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Marketing 
overview

This deck provides an overview of what we’ve done 

on marketing, where we are now and how to seize 

the future. Part of these slides can be used as a 

briefing / handover to new team members. Part of it 

is to help decide what to start stop continue. 

What have we been doing?

Last year

Given where we are at, what do we want to start, stop, 

continue?

Today + Next year(s)
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If I were you, what should you consider doing
Considerations for the future
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Last year 

What have we been doing?
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IRG Purpose: We help CMOs, and other growth leaders drive more humanized 
growth by connecting them to peers, experts and best practices. 

The IRG M&C strategy aims to maximize the connections: 

• Maximize the exposure of IRG among the audience 
• Maximize the number of interactions between the IRG and the audience 
• Maximize the number of registrations for IRG information and events 
• Maximize the interaction between and among the IRG and participants/alumni 

M&C Objectives



Paid  
# applicants IRG 100  
# requests or info for IRG 1000 /  signs of interest  
# registrants masterclasses 
# registrants HGS  

Owned 
# visitors, views website 
# followers , views, clicks, CTR, likes , shares on linked 
# engagement rate linkedin: IRG, Marc, Frank, Aljan, Eva 
# registrants HGS (before) 
# views, reads, listens HGS (after) 
# per HGS and average 
# subscribers newsletter / registrants database 
# opens, reads, CTR 
# event attendees own events 

Earned media 
# invitations to speak 
# attendants on external events (total) 
# invitations to contribute 
# placements of content with links 
# reads/views of our articles 
# invites for podcasts 

KPI’s



Audience sept 2021

ACTION 

DESIRE

INTEREST 

AWARENESS

IRG Participants & Alumni

IRG Event Attendees

IRG Database 
registrants

CMOs and 
other growth 
leaders

330,000

8,000

1,300

210



Professionalized marketing



From: 
A static click 
through page

To: 
An experience  
And destination

HGS

- Showing highlights 

- Easy navigation 

- Easy sign up for webinar (no zoom look and feel) 

- Watch video on IRG website (not on vimeo) 

- Get recommendations what to watch next 

- IRG insights: capitalizing on existing content by offering 

curating snippets on specific topics



From: 
Vimeo database

To: 
YouTube  

video marketing 

Video marketing

- Capitalize on content  

- Creating format and animations for snippets and HGS 

- Maximize reach through building YouTube channel 

- Connecting youtube channel to website for better on-

site experience 

- Building database of video snippets 

- Sharing snippets on social media and usage for IRG 

learning platform 

- Turning snippets into IRG Insights videos



From: 
No events/

calendar due to 
covid

To: 
Clear  

community events 

Event page

- Showing future and past events 

- Easy navigation: IRG open, roundtable, annuals 

- Boosting community vibe 

- Watch video on IRG website (not on vimeo) 

- Get recommendations what to watch next



From: 

To: 
More interaction 

Community loop

- Weekly WhatsApp interaction either with content or 

more social news from Marc 

- Bi-weekly Seeds of Growth: by and for the community 

and beyond

Few interaction



From: 

To: 
Failed  

experiment,  
great

Advertise 
masterclasses

- We tried to sell masterclasses 

- Most companies follow the 80/20 rule. 20% of budget 

goes to production/creation and 80% to activation. We 

did none.  

- Experimented and learned we do not want to continue 

adverit

No ads



Created templates and assets for marketing



Social cards
Multiple templates haven been developed to use for 

social media



Seeds of Growth  
design templates

Templates for mailing and social card



HGS video templates
Templates and animation for video: 

- opening + animated logo + end card 

- Sound + birds animation 

- Name ticker 

- Adding in pics, CV’s or video’s 

- Background orange, blue, purple 

-



Designs
Announcements
Templates for HGS & Events



Structured the marketing machine



Process Humanizing Growth Series



Process Seeds of Growth

Bla



Built the marketing team



Meet the external team
These are the freelancer we work with on  

running projects and change projects

Running projects

These work on us on a weekly, some 

on a daily basis on running projects 

like website, social media, video 

marketing

Dinehs S 

Webdevelopment.  Manages  

improvements and updates to the 

website . Based in India 

Lieke van der Wel 

Social Media + Photographer.  

Helps us in designing and 

distribution posts for linked, twitter 

and emails. Rotterdam. 

Stefan Harzevoort 

Digital Strategy. Helps us on 

anything related to the CX: 

customer journey, HGS, youtube 

channel. Singapore 

Roeland de Bruïne  

Video editor. Produces all HGS 

after videos and snippets. Beijing / 

Amsterdam 



Laura de Jongh 

Visual designer. Turns ideas into 

designs for the website, papers, 

and social media templates. 

Based in the Netherlands 

Hokei Pang 

Video; concept and production. 

Runs a small video agency. 

Created the IRG Showreel 

Based in the Netherlands 

Oligar da Paz 

Video recording. Has all the gear 

to shoot (and edit) high quality 

video’s. 

Based in the Netherlands

Danny Cotino 

Video recording. Has all the gear 

to shoot (and edit) high quality 

video’s. 

Based in the Netherlands

These are the freelancer we work with on  

running projects and change projects

Change projects

These work with us when we need 

them.

Meet the external team



Overview
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Overview of marketing activities



Humanizing Growth Series
Flagship marketing activity: interviews / webinar series 

with thought leaders

1. Does it all: Builds brand, 

gives community vibe. 

Shows partners 

2. Potential reach is huge. 

3. Key lead generator.

High investment in terms 

of time and total team 

needed.

+

-



1. Does it all: Builds brand, 

gives community vibe. 

Shows partners 

2. Bi-weekly in inbox (feels 

close) 

3. Leverage community

+

-

Seeds of Growth
Bi-weekly email with curated CMO insights from and for 

the community and beyond. 2nd biggest lead generator

You need someone who knows 

the community, the IRG 

content and likes writing. 



1. Must have 

2. Lots of potential to continue 

improving 

+

-

Website
The place that ultimately could serve as a destination for 

the wider marketing audience to learn how to drive HG.

1. It becomes quite full. 

2. Never done, needs updates 



1. Reach multiple target 

groups 

2. Templates ready 

3. Great for tagging

+

-

Social Media
Our presence on LinkedIn, Twitter and recently Youtube

1. Reach needs to be 

improved 

2. Always on



1. Great for community  and 

brand building 

+

-

Events
Mix of virtual and real life events: IRG Roundtable, IRG 

Open, IRG Annual

1. Traveling can be intense



1. Capitalizes on HGS 

2. A real treat to the target 

group  

3. Use reach of guests 

+

-

IRG Insights
Compilation of insights and reflections from multiple 

guests of the HGS, on specific topics. 

1. About 1k per video



1. Community vibes 

2. Good for inviting and 

updating people 

3. Avoid the EA, more personal 

+

-

Whatsapp
Every IRG cohort has a WhatsApp group in which we 

connect and inspire the participants

1. Not everyone participates



1. Reaching new target groups 

2. Great for SEO 

3. Better experience on IRG 

website 

+

-

YouTube
The IRG YouTube channel

1. Not a google partner yet 

on youtube



Key metrics From To Explanation

Leads generated through 
web/HGS/SOG 8.000 11.000 HGS biggest 

impact

Followers linked 2.000 3.668 Grows organic, 
keep on tagging!

Seeds of Growth 0 100 Leverage 
community 

IRG opens 0 50 sign ups /  
25 in session

Event page / 
reminders

Whatsapp 0 65 / 57 / 36 
participant

Interaction + 
Reminders

Most important results / KPI’s


