Assignment 2: Campaign Landing Page

Download this document to your computer before inputting any information.
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ASSIGNMENT OVERVIEW 

[bookmark: _heading=h.gjdgxs]This is an INDIVIDUAL assignment.

There are 4 parts in this Assignment:
Part 1: Landing Page Content Brainstorming
Part 2: Keyword Phrase Construction
Part 3. Campaign Landing Webpage 
Part 4: KPI Tracking

IMPORTANT NOTE:

VERY IMPORTANT: The images you select for your Public Facing Web Pages and Social Media Posts must be Copyright Free!!

Protect Yourself From Having A Financial Charge Being Placed Against You 
This will protect you and Sheridan from copyright infringement.  Please note that you as a student are individually responsible for copyright compliance under Sheridan’s Use of Copyright-Protected Work Policy.
Most of the images on the Internet you find on Google (or other browsers) are protected by copyright. In many cases, permission from the rights owner is required to copy and use copyrighted material in a public facing or commercial project. Also, royalty free images are not copyright free and require payment to use.

Images You Use Should Be Creative Commons (CC) or Copyright Free
You should use Creative Commons (CC) licensed or copyright free images in order to comply with copyright laws. CC licensed images are images that the creators have given permission upfront for people to copy, use and share. Attribution to the creator and source is generally required. There may be additional conditions such as non-commercial and non-derivative uses.

Still Have Questions?
Talk to your instructor or you can also access Sheridan Library information. For more information including what is copyright, where to find CC licensed images, and how to cite sources, refer to Sheridan Library’s Copyright Guide for Students and Guide on Finding Images: Creative Commons Licensed and Public Domain.


















PART 1: LANDING PAGE CONTENT BRAINSTORMING

REMEMBER: Strategy guides your Tactics! You must follow your ASSN 1: Strategy and Plan when creating your promotional tactics.

1.1 Copy "Assn 1 - Part 5 Strategy To Tactics" and Paste Overtop of This Blank Version (Grey Coloured)
NOTE: If you need to change anything - make the text a different colour. 

******************************************************************************************************************************************
Campaign Recap (Copy From Assn 1)
	5.0 What is the client industry?

	
· Use bullet point 


	5.1 What is the selected  target audience segment?

	
· Use bullet point


	5.2 Who is your target audience persona and what is their role?  

	 
· Use bullet point


	5.3 What is the overall Group Value Proposition/USP you will focus on for your campaign? 

	 
· Use bullet point 


	5.4 How does the overall Group  Value Proposition/USP  solve the target audience problems?  

	 
· Use bullet point 


	5.5 What is the theme of your overall Group campaign?

	 
· Use bullet point 




Campaign Content  (Copy From Assn 1)
	5.6 What is the content for your individual Micro Value-Propositions? 

	

	Individual Member 1 Content - YOUR NAME

	This USP focuses on the following product solutions. 
 
· Use bullet points 
· Use bullet points 

	It solves these Target Audience paint points.

· Use bullet points 
· Use bullet points 

	PILLAR CONTENT IDEAS (Micro Value-Proposition)

Your Individual Landing Page USPs and Customer Problems ->
· Use bullet points 

MICRO CONTENT IDEAS (Comes from Pillar Content)

Your Google Ad 1 USP from Landing Page USPs ->
· Use bullet points 

Your Google Ad 2 USP from Landing Page USPs->
· Use bullet points 

Your Facebook Ad USP from Landing Page USPs ->
· Use bullet points 


	Individual Member 2 Content  - YOUR NAME

	This USP focuses on the following product solutions. 
 
· Use bullet points 
· Use bullet points 


	It solves these Target Audience paint points.

· Use bullet points 
· Use bullet points 

	PILLAR CONTENT IDEAS (Micro Value-Proposition)

Your Individual Landing Page USPs and Customer Problems ->
· Use bullet points 

MICRO CONTENT IDEAS (Comes from Pillar Content)

Your Google Ad 1 USP from Landing Page USPs ->
· Use bullet points 

Your Google Ad 2 USP from Landing Page USPs->
· Use bullet points 

Your Facebook Ad USP from Landing Page USPs ->
· Use bullet points 


	Individual Member 3 Content - YOUR NAME

	This USP focuses on the following product solutions. 
 
· Use bullet points 
· Use bullet points 


	It solves these Target Audience paint points.

