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About Me

Short brief about me:

OName: Sherif Al-kady.

O Master of business administration (MBA) -
ESLSCA business school Paris (2014 - 2016)
Global marketing.

QBachelor of Veterinary Medicine, May 2004.

UWorking experience : more than 16 years .

QCurrent Position: Marketing manager KSA &

BH- STADA MENA .

OMarital status: Married, have 3 girls.



About Me

Digital presence

MARKETING
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* YouTube:

https://www.youtube.com/user/drsherif2000?sub confirmation=1

+ Facebook:
https://www.facebook.com/Sherifalkadymarketing

* Instagram:
https://www.instagram.com/sherifalkadymarketing/

* Linkedin:
https://www.linkedin.com/in/sherif-al-kady-mba/

 TikTok:
https://www.tiktok.com/@dr.sherif.alkady?lang=en

\VA

PERSONAL PROFILE

Ambition Young Regional
Marketer fulfilled with
marketing passion and
business management .

GET IN CONTACT
9 Jeddah, saudia arabia m https:fwnen linkadin. com/infsherif
—elkady-mba-450b41 66/

B dr.sherif.elkady@gmail.com

D &-1-1983
KSA No.+966560885858
Egyptian No.-+201006374358 = Egyptian
(1) wwew.sherifalkadymarketing.com

CERTIFICATES

# MASTER OF BUSINESS ADMINISTRATION [MBA) - ESLSCA BUSINESS
SCHOOL PARIS {2014 - 2016). \-_-;-T-__-'-,
GLOBAL MARKETING v
#MARKETING DIPLOMA - PARIS ESLSCA BUSINESS SCHOOL (2013 -
2014),

MARKETING FOUNDATION
# BACHELOR DEGREE IN VETERINARY MEDICINE (2004).

AREAS OF EXPERTISE

Strategic planning.

Pharmaceutical brand management

.

» Social media marketing .

# Chain pharmacies Marketing,
« Digital markating .
.

.

.

Retail and modam trade marketing .

Search engine marketing [SEM)
influgncer marketing .

ATL PTL campaigns.

Training and development,

OTHER SKILLS

Customer journey design.
Business model canvas.
Medical background,
Presentation skills .
Communication skills.
Megatiation skills
Customer acquisition ,
Sales funnels.

building brands.

oTC

financial effectiveness,
Optimization of resources.
Dasign managerment skills .
Value propasition Creation
Business Model Canvas,
Social media management.
nbound Marketing

Growth hacking strategies .

" e o® ow o o®omos o oEoFT RO OFTE W OEW

CHC Marketing Manager K5A & BH

Zimmo Trading Company

CAREER OBJECTIVE
Looking for Senior Marketing position offers a room for
creativity and the chance to join a growing and successful
team with an ambitious company to best utilize my years of
experience with highly visible accountabilities eager to bring
to your firm ability to significantly increase growth
Jprofitability and shareholders values.

MARKETING CAREER JOURNEY MAP(2014-
2023):

Product Manager
Dulex lab
May 2014-June 2016, Egypt
STADA MENA
Jan 2022
Marketing Manager

Jan 2021
Product Manager/acting Marketing Manager  Orthopedic Product Line Manager

Al-Dawaa Medical Service Co. Ltd. (DMSCO) Spimaco Egypt Co
Dec. 2016 -2020, Dammam ,Saudi Arabia Julv 2016
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Before take off =i
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« CHC
definition

v

Why go digital?

>

Digital DTC Healthcare

activities
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What is Digital Marketing?

Digital marketing include all marketing efforts that use an electronic
device or the internet.”

Businesses leverage digital channels such as search engines, social
media, email, and other websites to connect with current and
prospective customers.

HubSppot
Academy

https://blog.hubspot.com/
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What are Consumer health care

products?

Consumer health care products are goods that individuals use
to maintain and improve their health, wellness, and personal
hygiene. They may include over-the-counter drugs, dietary
supplements, medical devices, and personal care items such as
(toothbrushes, shampoos, and non medicated cosmetics)

i ALt
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CHC worldwide

Global OTC Consumer Health Products Market

e Market Revenue @ Regional Analysis
M=~ Market Size (USD Bn)

CAGR

4.0%
./‘ _} (2021-2027)
2021 2027 =

Q
E Market Drivers

» Rising Awareness Of Lifestyle Diseases In The
People.

