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Y cmammi onucaHo nidxio rnaaHysaHHs1 3 sBukopucmaHHsIM KoHyenyii RACE, npoaHanizosaHi n'simes 20/10BHUX
emariig: raHyBsaHHsl, OXOI/1eHHs, 0isl, NepemsopeHHs, 3a/ly4eHHs. HadaHi xapakmepucmuku 2pyn yughposo2o
MapkemuHay Ha KoxHoMmy emani RACE ma ix posib 07151 yughposux mMapkemosiozig. Cucmemamu3o8aHO OCHOBHI
IHCMpyMeHmu yuhposo2o MapkemuHay 8 pamkax rniaaHysaHHs RACE.

Knrodosi cnosa: iHcmpyMeHmu yughposo20 MapkemuHay, SEO onmumisayisi, MapkemuHa 8 coyiasibHuUx mepe-
Xax, yrnpas/iHHs e/1eKmMPOHHOK mopais/iero, cucmema raaHysaHHs RACE.

B cmambe onucaH nodxod naaHuposaHus ¢ UCMo/b308aHUeM KoHyenyuu RACE, npoaHanu3uposaHb! nsims
2/1aBHbIX amanos: niaHuposaHue, oxgam, delicmsue, npeobpasosaHue, sos/eyeHue. [aHbl Xxapakmepucmuku
2pynn yughposo2o MapkemuHaa Ha kaxxoom amarne RACE u ux posib 0715 4ughposbix Mapkemosio2os. Cucmemamu-
3upoBaHbl OCHOBHbIE UHCMPYMEHMbI YUPPOBO20 MapKemuHaa 8 pamkax rnaaHuposaHusi RACE.

Knrodesble cnosa: UHCmMpyMeHmMbI 4ughposo20 MapkemuHaa, SEO onmumusayus, MapkemuHa 8 CoyuasibHbIX
cemsix, yrpassneHue aekmpoHHol mopeaossiel, cucmema raaHuposarHusi RACE.

Problem statement. Marketers today are fortu-
nate to have a huge number of free and low-cost tools
to give them insight about customers, competitors, and
market. These online services also help to compete
by enabling their businesses to communicate with the
audiences with automated, relevant real-time commu-
nications integrated across desktop and mobile and
digital plus traditional marketing channels.

Success in acquiring new customers through dig-
ital marketing goes to the businesses that are most
successful in exploiting the main inbound marketing
channels to get visibility and leads. These channels
include search, social media, and email marketing,
all fuelled by content marketing. Although using
these channels is really competitive, many free and
paid tools are available to improve targeting and
review and improve the effectiveness of online cam-
paigns. Nevertheless, the challenge is that there are
SO many tools in different categories that it can be
difficult to know, which are available and which offer
the best features.

However, there is a challenge with the sheer
number of tools, which vary enormously in cost and

quality and new challenger tools can sometimes do
a better job than the established tools. Larger busi-
nesses and brands will require ‘enterprise’ services
with a full-feature set which can be used across
teams and smaller businesses will be looking for
simpler, lower-cost or free services.

Analysis of recent research and publications.
Conceptual principles of RACE digital marketing
planning framework set out in the scientific works
of Chaffey D., Bosomworth D. [1], Lokteva D. [2],
Pinho, S. [3], Qian Li [4], and others. In the scientific
articles, concept and main steps of content market-
ing model has been used, in particular, using the
social media marketing radar, the content market-
ing matrix, the content marketing hub for inbound
marketing. Therefore, it is necessary to study the
issues of choosing the effective digital marketing
tools across the RACE Planning framework.

The purpose of the article. The main purpose
of this research is to find out the best types of dig-
ital marketing planning tools and the most popu-
lar alternatives in each category across the Smart
Insights RACE Planning framework.
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Presentation of the main research material.
There is no question that having the right digital mar-
keting strategy is critical to winning over customers.
But many brands are still not getting it right. There
is one certainty: Any successful marketing strategy,
digital or otherwise, requires a solid rationale. Without
benchmarks, established goals, and a clear vision of
how to define success, marketers will miss the oppor-
tunity to fully leverage the ability to measure and track
customer engagements in a holistic way.

