Campaign
Planning In Digital
Media




Meet the team

Chris Whyatt Claire Philbin




Agenda
Our Process

Objectives
Research
Messaging & Creative

Forecasting
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JD Wants to
Promote Trainers
the upcoming FY 24




How Budgets Are Calculated?

Forecast A
Budget




Campaign ODbjectives
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Brand
Awareness

Video Views

VIR )

Website

Traffic Engagement

Conversions




We’'ll need to use a full-funnel, omni-channel
approach

Conversion
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Begisly Demand — Brand 2023-24




Qe Demand — Trainer Brands 2023-24










Meta Audience Example

Audience
age size:
® v |M ~ 5.7-6.8
Gend:l @® Men Women Mllllon

Detailed targeting
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ERsi0ing Best Practices
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Search Ads
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% Collect - Get Your Order Deliverad To Your The Latest & Greatest Drops — Same Day Click.
Local Store For Free. Shop Now
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@ JD Sports
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#¥ting Framework In Action










LgEa sting results on Search
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