» Increasing Disposable Income Of The
Consumers.

gg\/@l’bé% © 2022 Infinium Global Research LLP. All Rights Reserved
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Beauty, Health, Personal &

Household Care - Saudi Arabia

REVENUE REVENUE CHANGE

*Revenue in the Beauty, Health, Personal & —
Household Care segment is projected to reach = n
US $2.77bn in 2023. = i
: C

*Revenue is expected to show an annual growth -
rate (CAGR 2023-2027) of 13.43%, resultingina - - by :
projected market volume of US$4.59bn by 2027. N N °
*In the Beauty, Health, Personal & Household
Care segment, the number of users is expected
to amount to 13.6m users by 2027.

*The average revenue per user (ARPU) is

expected to amount to US $258.40. m

gw ‘{%‘ﬂ, https://www.statista.com/outlook/dmo/ecommerce/beauty-health-personal-household- 1 A
care/saudi-arabia ecngc
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Worldwide TOP 10 consumer health

companies 2022

The World's Largest Healthcare Companies In 2022

Sales (TTM) Profit Market
Rank Name Country (TTM) Value (TTM)
Johnson & . - . .
2 Johnson United States $94.9 billion $19.8 billion $477.4 billion
4 Pfizer Inc. United States $81.5 billion $22 billion $271.8 billion
7 Egc"e Holding Switzerland $68.7 billion $152billion  $308.1 billion
5 AbbVie, Inc. United States $56.2 billion $11.5 billion $273.8 billion
6 Novartis AG Switzerland $51.6 billion $24.1 billion $200.7 billion
9 Merck & Co., Inc. United States $50.4 billion $13 billion $213.8 billion O I e S
1 Sanofi France $44.6 billion $7.4 billion $136.9 billion
UnitedHealth
1 Group United States $297.6 billion $17.5 billion $490.2 billion
Incorporated
CVS Health . - " -
3 Corporation United States $292 billion $7.9 billion $133.5 billion
Cigna ] - . .
8 Corporation United States $174.3 billion $5.4 billion $81.2 billion
10 Anthem, Inc. United States 5144.3 billion $6.2 billion §121.3 billion

Source: Forbes Global 2000 - Get the data - Created with Datawrapper

hovify flod. Ty

' 7@\
g https://www.forbes.com/sites/katiejennings/2022/05/12/forbes-global-2000-the-worlds-largest- Markettnm i
MARKETING healthcare-companies-in-2022/?sh=35d2461c3f78




Main categories of CHC

Pain relief
658,478,047
Vitamins and minerals p—
Ex-Manufacturer Sales in Local Currency Dollars 495164082 | —
Tﬂtﬂ.l Sales Cough, cold, sore throat [{
344,368,375 O,
% Growth
Category Sales N
@021 Gastrointestinal
R.ﬂ.nk 294,473,525
LCS (oo0) USD+ LCD+
Total Saudi Arabia 1,100,601 8.1 8.0 " e Gl
1 06 Skin Treatment 252,334 9.3 9.2 Smoking cessation 2@5
2 01 Cough, Cold and Other Respiratory Products 225,301 0.6 0.6 199:943,383 ‘Sl
] 04 Vitamins, Minerals and Nutritional Supplements and 05 Tonics 222 816 5.2 5.2 Hayfever (5>
140,690,573
4 02 Pain Relief 168,036 7.5 7.4
Eye care
5 03 Digestive and Other Intestinal Praducts 72,178 6.7 6.6 73050024
6 All Others 160,025 25.0 25.0 Sleeping aids
57,777,722

Source: IQVIA audited data

Other A
227,071,889

Fort A
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Consumer health e-commerce sales in Saudi Arabia

(from 2016 to 2020)

*

a

[+ ]

} 100 X <

a

@ Additional Infermation . Showsaurce i ]
D ovi / ~
W% https://www.statista.com A




Traffic records of main chains in KSA & UAE

Traffic Overview - : https://wwwlifepharmacy.com/
Traffic Overview - : hitps://www.al-dawaa.com/ Traffic Overview - : https://www.nahdionline.com/
ThAsIC v BACKLINKS
™ osa. Tame v acxuns 204,474  swne 453,481  mano 33 19,092 | soce BACKUNKS
507515  wwans 2,873,506 numns 36 oo 180,741 | wuans Noroow: 2121 784,774  suszmo 7,947,002  wuana 35 oo 517,521 | s
ORGANIC TRAFFIC
ORGAMICTRAFFIC  2.0m organk vsior per mon

