Forms
Webinar Platforms: Zoom, GoToWebinar

Project Management Tools: Asana, Trello

Reporting Tools: Google Data Studio, Tableau, Power Bl

© NN~

Strategy in Action: A Case Scenario

To give a better understanding, let’s break down a sample monthly strategy within this more
extensive plan.

Execution and Engagement

Content Creation and Publication

Blog Posts

e Publish three articles: (1) “Digital Transformation in Archives: A Case Study,” (2) “Trends
in Museum Collection Management,” (3) “Best Practices in Digital Preservation for
Libraries.”

Case Study

e Release an in-depth case study on a digital initiative by a renowned museum. Promote it
via email, social media, and a blog post summary.
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Social Media Campaigns

LinkedIn
e Schedule weekly posts sharing the latest articles and case study.
e Participate in at least three LinkedIn Groups, posting discussion topics and commenting
on relevant threads.
e Run a LinkedIn Ads campaign targeting museum directors and archivists, promoting the
new case study.

Twitter
e Tweet daily using hashtags #DigitalArchives, #MuseumTech, and #Librarylnnovation.
e Share snippets and insights from the blog articles and case study.
e Live tweet from any relevant webinars or industry events.

Instagram
e Post high-quality visuals three times a week showcasing snippets from the case study,
behind-the-scenes looks at partner institutions, and industry trends.
e Utilize Stories to share quick updates, engaging polls, and short behind-the-scenes
video clips.
e Host an Instagram Live session discussing digital trends in the GLAM sector, featuring a
guest speaker from a partner institution.

Email Campaigns

Newsletter Distribution

e Send a bi-weekly newsletter. In the first week, highlight the new blog articles, upcoming
webinars, and a section on industry news. In the third week, focus on the case study,
including a summary and CTA for download, and announce the Instagram Live session.

Automated Email Workflows

e Set up an automated workflow for users who download the case study, guiding them
through emails presenting related content and encouraging sign-ups for an upcoming
webinar.

Webinars and Events

Webinar Hosting
¢ Host a webinar titled “Innovations in Archival Management,” featuring experts from
partnered institutions.
e Promote the webinar through all channels: blog, social media, email marketing, and
partner networks.

Virtual Roundtable

e Organize a virtual roundtable discussion among GLAM professionals, live-streamed on
platforms like LinkedIn and YouTube, focusing on “The Future of Digital Preservation.”
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PPC Advertising

Google Ads
e Run a campaign targeting keywords such as “digital library archives,” “museum
collection management,” and “archival preservation tools.”
e Use both search and display ads to capture a broader audience.

Retargeting

e Launch a retargeting campaign aimed at visitors who explored the case study or blog
posts but did not convert into subscribers or webinar participants.

Metrics and Reporting

Website Analytics

¢ Google Analytics: Monitor traffic to blog posts, case study downloads, and webinar
registration pages. Track key metrics like unique visitors, page views, session duration,
and bounce rates.

e Hotjar: Use heatmaps and session recordings to analyze user behavior on the case
study page and key blog posts.

Content Engagement

¢ Email Open and Click-Through Rates: Measure the newsletter's open rates and click-
through rates and automated email sequences.

e Social Media Engagement: Track likes, shares, comments, and follower growth on
LinkedIn, Twitter, and Instagram.

Conversion Metrics

e Conversion Rates: Calculate conversion rates for case study downloads, webinar
registrations, and new user sign-ups.

e CPA: Analyze the cost per acquisition for each ad campaign (Google Ads and LinkedIn
Ads) and adjust budgets accordingly.

Feedback Collection

e Post-Webinar Surveys: Distribute surveys to webinar attendees to gather feedback on
the content and format and to gauge interest in future topics.

e Social Media Polls: Use Instagram Stories and Twitter polls to collect real-time feedback
on content preferences and engagement.

