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Classic Customer Conversion Funnel



New Consumer Decision Journey



Trust-based Model

Source: Chaffey, D., Ellis-Chadwick, F. (2012). Digital Marketing: Strategy, Implementation and Practice. Pearson, pp. 84



Digital Persona



Target Audience

A Target Audience (TA) is a specific group of
consumers who are (or are likely to like and apply)
your product or service. This is the group that
marketing campaigns are aimed at.

Digital Persona - a fictional character created to
describe the key characteristics of a specific group of
your target audience, such as their motivations,
needs, technical skills, and other factors that will
influence their interaction with any digital marketing
campaign.





Decision making

True or False?

Aspect B2B Persona 💼

Client type

Sales cycle

Influence for buying

Pain points

Marketing focus

Platforms

Content expectations

rational, logical, collective

business representative

long, complex, multi-stage

several stakeholders (CEO, CFO, etc.)

productivity, efficiency, ROI

case studies, contact nurturing

LinkedIn, email marketing, webinars

whitepapers, demos

B2C Persona 🛍️

emotional, impulsive, individualistic

individual user, family

short, momentary, based on need

personal interests, recommendations

comfort, quality, emotion

engagement, promotions, stories

Instagram, Facebook, Tiktok, Google

reviews, reels, influencer marketing



Digital Persona Creation Stages and Tools
1. Data collection and audience research

Google Analytics 4 (GA4)
✔️ Analyzes website visitors, demographics, behavior and
interests
✔️ Tracks user interactions and conversion paths
✔️ Identifies the best performing content and channels

Meta / LinkedIn Audience Insights
✔️ Demographic and psychographic audience data
✔️ Shows user interests, behavior and engagement
patterns / professional experience, responsibilities

Semrush / SimilarWeb / Ahrefs
✔️ Competitor audience analysis
✔️ Shows where traffic comes from, search goals and
referral sites

2. Customer Feedback & Surveys

Typeform / Google Forms / SurveyMonkey
✔️ Direct customer feedback on preferences and
pain points

Hotjar / Microsoft Clarity
✔️ Heatmaps and session logs to analyze website
interactions
✔️ Helps you understand why users abandon or
engage with certain content



3. CRM and Customer Data
Platforms

HubSpot CRM / Salesforce
✔️ Collects customer interaction data
from multiple touchpoints
✔️ Segments users based on past
behavior and demographics

Google BigQuery / Segment
✔️ Advanced customer data
segmentation
✔️ Ideal for companies managing large
databases

4. Persona Creation and
Visualization

Xtensio User Persona Template
✔️ Pre-built persona templates
✔️ Drag and drop principle

Canva / Figma
✔️ Easy-to-use templates with images,
text and infographics

HubSpot Make My Persona
✔️ Simple persona generator with
ready-made prompts

5. AI-powered insights and
predictive analytics

IBM Watson Analytics / Google
AI Insights

✔️ Uses AI to predict customer
behavior
✔️ Identifies emerging audience
trends

Crystal Knows
✔️ Analyzes LinkedIn profiles to
predict personality traits
✔️ Helps create personas based on
behavioral psychology

Digital Persona Creation Stages and Tools



STP Practice



Segmentation - Targeting - Positioning
S T = WHERE TO BE
P = HOW TO GO

We segment and target based on:
Demographic indicators (age, gender, etc.)

Psychographic indicators (what and how

do they work in the digital environment?)

Digital lifecycle status (page visitor,

engaged visitor, buyer, repeat buyer,

ambassador)

User value (average order amount)
Multichannel purchasing behavior
(through which channel they learn about
the brand, and through which they buy it).
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Segmentation - Targeting - Positioning

UNIQUE VALUE PROPOSITION 

WHAT MATTERS
TO THE

CUSTOMER?

WHAT YOU DO
REALLY WELL

WHAT
COMPETITORS DO

REALLY WELL

How does the product/service solve
the customer's problem?
What benefits does the customer
receive from you?
Why should the customer buy from
you and not from a competitor?

Unique value of the product or service:



Creating a Value Proposition
Option nr. 1: Geoff Moore's Value Positioning Statement



Creating a Value Proposition
Option nr. 2: David Cowan's Pitchcraft 



Creating a Value Proposition
Option nr. 3: the VAD approach 



Free AI Value Proposition
Generator

Value Proposition Generating Tools

Bizway AI Value Proposition
Generator

Ideal for new product
development, market entry, or
updating marketing strategies.