Hotollow: 6099
451,88 oopaic vltors per mornh
B v Moy Tt

W oo ont Tt

ORGAMICTRAFFIC 79 angaric ishars et et

W Orgric Morrwy Tamc

Traffic Overview - : https.//unitedpharmacy.sa/

ORGANICKETWORDS ORGANIC MONTHRY TRAFFIC DOMAIN AUTHORITY

fvm—
NIN o 96,461 o 16 6,309

ow: 208
L T ST e ——— T —

Fort A

MARKETING

Give us insight about consumer direction
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What next for consumer health after Covid-19?

The impact of COVID-19 has made consumers more health
conscious and has made more people aware of the health risks
that certain lifestyle factors present.

These include smoking cigarettes (or other forms of tobacco like
shisha and cigars), overeating on a regular basis, excessive
consumption of fast food or sugary beverages, leading a sedentary
lifestyle, and suffering from high levels of stress (in the workplace or
otherwise).

EUROMONITOR SN
INTERNATIONAL




Consumer centric approach

« A consumer-centricity means that an organization focuses on
understanding and meeting the needs, wants, and
expectations of its target customers.

« Itinvolves putting the needs of consumers at the center of all

business decisions and designs, such as product development,
marketing, and customer service.
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Why Go
Digital?
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Covid-19 Changed the face of

worldwide marketing

Support The Guardian ol

Available for everyone, funded by readers
News Opinion Sport Culture Lifestyle

Business b Economics Banking Money Markets Project Syndicate B23 Retail

Retail industry ® This article is more than 1 month old

Zara owner to close up to 1,200 fashion

stores around the world

Inditex seck i il " ey

sales slump

Jasper Jolly

fvo

B sgnin O search- PR [——

The,.
Guardian

More

Report s ad

Microsoft Is Closing Its Retail Stores
Permanently Due to COVID-19

iska on June 26, 2020 at 2

f ¥ 68 Y IF

Microsoft has announced it will close all of its physical store locations. Officially, this is due

to COVID-19. The is long on PR-speak, short on actual
information. We are told, for example, that “As we look forward, we start a new chapter for
Microsoft Store,” and “As part of our business plan, we announced a strategic change in
our retail operations.” — a strategic change, you say? How delightfull — “including closing
Microsoft Store physical locations.”




It Representing New distribution
channel
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Huger customer exposure

Outdoor & TV advertising killer ..

;g The journey
makes the
story better. &=




Cost efficiency

0GILVY

0" Miles Young say that the average
AGE salesman’s call costs $178, a letter

ADVEH- $6.63 .. while you can reach prospect
TISING through advertising for only 17 cents.

:

Fock o e

nnnnnnnnn https://www.wordstream.com/blog/ws/2017/03/09/ogilvy-advertising




Flexible Level of scalability

Controlling the level of spending

I8y




Expansion of new e-commerce

Retailers in CHC Business

’ . .
amazon g MUMZWOI I
® 4 )
(") clgdJ) #
nahdi ¥ saaill al-dowaa

Make an alliance with them or compete their presence!
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Importance of Digital presence

Reflect the Brand equity , brand value proposition
(USP).

Ensure your quality and integrity .

Build Direct contact with customers.

Faster customer service and support.

Efficient tool for optimize brand Performance.
Efficient way for converting prospects to — Leads.

e Q4
. P‘g A




nnnnnnnnn

Challenges in Digital Marketing

, " MOTHOQ
May Require Health care authorities , governmental approvals
according to its classification “i.e.: SFDA regulation for different 75
classifications”. v

Saudi Food & Drug Authority

Should have Consistency and Continuity overtime.

Require dedicated Manpower with extra costs in marketing budget.
Consumer are not prefer to follow consumer products.

Should have a powerful digital strategy .

Content must provide an impact on sales.