Monthly Reporting

e Performance Report: Compile a comprehensive monthly report using Google Data
Studio or Tableau, summarizing key metrics and insights.

e Strategy Meeting: Conduct a monthly strategy meeting with the marketing team to
review the performance report, discuss feedback, and plan adjustments for the
upcoming month.
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Date | Activity Details

1st Blog Post 1 "Digital Transformation in Archives: A Case Study"

4th Social Media Campaign Kickoff | Launch Twitter hashtag campaign #DigitalArchives

5th Newsletter 1 Highlight recent blog posts, promote webinar, share
industry news

7th Blog Post 2 "Trends in Museum Collection Management"

10th | LinkedIn Group Engagement Start discussions in at least three LinkedIn Groups

12th | Instagram Stories Poll Poll audience on preferred webinar topics

14th | Blog Post 3 Best Practices in Digital Preservation for Libraries

15th | Twitter Chat Host a chat on #DigitalArchives; Engage with
participants using Q&A format

18th | Instagram Live Session Featuring a guest speaker from a partner institution
on "Digital Trends in the GLAM sector"

20th | Launch LinkedIn Ads Campaign | Promote the new case study and upcoming webinar

21st | Case Study Release "Digitizing the Modern Museum: A Case Study with
XYZ Museum"

22nd | Newsletter 2 Focus on new case study, upcoming webinar, and
Instagram Live session

23rd | Facebook Ad Campaign Target demographics interested in digital library
archives and museum technology

25th | Webinar Hosting "Innovations in Archival Management"; Record and
share post-event content

26th | Gratitude Follow-Up Email Send a thank-you email to webinar attendees with a
link to the recorded session and a survey for
feedback

28th | Release Webinar Highlights on | Post summary and highlights of the webinar for

Blog those who missed it

30th | Social Media Roundup Recap the month's key activities on all social media

platforms

In-Depth Reporting and Analysis

Daily Analysis
PPC Campaigns: Track daily budget spend, CTR (Click-Through Rate), and
conversions. Make adjustments as necessary.

Social Media Engagement: Monitor daily social media engagement statistics and interact
promptly with comments and shares.

Weekly Analysis

Content Performance: Review the performance of blog posts and social media
campaigns weekly. Assess which topics and formats drive engagement.
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e Email Metrics: Evaluate the performance of weekly newsletters. Measure open rates,
click-through rates, and conversion rates from email links.

Monthly Report

o Website Analytics: Compile data from Google Analytics on traffic trends, top-performing
pages, and user behaviors.

e Campaign ROI: Calculate the return on investment (ROI) for social media and PPC
campaigns, focusing on cost per acquisition (CPA) and overall campaign efficiency.

e Conversion Funnel Analysis: Assess user progression through the conversion funnel,
identifying points of drop-off and strategizing improvements.

e Survey Results: Aggregate feedback from post-webinar surveys and social media polls
to gauge user satisfaction and future content preferences.

Detailed Implementation Plan

Phase 1: Market Research and Initial Set-Up (Months 1-2)

e Understand target demographics and competitive landscape.
e Set up arobust web presence optimized for search engines.
e Establish primary marketing channels and initiate partnerships.

Market Research

e Target Audience Analysis: Use tools like Sprowt Social or SEMrush to gain insights into
the target audience’s demographics, preferences, and behaviors.

e Competitive Analysis: Identify and analyse competitors using SWOT analysis and tools
like SimilarWeb and BuzzSumo.

Website and SEO

e SEO Optimization: Perform keyword research and implement on-page SEO (meta
descriptions, alt tags, internal linking).

e Mobile Optimization: Ensure the website is fully responsive and has a user-friendly
interface for mobile users. Test the website on various devices.

Content and Social Media Set-Up:

e Content Strategy: Develop a calendar for blog posts, case studies, and social media
updates.

e Social Media Profiles: Create and optimize profiles on LinkedIn, Twitter, Instagram, and
Facebook.
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¢ Initial Content Creation: Publish foundational content, including an introductory blog post
about the vision and mission of IDbGLAM.com, and two to three articles on relevant
topics.

Initial Partnerships

e Outreach to Institutions: Use existing connections and cold outreach methods to
establish initial partnerships with key GLAM institutions.
e Formalize Agreements: Draft and sign partnership agreements detailing mutual benefits.

Email Marketing

e Email Marketing Tool Set-Up: Integrate Mailchimp or HubSpot with the website for email
marketing automation.

e Lead Capture: Create lead capture forms on the website offering free resources like
downloadable white papers.

Phase 2: Content and Campaign Launch (Months 3-6)

e Drive user engagement and boost visibility through targeted content and advertising.
e Foster a growing community of engaged users.

Content Creation and Publication

e Regular Blogging: Publish 2-3 blog posts weekly, focusing on emerging trends, digital
transformations, interviews with industry experts, and detailed case studies.

e Case Studies: Create and distribute in-depth case studies monthly, providing actionable
insights into successful digital projects within GLAM institutions.