The RACE planning framework consists of five
distinct stages: Plan, Reach, Act, Convert, Engage.
The acronym “RACE” is taken from the latter four
of these. These give an excellent overview for any-
one who would like to get to grips with this powerful
approach to forming a digital marketing strategy [1].

RACE consists of these four steps or online mar-
keting activities designed to help brands engage their
customers throughout the customer lifecycle (Fig. 1).

The first stage of the framework is the Plan-
ning stage. This is divided into three steps: situ-
ational analysis, setting objectives, and strategy
formulation. The first of these involves identifying
the strengths and weaknesses of your company,
and the external competitors and macroeconomic
forces that could affect how you operate.

Once the plan is set, the next step is Reach.
This involves using social media, search engines,
publishers and blogs to get your content to your
prospective customers. If successful, this should
drive traffic to your main web presences.
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After Reach comes Act, which is short for “inter-
act”. This stage involves persuading your audience
to research further into the company, sign up to your
mailing list, or share the content that you've been dis-
seminating. Given the importance of this persuasive
activity, it is given its own stage, separate from Reach.

Following on naturally from the Act stage is the
Convert stage. This turns your audience members
from interested browsers into paying customers.
This must take into account all the opportunities that
prospective customers have to make a purchase,
including both ecommerce and offline channels.

Finally, the Engage stage involves considera-
tion of how you will build a long-term relationship
with customers. This activity is crucial if you are
to achieve repeat sales, something that is key to
building a profitable business [5].

Rather than simply categorizing tools, it is possi-
ble to group them across the Smart Insights RACE
Planning framework for managing digital marketing
so it can be possible to review where the marketers
could make better use of the tools across the cus-
tomer lifecycle. Let us consider all these digital mar-
keting tools across the RACE Planning framework.

1. REACH. Reach involves building awareness of
a brand, its products, and services on other websites
and in offline media in order to build traffic by driving
visits to different web presences like your main site,
microsites or social media pages. It involves maximiz-
ing reach over time to create multiple interactions using
different paid, owned and earned media touchpoints.
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Figure 1. The Smart Insights RACE Planning framework for managing digital marketing
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Table 1

Characteristics of digital marketing tools in the step of REACH

Tools Characteristics of tools Role for digital marketers
Competitor benchmarking, search and content
strategies, audience segmentation, market