C‘:h./

—




In CHC Transform from

Patient » Consumer
Approach Approach

Leeiely et **Turn: Drug/Medication concept into consumer Goods.

nnnnnnnnn
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Successful digital marketing

Campaign

‘Brand Awerness ‘Lead Generation Conversion
@ = &
FAILS

............
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Brand digital Journey

Create Effective Provide effective
Brand awareness, Customer
Recognition. Education

Reach ,Awareness

Building Blocks

Effective
Revenue,

Ensure

Improve digital

Customer
experience

optimum

Conversion profit Margin
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Keep yourself being updated with
Digital trends

DIGITAL 2023

GLOBAL OVERVIEW REPORT

we
are. . <O>Meltwater
social

https://datareportal.com/reports/digital-2023-global-overview-report
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Digital Direct-to-Consumer

Healthcare activities

Websites
development

[

Online LMS
(webinars, online
Congresees...)

A\

endorsement

* SEO: done through techniques such as

SOClal med |a keyword research, link building, and
. content creation
(SM) marketing

*  SEM: includes paying for ads through
platforms such as Google Ads

SEO/SEM

|

Influencer
marketing

/

Email
—— marketing Ay




Social media Marketing channels

o~

O\ Meta Google 9 .q G/L
0000 o

. Min S @u
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Social media Marketing

Optimize the suitable channel fits your brands, region
,[Target audience, PLC....

nnnnnnnnn




Social media Marketing

Most popular social networks worldwide as of January 2022, ranked by number of monthly
active users
(in millions)

DOWNLOAD
*
Facebook
a QPDF Eﬁst PNG DPPT
YouTube
WhatsApp’ @
Sources
Instagram =< = Show sources information
- Show publisher information
Weixin f WeChat e — Use Ask Statista Research Service
TikTok n Release date
January 2022
Facebook Messenger
a Region
Bowyin- Worldwide
survey time period
aq
January 2022
Sina Weibo Special properties
social networks and messenger/chat app/voip
Kuaishou included; figures for TikTok does not include Douyin
snapehat Supplementary notes
*Platforms have not published updated user figures
Telegram in the past 12 months, figures may be out of date
and less reliable
Finterest **Figure uses daily active users, so monthly active
user number is likely higher
Twitter
Reddit

Sl b

MARKETING

https://www.statista.com/statistics/272014/global-social-networks-ranked-
by-number-of-users/
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Don't ignore vertical content

THE FUTURE OF
DIGITAL MARKETING




Understand Algorithm signals for
each platform

How the Tik Tok Algorithm Works

Afflnlty S Welght x Time Decay 1. First-time users are 2.The algorithm identifies 3.0nce sufficientdata is

S shown 8 popular videos similar videos based on a user's collected clusters of users with
featuring different trends, engagement with those videos similar interests are formed
A A2 music, and topics. and interactions which includes:
Affinity score Weight for this Time Decay Account settings  Country settings
EdgeRan k between viewing edge type factor based on .
user and edge (status, how long ago

creator. comment, like, the edge was

5.TikTok keeps users 4.Machine learning is used to
entertained by not showing distribute content to users based
repeat videos, music, or content on proximity to other clusters

creators ‘ soclalbakers

Focl

MARKETING




Algorithm signals

Mahmoud Omar - FollowlngJ
= @ Public T

Yo

L/

RS~

Lol dala iy
ALGORITHM SIGNALS

2 00 base Jldsudl e deliy ggimall pidy) cliilonygl Joss slil
Algorithm Signals - GUel

[ i / :
gw@ % https://www.facebook.com/reel/1038366603764397 ,..'!‘
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Understand the different objectives

for Paid content of each platform

Use Paid ads through different platforms “ Instagram , Facebook,
YouTube,...” to provide required action by customers on your social media
channels.

What's your marketing objective?

Auction Reach and Frequency

rrrrrrrrrrrrrr

Video Views

nnnnnnnnn




Reach, Awareness Vs link clicks




Recognized presence of
consumer health care brands

Sensodyne *

Ask Sensodyne

Ask BIODERMA

HEALTHY SKIN IS
BALANCED SKIN

© Send message

Create post

MARKETING
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Social media Content

composition

Effective Customer (1) oo

Education about the ke e
Text level BRAND PRV . o TN S
(Captions) \ L

. effective Visual —
Visual level components
management ,
level Effective CTA

tsapp.st
01111440048 - 01111440084 - 01143940071
said_ 5 SISH Cligan i COLEAH Jale L

#we_lead_they_follow_since_2009

dlawa .Pleinl;:fo
OMEGA 3-6-9
T

MaxMuscleEgypt  ~~ ShopNow
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Social Content composition

