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Marketing Teams Department



  Daily, Weekly, Monthly Marketing Tasks

Monthly Tasks\

Monthly Marketing Calendar Meeting 

Maintenance of Marketing Calendar 

Gathering all Graphics Needed from Sasha Ahead of Time 

Social media platforms + connecting them on meltwater 

Scheduling Social Media Posts on Meltwater 

Confirming Scheduled Posts with Sasha 

case studies on meltwater and graphics from sasha to update on webpage

uploading videos to our youtube page

Monthly DMI Report Meeting with Meltwater Rep (Cris) 

Email Robert and Frank for PR's weekly updates

Email Robert and Frank for Clyne Monthly Stats

releasing PR's on meltwater

Go through internation and national editorial calendars for press releases

Getting monthly d tools newsletter from Intern and sending it to Allison 
from D tools

Releasing one wire at the end of each month on meltwater

Go over monthly marketing statistics in the excel and odoo marketing 
dashboard

Monthly marketing presentation work on with an intern

Update Monthly meltwater PR lists according to our releases

Reconnect meltwater social accounts

Weekly Tasks

Meltwater Upkeep/weekly rep meeting

clyne PR agency weekly meeting

Check in with clyne about PR status after weekly meetings

Monitor social media posts going through on meltwater engage

Track weekly marketing newsletter from intern on meltwater

new PR’s on website by intern

Meltwater Conversations

Releasing PR’s on meltwater

Updating outreach lists on meltwater

Confirm interns will be at weekly meetings/ send out zoom link emails

Check in with interns throughout the week/ answer interns questions

Make new week on teams after every weekly intern meeting

update teams tasks for interns as well as your own

weekly meetings with masha

Track weekly RSS from meltwater and website

Keep track of your hours and send weekly hours each Friday

Marketing Interns Tasks

Have intern take minutes for weekly intern meetings

Weekly marketing presentation send to staff

Website statistics in excel and odoo

Keycon statistics in excel and odoo

PR statistics in excel and odoo

PR outreach

PR outreach statistics in excel

AI reel creation

Mike speaking opportunities

Mike speaking opportunities statistics in excel

Social Media Group posting for general promotion, mike speaking 
opportunity, and before trade shows

Clyne Media statistics in excel and odoo

Email statistics in excel and odoo

Social Media Statistics in excel and odoo

DMI statistics in excel and odoo



  

Revamp branding for enhanced visibility.

  - New color palette aligned with tech industry.
  - Updated graphics and content across social media.

Branding is more than just a collection of colors 
and visuals; it's about crafting a unified identity. 
Consistency in our color palette and graphics 
not only elevates our brand but also gives 
authority and confidence in our products. 



  

● Logo Updated.
● Updated graphics & social media platforms profiles 
● Update Youtube Videos



  

Before After



  

  

 New Social Media Content Strategy & Plan with Focus on LinkedIn:



  

 New Social Media Content Strategy & Plan with 
Focus on LinkedIn:

● Utilizing actual case studies, videos, and testimonials.
● Tagging and sharing this content with our partners.
● Using Call To Action To direct our audience to Our 

Solutions and Linking to The Website.
● Leverage Clyne Media Releases and share it constantly 

on our Social media platforms 
● Shift to more engaging, relevant content, ( ues PRs 

content in social media posts)
● Use of targeted hashtags.
● Increased focus on video content creation.
● Collaborate with Sales Dep. for more targeted and 

tailored content for Linkedin



  

LinkedIn Performance Overview: Analytics

● Our visibility increased by 109%.
● Our  total followers have grown by 

56% and our new followers 
increase by 179% than last year

● Our engagement rate has 
increased by 109%

● Our total page views increased by 
58%

● Out posts link clicks increased by 
162%.  English 



  

Budget Optimization:
 
● We've redistributed our marketing budget to focus 

on key platforms like LinkedIn and Google, where 
our target audience is more active, reducing spend 
on less effective platforms like Twitter and 
Instagram.

● We are shifting our strategy for better efficiency. 
Instead of separate campaigns for each product, 
we've made a landing page for extender products. 
This saves budget and has more impact. We plan to 
do more like this. In the future, instead of Google 
ads for one or two products each month, we'll 
create landing pages for entire product groups or 
solutions.



  

Website tasks completed for the year:
● Keyword research, for all products pages 
● Adding keywords to Meta tags (title tag, and meta descriptions)
● Content Optimization for products pages
● Images optimization, compress and change alt descriptions.

Title Tags

Meta 
Description

Compression From 303KB to 
84.6KB



  

This year as a result for optimiazing website 
content our organic search traffic increased 
by 23% , and our paid traffic was less this 
year by 14%, our traffic coming from non 
paid social platforms increases by 41%



  

361,670 125824 2759

361,670 2.80% 0.02%

Sent Opens Clicks 

Mass Email Marketing:

▪ Bi-weekly emails blasted out to our database
▪ Alternated between National and International 
▪ Including contact information for the sales team
▪ Includes weekly news and product push
▪ Adding Contacts from webinars, trade shows etc



  

How can we improve open and clicks rate for Email Marketing?

Interactive Content for AV Systems

● Engage Distributors: Use polls, surveys, and quizzes in emails.
● Create Urgency: Add countdown timers for special promotions.
● Target: Limited-time discounts or exclusive product releases.
● Action-Oriented: Encourage quick responses and orders from distributors
● Craft emails with engaging content, and titles high graphics quality, into the point, 



  

PR Strategy with Clyne Media

● Every week, we team up with Clyne Media to 
come up with ideas for press releases. We 
plan ahead, keeping a two-month schedule 
ready. Our topics vary from real-life case 
studies to updates on our newest products.



