


The Digital Game 
Plan for your  
company



What is the Digital Game Plan?

The Digital Game Plan describes the strategy for the digital world. It 
contains specific measures, their prioritisation and responsibilities. These 
are based on an analysis of the status quo as well as the goals, target groups 
and their customer journeys. Everything is packaged in a realisable 
roadmap.

In the sense of a tangible strategy, it describes what needs to be done, how 
and why - and what does not need to be done.



How the digital game plan is developed
First, we define the 
project framework 
together and analyse 
the relevant digital 
markets and your 
most important 
touchpoints.

In workshops, we 
develop goals, target 
groups, personas and 
their journeys and 
then link these with 
the results of the 
audits and market 
analyses.

We categorise the 
results: we implement 
‘no-brainers’ and 
‘quick wins’ 
immediately, while 
we develop tactics for 
‘show stoppers’ and 
‘game changers’ in 
sessions.

Finally, we bundle all 
measures in the 
Digital Game Plan, 
which serves as a 
central management 
tool during 
implementation.



How we create personas

 

We identify target groups that are 
particularly interested in the product or 
service.

We segment the target groups into groups 
of people with similar characteristics 
(based on the purchase decision and product 
use).

Based on data, we derive characteristic 
personas for greater identification with the 
target groups.



How we plan customer journeys

 

We then put ourselves in the shoes of each 
persona and plan the individual customer 
journeys.

In doing so, we outline the journey from an 
initial demand trigger through various 
phases to the utilisation of your product or 
service. 

Along this customer journey, we define 
goals, touchpoints, measures and specific 
content.



When creating your digital game plan, we 
prioritise possible digital projects and measures 
based on four categories:

‘No brainer’ = low effort to reduce risk (e.g. 
optimise tracking)

‘Show stopper’ = high effort to avoid risk (e.g. no 
GDPR-compliant tracking)

‘Game changer’ = high effort to seize major 
opportunities (e.g. building up eCommerce)

‘Quick wins’ = low effort to exploit short-term 
opportunities (e.g. optimise paid media 
campaigns)

How we prioritise 
the measures



The Digital Game Plan ensures an overview and 
coordination of the measures.

It shows on one side from top to bottom:

1. the strategic cornerstones

2. the marketing tactics

3. the organisational and financial requirements 
for the organisation

Digital Game Plan as 
a control tool



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

➔ Investment and budget plan
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