They provide marketers with industry size and geo and demographic data; whether
and competitor intelligence to help you're launching a new product, entering a new
1. Site inform decisions (e.g. new markets, new | market or wishing to understand what'’s driving
Audience content strategies). Some of these tools | competitor growth, these tools can provide the
Comparison |also provide powerful segmentation relevant information to help inform key decisions.
Tools capabilities. Typically, they do this either | They’re often used to support business cases,
by aggregating Internet Service Provider |helping to identify opportunities and threats in the
data, panel data or a mixture of the two. |competitor landscape. See the Smart Insight’s
post for more on the capabilities of competitor
intelligence.
Traditionally, these services were known
?cfcﬂitc)i %ﬂagggiutﬁr?lssr']gc'%%%n The website is still at the heart of most online
Y rng =P 9 interactions with a business, so understanding
- on visitors to websites including the ; ; ; L
2. Digital o which media sources have driven visits and the
; source of the visits and the sequence of S i ]
Analytics interactions on a site. Today thev have | outcomes of these visits is still important. Today,
Tools a broader scope includin ryecoréllin digital analytics systems are an important part
mobile interacltaions and Ii?]king to 9 of business reporting either in their own right or
customer databases and other services, through the integration with other systems.
so are known as ‘Digital Analytics’.
There are lots of factors which contribute to a
strong keyword strategy. The most basic is finding
- : a balance between high searched for keywords
3 SEO gr?}'vg?r:d igsﬁﬁrecr?] ;f\gflgggr?r?é, and the levels of competition for visibility
Kevword con%ent%tra?e A good kevword list on those keywords. Other important factors
yl ; ill hel gy-A g A include: seasonal opportunities, new keywords,
Aralsis |l help ensure your Mebste S Pa%E | your competiion's keywiord strategy, and how
searches that ma%ch your site’s content paid search strategies (for both you and your
" | competition) support your SEO efforts. It's also
important to understand the context of a keyword;
whether it's informational or transactional.
ﬁaccakti?]gotrgeorf;r?gilrs] dsegf'C%tS?ktg ord The argument for a specialist web ranking tool is
list(s) fgr all the ma?or seyarch er%,milnes rooted in the accuracy, flexibility, and breadth of
Thev show the os{tion in the segrch : keywords that these tools can track. A specialist
4. SEO )I/t gERP bet 1 and web ranking tool should provide greater precision
kin results pages (SERPs) between 1 an nd quality of web ranking resul lower
Ranking 100. Many provide rank tracking for and quality of web ra g results, at a lower cost
inte?natio%ar; markets and havegmore than tools offering a broader suite of functionality.
; i ST Free trials of all the leading tools will allow you to
recently, diversified to provide additional test this before purchase
functionality too. P :
; CoL They are often a conversation starter between
;rer::eh)ai%; gﬁ(sje&tr'gggrrawﬁggl?ﬁné?g ggrOd the digital marketing and web development or
website. Thev crawl vour site Iook%n technical teams. A healthy website structure is
at everv link %ma e )énd iece of CgS important not just to the user experience but also
5. SEO to rovi}:je a'detai?ed re oet of technical to the search engine crawlers. These tools are an
Crawling SE% recommendationsp These include: inexpensive way of helping to identify the target
identifying dead links heawv re-direct | &réas for maintaining or improving your website
use miss%n metadata an\(/:iycreatin structure’s health. Especially useful for larger
. g ’ 9 site’s where it's unrealistic for this to be done
XML sitemaps. manually
: There are two key reasons to use these tools.
gg%ilrjlskg fﬂﬁ'f ;fotr% f(')?]% a\;\l/letgseite to More obviously, backlink acquisition and
another) to a given domain. Backlink management remain one of the essential ranking
6. SEO rofile histor ganchor text and the factors of SEO. These tools help to identify
Backlink guality of eag’h link are some of the backlink opportunities from your own domain,
VSi inf : " h | as well as providing backlink details of your
Analysis Icno‘lfnm;at‘go”rig;?vlaol'ledd\;'éretﬁg ts(?gesof their |cOmPpetitors. The second is for the pro-active
back[I)ink dpatabgseyas well as on brice avoidance of and recovery from link penalties,
N P which can significantly impact the SEO traffic into
and the provision of extra features. a website
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(End of Table 1)

Tools Characteristics of tools Role for digital marketers
Understanding the competitor search
landscape is a key element to driving

These services provide competitor intelligence 2%%%?3‘;”' epa?cl(rj] ﬁggcsheg?gr\]’ %gge(rssoggle

specifically for paid search; helping to identify auction between advertisers. Therefore
7. AdWords |your opportunities and uncover the strategies understanding the relevant kevwords to bid
Paid search |used by your competitors. The more extensive, onisim ortargllt as is the ke ())Ar,:lj and bid
analysis enterprise-level tools also provide sophisticated strategigs of your competiti)cl)vr;l The trend

bid and campaign management across search, gap, and successful ad copy énalysis are

social and display channels. other useful features to help advertisers

maximise an increasingly expensive, yet
high intent driven marketing channel.