Social Media Social Media Campaigns

e LinkedIn Engagement: Share thought leadership articles, participate in group
discussions, and use Sponsored Content to reach decision-makers in the GLAM sector.

e Twitter Presence: Tweet daily updates, host Twitter chats using sector-specific hashtags
like #GLAMInnovation, and live-tweet from webinars and events.

e Instagram Strategy: Publish high-quality visuals thrice a week, engage users through
Instagram Stories, and host live sessions featuring experts from partner institutions.

Email Campaigns

o Newsletters: Distribute bi-weekly newsletters highlighting recent blog posts, upcoming
webinars, and new partnerships.

¢ Automated Sequences: Set up email workflows to nurture leads, such as follow-up
emails after downloading a case study or registering for a webinar.
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Webinars and Events

e Webinar Hosting: Organize monthly webinars on trending topics, featuring industry
leaders. Promote webinars through social media, emails, and partner networks.

e Virtual Roundtables: Host roundtable discussions with GLAM professionals, stream live
on platforms like LinkedIn and YouTube, and engage attendees with interactive Q&A
sessions.

PPC Advertising

¢ Google Ads: Run campaigns targeting high-intent keywords, use both search and
display ads, and implement remarketing strategies to re-engage visitors.

e LinkedIn Ads: Promote case studies and webinars, utilizing LinkedIn’s advanced
targeting features to reach relevant professionals.

e Retargeting Campaigns: Launch retargeting ads on Facebook and Google to recapture
the interest of users who visited the website but didn’t convert.

Phase 3: Sustained Engagement and Growth (Months 7-12)

e Maintain consistent user engagement and optimize strategies based on performance
data.

e Expand reach through influencer collaborations and strategic partnerships.

e Continuously enhance the user experience to reduce churn and improve retention.

Content Strategy

¢ Content Production: Sustain a steady flow of high-quality, relevant content, including
deeper dives into specialized topics and emerging trends.

¢ Content Refinement: Use feedback and performance metrics to refine content strategy,
ensuring it remains aligned with user needs and interests.

Influencer and Partnership Expansion

¢ Influencer Campaigns: Collaborate with more thought leaders and influencers to create
co-branded content, host webinars, and participate in social media takeovers.

e Partnership Development: Strengthen existing partnerships with prestigious GLAM
institutions and technology providers and seek new collaborations that offer mutually
beneficial opportunities.

e Co-Hosted Events and Joint Content Projects: Plan and execute joint webinars, virtual
tours, and partner case study collaborations to showcase successful initiatives and
expand reach.
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Advanced Email Marketing

Segmentation and Personalization: Further refine email lists based on evolving user
behavior and preferences. Implement advanced segmentation to deliver highly
personalized content.

Triggered Emails and Campaigns: Set up automated triggered emails for specific user
actions, such as abandoned registrations, inactivity reminders, and milestone
celebrations.

Exclusive Content and Offers: To enhance loyalty and engagement, offer premium
subscribers early access to content, unique insights, and member-only events.

Webinars and Workshops

Regular Programming: Host monthly webinars and invite high-profile experts for more
credibility.

Engagement Tactics: Incorporate interactive elements such as live polls, Q&A sessions,
and collaborative whiteboarding during webinars to boost engagement.

Feedback Integration: Use survey feedback to continuously improve the webinar content
and format based on attendee preferences.

PPC and Social Media Ad Optimization

Continuous Monitoring: Monitor PPC and social media ad campaigns closely, optimizing
for performance metrics such as CTR, conversion rate, and CPA.

A/B Testing: Run A/B tests on ad creatives, audience segments, and bidding strategies
to identify the most effective combinations.

Budgets: Reallocate budgets to top-performing campaigns and pause underperforming
ones.

Metrics and Iterative Improvements:

Comprehensive Reporting: Maintain detailed monthly performance reports, utilizing
advanced analytics tools for in-depth insights.

Feedback Loop: Create a feedback loop by regularly reviewing user feedback, survey
results, and performance data to inform strategy adjustments.

Strategy Meetings: Conduct monthly review meetings to discuss findings, brainstorming
sessions for new ideas, and plan the next month's activities based on data-driven
insights.