Clear Product Ol
Description .

rax .« omega 3-6- al s
el 33 e Lia Er
01 8 sl i i sl oS o Jacis I
it ly/QuamtraxOmega #H ht

O,y ashtag
H Whatsapp
OO Ca ptl On 01111440048 - 01111440084 - 01143940071
Osaad) 3 SLIsH Cligasn (e COL# Joole Lot
#we_lead_they_follow_since_2009

Effective CTA on Landing
page, hot No. WhatsApp

Embedded Call to action o
OMEGA3-6-900 ;. 9953

Max Muscle Egypt




Pros of

Organic Social Media

\
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IT'S A FREE WAY TO BUILD
YOUR BRAND ONLINE

FOSTER AUTHENTIC
RELATIONSHIPS WITH
COMMUNITY

GIVES YOUR BUSINESS
CREDIBILITY

Organic vs paid

Organic vs

®

Differ according to your
brand - (PLC) phase - budget

Pros of

Paid Social Media

\.

REACH A SPECIFIC
TARGET AUDIENCE

EXPERIENCE GREATER
FOLLOWER GROWTH &
ENGAGEMENT

DRIVE MORE TRAFFIC
TO YOUR SITE




Elements of effective digital

campaign

Effective Ensure campaign

. . SMART objective . .
campaign brief integration
Prior: Google Form
live tracking for Measure
performance campaign metrics

During :Dashboard After: report

MMMMMMMMM




Metrics and KPIs for Digital
Campaigns

Impressions Reach Reactions Link clicks CTR Amount spent (SAR
11,296,065 3,996,052 615,851 62,277 0.21 68,099
(Facebook & Instagram & (Facebook & Instagram & (Engagements & Clicks) (Al Ad clicks to number
Snapchat & YouTube) Snapchat) of impressions)
Audience Locations Audience Gender

A K § 26.5%

oy
Saudi Arabia’ Emirates

®

EEEEEEEEE https://lookerstudio.google.com/




Tracking links & QR codes

30 DAY SUMMARY i 735_5k

o ] N o
Pufferfish: Highly maneuverable, excellent eyesight
BITLINKS Y thates SCANS OVER TIME SCANS BY OPERATING SYSTEM
m e @

Pufferfish; Highly maneuverable,
excellent eyesight

toavrom 0s S5.6T%

Androidos an2en

Bulletproof Coffee: Debunking the
Hot Buttered Hype
LiyidF2EID2

Fort A
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Track Market/Competitors

Performance

https://www.socialbakers.com/statistics/reports/industry

MMMMMMMMM



https://www.socialbakers.com/statistics/reports/industry
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Social media influencers

Influencer marketing involves collaborating with popular and relevant
influencers in your niche to promote your brand and increase your revenue

Collaborating with influencers can help create online buzz about your brand.
In addition, it can strengthen your brand’s reputation, improve audience
engagement, and increase conversions
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Brand endorsements

6 kimkardashian I: !: :l

464k likes

kimkardashian OMG. Have you heard
about this? As you guys know my
#moningsickness has been pretty bad. |
tried changing things about my lifestyle,
like my diet, but nothing helped, so |
talked to my doctor. He prescribed me
#Diclegls, | felt a lot better and most
importantly, i's been studied and there
was no increased risk to the baby. 'm so
excited and happy with my results that I'm
partnering with Duchesnay USA to raise
awareness about treating morning
sickness. If you have morning sickness,
be safe and sure o ask your doctor about
the pill with the pregnant woman on it and
find out more wwiw.diclegis.com;
www.DiclegisimportantSafetylnfo.com

imoumaima @youssefchorfi
flawlessfashionstore Idk if shes getting
paid for this and do not care. But it is safe
for mom & baby. | called my doctor
because i couldn't even keep water down.