These tools are especially useful for content

marketers who are regularly producing content and

need a structured and scalable way of managing

their outreach efforts. They help to identify the They help digital marketers to identify,
8. Influencer |types of site and key people within your niche that |analyse, and contact relevant PR,
outreach and | may link to or share your content in order to help | blogger, and other key influencer
management | amplify your message or content. Tools such as contacts, usually with the aim of creating

Kred, Klout and Followerwonk (Twitter specific backlinks or sharing content.

tool) focus on assigning scores to online users,

surfacing those who are likely to be most influential

for your given content, search or topic.

A DMP is a place to store, sort, and act upon

multiple sources of online and offline data. This

includes first-party data, which the marketer

collects on their site or through other customer gae%a\b’:ﬁd(grgheDﬁggsfa%hgy gr?\llje tﬁi hi
9. Data interactions and on third-party data pre- targeted ( re-defined and cpustorrq) gnly
management |integrated into the platform, or data purchased augiencespthat would otherwise be hard
platforms from branded providers or lists. to reach at scale. estimating the price
and audience | Users of a DMP can import known (i.e. an email and reach of marketing to tgose Ssers u
profiling address) or unknown (e.g. a cookie) data and use front. Thev can also ag reqate call webp
systems this to define audiences or segments. The DMP will analvtics yCRM and cggkiegdata helpin

then find new customers (i.e. similar audiences) for to h y er target vour media spend pIng

you to target and buy ads for. The final role they 0 hyp gety pend.

play is to then instruct ad networks and websites

who to target, with what (message) and where.

2. ACT. Act is short for Interact. It's a separate
stage since encouraging interactions on web-
sites and in social media to generate leads is a
big challenge for online marketers. It's about per-
suading site visitors or prospects take the next
step, the next Action on their journey when they
initially reach your site or social network pres-
ence. For many types of businesses, especially,
Business-to-Business, this means generating
leads, but it may mean finding out more about
a company or its products, searching to find a
product or reading a blog post. You should define
these actions as top-level goals of the funnel in
analytics. Google Analytics Goals can include
“Viewed product”, “Added to Basket”, “Registered
as a member” or “Signed up for a newsletter”. Act
is also about encouraging participation. This can
be the sharing of content via social media or cus-
tomer reviews (strictly, part of Engage).

The specific goals and dashboards need to be
defined for each business as explained in our Deliv-
ering results from digital marketing guide. It's about
engaging the audience through relevant, compel-
ling content and clear navigation pathways so that

EKOHOMIKA TA YNPABNIHHA NIANPUEMCTBAMU

they don't hit the back button. The bounce rates
on many sites are greater than 50%, so getting the
audience to act or participate is a major challenge,
which is why we have identified it separately.

3. CONVERT. This is conversion to sale.
It involves getting your audience to take that vital
next step, which turns them into paying custom-
ers whether the payment is taken through online
Ecommerce transactions or offline channels.

4. ENGAGE in RACE is a long-term engage-
ment that is, developing a long-term relationship
with first-time buyers to build customer loyalty as
repeat purchases using communications on your
site, social presence, email and direct interactions
to boost customer lifetime value. It can be meas-
ured by repeat actions such as repeat sale and
sharing content through social media. We also
need to measure the percentage of active custom-
ers (or email subscribers) and customer satisfac-
tion and recommendation using other systems [6].

Considering all these essential digital market-
ing tools groups across the RACE Planning frame-
work, we can define the main modern tools for
each group (Fig. 2).
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Table 2

