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THE

STARTUP PROCESS

I

Ideation

I

Concept

I I I

Prototype Business Model Company

The term startup refers to a company in the first
stages of operations. Startups are founded by

one or more entrepreneurs who want to develop
a product or service for which they believe there
is demand.




Common Characteristics of a

O Strong Company
Culture

O Innovative

o

O Problem Solving
O Young in Age

0

O Smaller Teams

O Fast Growing

O Scalable *
O Tech-Oriented

O Often Funded by
Outside Investors

O Flexible 8

O Higher Risk

X




-

Startups with

New startups launch

Or more founders are
every second

more likely to succeed

You should know

Premature
Scaling

Of startups fail Is why most
startups fail




The startup journey isn't easy

""MY STARTUP JOURNEY
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Zig Ziglar:
“People buy on emotion and justify on logic”
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Hilary Hinton Ziglar (1926 —2012) author, salesman, motivational speaker
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Control the narrative
and send people to
social pages when

you decide

Your website is
entirely customisable
to suit your brand
and business needs

A website is a home
for your online
presence

A website offers
more opportunity to
gain insight from
traffic analytics and
user behaviour

With only social
media channels, you
don't own your brand

You are limited by the
interface and
functionality of the
social media platform

Social Media is a
marketing tool

Social Media is
limited by the
analytics and insights
available from the
platform




Social Media Demographics
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Social Media 2023 USA
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WHY ? Digital Marketing
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®?°‘° If you want to stay competitive, you need to be where your customers are




Marketing @lg )')b

STRATEGY
RESOURCES #

Marketing is the activity, set of institutions, and processes

for creating, communicating, delivering, and exchanging

offerings that have value for customers, clients, partners,
and society at large.




Brand Marketing Nﬁ @'@J‘)b
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,
We serve you decaf 3 —
if you’re rude.

Stay awake 8
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In/Out bound Marketing ‘; Qsﬁ/gs)é @Q}',b
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USER-GENERATED CONTENT

6 9 0/ OF PEOPLE HAVE SOME FORM
© OF SOCIAL MEDIA ACCOUNT

CONSUMERS ARE & 3%/ MORE LIKELY
TO TRUST PEERS OVER THE BRAND ITSELF

YOUNGER GENERATIONS ARE
MORE RELIANT ON PEER
REVIEWS WHEN MAKING

PURCHASING DECISIONS.
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Influencer Marketing Market Size (2016-2024)

$24.0 billion
$24
e $21.1 billion
!
2 S22
s $16.4 billion
23
g° = $13.8 billion
X ©
G S
=2
gz 12 $9.7 billion
g S
=
= $8 $6.5 billion
@
2 $4.6 billion
@ -
$3.0 billion
>4 $1.7 billion .
0 o016 2017 2018 2019 2020 2021 2022 2023 2024

Source: Influencer Marketing Hub
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Some of the top-paid mega influencers in 2023, according to Influencer Marketing Hub, include:

 Cristiano Ronaldo, at $2.3 billion per post
* Kylie Jenner, at $1.8 billion per post

* Leo Messi, at S1.7 billion per post

* Selena Gomez, at $1.7 billion per post
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How to select Influencers KMM‘ QW‘
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Provide equal
opportunities
for everyone
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Target the
right audience

Give measurable
results
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BENEFITS
OF DIGITAL
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Cost-

efficient

Increases
revenue

7

Build brand
recognition

2

Provide you
with exposure
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DIGITAL MARKETING
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RACE DIGITAL MARKETING PLANNING

) Unaware i 3! o516 31,3
Target Market — <u» ,l5L

Aware o7 fymblie > Prospect g8l g in

Lead (€12 g i) 55 po (6 yulio

A

g yd b alali oy YL

> OleMb! Blod 51 sam Cuno i £y (6 o
IQL: Information Qualified Lead

- > u'fl?.),}l'f BW},DM%W “ya2 L‘—v..é‘) CS):W“'O
INTEREST MQL: Marketing Qualified Lead

- (4sl 4 b) (09,3 Blod 5l oasl id ody Gy (5 plaboe
SAL: Sales Accepted Lead

» (2l wwl) gy Bl 51 uud Coano cpund CEly (g puiio
SQL: Sales Qualified Lead




RACE DIGITAL MARKETING PLANNING
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RACE DIGITAL MARKETING PLANNING
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RACE DIGITAL MARKETING PLANNING

: IS 3 ,Slas a5 L key performance indicator
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3. Comments

5. Average

2. Mentions Interaction per
Post

DIGITAL
MARK ET' NG 6. Volume of

Traffic from
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RACE DIGITAL MARKETING PLANNING

REACH Unique Bounce Revenue n Searches
Awareness visitors rate per visit % Brand
and visits

