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Key Considerations
• Goals & KPIs

• Audiences 

• Budget

• Platforms

• Content

• Metrics

• Data Compliance (GDPR)

So  yo u  w a n t  t o  ru n  a  p a id  c a m p a ig n ?



Go a ls  & KP Is
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How will you measure success?
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Engage & Nurture
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Go a ls  & KP Is

Recruit Educate Act



Au d ie n c e s  
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Who are you trying to engage? Constituents? Advocates? Legislators? 
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Au d ie n c e s

Targets
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Au d ie n c e s

“With 3 kids and a garage full of 
sports equipment, I don’t have 
the space at home anymore, but 
I can’t give up what I love doing.”

Communication Preferences:
• Email
• Texting
• Environmental

Media Sources:
• Fox News
• Wall Street Journal
• Twitter

Joe, 49
Lawyer

Potomac, MD

Goals & Needs:
• Secure storage for his “baby”
• A place where he can enjoy working on his car 

alone or can share his passion with his kids
• A feeling that this is more than just a garage; it’s 

a community for like-minded auto enthusiasts

Bio:
Joe is a partner at a law firm based in Rockville, MD. 
He works long hours but believes in maintaining a 
strong work-life balance. That’s why he makes sure 
to leave time for his family as well as his passions. 



Bu d g e t
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How important is this to your overall program goals? 
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Bu d g e t

• Creative

• Technology

• Demographics

• Geography

• Timeline



P la t fo rm s
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Now that you have your budget, how and where do you spend it?
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P la t fo rm s

• Social

• Search

• Display

• Native

• Geo-targeting

• Content

• Email

• Account-based



What’s your message? How do you make it engaging?

Co n t e n t
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Co n t e n t

Data
Infographics

Social Media
Videos

Blogs
Newsletters

Whitepapers

New Prospect

Knowledge 
Partner

Email
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Co n t e n t



How are we doing? How are we tracking against goals?

Me t ric s
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Me t ric s

• Analytics

• Tag Managers

• In-Platform

• Data Studios

• Reporting

• Optimization
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Me t ric s



What is GDPR and what does it mean for me?

Da t a  Co m p lia n c e
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Ge n e ra l Da t a  P ro t e c t io n  Re g u la t io n

• Disclosure

• Documentation

• Access

• Control

• Confirmation
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Research

Strategy

Measurement

Optimizatio
n

Meaningful
Engagement

D r ivin g  Re s u lt s
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Th a n k  Yo u !

SVP, Client Service
kgarrett@req.co 
o: 202.350.4354

Ka t ie  Ga rre t t

1211 Connecticut Ave NW 
Suite 250
Washington, DC 20036 
202-654-0800

W ASHINGTON DC

12 E 49th St
16th Floor
New York, NY 10017
347-391-2647

NEW YORK

req.co
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