Characteristics of digital marketing tools in the step of ACT

Tools Characteristics of tools Role for digital marketers
These tools can help digital marketers improve
These tools help assess and improve | conversion and goal completion rates while
10. Page the effectiveness of website design  |reducing the need for IT support and ensuring brand
engagement |including different page template stakeholders are kept happy with the consistent
tools types such as home page, landing, |design (look and feel) of the pages built. They may
and campaign pages. also help reduce the amount of design input required
once a template is agreed.
These tools form the building blocks
of your website. They're the platform,
upon which your website’s pages Simply put, most websites are now built using a CMS.
are designed and built. You have a | They’re widespread thanks to how they enable non-
11. Content |choice between proprietary or open |technical members of digital teams to publish and
Management |source platforms (we cover these in | manage content. Processes for publishing are easy
Systems the next category of blogging tools, |to set up, as are user permissions and versioning. A
(CMS) many of which can be used as CMS), | CMS provides a framework for a website, often with
both of which can be developed site infrastructure and SEO features built in. This
upon or enhanced by using libraries |helps a CMS deliver a brand consistent experience.
of code — often known as widgets or
plugins
E\r:aey’(r:!au5;Zéntéhv?/rﬁgt§%8rg§§gﬁ1b|°9 F|ogs zitrglcommor; on many commer;:iaégges now
' articles! In fact, this category name rom retailers (customer magazines) to I services.
12. Blogging has become misleading since man The quality of the free, open source options like
Tools ; : 9 Y Wordpress means potentially large savings compared
services like Wordpress and Drupal to CMS. Some offer the oni i |
can now be used to create entire o ption of open source pius
sites. service and account management.
This category should be considered
a toolbox for content marketers in Content marketing continues to grow in importance
13. Content |its own right; many of these tools with brands investing more in both content generation
curation and | offer specific functionality to curate  |and distribution. These tools help with a wide
authoring and publish content from different variety of tasks for content generation from ideas for
tools sources and due to their low or free | headlines and blog articles to easy-to-use image and
cost models will be widely used by  |video tools and grammar checking.
content and social media teams.
Lead generation is a key goal of digital marketing
in many sectors. By testing landing page layout,
14. Landing ; ; headlines and copy you can increase lead volume
page creation ;Egsfgstfgfg\ggl \r/]vehlﬁzg (i)rErj]gr%?/lgrzh e and so potentially sales using cost-effective
and testing conversion rate to lead techniques. By hosting test pages on the servers of
tools : suppliers you should be able to bypass the need for
an agency or IT department involvement to get test
up-and-running rapidly.
They provide a single storage solution for digital
- assets that everyone within your business or team
15. Diqi They act as a storage solution of can access, providing essential features such as
- Digital your image, audio and video files le-based permissions and bulk import/export
Asset with sophisticated features for role P P iportexport,
Management |managing and searching your digital as well as more sophisticated functionality such
assets af scale as image or video expiry management and auto-
' tagging templates for more effective and speedy file
management.
These tools can be powerful aids to conversion
rate optimisation. Delivery of customised content
Enables desktop custom messages |and notifications for different types of site user
(e.g. light boxes or banners) or push |goes beyond a/b testing, which traditionally seeks
16. On-site notifications (e.g. for apps on mobile) |to optimize a single page (the belief being that
push targeted to user segments defined by | the best page you can present a user will vary
notification various selection criteria. Many tools |depending on the type of user they are). There is a

also offer a/b and personalisation
functionality too.

wide range of use cases from pop-ups on your blog
to help generate more opt in leads to support or
incentive messaging on your checkout pages to drive
conversions and sales.
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Table 3

Characteristics of digital marketing tools in the step of CONVERT

Tools

Characteristics of tools

Role for digital marketers

17.
Personalization
for Ecommerce

Attempt to deliver the right message
at the right time to the right person
by understanding your visitor by
applying (potentially a number of)
data sets to form segments of users.

The intended benefit is to provide a shortcut

for each website visitor, surfacing products and
content that best meets their goals or that they are
most likely to be interested in (what message do
we serve, when, how and to whom). If successful,
this should mean you have a better chance of each
user finding what they are looking for; improving
their experience. This, in turn, potentially leads to a
greater number of conversions.

