
Proposed STUMBLD Pre-Launch Digital Campaign Strategy 
 

The following document plots out the proposed strategic direction of the digital pre-launch 

campaign for STUMBLD’s public beta, tentatively set to begin on September 15, 2014 and end 

on November 15, 2014. 

First, let us take note that this digital campaign strategy will complement any offline promotional 

work that STUMBLD’s internal team (or other external partners) will engage in during the 

duration of the campaign. 

It is of utmost significance that any offline marketing events or efforts be communicated to the 

digital campaign management before they happen so the impacts of both offline and online 

efforts are aligned and coordinated. 

 

Strategic Concepts 

This digital go to market campaign revolves around key strategic concepts and all efforts of 

marketing and hype-building will be geared towards them: 

Community-building – The app itself is all about building communities with shared 

passions. Furthermore, to secure the leads required for planned revenue generation models 

(in-app advertising platform and partner business models), aggressive community building 

needs to take place even during the public beta campaign to create a strong user base. 

User engagement – Once users sign-up, the technology itself will have to sustain interest 

and usage. Digital marketing will be limited in this regard, but beyond the app – such as 

within brand communities of the app in social networks like Facebook or Twitter – 

engagement can be driven by organic posts and community-driven discussions, fuelled by 

interconnected content strategy (e.g. posting recent blog posts in social platforms for 

discussion). 

Digital public relations – First, we must understand that digital public relations function 

very differently from offline public relations, particularly in terms of the media hype they 

help build. The tenets of real world public relations – connecting and gaining exposure from 

media outlets and events – remains the core principles of digital public relations, but in the 

spirit of data-driven marketing strategy, we will be conducting the digital public relations 

drive in conjunction with search engine optimization outreach. 

Search engine optimization – Link building is the main concern for SEO outreach, though 

of course on-page optimization is a given. Both efforts will receive due attention from our 

strategy, and building a solid link portfolio will work hand in hand with digital public 

relations. 



Content infrastructure – The content infrastructure (the company blog, social networks, 

content assets and resources, et al) serve two functions: during the pre-launch campaign, 

they will serve to directly contribute to the buzz surrounding the public beta launch and the 

main event for its promotion. After beta launch, existing content infrastructure will continue 

to be built for inbound marketing, with the goal of driving more and more users to the app, 

which will be the end of the sales funnel. 

 

Campaign Elements 

Towards the ends set out by the above strategic concepts, this campaign will utilize the following 

elements to maximize digital reach during the campaign duration while staying within budget: 

 Buyer personas – this will be developed by us with assistance from STUMBLD’s 

internal business development and marketing teams, with the latter providing data and 

insight to the former. We will then craft buyer personas to the best of their ability given 

the information provided, and align all pre-launch marketing efforts to the personas 

crafted. 

 A single page (landing page) website – this will be executed by STUMBLD’s internal 

team of web designers with direction from us. 

o An animated explainer video will be embedded in the landing page of the 

website, focusing on user experience and a “show, don’t tell” approach. 

o Beneath this explainer video will be brief sales copy to sign up via email or 

Facebook integration (if possible) for two sets of two reasons: 

For the users: 

- Allows them to receive emails about the beta launch and main event, due 

November 15, 2014 

- Allows them to subscribe to the brand’s email marketing efforts 

For the brand: 

- Allows them to collect a user base on standby that they can automatically 

grant access to the public beta when it is launched, bolstering sign ups 

created by the main event 

- Allows them to gain a foothold from which they can launch a successful 

email campaign for further user engagement, and eventually, to funnel 

partner offers to relevant users, creating a revenue stream via email 

marketing 

Upon beta launch, the sales copy will instead link to relevant app stores for app 

downloads. 

 An outreach campaign for SEO and PR purposes, targeting to gain at least five 

published pieces about the brand in websites with high SEO and PR value – This covers 



both exposure for digital PR purposes, and it will also form the beginnings of the brand 

website’s link portfolio, dictating, among other things, PageRank and search engine 

results page authority. 

 An attached blog within the brand domain – the blog serves two purposes: become a 

center of hype-building content during the campaign and also serve as the content 

repository of the brand for inbound marketing. During the pre-launch schedule, the blog 

subject matter will revolve around the different facets of the app that the explainer vid did 

not touch upon to reach out to more users who might be more interested in these features. 

For this element, we will provide: 

o The editorial calendar 

o campaign templates for idea and topic generation 

o the first five blog posts 

o performance monitoring and management via analytics 

 Analytics platform and monitoring setup – this will be executed by STUMBLD’s 

internal team for account ownership purposes with direction from us. After which, we 

will be given access to view all relevant data for monitoring and data analysis. We will in 

no way be granted access to directly manipulate or tweak the data or settings installed by 

the STUMBLD team. 

 Facebook brand page – the Facebook brand page is the most pivotal social network 

page for the pre-launch campaign. As the app uses Facebook integration, any users who 

sign up can also be added to the fan base (given that this is part of the user agreement), so 

the Facebook following can increase at the same pace. Also, the Facebook brand page 

will be a key factor to building the brand communities as well as driving social validation 

and user engagement. We will setup the page with assistance from STUMBLD’s internal 

team, after which we will grant key members of STUMBLD’s internal team access as 

administrators to the page. Upon completion of services, we will relinquish ownership of 

the account to STUMBLD admins. 

o Facebook advertising – We will engage, manage, and implement Facebook 

advertising for the Facebook brand page to increase the social following of the 

app and also funnel followers to the sales cycle, pushing them towards app sign-

ups. We will also develop and implement an advertising calendar and marketing 

plan for this effort, taking into consideration data collected from previous rounds 

of advertising. We have provided an estimated budget for this endeavor in the cost 

estimate document. 

 

Campaign Limitations 

The above concepts and elements encompass a sales funnel that ends with two interconnected 

sign-ups: the email subscription form, and, during the beta launch and main event, direct app 

sign-ups. 

This campaign strategy does not cover: 



Retention and rates of abandonment – Any users that sign-up and abandon, neglect use, 

or delete their apps will not be covered in the sales funnel used in this strategy. 

Facebook follower increase – the strategy entails that the number of Facebook fans will 

inevitably increase given that it is a step towards the bottom of the sales funnel (the sign 

ups), but this strategy does not focus specifically on the team aggressively growing 

Facebook brand page following. 

Blog followers and subscribers 

Specific analytics benchmarks aside from the bottom of the sales funnel (sign ups) – 

this strategy does not encompass benchmarks on organic traffic, page duration, or any other 

analytics KPIs aside from the bottom line. We will be using analytics data to fine-tune and 

optimize the consumer journey, but will set aside all other data. 

Facebook advertising benchmarks – Facebook advertising will be used to increase the 

following, which will in turn be used for social validation as well as becoming part of the 

sales funnel. Our concern will always be the bottom line. 

 

Campaign Sales Funnel 

The campaign sales funnel can be visualized in its basic form to follow the below consumer 

conversion path: 

 



Campaign Schedule 

The campaign schedule will be finalized after completion of the partnership agreement between 

the two parties. 

 

Campaign Templates 

Below is a sample template for the blog post conceptualization: 

 

 