· Use bullet points 
· Use bullet points 

	PILLAR CONTENT IDEAS (Micro Value-Proposition)

Your Individual Landing Page USPs and Customer Problems ->
· Use bullet points 

MICRO CONTENT IDEAS (Comes from Pillar Content)

Your Google Ad 1 USP from Landing Page USPs ->
· Use bullet points 

Your Google Ad 2 USP from Landing Page USPs->
· Use bullet points 

Your Facebook Ad USP from Landing Page USPs ->
· Use bullet points 


	Individual Member 4 Content  - YOUR NAME

	This USP focuses on the following product solutions. 
 
· Use bullet points 
· Use bullet points 

	It solves these Target Audience paint points.

· Use bullet points 
· Use bullet points 

	PILLAR CONTENT IDEAS (Micro Value-Proposition)

Your Individual Landing Page USPs and Customer Problems ->
· Use bullet points 

MICRO CONTENT IDEAS (Comes from Pillar Content)

Your Google Ad 1 USP from Landing Page USPs ->
· Use bullet points 

Your Google Ad 2 USP from Landing Page USPs->
· Use bullet points 

Your Facebook Ad USP from Landing Page USPs ->
· Use bullet points 
· 

	Individual Member 5 Content  - YOUR NAME

	This USP focuses on the following product solutions. 
 
· Use bullet points 
· Use bullet points 

	It solves these Target Audience paint points.

· Use bullet points 
· Use bullet points 

	PILLAR CONTENT IDEAS (Micro Value-Proposition)

Your Individual Landing Page USPs and Customer Problems ->
· Use bullet points 

MICRO CONTENT IDEAS (Comes from Pillar Content)

Your Google Ad 1 USP from Landing Page USPs ->
· Use bullet points 

Your Google Ad 2 USP from Landing Page USPs->
· Use bullet points 

Your Facebook Ad USP from Landing Page USPs ->
· Use bullet points 



*******************************************************************************************************************************************

1.2 Expand Upon Your Landing Page Ideas

INDIVIDUAL WEBPAGE/LANDING PAGE USP
https://garyvaynerchuk.com/the-garyvee-content-strategy-how-to-grow-and-distribute-your-brands-social-media-content/
Braintstorming Overall Pillar Content Ideas For Your Individual Micro Value-Proposition/USP (Product Solutions) Landing Page		Use bullet points 	Use bullet points 	Use bullet points 	Use bullet points 	Use bullet points 	Use bullet points		What Pain Points are Being Solved?			Use bullet points 	Use bullet points 	Use bullet points 	Use bullet points 	Use bullet points 	Use bullet points
Breakdown your Overall Pillar Content Ideas into Micro-Content USPs that are part of your overall webpage Micro Value-Proposition/USP (from the square above)? 		Use bullet points 	Use bullet points 	Use bullet points 	Use bullet points 	Use bullet points 	Use bullet points	

PART 2: KEYWORD PHRASE CONSTRUCTION
2.1 Keyword Research: Customers, Competitors and Google Research
Write down keyword phrases your Persona would type into Google Search to find you. Check out your competitors’ websites and ads as well as Google autocomplete search suggestions. List as many possible keyword phrases as you can. (INCLUDE AT LEAST 5)

1. 
2. 
3. 
4. 
5. 

2.2 Final Keyword Phrase Selection 
Choose at least 3 keyword phrases from above to find the best Google SERP results. The lower result number means it is less competitive and you have a better chance to rank higher.

	Keyword Phrases
	Google SERP results

	1. <Type your answer here> 
	<Type your answer here>

	[bookmark: _heading=h.30j0zll]2. <Type your answer here>
	<Type your answer here>

	[bookmark: _heading=h.30j0zll]3. <Type your answer here>
	<Type your answer here>



Checklist for your keyword phrase
· Likely to be used by your Persona when they search for your product/service
· Medium-tail or 4-5 words (it is more about the keyword difficulty/uniqueness than word count)
· Suitable to be repeated in the content many times
· Below 10,000,000 in Google search results

2.3 Chosen Keyword Phrase
	Final Keyword Phrase
	Google SERP results

	<Type your answer here>
	<Type your answer here>


NOTE: You must use this exact Choose Keyword Phrase in the WordPress Page SEO/Part 3 - Otherwise a ZERO 
for Part 2.