18. Ecommerce
re-targeted

They use email and site notifications
to drive users back into a site
(usually the checkout pages) with
the aim of driving incremental

With initial customer acquisition becoming
increasingly expensive, brands have focused their
efforts in trying to re-engage and convert those
users they've already spent money acquiring and/
or who have already expressed some level of

experiments

messaging transactions by reminding customers |interest in a product or service. Cart abandonment
of the products or services they is the use of remarketing at the closest point to
abandoned. conversion i.e. once a user has added something
to their cart but fails to check out.
A/B tests allow you to run one or - o
more different versions of a call Improving leads or sales through driving more
19. AB and to action. a hero banner or other users down the conversion funnel is the primary
Multivariate page element against each other goal of these tools. They simplify the process
tools for compared to a control version of running these tests, allowing control over the
pare : X test variables (e.g. how much traffic is sent to the
structured Multivariate testing enables you to

test multiple elements at the same
time, however requiring more traffic
and more time spent on set up.

various test versions), provides statistical analysis
of the outcomes and provides comprehensive
reporting.

20. Ecommerce
management

They provide a platform for online
retalilers to sell their products and
services online; they create a ‘digital
store front’ to enable products in
different categories to be searched,
browsed, and purchased.

To maximise conversion, an online shopping
experience needs to be simple and easy for the
user, secure at the point of payment, and robust
so as to deal with both high volumes of product
and traffic. E-commerce management tools were
designed for this specific purpose and have a
number of features that other platforms (i.e. a
generic content management system) do not.

21. Customer
reviews and
ratings tools

They enable marketers to collect
and request product and customer
service reviews. Some tools also
curate conversations happening on
social media for brands to use as
social proof on their websites.

Reviews have become essential to buying and
selling online with customers trusting customer
reviews over 10 times more than descriptions or
claims made by the brand itself (eMarketer, 2010).
Reviews can also benefit brands’ search marketing
efforts.

Call tracking can dynamically change
the phone number a customer sees
based on the campaign or channel

22. Call ; : With the competition for online media placements
tracking g%erzev ?o%?sggggglévggills: %rrc?r)r(%'géile' inflating cost-per-click in G_oog!q AdWords, Display
(AdWords and by AdWords campaigns to be shown and Programmatic marketing, it's important to be
other paid within Google AdWords. This can able to prove the returns from investment in digital
media) help to bridge the gap between how media.

your digital activity is driving offline

leads.

IP geolocation can help brands and marketers
; deliver a more relevant experience through
;Egts gg}sg?;ybheﬁfe? éingﬁeor: (;[gols surfacing localised content based on the users’
. to customers or enable% better location (i.e. store location). Call tracking can

23. Live chat dynamically change the phone number a customer

support as customers work through
the consideration stages before a
purchase.

sees based on the campaign or channel they've
engaged with. This can help to bridge the gap
between how your digital activity is driving offline
leads.
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Table 4

