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•Short history

- 1994: Coding and websites

- 2000: Branding and campaigns

- 2007: Digital platforms

- 2009: Digital campaigns and analytics

- 2013: Digital marketing strategy 

- 2015: Digitalization of customer touchpoints

- 2019: Marketing in digital world
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Posti helps customers grow their business 
through the supply chain

Marketing eCommerce / 

Retail

Warehousing Logistics



Industry and marketing themes for Posti

Industry hot topics

• Corona / Ukraine

• Acceleration in competition

• Growth of ecommerce

• Sustainability and environment

• Customer focus

• Global economy

Marketing themes

• Brand building

• Being the forerunner

• Customer journey

• Marketing data

• Marketing automation

• Agile ways of working

• Return on marketing investment



What is the key difference between 

traditional marketing 

and 

digital marketing? 



Data helps us 
understand



And build better
creatives



So, what’s happening 
in (digital) marketing?



COVID-19
=

People stay at home



Source: Statista 2021

Covid-19 increased 
media use
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https://www.statista.com/statistics/1106498/home-media-consumption-coronavirus-worldwide-by-country/


eCommerce accelarated – for good.

“Going forward, I intend to shop more online than before COVID-19”
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Forerunner

Basic user

Experimenter or doubter

Forerunners have increased their online purchases in Finland during COVID-19 significantly more than others 

Strongly agree Somewhat agree

How do you estimate the impacts of the coronavirus crisis on your own online shopping in the longer term?
To what extent do you agree with the following statements?

Source: Big ecommerce survey 2020 by Posti



Media usage is 
changing
towads online

Source: Media use in Europe, Office of Publications, 2018 



Source: Digital 2020 Global Digital Overview
Hootsuite, Global web index, we are social.

Social media 
usagekeepson 
growing …



… and live content
is the norm

Source: Digital 2020 Global Digital Overview
Hootsuite, Global web index, we are social.



Digital content is 
everywhere



But digital
marketing
landscape is 
complex



And there is 
more than
enough tools to 
work it



Digital advertising 
returns are 
diminishing



Customers are 
tuning out



3rd party cookies
are phasing out



And its not only a 
digital problem



8% 
say they are firm
loyalists to a brand but
only some are eager to 
try new

Source: Nielsen Global Consumer Loyalty Survey, Q1 2019

% respondents who would
”love to try new things”



So, how to build a successful digital 
marketing strategy?



Know your
product/service
- Find your focus

STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS



Know your 
competition



Know your customer - Build
your own customer data 
capabilities…



… and target to the 
ones that matter…



…at the right channels at right time.

How often have you received, found or searched for information to support your online shopping in the following ways during t he past 
six months? - ”I have found at least occasionally %”
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How to create the plan

29 24/03/2022 Public | Internal | Confidential | Secret - Name



• Why do we matter? 

• How do we do it differently?

• What we offer?

Build a story that engages the customer

WHY HOW WHAT

Purpose Value Proposition Product



• Reach out to your target
audiences

• Stand out from the crowd

Purchase

Awareness

Own the path to purchase



Own the path to purchase

Purchase

Awareness

Interest
• Show how you matter

• Have something

meaningful to say

• Show how you are

different



Own the path to purchase

• Showcase your product and 
service

• Convince that your product
and service are a match

• High light your values and 
unique promise

Purchase

Awareness

Interest

Consideration



Own the path to purchase

• Don’t push your ideas, 
listen to the need

• Help and guide in decision
making

Purchase

Awareness

Interest

Consideration

Selection



Own the path to purchase

Purchase

Awareness

Interest

Consideration

Selection

Interaction

• Make it simple

• Make them feel good

• Be responsive
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Don’t stop there…



Build lifetime value

Support

Loyalty

Advocacy

Purchase
• Offer support

• List to questions

• Keep dialogue open



Use the right tactics

Support

Loyality

Advocacy

Brand marketing Direct marketing

Purchase

Awareness

Interest

Consideration

Selection

Interaction

Sales process
Customer 
Support Customer relationship



Purchase
TV

Radio

Magazines

Newspapers

OOH

Digital display

Social media

Web content

Search

CRO

Chat
Email Telephone

Meeting
Email

Telephone

Website

Events

Rewards

Events

Packaging

Social media

Distribute efficiently

Brand marketing Direct marketing Sales process
Customer 
Support Customer relationship



Set targets and measure

CPM Visits Leads Sales processes Sales NPSReturns CLV

Support

Loyality

Advocacy

Brand marketing Direct marketing

Purchase

Awareness

Interest

Consideration

Selection

Interaction

Sales process
Customer 
Support Customer relationship



That’s not nearly all…



Be true to 
who you are



Use data, 
personalize,
optimize and 
automate



Build 
insights and 
test



And do it all over again.
And again.



Case studies



#likeagirl





“We explored different factors that influence 
girls during the vulnerable time of puberty. 
During this exploration, someone taped a 

piece of paper to the board that read…

‘like a girl’.”



Results

• Over 70 million views in Youtube for the first Video

• Always’ brand equity showed a strong double digit 
percentage increase during the course of the campaign 
while most of its competitors saw slight declines.

• The story continues

www.zeelandfamily.fi



Takeaways

Tap into emotions

Strong idea can take you far

Empower people



Maybeline live-
streaming
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“For the launch of its new lipstick, Lip Flush Oil, 
Maybelline New York went beyond its typical new 

product launch by creating an experience for 
customers that gave them what they wanted, when 

they wanted it (on mobile).”



Results

• Live event was ran on taobao.com, an ecommerce platform
where the product was possible to buy directly.

• 50 influencer were involved in the launch to share teh
message to their fans

• Close to 6 million people watching the event (in China)

• Online store visits increased over 50%

• Over 10K lipsticks sold in one day (over 10x daily average)

• Instant feedback on the most popular shades → ability to 
adjust strategy

www.zeelandfamily.fi



Takeaways

Know where your audience is
Make it interactive

Tie ecommerce into your campaign

Use data to adjust your strategy



Dollar shave club



https://youtu.be/ZUG9qYTJMsI


Delight the customer

• A beautifully branded box 

• Playful welcome note 

• Shaving products 

• An explanation of the upgrade process 

• Occasionally free samples, and 

• “The Bathroom Minutes,” Dollar Shave Club's 
monthly lifestyle newsletter 



Delight the customer

• Communicate with the customers 

through social channels with a 

consistent tone of voice. 

• Respond to customer actions and 

reward them. 



Results

12000 new customers in the first 2 days after 

initial video launch (2013). 

Revenue growth from 2013-2015 

20 million to 65 million to over 100 million. 

Bought out by Unilever 2016 for 1 billion dollars. 



Takeaways

Make a great first impression.
Be a brand with a distinct humor, culture, and lifestyle. 

Know your customer. Tap into their frustration.

Design for the channel - Context matters.
Tell a story, don’t just sell. 



Loreal: 
Different content for 
different audiences



The Glam (branded ad 30sec) The Show (blogger tutorial 2:54) The Tell (UGC How-to 1:11sec)

https://www.thinkwithgoogle.com/articles/how-demographics-storytelling-style-affect-video-ad-effectiveness.html



Source: Think with Google



Source: Think with Google



Source: Think with Google



Takeaways

Experiment

Deploy different content for different audiences

Make a connection with your audience



Thank you


