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Our Mission

Creating
digital impact.
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Our Vision

We strive for
sustainable success.



That's us in figures and facts.
‘ w

2010 1.500+

founded successful digital projects

=2 '

10+ 5+

nationality office dogs
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60+

strategians

Q

4

locations
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Our offices.

Karlsruhe Barcelona Cologne



Our disciplines.

Digital Business

Audits. Analytics. Strategy. Roadmap. You
name it. We call it Digital Game Plan.

Development

Technical architecture, solutions and
infrastructure to put strategy in motion.

Online Marketing

Performance Marketing Planning with
engaging content on the right channels.

SEO und Content

Definition of the most valuable keywords
to drive sustainable organic visibility.
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Digital Analytics

Valid data, dashboards, reportings and
marketing automation to implement strategy.

Design und Experience

Positive user experience that ultimately is
driving business impact.

E-Commerce

Practical B2C and B2B E-Commerce
Consulting that drives results.

See all our disciplines )

A


#
https://netzstrategen.com/spielfelder

¢ To
Our network - for a seamless

implementation of your strategy.

Digital Consulting Education
M hetz , ) ,

< , W strategen Audits, Analytics, Strategy and Inhouse-Workshops, Webinars,
Organisation. (> ) Seminars, Hands-On Sessions @
Online Marketing Development

MARKETING ) k : i

MONSTERS Social Ads, Google Ads, makKers Websites, Applications,
Programmatic Ads (> ) Infrastructure, APIs (> )
Content

Content Strategy, Corporate
Communication, Execution (> )



https://netzstrategen.com/en/
#
#
https://netzstrategen.com/en/
https://marketing-monsters.de/
https://hallo.digital/
#
https://hallo.digital/
https://makers99.com/
https://content-carl.com/
#
https://content-carl.com/
https://makers99.com/
#

Our process blueprint.
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Consulting & Sparring, Education & Training, Project Management

Data &
Analytics
................... >>
.......... ..
................. 44

Design &
Experience

SEO &
Content

------ Creating digital touchpoints

----------- Stakeholder Collaboration -

Monitor, Test, Review, Reflect, Optimize

Online
Marketing

Pt [
@ e @®
<. ..................................... 4 ...............
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What is the Digital Game Plan?

The Digital Game Plan outlines the strategy for the digital landscape. It
includes concrete actions, their prioritization, and assigned responsibilities.
These are based on the analysis of the status quo as well as the defined
goals, target groups, and their customer journeys, all packaged into an
actionable roadmap.

As a hands-on strategy, it clearly defines what needs to be done, how and
why, and what does not.
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How the Digital Game Plan is developed

First, we define the
project framework
together and analyze
relevant markets and
touchpoints.

Scope

In workshops, we define
goals, target groups,
and journeys, and link
them to audit and
analysis results.

Status
Audits

Audit 1
Audit 2
Audit 3

Market
Analysis

Analysis 1
Analysis 2
Analysis 3
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Goals &
Markets

Targets &
Objectives

Personas &
Journeys

Insights &
Conclusions

Insights &
Conclusions

Insights &
Conclusions

.|

Strategy
Workshop

+

Quick Wins
No Brainer

Tactics

Session 1

Session 2

Session 3

We implement "No
Brainers" and "Quick
Wins" right away. For
"Show Stoppers" and
"Game Changers", we
develop suitable tactics
in dedicated sessions.

Digital

Game Plan

All measures are
incorporated into the
Digital Game Plan, our
central management
tool for implementation.



How we design personas

Digital Level
Expert

Disziplinen

Social Media, SEO, SEA, E-Mail-Marketing,
Datenanalyse, UX Design, eCommerce,
Trends

News Brands
t3n, W&V, Horizont, OMR Newsletter

a

Alter

We identify target groups with a strong 25-45 | Affmitat
interest in the product or service and Bewt [
segment them based on shared Braiche GSraDtevélrwenuung
. . . di
characteristics such as purchasing eden
. - N
behavior and usage. Coendt T
Instagram, Newsletter, Slack
Unternehmensform

H H Freel , Selbststandig, icket-Besteller
From this, we derive data-based, L Tckevhemsller
concise personas for more effective e —

communication. Egal €ecee

0

Interessen / Ziele
e Fachlicher Austausch mit Spezialisten
e Trends und Impulse fiir die eigene Arbeit
e Potentielle Kunden / Geschaftsbeziehungen

Networking Needs
e potentielle Kunden / Geschéftsbeziehungen (Decision
Makers und Digital Marketing Specialists)
e Austausch mit anderen Lone Warriors und Digital
Marketing Specialists

Erwartungen

Inhaltliche Tiefe der Vortrage

Gleichgesinnte finden / Networking

Trendy, entspannte, kreative Atmosphare
Wow- / Kreative-Momente

Networking Spaces und Slots

Digitale Begleitung des Event (z.B. Online Tickets,
Programm, Location Map, Kalendereintrag,
individueller Timetable)

Schmerzpunkte
e Keine Learnings (Zeitverschwendung) fehlende
fachliche Tiefe
e Keine Zeit zum Networking / Schwierig, passende
Gesprachspartner zu finden




How we create customer journeys

We put ourselves in the shoes of each
persona and plan their individual
customer journey from the initial need
to the use of the product or service.