Product placements
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Collaborative Ads

w  LOUIS VUITTON
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Virtual webinars
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Online communities

EEEEEEEEEEEEEEEEEEEEEEEE

LI 1 1 A W W W }

Connect Your Network On digital (LMS)

*| Have a replacer for professional LMS for you
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Difference between Facebook

Ads & Google Ads

Customer come to describe their problem

React

Super targeted Slightly expensive

Ads with solution

When your product is a Common solution

N

Google Ads

Appear on user news feed of customers

Proact

Wider reach , more cheaper

Challenge to find the right users

Ads define the problem/solution

When you need to educate users

f

Facebook ads g B




Search Engine Optimization

Markceting o
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SEO as a powerful arm

WHAT SEO SUCCESS LOOKS LIKE

= X B

INCREASED INCREASED INCREASED INCREASED
RANKINGS ORGANIC TRAFFIC CALLS/WEB FORMS SALES

MORE MORE INCREASED INCREASED
ORGANIC TRAFFIC CALLS/WEB FORMS SALES REVENUE

SEO stands for Search Engine Optimization, which is the
practice of increasing the quantity and quality of traffic to
your website through organic search engine results.
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1)Auto-complete function

y m X

Google

Gyl slaw Bgyai g adlgd

Used as Guidance for Optimum general ' — et
customer interest . —@

Detect Preferability of customers for CHC e
products need. m— e g

sl 4dlgd




1)Auto-complete function

Google

2l 3s =y E
Hleydl gy
sall 3l ey
i) gl o
sladl 3l ey

Define preferability

Define priority




1)Auto-complete function

Google Google

el

{=
i
X
!
2
s r'l.‘\
{=
B
X

¥ lopa gl dlsd

Jaoll ¥ ool ilsd
JAb ¥ oagdll 513
sl opagdl Jled

T Lol Wild

ol i Bly

UM uni Blg Byl ¥ loagidll 13150
dgmll 532l juan Bl clatll ¥ laog¥l 1108

acm _uad 8lg
Jalonll Lygodl 16163

b puas JBlg

bobai «az 35

it Rank Brands Positioning creationiéu i
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2) Keyword targeting

Target your brand with right

keywords similar to customer,

preferences .

sl Coromega

Wl las 3

iHerb
o8 WO A

googa - JubMW 3 il Ligd

Sas 3 Wgasl 1318 Js

oo sl osall Dlasll Y
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3) Search Engine Ranking

ed s gl Ladl e g MY otk

Rank you Brand Presence

on Search engines.

L3 BrainStrong bramstrong
e VEYA
§ e
e

Google e 4l €

x $5 Jaleodl aze spunl o

Related Key\J Export to cgv'

Keyword [ (Load Metrics (uses 1 credits |

New Feature: URL Traffic Data & Top 5000 Keywords

$ E | ¢ posts « www.supermama.me
lolo yiges | Jolodl spusdl s glgl Ll
> - Jaboll apasdl Gz glgl Sl -apasdl | Lals - 2020/05/04

gl Jaloul) spasdl ol §psd s Lo Jagandl

spaadl s s

b - Lalodl sl

2ol flos Lo

v ixo ¢ www.zyadda.com
Jolodl spsodl G glgsl Lnd
> glgil Jas!

sl

sl 23138l sl

Jal s Ugs Jolod spandl s ailsd

gle
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Gt

3) Search Engine Ranking

Rank you Brand Presence
on Search engines.

L m X SR

M el Cse pul s 0!

s o agaadl s el s

231 ¢ arficle « www.3a2ilati.com

3azilati | asls Jolodl spandl Coeo glsll L3l

Sl Lomt Jalall agasdl g plgil Jadl e Byanll Lol Sliall s -

o313 5lg Cagemll oia clowl (o Loy Jasdl 5358

- . ferog-,
o | madl BBlady waadl ai 2)s) Feroglobin oeislsasd
s Jalod) syl s plal Lol Ll spasdl oo glal Sl

20 gl i 3317 3 Lsosl s 2o sganll Lo 35

545 ¢ 2020/03/02 « blog < chefaa.com

~ iron-pills-for-pregnant ¢ www.anamommy.com

ole U] lgalasaal slgag Jalodl syso s glsil il
ls o3 Lz dago Jalol ius g Jaloll sgss g glgil Jaasl 4 - 2019/08/14
S a0l sgandl

Al sliasdl pal SIS bl mal 4 s

Jeloodl spso ¢ o3 L8l s

Google
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Promote Your brand in
shopping list