Why did you choose this keyword phrase for your persona? Provide details in a few sentences.
	· Use bullet points 
· Use bullet points 
· Use bullet points 





Google Chrome Browser SERP Result
(IMPORTANT – NOT BING! or other Browser - If you do, you will receive ZERO for the entire Part 2) 
	<Paste screen capture of Google search results here>











PART 3: CAMPAIGN LANDING WEBPAGE
This section should include many of these elements.  You may include other elements that are required for your campaign i.e. guest speaker profiles.  Determine what YOUR campaign requires.  

ABOVE THE FOLD

3.1 Headline
Grab attention of the Persona so they will stay on the page and keep reading
	<Type your content here>




3.2 Sub-headline  
Clarify the Headline by highlighting benefits the Persona will receive or solutions to their problems
	<Type your content here>




3.3 Image or Video
Add an image to emphasis your headline and sub-headline and grab attention
	<Paste your image or video here>




3.4 Brief Copy
Briefly explain your webinar and your value proposition. About 4-6 sentences.
	<Type your content here>




3.5 Call to Action (CTA)
Compelling reason for the Persona to want to attend the Webinar. 
	<Type your content here>





BELOW THE FOLD

3.6 Long Copy
Fully explain your webinar and your value proposition. How can your product/service solve your Persona’s problems? Include internal and external links. You can also include information about your speakers here.
	<Type your content here>




3.7 Trust Signals
Client logos, case studies, portfolio, guarantees, testimonials (you can make up a logo of a fictitious company) Image Used URLs (refer to Creative Commons note at the top of this assignment) 
	<Type your content here>




3.8 Closing Call to Action (CTA)
Last chance to convince your Persona to register for the webinar – key elements of webinar
	<Type your content here>







Checklist for your webpage before publishing
· Use language appealing to your persona.
· Minimum of 800 words: need to have substantial content to be broken down into micro content.
· Include all required landing page elements 
· Spell check and proofread before publishing.
· Focus keyword phrase MUST be the same as your Chosen Keyword Phrase.
· Optimize your content using Yoast SEO. All balls should be green. 
· Has to have Group USP, Individual USP, Five MCs, link to other Group members, and CTA


Campaign Landing page Published 
	<Paste screen capture of your published landing page from the class landing site here>









NOTE: Part 3 Landing Page content will be graded ZERO if not done using Elementor.  

Screenshot of Yoast Results
	<Paste your Yoast results here>





NOTE: You must post the results here or you will be graded a ZERO for the Part 3 SEO. 

Campaign Landing  page Published URL (also paste this on top of Part 3 document)
	<Paste your published landing page URL link here>



NOTE: You must Create your Webpage using Elementor and Publish your Webpage (not draft or a template), otherwise a ZERO for Part 3 Webpage Content.




PART 4: KPI TRACKING

[bookmark: _heading=h.3znysh7]What metrics will you use to determine if your landing page is on track to meet your goals?  

Engagement Page Metrics 
1. 
2. 
3. 
4. 
5. 

Conversion 
1. 
2. 
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	>50%

Not Acceptable

	50%
Needs 
Improvement

	60%

Acceptable

	70%

Satisfactory

	80%

Good

	90%

Excellent

	100%

Exceeds Expectations
	
Marks

	Submission Admin
· Group Number
· Individual Name

	None of the required elements was submitted
	
	
	
	
	
	All the required elements were submitted
	Minus
5 marks

	Part 1: Landing Page Content Brainstorming
· Copy The Part 5 from Assn 1 (explain any changes)
· Brainstorm Pillar and Micro-Content. 

	None of the required elements was properly executed
	
	
	
	
	
	All the required elements were well executed
	5
marks

	Part 2: Keyword Phrase Construction
· Likely to be used by your Persona 
· Medium-tail 
· Suitable to be repeated many times
· Below 10,000,000 in Google search results
	None of the required elements was properly executed
	
	
	
	
	
	All the required elements were well executed
	15
marks

	Part 3: Campaign Landing page
· The structure is correct. Integrate Landing Page elements
· Specify value propositions that appeal to the Persona 
· Completing Call to action 
· Yoast SEO: All balls are green
· Spelling and grammar
· Keyword phrase same as planned keyword phrase
· Has to have Group USP, Individual USP, Five MCs, link to other Group members, and CTA
	None of the required elements was properly executed
	
	
	
	
	
	All the required elements were well executed
	80
marks


	Part 4: KPI Tracking
· Campaign Landing page KPIs 

	None of the required elements was properly executed
	
	
	
	
	
	All the required elements were well executed
	5 marks


	
	
	
	
	
	
	
	
	TOTAL
100 marks
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