Detailed Monthly Calendar for the 7th to 12th Month:

Date Activity Details

1t Blog Post 1 "Advanced Digital Cataloging for Museums

2 Email Workflow Update | Implement advanced segmentation and target inactive
users with personalized re-engagement emails

3 Instagram Story Poll Engage audience to vote on the next webinar topic

4 Twitter Chat Host a Twitter Chat on “Innovative Exhibits in Galleries,”

using #GLAMTalk
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5 LinkedIn Post Share insights from the latest article on “Advanced Digital
Cataloging for Museums”

6 Case Study Preparation | Develop and design a new case study on a collaborative
digital curation initiative

7 Blog Post 2 “The Role of Al in Modern Archives"

8 Webinar Promotion Initiate email and social media campaigns to promote
upcoming webinar on “Al in Archival Management”

9 Facebook Live Q&A Host a live Q&A session about the new case study with
special guest from the partner institution

10 LinkedIn Ads Campaign | Launch a campaign targeting GLAM professionals for the
upcoming webinar

12 Instagram Post Share visual highlights from the recent Q&A session

14 Blog Post 3 "Digitization and Preservation: Best Practices in Libraries"

15 Case Study Release Publish and promote the new case study through all
marketing channels

16 Newsletter Distribution Highlight new articles, upcoming events, and the latest
case study

17 LinkedIn Group Post discussion questions related to digitization and

Engagement preservation best practices

18 Retargeting Ads Launch retargeting campaign for users who engaged but
did not convert

19 Webinar Hosting Conduct a webinar on “Al in Archival Management”

20 Webinar Follow-Up Send thank-you email with a webinar recording and post-
event survey

22 Blog Post 4 "Enhancing Visitor Experience through Digital Tools in
Galleries

24 YouTube Content Upload and promote snippets from the webinar

25 Influencer Collaboration | Instagram takeover by an influencer discussing trends in
digital curation

26 Email Distribution: Special Announcement: Announce the influencer
collaboration and upcoming webinars.

27 Social Media Roundup Recap the month’s key activities on all social media
platforms, including highlights from the Q&A, webinar,
and influencer takeover

28 Monthly Performance Compile and analyze analytics data for the month,

Report focusing on content engagement, ad performance, and
user feedback

30 Strategy Meeting Hold a strategy meeting to review the performance report,

discuss insights, and plan for the upcoming month
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Tools and Resources Needed

SEO Tools
e Ahrefs: Comprehensive tool for keyword research, competitor analysis, and backlink
tracking.

e SEMrush: Helps in keyword tracking, site audits, and competitive research.
e Moz: Tool for tracking keywords, managing links, and optimizing pages.

Email Marketing Software
e Mailchimp: Excellent for managing email campaigns, automating emails, and
segmenting lists.
¢ HubSpot: Offers advanced segmentation, automation, and robust analytics for email
marketing.

Social Media Management Platforms
¢ Hootsuite: Schedule posts, track social media performance, and manage multiple
profiles.
¢ Buffer: Plan and schedule social media posts, track engagement, and collaborate with
team members.

Web Analytics
e (Google Analytics: Essential for tracking website traffic, user behavior, conversions, and
more.

e Hotjar: Provides heatmaps, session recordings, feedback polls, and surveys to analyze
user behavior.

A/B Testing Platforms

e Optimizely: Comprehensive tool for running A/B and multivariate tests, with robust
analytics.

e VWO (Visual Website Optimizer): Simplifies A/B testing and offers heatmaps and
session recording.

Survey Platforms

e SurveyMonkey: Create and distribute surveys, collect data, and analyze results.
e Google Forms: Simple yet effective tool for creating surveys, quizzes, and forms.

Webinar Platforms

e Zoom: Host high-quality webinars with interactive features like Q&A and polling. Record
sessions for later use.

e GoToWebinar: Offers robust features for hosting and managing large webinars, including
analytics.

Project Management Tools
e Asana: - Asana: Great for project planning, task management, and team collaboration.
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e Trello: Visual task management tool that uses boards and cards to organize projects and
workflows.

Reporting Tools

e Google Data Studio: Create interactive and shareable reports from your data sources.

¢ Tableau: Powerful data visualization tool that helps create detailed and interactive
dashboards.

e Power BIl: Business analytics tools to analyze data and share insights.

Detailed Weekly Breakdown for Month 7

eek 1: Focus on Content Creation and Initial Outreach

Monday

e Publish Blog Post on “Advanced Digital Cataloging for Museums”

¢ Create and share a LinkedIn post summarizing the article with a backlink to the blog.
Tuesday

¢ Update email workflow targeting inactive users with re-engagement content.
e Instagram Story poll to choose future webinar topics.