Reach ,> KPI
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RACE DIGITAL MARKETING PLANNING
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RACE DIGITAL MARKETING PLANNING

ACT

Interaction nLeads
and leads

% Conversion Goal value Page views

to lead per visit / visits

Act ,> KPI
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RACE DIGITAL MARKETING PLANNING

Convert £ i s 058 g3l Jyad

KVEL By P WORVRCAPIESV NG VR PR K WKL 3

Lol U bl a5 s BB lgi o0 (FBguihe g9 42 ] (0 (i (Vg L]
P L3 Cuandy Tl Cully BB (o Cuond L S350 )5 SUd 3 Conl (oo oS
b il ooy yd Colw 10 wd auld uds TGl dgse b Cuowd ogad
93,15 3959 (Lo M a8y 33 IWSe A Tl Jwd ) o g Sl

S oalalw! o3 gba,l il 51ty ol 4

(35 @)l 1y (6 p)l8 45 g Loy (o ping scbolbe jlidy ca s L) A/B Cund @
B & 5 g5lw aisgs CRO g ST 51 oaliiw! @
Obosd U OY gas d Cound b sidio g0dNe oy ©




RACE DIGITAL MARKETING PLANNING

CONVERT

Sales and
profit

% Conversion Average

to sale order value

Convert ,> KPI
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RACE DIGITAL MARKETING PLANNING

Engage
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RACE DIGITAL MARKETING PLANNING

% Active % Customer % existing n Brands
customers conversion sales value mentions

Engage ,> KPI
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Personal or company brand?

Should you use
your real name or
your company hame?

September 2023




@tombilyeu

1.5m followers

@impacttheory
218k followers

@vaynermedia
214k followers

@richardbranson
4.3m followers

@joannagaines
12.7m followers

@virginatlantic @magnolia

MAGNOLIA
546k followers 5m followers




@elonmusk

37.7m followers
(Twitter)

(@teslamotors
7.4m followers

People don’t follow logos

They follow people




Personal or company brand
or story?

January 2024




& thisisbillgates @ &)

&  elon.musk_oficial

19 37.9K 2,095 372 8.8M 162

Posts Followers  Following Posts Followers  Following
Elon Musk / SpaceX / Startlink € Bill Gates
(@ elon.musk_oficial (3 thisisbillgates
Mars & Cars, Chips & Dips Sharing things I'm learning through my foundation work
@ startlink7.webnode.page and other interests.

& gatesnot.es/TheYearAhead2024

& teslamotors 2 : &  microsoft @

805 9.7M 2 920 4.3M 234
Posts Followers  Following Posts Followers  Following
Tesla Microsoft
electric vehicles, giant batteries and solar '
& www.tesla.com/ and 2 more @ microsoft
,;’{%‘!ﬁ_ﬁ The latest /"
'%PS‘R&D‘\%‘? @ msft.it/MSFTlinkinbio and 4 more

\Ne § .
AP Redmond, Washington



& richardbranson @ &

3,881 4.9M 431

Posts Followers Following

Richard Branson

(3 richardbranson

Screw it, let’s do it.
& virg.in/U3X;

& jeffbezos ©

266 4.2M 43

Posts Followers  Following

Jeff Bezos

@ jeffbezos

Amazon. Blue Origin. Washington Post. Bezos Earth
Fund. Bezos Academy.
2 hoo.be/jeffbezos

& virgin @

2,413 245K 179

Posts Followers Following

Virgin
@ virgin
Hey you. Welcome to Virgin, home to the #VirginFamily.

Painting the town red since 1970.
2 sprout.link/virgin
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“— amazon @

2,716 4.6M 66

Posts Followers Following

Amazon

(@ amazon

Retail company

Currently manifesting our wish list
Tag us in your #AmazonFinds

(2’ visitstore.bio/amazon




&  nike 2 :
1,354 306M 165
Posts Followers Following
Nike
@ nike

Spotlighting athlete* and s, stories
2 linkin.bio/nike and 1 more

One Bowerman Dr, Beaverton, Oregon 97005

gabls (b
John Donahoe

&  starbucks 2

( 3,052

Posts

17.9M

Followers

Starbucks

Brand

Bundle up, winter is here.

(2 starbucks.app.link/WinterFaves

oodgl pople
Myron Ullman

& louisvuitton & :

Y

Louié Vuitton

7,555

Posts

55M 8

Followers Following

4,479

Following

@ louisvuitton

The official Instagram account of Louis Vuitton.
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People don’t follow logos
They don’t follow people

They follow Stories
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Logic explains whereas stories persuade. Stories capture the big picture
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Stories have the power to build trust and loyalty like no other tool
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