&) Shopping list

posts « www.supermama.me
— Lolo yagus | Joloed) sasdl gex glgil sl
13 BrainStrong branstrong Jalo agandl s gloil Jaadl agasl
aadl: Jaloll spasdl ool

sl e ol ik

( NSRRI N : 5

09 VEYA
iHerb

Jolod spanl

\ =

S

X Yalgoll e syuoll o

Related KeyVEeorioCsy) st e

Keyword [ (Load Metrics (uses 1 credits
New Feature: URL Traffic Data & Top 5000 Keywords 54 gl V ol oss v
201 YouTube YouTube 8- YouTube
X
People Also Seard Ex
v o cwww.zyadda.com
Keyword (Load Metrics (uses 31 credits 5ok - Jolodl uadl Gse gl sl
1 Jaldl aaod 3

gloil Jadl 75

e padl @) pa
1iall oolasall o 93 Lot Sl apandl

Jolol) apanll s> 513

Jasdl 95 Lgs sandl e o

v 20322_Jab>

s> carticles « baby webteb.com
b s - Olagleall @al @ ol asdl Gge

Go

gle




Email Marketing

3 jobs of email

Excite + Edify (What to do?)+ Click

nnnnnnnnn
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Email Marketing

Email Marketing Benchmarks by
Industry

Compare how your emails are doing with the average unique open,
click, and bounce rates for thousands of Mailchimp users.

its
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Email Marketing

Industry

All non-labeled
accounts

Agriculture and
Food Services

Architecture and
Construction

Arts and Artists

Beauty and Personal
Care

Business and
Finance

Computers and
Electronics

Average
Open
Rate

22.1M%

23.31%

22.51%

26.27%

16.65%

21.56%

19.29%

Average
Click
Rate

2.91%

2.94%

2.95%

1.92%

272%

2.08%

Hard
Bounce

0.40%

0.32%

0.73%

0.26%

0.43%

0.47%

Soft
Bounce

0.61%

0.50%

118%

0.51%

0.33%

0.79%

Unsubscribe
Rate

0.28%

0.32%

0.28%

0.20%

0.27%

Average email campaign stats of
Mailchimp customers by industry

0/ g mailchimp
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Email Marketing

Restaurant and
Venue

Retail

Social Networks and
Online Communities

Software and Web
App

Sports

Telecommunications

Travel and
Transportation

Vitamin
Supplements

Average Totals

20.38%

18.39%

21.06%

21.29%

24.57%

20.92%

20.44%

15.03%

21.33%

1.40%

2.25%

3.32%

2.45%

3.08%

2.27%

2.25%

1.62%

2.62%

0.32%

0.22%

0.20%

0.65%

0.26%

0.63%

0.31%

0.23%

0.40%

0.45%

0.34%

0.97%

0.39%

0.87%

0.51%

0.36%

0.58%

0.22%

0.28%

0.23%

0.24%

0.27%

0.26%

Average email campaign stats of
Mailchimp customers by industry

( -3 mailchimp
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Email Marketing

mailchimp

The average open rate for all industries we
analyzed is 21.33%.

The average click rate for all industries we
analyzed is 2.62%
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Websites

Build Your Company website

Reserve your Company Domain www.companyname.com.

Hosting The domain then it will become active .



http://www.companyname.com/

Websites

Traditional way

W

WORDPRESS =+ === b|uehost
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Websites

Website building blocks
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Websites

1-Selecting and buy domain:

Name.com
*Namecheap
-Godaddy

*Google domain

N

namecheap

http://namecheap.px,f'ip/XxeKO
b4 &


http://namecheap.pxf.io/XxeKOy

Websites

2-Hosting:

Hosting+ Web builder

i2% bluehost
mm) systeme

«% HostGaton https://bit.ly/3XrneQM
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Websites

3-Website builder:

W wiX

WORDPRESS
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Websites

Anchoring - Linking

link Domain with host & Website builder
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Powerful digital marketing tools

(@ TVl http//partner.canva.com/Ke594N

Ubersuggest https://app.neilpatel.com/

SEMRUSH https.//www.semrush.com/
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https://keywordseverywhere.com

Google Trends https://trends.google.com/trends/
" https://www.similarweb.com
SimilarWeb
l =



http://partner.canva.com/Ke594N
http://partner.canva.com/Ke594N
http://partner.canva.com/Ke594N
https://app.neilpatel.com/
https://trends.google.com/trends
https://trends.google.com/trends/
https://keywordseverywhere.com/
https://www.similarweb.com/
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www.sherifalkadymarketing.com
Email Address : info@sherifalkadymarketing.com
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http://www.sherifalkadymarketing.com/
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