Wednesday

e Host a Twitter Chat on “Innovative Exhibits in Galleries” using #GLAMTalk for outreach
and engagement.
e Follow-up: Respond to chat participants and retweet interesting insights.

Thursday

¢ Engage in LinkedIn Groups with discussion posts related to the new blog article.

Friday

e Prepare draft for the next blog post: “The Role of Al in Modern Archives”.
e Plan and schedule upcoming Facebook Live Q&A in coordination with the marketing
team.

Week 2: Webinar Promotion and Social Media Campaigns

Monday

e Publish Blog Post on “The Role of Al in Modern Archives”.
e Share Instagram post visualizing key insights from the article.

Tuesday

e Start LinkedIn Ads campaign focusing on the upcoming webinar.
e Follow up with engaged users from LinkedIn Groups with personalized messages.

Wednesday

e Finalize and distribute the monthly Newsletter promoting the new case study.
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e Highlight and amplify the email campaign across all social media platforms.

Thursday

e Implement retargeting campaign for users who engaged with recent content but have not
converted.

e Engage with comments and reactions on social media posts.

Friday

e Prepare a reflexive summary of the Facebook Live Q&A session.
e Gather initial feedback from the audience through comments and quick polls.

eek 3: Webinar Hosting and Case Study Release

Monday

e Finalize preparations and rehearsal for the webinar on “Al in Archival Management.”
e Schedule last-minute social media posts and email reminders for webinar participants.

Tuesday

o Host the webinar on “Al in Archival Management.” Ensure interactive elements such as
Q&A sessions and live polls to engage attendees.
e Record the webinar for future use and content repurposing.

Wednesday

¢ Send follow-up emails to webinar attendees with links to the recorded session and a
post-event survey to gather feedback.

e Publish a blog post summarizing key takeaways from the webinar. Include quotes and
insights from the expert speakers.

Thursday

¢ Release and promote the new case study on “Digitizing the Modern Museum: A Case
Study with XYZ Museum” through blog, email, and social media.
e Launch Instagram Stories highlighting interesting facts and visuals from the case study.

Friday

¢ Implement additional retargeting campaigns for users who engaged with the case study
but didn’t convert.

¢ Engage with the audience through all social media platforms to answer questions and
encourage further discussion.

Week 4: Performance Review and Strategy Planning

Monday

e Conduct a full review of the month’s PPC campaign performance across Google Ads,
LinkedIn Ads, and Facebook Ads.
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e Analyze what worked well and identify areas for improvement, focusing on CTR,
conversions, and CPA.

Tuesday

e Compile analytics data from Google Analytics, email marketing software, and social
media platforms to create a monthly performance report.
e Evaluate user feedback from webinar surveys and email responses.

Wednesday

¢ Conduct a monthly strategy meeting to review performance data, discuss feedback, and
make data-driven decisions for the upcoming month’s content and campaigns.

¢ Brainstorm new content ideas and strategies based on insights gained from the
performance report.

Thursday

e Begin drafting a content calendar for the next month, incorporating high-performing
topics and addressing any content gaps identified.

e Plan the next series of webinars and virtual events, including topic selection, speaker
recruitment, and promotional strategies.

Friday

¢ Engage with social media followers by sharing a roundup of the month’s key activities,
including highlights from the webinar, new blog posts, and case studies.

e Announce the next month’s upcoming events, webinars, and special content to build
anticipation and early registrations.

Evaluation and Continuous Improvement

Daily Analysis

e PPC Campaigns: Continuously monitor daily ad spend, CTR, and conversions. Adjust
bids and target audience as necessary.

e Social Media Interaction: Daily, engage with comments, shares, and DMs across all
platforms.

e Weekly Analysis - Content Performance: Assess which blog posts, social media updates,
and case studies generate the most engagement. Use tools like Google Analytics to
track metrics.

e Email Metrics: Review the open and click-through rates of newsletters and automated
email sequences. Based on performance trends, make adjustments.

Monthly Reporting

o Website Analytics: Complete a monthly analysis of traffic trends, user behaviors, and
conversion funnels using Google Analytics and Hotjar.
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e Campaign ROI: Calculate return on investment (ROI) for PPC and social media
campaigns. Focus especially on cost-per-acquisition (CPA) and overall campaign
effectiveness.

e Content Engagement: Summarize content engagement metrics, including social media
likes, shares, comments, and email interactions.

e Conversion Metrics: Detail the conversion rates for sign-ups, webinar registrations, and
content downloads. Highlight successful elements and areas needing improvement.

