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a “successful”  piece of content  
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600+ onl ine placements 
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60K+ social  shares 

42.7K+ 

15K+ 

3K+ 
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the only ways we fail  

We failed to 
do the things 
we set  out  to 

do. 

We achieved the 
things we wanted to, 
but  they didn’t  have 

the ant icipated 
effect . 
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what is ‘st rategy’? 

Object ives 

Tact ics 

Strategy 

What do we want 
to achieve? 

How can we 
achieve it? 

The things we’ll do 
to get there. 
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Somfy Systems’ 2015 
Market ing Strategy 

CASE STUDY 
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Somfy Personas 
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persona research: 
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• Market research data 

• Social media data (Followerwonk and Facebook Insights) 

• Site analyt ics (Google Analyt ics) 

• Customer surveys (email and phone calls) 

• Prospect surveys (email and phone calls) 

• Sales team surveys (phone calls only) 
 
 
 
 



buyer personas: 
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“Geeky Gary” “Pract ical Peggy” “Trust ing Trevor” 



@Brit t_Klontz             #Social16 



@Brit t_Klontz          #Social16 



@Brit t_Klontz         #Social16 



1. Set  Object ives 
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object ives defined for Somfy: 

• Increase brand awareness by 25%  

• Increase traffic by 25%  

• Double social media engagement 

• Double social media traffic  

• Increase media placements by 20% 

be specific & make object ives measurable  
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2. Diversify Content  Strategy 

@Brit t_Klontz          #Social16 



Example schedule 

Every tact ic should relate back to object ives  
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3. The Tact ic 
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“Windows of the World” 
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Concept  & content  
Windows of the world 

Commission and curate a shareable series of photos which illustrate the 
contrast ing views from windows throughout the world and the stories of the 
people who live there 

Content  

Ask people around the world to take a photo of the view from their bedroom 
window 

Give them instruct ions on how to take the shot 

Ask pert inent quest ions to draw out stories about what they think and feel when 
they look out their window 

@Brit t_Klontz         #Social16 



Resonance & relevance 
Why will people and publishers care? 

Human interest story 

Offers a snapshot into the lives of others — giving you a glimpse of their view on 
the world 

Why Somfy? 

Ties into the campaign theme of ‘drawing the day to a close’ 

Makes sense within Somfy’s larger theme of ‘building happiness’ 

We want to put Somfy at the heart of the home (i.e. the emotional connect ion 
with the places we live) 

All personas were very interested in travel 

 

 
 
 

 
 

 

 

 

 

t ie it  back to the brand’s USP 
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Related content  
Where children sleep: comparisons from around the world 
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Related content  
Humans of New York: great  short  stories about  the people in the photos 

 

 

 

 

 

show “proof of concept” 
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Execut ion 

visuals are key 
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Object ives   
• Increase brand awareness by 25%  

• Increase traffic by 25%  

• Double social media engagement 

• Double social media traffic  

• Increase media placements by 20% 

Increase conversions Tie every campaign back to specific 
object ives 
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ht tps:/ /www.somfysystems.com/the-view-from-here/  
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ht tps:/ /www.somfysystems.com/the-view-from-here/  
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ht tps:/ /www.somfysystems.com/the-view-from-here/  



Promot ional Tact ics Designed to Impress 
Senior Leaders 
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‘The 90/ 10 Strategy’  
for Media List  Building 

                                        90% target  audience    10% C-suite 
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Invest ing in  Paid Promot ion  
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          Target ing: “Home Interests” 
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          Target ing: “Tech Interests” 
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          Target ing: “Broad Interests” 
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ad copy # 1 
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ad copy # 2 
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          Facebook 
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Total Cost :   $1,684.81 
 
Total Impressions:  275,625 
 
Total Cl icks:  3,109 
 
Cl ick Through Rate: 1.1% 
 
Average Session Durat ion:   over 2 minutes  
 



80+ onl ine placements 
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Report ing Tact ic 
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referral  t raff ic # s from placements 

Go to > Acquisit ion > Referrals  



In this example, I chose Washington Post : 
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In this example, I chose Washington Post : 
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Total # visitors 



In this example, I chose Washington Post : 
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% of new visitors 



In this example, I chose Washington Post : 
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Time spent  on page 



In this example, I chose Washington Post : 
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Viewers who then located a dealer 



● Sent 380+ visitors, at  least  334 (86%) 
being new 

  
● Of those visits, 1 visitor  has converted 

by clicking the “Where to Buy” page 
 
● The average t ime durat ion of those visits 

was 5 minutes 
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tying it  back to the “st rategy” 

Object ives 

Tact ics 

Strategy 

Increased brand 
awareness 

Creating a diverse 
content portfolio 

Organic & paid 
promo of  

‘View from Here’ 
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what ’s next  for Somfy... 
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Takeaways: 

 

• Make sure object ives are specific and measurable 

• Diversify your content strategy so that you’re not bett ing on one sole tact ic 

• Make 20% of your media list  be out lets that the c-suite reads 

• Set aside budget to invest in highly targeted paid social tact ics 
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Any quest ions? 
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