Along this journey, we define goals,
touchpoints, actions, and relevant
content.

® | (£

Phase Vorplanung Ldsungs- Ldsungs-
einstieg | einstieg Il
Ent- i Phase: Recherche
wasserung: Jaoder  Bauseitiq oder Prefab  nach Losungen,
Nein Produkt Alternativen, An-
geboten

ZIELE VON PLANERN

=
& T S
.
Planungssicherheit KO-Kriterien prilfen,
Asthetik, Qualitat, Reality Check: Unter-
Budget nehmen, Referenzen

@O ety

o
’ Planung, Kosten-, Demo, Verfiigbarkeit,
[ Einbau

Ausfiihrungs-
planung
Detailplan, Be-
ratungsgesprach mit

Auendienst, Output:
Produkt, Menge, Preis

&

Gutes Preis-Leistungs-

verhaitnis, praktikable
Losungsansatze

AR

Wirtschaftiiches
L

Onsite

Search
Social

E-Mail

BNE

1S

3

des Produkts

&

Einbau

E 96
Versendung der Aus-  mit HAURATON-
schreibung Produkten erstellt

fertige Unterlagen fiir
Ausschreibung

Abgabe bestmogliches
Angebot

Finale
{iber einzubauendes
Produkt

Entscheidung fiir
bestes Angebot

Ausschreibung
gewinnen

Verbauen des
HAURATON-Produkts

Reibungslose Einbau
phase

Reibungslose Einbau-
phase
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]

Fan

Oberzeugt von
HAURATON / Aktiver
Multiplikator

(@3@
)

Up-to-date bleiben,
Markt Insights

(@]D
)

Best Practices, neve
Produktisungen



How we prioritize the measures

o s L Shoot the stars
In the Digital Game Plan, we prioritize digital

projects and actions based on four
categories:

Game
Changer

“No Brainer” = low effort to reduce risk (e.g.
optimizing tracking)

Opportunity

“Show Stopper” = high effort to avoid risk
(e.g. lack of GDPR compliance)

Change the game

No
Brainer

Risk

“Game Changer” = high effort with major
potential (e.g. building eCommerce)

“Quick Wins"” = low effort for short-term Hard Easy
opportunities (e.g. optimizing paid media

. Lower the bar
campaigns)
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Feather your nest
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Digital Game Plan as a strategic steering tool

What's your

The Digital Game Plan ensures an Where do you Who should buy
. . 0 want to market? and why?

overview and coordination of all

measures. ‘ v

Where do your customers come from?

business model?

It presents, on a single page from top to

bottom: SEO SEA Social Mail Ads
1. the strategic cornerstones pull Biizh
2. the marketing tactics '
Processes & technical requirements Responsibilities & Competences

3. the organizational and financial
requirements for the organization Infrastructure ROI Skills

Organisation & Investmentplan & People &




0T

What you get with the Digital Game Plan

Meaningful figures on customer and sales potential

Prioritised list of “quick wins” and “no-brainers” for short-term effects
Detailed and data-based personas

Step-by-step customer journeys for better customer understanding
Structured marketing and media planning

Blueprint for your digital dream team

L 0K 2 2 2 2K 2

Investment and budget plan
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Christina D'llio

Strategic planning
Chief Executive Officer netzstrategen GmbH

christina@netzstrategen.com

LinkedIn profile:



mailto:christina@netzstrategen.com

More from us:

netzstrategen.com

netzstrategen.com/podcasts

netzstrategen.com/digital-impact-newsletter

netzstrategen.com/inside-analytics-newsletter

linkedin.com/company/netzstrategen-gmbh

instagram.com/netzstrategen

youtube.com/@netzstrategenKarlsruhe

( A netz
W strategen


https://netzstrategen.com/en/
https://netzstrategen.com/podcasts
https://netzstrategen.com/digital-impact-newsletter
https://netzstrategen.com/inside-analytics-newsletter
https://www.linkedin.com/company/netzstrategen-gmbh/mycompany/
https://www.instagram.com/netzstrategen/?hl=de
https://www.youtube.com/@netzstrategenKarlsruhe

