Digital Marketing Strategy:
Goals, Choices, and Tradeqffs

» - Strategy vs. execution split prevents
reactive budgets and shiny-object metrics

P - Integrates business goals, capability
choices, and deliberate tradeoffs into
one framework

» - Mapped to your decision cycle:
diagnose = choose — execute -
measure = adapt

P - Real-world scenarios, frameworks, and
actionable templates—not just theory




Why Strategy First: e . :
Pain Points and Definitions _—= = _ .

* Reactive budgets and channel-siloed
optimization break planning

* 'Shiny-object’ metrics distract from
real business outcomes

e Strategy vacuum creates misaligned
KPIs, wasted spend, and burnout

* Strategy: integrated choices that position
you to win; tactics: execution of those choices

* Framework preview: Goals — Audience -
Channels - Budget - Measurement —
Operations — Governance

Goals Audience Channels Budget Measurement Operations Governance



Strategic Foundations:
Business Objectives Drive Channel Goals

* Translate revenue and LTV ( ) g‘t‘ﬁin?s ..... Business

targets into channel-agnostic JECLIVE Objective
marketing goals 4

* Use leading indicators to

guide decisions, not lagging
dashboards

k. Leading

° Map the KPI hierarchy: y / . ' Indicators
impressions — CTR — [@ ][ B S ][ Y ][ 2 ]

conversion — LTV

impressions

* Growth-stage focuses on
pipeline velocity; mature
brands optimize retention

)-. Lagging
Outcomes




Audience, Market, and
the Modern Customer Decision Journey
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® Journeys are non-linear:
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Channel and Capability Choices:
Scope, Investment, and Sequencing

P> Select channels on audience fit,
signal measurability, and
marginal ROI

p> Build, buy, or partner for
creative, data, and martech
capabilities

» Double down on proven
channels before diversifying
into new ones

P Plan capability build timelines
with realistic resource
benchmarks
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Budgeting as Strategy: Allocation,

Incrementality, and Opportunity Cost

- Start from zero:
last year’s spend is
a poor baseline
for this year.

- Allocate to highest
marginal return,
not historical share.

- Balance short-term

capture with long-term

brand creation.

- Frame cuts as
explicit 'what we are
not doing’ choices.

Capture
DEEN
/ (Short-term)

Create
Demand




Data, Attribution,
and the
Measurement Trap

e Signal loss from ATT, cookie
deprecation, and consent rules
degrades click-based tracking.

e No single model (MTA, MMM,
incrementality) answers every
question—triangulate for
directional confidence.

e First-party data and server-side
tracking recover some signal but
don't eliminate measurement gaps.

e Build a decision-grade stack:
reconcile platform, CRM, and
finance data on a set cadence.



Creative and
Message Strategy
as a Force Multiplier

e Creative quality often
outweighs targeting or

budget in driving sales impact

éIé e Balance brand consistency
with formats native to
each platform

e Track creative fatigue
signals and accelerate
iteration with Al tools

O ® ®

000 | ® Choose your production 7]
V) model: in-house, agency \¢;
hybrid, UGC, or creators 7/ |




Operating Model and Team Design for Strategy Execution

— * Shift from channel silos to DECISION
=|iZ]= lean strategic cores with : =0 RIGHTS
=" Al-augmented pods CENTRAL COE FLOW
A

Vision « Strategy + Decisions

. |
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| - | uF \-\VISION
é ﬁ ai ST SR DECISION
\ o J < LAYER
EMBEDDED PODS ]
Orchestrate « Align « Adapt

* Define explicit human-Al
handoffs: execution,
orchestration, vision-decision
layers

ORCHESTRATION

* New roles dominate: Al-ops T

leads, strategic content
orchestrators, revenue-
aligned MOps

* RACI frameworks clarify
who owns strategy,
execution, and approval __ |
decisions o

/-’ \ e Quarterly strategy reviews & et -y e
K kill criteria for underperforming ) P
= R )
Initiatives 7
HUMAN INTELLIGENCE o~ f1max

EXECUTION
LAYER




The Al-Enabled Marketing Organization

e Shift from chat assistants to
i agentic Al rewriting workflows >> 0-%0 >
and team structures / ._/)

EXECUTION ORCHESTRATION VISION
go ® Map 3-5 priority workflows Do the work Coordinate and Set direction and
ﬁ end-to-end; define explicit | optimize create value

human-Al handoffs | |

7 e Human judgment is the scarce
i resource: frame questions, set
standards, make tradeoffs

m ® Hire for workflow design, Al
ﬁ orchestration, and judgment—

not output volume alone

® Monday move: redesign one
team, define handoffs, update
performance evaluations

Al STRENGTHS
Scale « Speed ¢ Consistency e Insight

________ HUMAN STRENGTHS
Judgment ¢ Empathy e Creativity  Ethics




Risk, Governance,
and Ethical Tradeoffs
in Digital Strategy

® Move beyond binary safe/unsafe
blocking to a layered, context-aware
governance approach

® Treat social and paid channels as
rented storefronts; build first-party
identity graphs

® Regulatory exposure: GDPR, CCPA,
DSA, and UK Online Safety Act
impose advertiser due diligence

® Balance personalization effectiveness From Binary To Suitability
with ethical data-use frameworks Rigid Blocks Context-Aware Membranes

® Scenario plan for algorithm shifts,

policy changes, and account @ 000 —— é%
suspensions with kill-switch protocols \ N ~—©
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Diversification and Platform Risk Management

*
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» Own the identity, rent the \\_\_ - @ |
attention—convert every & & C

interaction into an owned asset. @

» Single-platform dependency w N Pl el
carries a 15-30% valuation | CONSTELLATION
discount in 2026. | I ¢

P
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» Use HHI on reach and ] |“l =

rented-to-owned ratios to FIRST-PARTY

track concentration risk. ' ' i IDENTITY GRAPHS

Sh—

» Diversify in phases: master SECRETTUNNE, - 2
2-3 ICP platforms first, then 10 OWNERSHIp | Rl
expand to 4-6. — R .
| e s =
» Within-platform: multi-account / | '~ _cop

and community distribution ?.-.;

prevent single failures. —
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Measurement Architecture: \
Building a Decision-Grade Stack S

® No single model answers <
every question: MTA for
tactics, incrementality for MTA — e

causal truth, MMM for
strategic allocation

* First-party data is the é; I —
backbone—server-side iy ™ Iffr—
tracking, CAPI, and CDPs  Incrementality —e | Decision-  —.
that are privacy-resilient i\ 4 = Grade Stack
Reconcile platform- V 7
reported conversions /é;/ )
with CRM and finance MMM — o

data using explicit rules
and tolerances

® Al detects signal
instability, synthesizes
outputs, and automates
cross-method
reconciliation

@.@ )



From Strategy to Action:

Roadmap, Tradeoff Documentation, and Stakeholder Alignment

e Build a 90-day action
roadmap with clear
owners and success

criteria

¢ Use a tradeoffs register
— to document and align
© on what you’re NOT
doing

e Tailor stakeholder
narratives: CFO
(incrementality), CMO

(brand/pipeline), Board
(risk)

e Anchor QBRs to
revenue impact, not
channel metrics; refresh

strategy annually

e 30-day next steps:
> redesign one Al workflow,
: close one measurement

gap, document one
tradeoff

CFO

(incremertality)

[ cmo
> (brand/pipeline)




PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A

personwise.ai/t/9cec346e/public
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