  

Effective Use of Press 
Coverage:

● Gained 180 pieces of press 
coverage.

● Leveraged in social media 
posts and announcements for 
case studies and new products.

● Distributed for the AV industry 
groups  via Meltwater outreach.

● Monthly releases through 
Meltwater wires. 

Press Releases & Clyne Media



  

▪ RSS hits are when people post about our 
press releases 

▪ Others posting about our PR’s brings more 
attention to the company and website

▪ Sources that people trust with a big following 
such as Commercial Integrator, AVNetwork, 
rAVe pubs

RSS & Press Releases.



  

How can we increase our case studies for press releases and for more marketing exposition 
for?

To strengthen our bond with distributors and get them excited about participating in case studies and marketing 
initiatives, here are a few ideas:

1. Loyalty Discounts: Let's show our appreciation by offering discounts on their future orders. The more they work with us 
and share their success stories, the more they save.

2. Customized Marketing Kits: We can create personalized marketing kits for our distributors. These kits will include 
materials with both our logos, like brochures, graphics and videos, so they can easily showcase their solutions and cse 
studies with Key Digital, ( now we will have more available content as we hired a specialized graphic designer ) 

3. Cooperative Marketing Campaigns: Joining forces with our distributors can be powerful. By teaming up on marketing 
campaigns, we can share costs and make a bigger impact. This will help us both get more exposure and generate more 
leads, while also share the cost of campaigns.



  

Live Streams ( Coffe with Key- KD Live ) Live 
Stream

Live steam 
# Total Views

KD Live 14 279

Coffe with 
Key 11 314

How we can make it more Engaing and raise views:
● Find efficient way to start streaming live
● Targeted Paid Advertising prior for the livesream events
● Exclusive Content and Offers for Live Viewers



  

Newswire Stats
● We regularly review our monthly stats, 

checking how well our newswire and 
online campaigns are doing. After 
comparing with Google and social 
media results, we've decided to shift 
more budget from Meltwater and step 
away from meltwater and invest more 
into our website, Google ads, and social 
media, especially LinkedIn, for better 
results. 



  

▪ Video resources page on our website 
comes from Youtube.

▪ We are Re-organize and updated all the 
you tube video with our new logos and 
Introduction, Also we are optimization 
SEO for youtube content for better 
ranking by updating and adding 
keywords to ( title, video descriptions)

You Tube Revamp & Video Resources update



  

App Downloads
Month

Compass 
Control

Key Digital 
App KDCAM

January 129 10200 84

February 69 1200 70

March 61 72 130

April 1,000 71 142

May 38 51 164

June 31 53 202

July 44 52 231

August 1400 73 324

September 53 71 271

October 1100 1300 259

November 39 54 324

December 270 302 340

Total 2023 4234 13499 2541

Month
Compass 
Control

Key Digital 
App KDCAM

January 24 54 83

February 25 38 88

March 31 91 64

April 27 35 65

May 28 35 62

June 108 40 54

July 31 33 57

August 19 54 67

September 39 91 56

October 42 117 72

November 57 74 65

December 40 56 58

Total 2022 471 718 791

2025 App Downloads 2026 App Downloads

In 2023, the KD App saw an incredible 799% 
increase, the Compass App a phenomenal 
1780% jump, and our third app grew by 
221% compared to 2022.

Recommendations for Next Year:

1. Leverage Data Analytics: Use analytics to 
understand user behavior better and tailor 
features and marketing efforts for all apps, 
ensuring sustained growth.



  

▪ 1 Product or announcement per month gets 
distributed in D-tools magazine.

Monthly Newsletters



  

**2024 Plan to Improve Signatures** 
Continue to constantly change with extra push of 
older products in inventory and new events or 
products

▪ Our email signatures are another way to 
throw in some added promotion with every 
email we send to people the staff 
communicate with on a daily basis, we do it 
for all our event ot new products updates

Signatures

July IP922-II

August QSYS Plug-in 
Partnership?

September QSYS Plug-in 
Partnership?

October QSYS Plug-in 
Partnership?

November MLV4x4 & VW4x4proK

December 12 Days of Christmas



  

▪ Organizing and planning everything that 
goes into a trade show

▪ Including booking flights, hotels, and 
dinners for staff

▪ Promoting, planning walls, filling out 
paperwork, packing items to ship

▪ Trade shows are where we get majority 
of our leads and is our chance to show 
people who are interested in our 
industry what we have to offer

  Plan to improve Trade shows 
HOPEFULLY attend more smaller ones through the year, working on 
finding student videographers and photographers for future shows

Trade Shows



  

Next Year :Hire A New Web designer from Dubai  before the end 
of January :

We started interviewing candidates and run evaluations tasks 
for home page design creating.



  

● More professional and high quality Social Media Content: Shift focus to real stories from case studies. Less 
product graphics, more practical industry tips, diverse videos, reviews, and in-depth case study content.

● Website optimization and redesign: Complete the new SEO-friendly website layout. 
● Enhanced Email Marketing Analytics: Improve our email marketing tracking to directly correlate marketing 

efforts with sales outcomes.
● Increased Focus on Case Studies: Produce more case studies to showcase real-world applications and success 

stories.
● Update all Distributor Key Digital products on their websites
● Transitioning from Meltwater to Sales-Driven Strategies: We're reallocating our budget towards more direct 

sales-boosting channels, specifically focusing on Google Ads and LinkedIn campaigns.

Overall Marketing Goals



Thank You
Masha@keydigital.com