Characteristics of digital marketing tools in the step of ENGAGE

Tools Characteristics of tools Role for digital marketers
These tools bring all the social media
ngﬁlsﬁ?r?bfoﬁ?esgt rgr?garlgsen;%rétir?f to conversation from platforms such as Facebook,
; P g cor >P 9 Twitter, Google+, and Instagram in one place.
24. Social the conversation over various social : . :
media — media platforms through column This saves huge amounts of time as it reduces
publishing based dashboards with search/filter the need for social media teams ’to visit each
f . - : brand profile on each platform. It's also quick
ocus functionality. Freemium tools such d to follow trending toni tit
as Hootsufe and Teetdeck are two | 19.£25Y 8 ol rending topics conpetiors
popular examples. hashtags).
Offer comprehensive search or ; .
“Iistening"ﬁzunctionality for keyword(s) These tools go beyond basic brand mention
- and phrases with the advanced query alerts and ﬁ\rga powerful research tools offering
25.dS_OCIa set up. Most of the tools specialising in geepdlnsug tinto a qonversatlon_agout your
media — hi h bscrintion-based rand, your competitors or your industry. Deeper
this category have subscription-base
listening services with a tiered structure based and wider indexing of results, sentiment analysis,
focus on the volumes of searches or results crisis management and customisable dashboards
required or the amount of historical data and reporting differentiate these tools from those
you need access to. offered for free.
They provide a quick and easy method for setting
up customer engagement campaigns, from
templates for quizzes, surveys, and sweepstakes
26. Social - : o to white label options with full CSS editing and
media — gélesr ;L?)?Béiﬁ]ar%%%gna??g %%V:Irltltilgg iFrame functionality. These tools can focus
campaign major social mgdia plgtfc?rms on a number of campaigns goals (e.g. driving
tools : engagement or collecting leads) and have
powerful social sharing features out the box but
with custom options ensuring each campaign can
be tailored accordingly.
Customer questions and service team responses
can be used to build FAQs, they integrate with
They speed up, collate, structure, and social media and can categorise complaints
: simplify in and out bound customer ;
27. Online service communication. Thev provide by topic, by platform, and by a number of
customer : yp other filters, providing brands with a better

service tools

an easy to use interface but also permit
responses direct to and from a users’
email address.

understanding of their customer service issues.
They also improve workflow among team
members. Overall they are aimed at improving
the quality of customer service.

28. Marketing

The aim of a Marketing Cloud or Digital

One of the key promises of a CRM tool is the
ability to provide a single ‘360-degree’ customer

cloud, Digital | Marketing Hub service is to help brands | : ; : ; ,
MarketinggyJ to managge all points of contact I?Jetween V|Iev¥. This reﬁ.ugehs '?ge mtegratlonfof all a brand’s
Hubs for themselves and the customer through g;gofmf's’ ;\i/nlcle v?ewz(ljlrgv(\e/ssgs gcglljjrs;&mer
CRM and the customer lifecycle; from lead to de di 9 fth d tiah |
campaign customer communications to develop understanding of the customer and tight controls
management | lovalty and repeat purchase over how the brand manages its relationship and
9 yalty peatp ) communication with that customer.
o : : These tools can send hundreds of thousands of
Igr?c)i/ (f)afu?rlgﬁ;?act:rt]i(e)r?aelsal%g’ r$1lzjalrlgeatlirr]1d emails within a short space of time, customising
29. Email based email. There are hundreds o% the content based on the segments defined
marketing tools in this cateqory. so it's the most by marketers in the wider email database.
service difficult cateqor gto )c/,hoose iust 51 We Permissions, dynamic content, subject line and
providers h gory )S€ . content testing, integration with other tools (e.g.
ave selected those which are simple -
(ESPs) and most popular and focus on email a CMS or digital asset management tool) and
sendin pop audience segmentation are all features of good
9- ESPs.
Web analytics can provide the what, the when
They go beyond the quantitative insight |and the how, but struggle to deliver the why
30. Voice of analytics tools and provide a deeper |and the rationale which explains the numbers
of customer |layer of site visitor feedback. Tools in from your analytics tool. VoC tools can run
(VoC): this category are growing in popularity continuously in the background, be focused
Feedback and include general website feedback, on specific pages or be time-based, gathering

and Surveys

crowdsourced product opinions and exit
survey functionality.

detailed feedback on barriers to conversion,
design issues, user confusion — all useful and
actionable insight for marketers.
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1. Site audience comparison: SimilarWeb, Alexa, Google Analytics Benchmarking, Compete, Experian Hitwise
tools

2. Digital Analytics tools: Google Analytics, Google Analytics Premium, Adobe Analytics, Kissmetrics, Mixpanel
3. SEO Keyword Analysis Tools: Google Keyword Planner, Google Trends, SEMrush, Bing Keyword Research
Tool, UberSuggest

>4. SEO Ranking: Google ranking position reporting, Moz, Advanced Web Ranking, Search Metrics, SEM Rush