Simplifies the process of creating
concise and compelling unique

value propositions (UVPs).

A free tool that helps you clearly
understand the uniqueness of a

product or service.
Refines unique selling points,

improves marketing efficiency, and
unifies the team's understanding

of core value.
Focuses on customer benefits for

better engagement.

Grammarly AI Value Proposition
Generator

A simple tool that creates
compelling value propositions in

just a few steps.
Allows you to create custom

solutions based on the
characteristics and tone of your

target audience.
Provides examples for inspiration,

effectively improving value
propositions without extensive

writing experience.

https://www.getvoila.ai/ai-tools/value-proposition-generator
https://www.getvoila.ai/ai-tools/value-proposition-generator
https://www.bizway.io/value-proposition-generator
https://www.bizway.io/value-proposition-generator
https://www.grammarly.com/ai/ai-writing-tools/value-proposition-generator
https://www.grammarly.com/ai/ai-writing-tools/value-proposition-generator


SMART methodology



SMART tikslas
turi būti:

“Increase brand awareness among target audience”
“Get more likes/followers on social networks.”

Acquisition objectives (AWARENESS, APPEAL)

Conversion objectives (ASK, ACT)

Retention / Loyalty objectives (ADVOCATE)

“Increase the number of purchases/ reservations.”
“Facilitate more user-generated product reviews.”

“Increase the percentage of returning customers.”
“Increase the level of user engagement through social
media.”



Marketing Campaigns
Channels





AIDA modelis



AIDA is further evolving

Along with the four stages of the AIDA model, the AIDAS
model additionally assesses the level of customer
satisfaction. It attempts to assess the customer journey
even after the purchase. This provides a better
understanding of their preferences and interests.

According to the AIDAL model, sales focus not on a
single transaction as an end point, but on the
consistency and continuity of the sales process. It is
the loyalty aspect that acts as a catalyst for repeat
purchases.



In the AIDAR model, retention is added to the
classic AIDA. In this way, the aim is to assess
the value of repeat orders and purchasing
power of customers. This is considered the
final stage, which assesses whether the
established marketing efforts will be achieved.

The AIDAE model adds engagement to the
classic AIDA. The goal is to identify signs of
user engagement and act accordingly. This
model can help identify the different stages of
user engagement more accurately than AIDA.

AIDA is further evolving



Digital Marketing Channels (I)

Influencer marketing is a form of marketing that
allows companies to collaborate with individuals who
have followers to increase brand visibility.

Viral marketing is an advertising method that
encourages users to share content with others as much
as possible, through word of mouth and through social
networks. Main features: organic spread, engaging
content, SNP (High Social Networking Potential).

Mobile marketing - advertising and content designed
for mobile devices, such as phones and tablets (push
notifications, SMS, MMS, apps).

Radio, television, media, OOH (out-of-home) -
traditional, paid marketing channels designed to
generate brand awareness and visibility. They can be
some of the largest and most expensive channels in
terms of reach.
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Search engine marketing (SEM) is advertising that
users see when they search for specific keywords or
phrases related to a product or service. It includes
SEO (organic brand exposure in search engines) and
PPC (paid search engine exposure) advertising.

Social media marketing (SMM) - advertising
published on social networks, such as Facebook,
Instagram, LinkedIn, X, TikTok and others.

Content marketing - the creation of content, such as
articles, videos, or infographics, to attract and engage
users.

Digital Marketing Channels (II)



Digital Marketing Channels (II)

Search engine marketing (SEM) is advertising that
users see when they search for specific keywords or
phrases related to a product or service. It includes
SEO (organic brand exposure in search engines) and
PPC (paid search engine exposure) advertising.

Social media marketing (SMM) - advertising
published on social networks, such as Facebook,
Instagram, LinkedIn, X, TikTok and others.

Content marketing - the creation of content, such as
articles, videos, or infographics, to attract and engage
users.



Email marketing - promotional emails sent directly
to consumers' email addresses, often containing
special offers or promotional discounts.

Software marketing - advertising and content for
software products, most often used in the B2B
market. Often used for cross-promotion of
integration partners.

These channels are often used together to create a
comprehensive and effective digital marketing
strategy.

PROMOTIONAL MIX

Digital Marketing Channels (III)



Digital Marketing Channels (III)
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These channels are often used together to create a
comprehensive and effective digital marketing
strategy.

PROMOTIONAL MIX



Virtual Influencers



Virtual Influencer
Virtual characters created by computer graphics (CGI) and
artificial intelligence (AI) that mimic real people in their
behavior on social media, even though they do not physically
exist in the real world.