Quarterly Revie

e Comprehensive Metrics Analysis: Conduct an in-depth analysis of quarterly performance
metrics. Include year-over-year comparisons to identify growth trends and seasonal
impacts.

e Strategic Adjustments: Use quarterly insights to make broad strategic adjustments to
content plans, advertising focus, and user engagement tactics.

e User Feedback Integration: Review cumulative user feedback collected over the quarter.
Use insights to guide the implementation of new features, content enhancements, and
service improvements.

Implementation Resources and Team Roles

Team Roles|

¢ Content Manager: Responsible for overall content strategy, creation, and editorial
calendar management.

e SEO Specialist: Focus on keyword research, on-page and off-page SEO techniques,
and performance tracking.

e Social Media Manager: Manages social media accounts, creates and schedules posts,
engages with users, and analyzes engagement data.

¢ Email Marketing Specialist: Develops email campaigns, manages segmentation and
automation, and analyzes email performance.

e PPC Specialist: Runs PPC campaigns, manages budgets, performs A/B testing, and
optimizes for conversions.

¢ Data Analyst: Compiles and analyzes performance data from various channels,
generates reports, and provides actionable insights.

¢ Community Manager: Engages with online forums, discussion groups, and user
communities, moderating interactions and driving engagement.

¢ Event Coordinator: Plans and executes webinars, workshops, and events, including
guest speaker coordination and promotional activities.

Tools and Software

e SEO Tools: Ahrefs, SEMrush, Moz

¢ Email Marketing: Mailchimp, HubSpot - Social Media Management: Hootsuite, Buffer
e Web Analytics: Google Analytics, Hotjar

e A/B Testing: Optimizely, VWO
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e Survey Platforms: SurveyMonkey, Google Forms

e \Webinar Platforms: Zoom, GoToWebinar

e Project Management: Asana, Trello

¢ Reporting Tools: Google Data Studio, Tableau, Power Bl

Sample Quarterly Review Meeting Agenda

Opening Remarks (5 minutes)
e Welcome and brief overview of the meeting’s objectives by the Marketing Director.

Performance Overview (20 minutes)
Traffic & Engagement
e Presentation by the Data Analyst on website traffic trends, user engagement metrics,
and top-performing content.
Campaign Effectiveness
e Detailed report by the PPC Specialist and Social Media Manager on the performance of
advertising campaigns, including CPM, CTR, and CPA.
Email Performance
¢ The Email Marketing Specialist analyzes open rates, click-through rates, and conversion
metrics.
User Feedback Summary (10 minutes)

e Community Manager presents insights gathered from user surveys, social media
feedback, and forum discussions.

Open Discussion (20 minutes)

e Discuss successes and areas for improvement.
e Brainstorm new content ideas, campaign strategies, and potential topics for upcoming
webinars.

Strategic Adjustments (20 minutes)

¢ Decide on strategic changes based on data insights:

¢ Adjust focus areas for content creation.

¢ Reallocate advertising budgets to high-performing channels.
¢ Plan for upcoming collaborations and partnerships.

Wrap-Up & Action Items (5 minutes)

¢ Summarize key decisions and assign action items to team members.
e Set goals for the next quarter and outline the follow-up process.
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Implementing Adjustments Based on Insights

Content Strateg

o Adjust Themes: If travel-related museum content shows high engagement, plan more
articles and case studies in this realm.

e Content Formats: Increase video content production if analytics display higher
engagement with video posts.

Advertising Tactics

e Budget Reallocation: Shift budget towards platforms and campaigns with lower CPA
and higher ROI.
e Ad Creative: Implement insights from top-performing ad variations in new campaigns.

Community Engagement

¢ Interactive Elements: Based on positive feedback, introduce more interactive content, such
as live polls, Q&As, and discussion threads.

¢ Personalization: Use feedback to personalize email content and membership benefits,
ensuring relevance to different user segments.

Conclusion

This detailed marketing and sales strategy for IDbGLAM.com aims to foster a thriving
digital community for galleries, libraries, archives, and museums. By implementing a
well-rounded approach that includes content marketing, social media engagement,
email campaigns, PPC advertising, and strategic partnerships, IDbGLAM.com can
effectively achieve user acquisition, deepen engagement, and establish itselfas a
leader in the GLAM sector. Continuous data-driven adjustments and focusing on user-
centric strategies will ensure sustained growth and long-term success.
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