5. SEO Crawling: Screaming Frog’s: SEO Spider, Google Sitemaps, Bing Sitemap Generator, XML Sitemaps.com,
Yoast: XML Site Generator

6. SEO Backlink Analysis: Bing: Inbound Links Tool, Google: Sample Links Tool, Majestic, Open Site Explorer,
Link Research Tools

7. AdWords Paid search analysis: Wordstream, SEMrush, Spyfu, Bidcops, Adthena

8. Influencer outreach and management: Followerwonk, Buzzstream, Traackr, Onalytica, Klout

9. Data management platforms and audience profiling systems: Cxense, Krux, Neustar, Adobe Audience
Manager, Oracle Data Management Platform

—_
R 2

___________________________________________________________________________________________________________________________

10. Page engagement tools: Google Page analytics, Hotjar, Clicktale, Crazyegg, Tealeaf
11. Content Management Systems (CMS): Episerver, Sitecore, Adobe Content Experience Manager, Acquia,
2 WN, Oracle WebCenter Content
-y> 12. Blogging Tools: Wordpress, HubSpot Blogging, Movable Type, Expression Engine, Drupal
13. Content curation and authoring tools: Evernote, IFTTT, Scoop.it, Cronycle, Feedly
14. Landing page creation and testing tools: Unbounce, LeadPages, Instapage, lon Interactive, Optimizely
15. Digital Asset Management Adobe Experience Management: Wistia, Vimeo, Uberflip, Placeit
16. On-site push notification: Hellobar, Brightinfo, Evergage, Bounce Exchange, Sale Cycle

___________________________________________________________________________________________________________________________

17. Personalization for Ecommerce: Evergage, Barilliance, Marketizator, Salecycle, Monetate
18. Ecommerce re-targeted messaging: Cloud.IQ, Salecycle, Optilead, Fresh Relevance, pure360
19. AB and Multivariate tools for structured experiments: Convert, Visual Website Optimizer, Optimizely,
> Maxymiser, Adobe Target
V' 20. Ecommerce management: Magento, Woothemes, Shopify, Prestashop, Actinic
21. Customer reviews and ratings tools: Trustpilot, Feefo, Yotpo, Bazaarvoice, Reevoo
22. Call tracking (AdWords and other paid media): Identify, Convirza, Response Tap, CallTrackingMetrics.com,
CallRail
23. Live chat: Olark, Tawk.to, Liveperson, LiveChat, TouchCommerce
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24. Social media — publishing focus: Hootsuite, Buffer, Sprout Social, Viralheat, Falconsocial

25. Social media — listening focus: Socialmention, Talkwalker alerts, Buzzsumo, Sysomos, Social Crawlytics

26. Social media — campaign tools: Shortstack, Spredfast, Woobox, Pagemodo, Tab Foundry

27. Online customer service tools: Zendesk, Help Scout, Get Satisfaction, Freshdesk, Groove

28. Marketing cloud, Digital Marketing Hubs for CRM and campaign management: Marketo, HubSpot,
Salesforce Marketing Cloud, Oracle Marketing Cloud, Adobe Marketing Cloud

29. Email marketing service providers (ESPs): MailChimp, ConstantContact, GetResponse, Infusionsoft, Act-On
30. Voice of customer (VoC): Feedback and Surveys: SurveyMonkey, Polldaddy, Typeform, Hotjar, Confirmit,
Google forms

o
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Figure 2. Essential digital marketing tools across the RACE Planning framework
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NPUORINPOBCbKA OEPXXABHA AKAOEMIA
BYOIBHULITBA TA APXITEKTYPU

Conclusions. RACE is a practical framework to  value from investments in digital marketing. It will
help manage and improve results from digital mar-  help simplify marketers approach to reviewing the
keting. Ultimately, it is about using the best practice  performance of their online marketing and taking
web analytics techniques to get more commercial actions to improve its effectiveness.
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