There are 2 types:
human-like
cartoon-like



In 2023, investments in the virtual influencer
market reached $4 billion (Statista).

58%

In 2023, 35% of US consumers
purchased a product
advertised by a virtual
character. 40% of them were
Millennials and Gen Z
(Forbes).

of US users follow at
least one virtual

influencer



Where and why do people follow them?

YouTube
28.7%

Instagram
28.4%

TikTok
20.5%

Facebook
14.6%

X
4.6%

Other
1.2%

Content
26.6%

Stories
18.6%

Inspiration
15.5%

Music
15.5%

Aesthetics
12.1%

Audience engagement
11.8%



Anthropomorphism

The attribution of human traits, emotions, or
intentions to inanimate objects - things, plants,
toys, and also virtual characters.

In this way, an emotional connection is
created with the object, identifying with its
life, persona, and thinking.



Brazil, 2009
created by Pedro Alvim, part of
Brazilian retail brand Magalu
Aims to “personalize” e-
commerce shopping and make
it “more human”
Featured on the cover of Vogue
magazine
Anitta and Lu

Lu Do Magalu



Lu Do Magalu



Lil Miquela
USA, 2016
created by Los Angeles startup Brud
The 19-year-old teenager, singer and
clothing designer
didn't know for a long time that she
was a fake person, but her virtual
friend Bermuda revealed this
shocking news to both Miquel and
her followers
BMW X2 M35i #makeitreal
#mytruth #mycalvins

https://www.youtube.com/watch?v=pWcYIeD0S4o
https://www.youtube.com/watch?v=JuTowFf6B9I


Lil Miquela



Guggimon
Canada, 2019
belongs to artist Paul Budnitz, who
created Superplastic, a brand that
belongs to the category of toys,
clothing and art goods
“a horror artist who makes mixtapes
and is obsessed with: handbags,
axes, designer toys, Billie Eilish, and
the movie “The Shining.”
NFT collection su Paris Hilton

https://www.youtube.com/shorts/Qp0b4dmHJhE


Imma
Japan, 2018
created by Tokyo computer
graphics company ModelingCafe
Japan's first virtual model
In 2020, she "participated" in the
closing ceremony of the Tokyo
Paralympic Games, appeared on
the cover of CGWorld magazine
Lenovo YOGA x Imma
IKEA - the Recap

https://www.google.com/search?q=imma+lenovo&oq=imma+lenovo&gs_lcrp=EgZjaHJvbWUyBggAEEUYOTIICAEQABgWGB7SAQkyNjEyajBqMTWoAgCwAgA&sourceid=chrome&ie=UTF-8#fpstate=ive&vld=cid:d9f4639b,vid:TRHyjCazwHw,st:0
https://www.youtube.com/watch?v=Z98QJv79tiw


Imma



Shudu Gram
United Kingdom, 2017
created by Cameron James,
founder of The Diigitals
The world's first virtual
supermodel from South Africa
Collaborated with
Cosmopolitan, Vogue, Balmain
and more
Samsung x Shudu Gram

https://www.instagram.com/shudu.gram/reel/CEZlbtzh-kY/


Most popular industries

Fashion
33.9%

Entertainment
17.9%

Other
16.0%

Beauty
14.3%

Gambling
7.1%

Food/Beverages
5.4%

Household goods
3.6%

Souce: Influencer Marketing Hub



Pros Cons

Is it worth it?

Pcontributes to the creation of an innovative
image
Easy to manage
Unlimited possibilities
A great way to grow the Gen Z consumer segment

Expensive Pleasure
Hard-to-Repair Trademark Infringement
Uncanny Valley Effect



Digital Marketing
Campaigns Management:
from A to Z



Keep it Simple

1.Context/situation analysis

2.Setting goals

3.Strategy refinement

4.Tactic selection

5.Action planning

6.Monitoring/campaign control system



Rinkodaros kampanijų veiksmų planas
1.TOWS analysis (for context understanding) 
2.Perceptual mapping (+competitive analysis)
3.POE analysis (current media and social media

presence)
4.SMART objectives (KPIs, OKRs)
5.Customer segments and needs (ST; digital persona)
6.Unique value proposition (P; selling points)
7.The creative idea (slogan, content guidelines)
8.Visual execution (moodboard, samples)
9.Content & action plan (SM Content mapping, timeline)

10.Budget plan (bottom-up; top-down)
11.Monitoring system (control & management, A/B

testing)
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Digital Marketing SWOT (ups)...TOWS!

Your Brand Brand’s STRENGTHS Brand’s WEAKNESSES

Brand’s
OPPORTUNITIES

How can we use our
strengths to grow our

opportunities? 
= ATTACKING STRATEGY

How can we reduce weaknesses to create new
opportunities?

= BUILD STRENGTHS FOR ATTACKING
STRATEGY

Brand’s THREATS

How can we use
strengths to reduce

threats?
= DEFENSIVE STRATEGY

How can we reduce weaknesses to avoid
threats?

= BUILD STRENGHTS FOR DEFENSIVE
STRATEGY



TOWS ANALYSIS

URIGA’S DIGITAL
MARKETING TOWS

ANALYSIS

Digital Marketing SWOT (ups)...TOWS!



Perceptual Mapping (+ competitive analysis)

A Perceptual Map is a
diagram that shows what
customers think about your
products and services. In
addition to just your offerings,
it can also show what they
think about other brands,
even competitors, and their
products.



Perceptual Mapping



Perceptual Mapping 



POE analizė
PAID media - media that is purchased by
the brand.

Channels that a company purchases to
promote its product or service. This is a
good way to promote content to drive
earned media as well as drive traffic to
owned media properties. Paid media can
be done, for example, through social
media, paying influencers to promote
your product or service, and using video
content that directs users to your own
websites.



POE analizė
OWNED media - media owned by a
company, such as a website.

Social media profiles, blogs, community
groups are extensions of your brand’s
website. The more content you have on
them, the more opportunities you have
to promote your brand in the digital
space.
Not all of your content will look
interesting and attract users, but the
more you focus on its quality, the
greater the chance you will attract users.



POE analizė
EARNED media - all the media that a
brand earns from its TA.

Your customers become a channel.
Earned media is like online word-of-
mouth advertising that drives traffic and
brand engagement.
It is one of the most reliable marketing
channels that a company cannot fully
control. Examples of earned media
include high rankings in search engines,
positive user reviews, and mentions on
social networks such as Facebook, X, and
LinkedIn.



An integrated approach to online media



paid owned

earned

paid owned

earned

paid owned

earned

paid owned

earned

POE distribution by objectives

Reach coverage Engagement Reputation Lead generation
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The Creative Idea: how users respond?

The Cognitive Response Model (Anthony Greenwald, 1968)



The Creative Idea: what, how and where we
communicate

Creative idea, message
Slogan
Tone of voice
Visual vs. verbal identity
Content format, channels

Advertising appeal refers to a
persuasive tactic that encourages a
customer to purchase a product or
service. The main goal of an
advertising appeal is to “hit on the
consumer’s wants or needs” and
motivate them to buy the product
or service.













Visual execution (I)
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Content Marketing Matrix
B2C Content Marketing Formats Usage



Content Mapping



Campaign Timeline
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The spending limit is set by
management.

Budgeting
Top-down Bottom-up

Advertising budget does not
exceed the set spending limit

Setting advertising goals

Planned actions to achieve
the set goals

Budgeted advertising costs

The entire calculated
advertising budget is

approved by management

Methods:
Affordable method 
Arbitrary allocation 
Percentage of sales 
Competitive parity 

Methods:
Objectives and tasks
method



Budget plan



Monitoring System (control & management)

ER, % (engagement
rate)
impressions
clicks
viewership
subscribers
followers
conversions
conversion rate, %

Influencer Marketing

clicks
conversions, leads
conversion rate, %
AOV (average order
value)
revenue vs payout
ROI / ROAS (return on
investment / return
on ads spend)

Affiliate Marketing

deliverability rate, %
open rate, %
CTR (click-through-
rate), %
unsubscribe rate, %
spam rate, %
list grow rate, %

Email Marketing

ROAS
CTR, %
CPA (cost per
acquisition)
CPC (cost per click)
quality score
impressions
keyword performance

SEM



app downloads
active users (DAU,
MAU)
retention rate, %
churn rate, %
UAC (user acquisition
cost)
LTV (lifetime value)
ROAS

Mobile Marketing

readership
GRP, TRP (gross,
target rating point)
coverage
impressions
ROI
conversions
CPR (cost per reach)
CPM (cost per mile)

Offline Marketing

reach
ER, %
viral coefficient
viewership
impressions
conversions

Viral Marketing

ROAS
ER, %
video completion
rate, %
reach 
impressions
SSoV (social share of
voice)
follower growth

SMM

Monitoring System (control & management)
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