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1. Project Proposal and Marketing Plan 

1.1 Company Overview 

1.1.1 Background 

What our team are trying to do is to establish a website with the primary goal of setting a 

platform for users to share cooking experiences and recipes. The name of our company is Cool 

Kitchen. The aim of Cool Kitchen is to create an online website for users to share and learn 

different kinds of cuisines by themselves. When users want to learn a new cuisine, then they 

check out on Cool Kitchen, search on the name of dishes, they will definitely find what they 

want. By following the instruction of cuisine, they can easily get success to making dishes. In 

addition, when they want to buy ingredients and kitchenware, they can also do these on our 

website at the same time. The company's profit comes from the sales of kitchenware, bakeware, 

fruits, vegetables, meats, seasonings, and other ingredients. 

 

1.1.2 Mission and Goals 

The main function of Cool Kitchen is recipes sharing and video teaching. We have thousands of 

different countries, different flavors of recipes and different teaching videos. In addition to the 

official menu provided by the system, most of the recipes and videos are uploaded and posted by 

users themselves. People can easily post pictures and contents to make recipes themselves. At the 

end of recipes, we also offer places for users to upload pictures of what they cooked by following 

the recipes. They can also asking question to builders and see what builders reply. People can 

also buy kitchenware, bakeware, food material and ingredients through the website. All the 

sources are supplied from the Jingdong supermarket (global.jd.com), users can click on the 

"ingredients to buy" button at the bottom of the recipe, go directly to the purchase page on 
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Jingdong Supermarket, select the ingredients they need, we will choose the nearest warehouse to 

deliver. Users will receive the goods in the next day. 

 

In addition, for many customers at home there are a few remaining ingredients, but do not know 

what should be used to do the situation, our company introduced a special feature: customers can 

add the existing ingredients on the site, choose the taste and country, The system automatically 

generates several recipes that are available to allow users to make new dishes. 

 

1.1.3 Products and Services 

The website will contain the following pages: Recipes Category, Cool Market, Recipes Ranking, 

Cooking Studio, E-books, My Collection. See draft for contents of each pages below: 

 

    Recipes 

● Popular Recipes 

● Style 

● Flavor 

    Cool Market 

● Fresh Food Stuff 

● Kitchenware 

● Bakeware 

● Seasonings 

    Cooking Studio 

● Newest Video 
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     My Kitchen 

     Login  

 

The current approaches we used are Social Media(Weibo, Facebook, Twitter, and YouTube), 

Email Marketing, SEO - Search Engine Optimization, Search Engine Marketing, Online 

Advertising and so on. We are using Weibo -- Twitter in China to publicize and promote our 

website. There are lots of famous food and fitness celebrities on Weibo, and they will cooperate 

with us by writing Weibo, recommend our website to their fans. When users register on the 

website, we are going to collect their email and send email to them regularly for advertising. We 

can also purchase advertisement on search engine like Google.  

 

In total, our website is very useful to users. By watching the teaching movies and recipes, users 

can immediately learn to cook new dishes. People can also buy what they will need while 

cooking and baking though our website. Cool Kitchen is the bridge for strangers, which link 

them to share their own experiences though internet.  

 

1.2 Situation Analysis  

Since ancient times, food is No. 1 need for human being. All year round, three meals a day. The 

profound Chinese food culture handed down through a long history, which is unique and deeply 

affects the Chinese. After entering the 21st century, with the economic growth, people's living 

standards are increasing day by day, a healthy and delicious diet has attracted more and more 

public attention. CCTV home-made food documentary "A Bite of China" series has been widely 

pursued since broadcast. Also, food variety shows appeared on the screen in various forms. The 
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"Gourmet Masters" on the major live streaming platforms and microblog have received high 

popularity, “Foodie" label became popular. Besides, O2O catering industry has sprung up like 

mushrooms. All the phenomena have shown that people love food. And food is an eternal topic, 

as long as there is human being, there will be a demand for food, and it will not decline even 

more will not disappear. 

  

In this context, the Internet industry began to appear websites and mobile applications focusing 

on food. Currently there are many mature products on the market, and user usage and feedback is 

pretty good. These products basically have functions of searching and querying the menu. 

Therefore, there have obvious tool-type characteristics. The difference lies in the method of 

recipe search (algorithm), the classification of the organizational structure, quantity and focus, 

for example, sidechef mainly focus on western food, and query recipes through the name of the 

food or ingredients. 

  

In addition, some applications also include community functions, and begin to pay more and 

more attention to the development of this part. Users can upload their own works in the 

community, participate in reviews, post and check the daily dynamics of other kitchen friends, 

and follow their favorite food celebrities, participate in online and offline activities organized by 

the site, therefore, the social nature of the application has been fully reflected. At present, the 

food community applications have their own profit model, and are also actively trying to have 

new and deep cooperation with other fields. 
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1.3 Strategic Analysis 

1.3.1 Competitors 

Xiachufang is a website and APP owned by Beijing Rui Di Interactive Technology Co., Ltd. It 

advocates home cooking and healthy lifestyle, providing copyrighted practical recipes and diet 

knowledge, building a record sharing platform for chefs and food lovers. 

 

Xiachufang APP is positioned as: tool-type food community, which initially served as a 

convenient tool for users to search recipes and food knowledge, and then began to transit to the 

food community, the purpose of which is to enhance user stickiness, to attract more high quality 

UGC, and to create gourmet content platform. Tools are easily replaced by other tools, but the 

community does not. Users in the community can participate in discussions, share their works, 

concerned about the daily dynamic of their favorite "gourmet masters"; or some people 

spontaneously form a circle, share their daily life through the APP, learn from each other’s 

experience tips. For this part of people, APPs have become part of their everyday social life, and 

relationships built in the community are hard to break away. 

 

The target users of Xiachufang have the following characteristics: love cuisine and cooking but 

are not able to cook, so they need to learn the recipe through search function provided by 

Xiachufang, or they are willing to share the cuisine they have created and are passionate about 

exchanging their cooking experience. They have certain amount of free time to cook and use 

APP. They have the habit of using mobile APP. Their ages are around 23-45 years old. They are 

mainly female, housewife and young office worker with moderate and higher consumption level. 
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Xiachufang APP-side functions are more complete compared to PC-side. Bottom navigation bar 

is divided into five modules: Xiachufang, market, collection, mail and me. The homepage and 

the market module currently contain a lot of small function modules, and users can continuously 

obtain the page content by refreshing. The function module of collection, mailbox and me is 

relatively few, the interface is relatively simple, and the content is slightly thinner. 

  

The home page highlights upload works, search recipes and join the basket function on the top 

position, which includes three main reasons: first, suggest users share personal cooking works, 

increase high-quality UGC; second, reflect the core functions, the recipe search tool, of 

Xiachufang; third, provide users with thoughtful ingredients memo function. Market will set 

search for products, shopping cart features top, the effect of which is similar to the home page 

topped content in order to promote the user to buy products. 

  

The design of the entire function module highlights the elements of the community, develops 

user-oriented personalized applications such as: kitchen Q & A, leaderboards, view friends and 

attention, work show, new user package, collection, market discussion area and the surrounding 

area in mailbox, me, etc. It emphasizes the nature of the community, encourages users to interact 

with each other, actively create original works and crafts a prosperous community ecology. 

  

These functional components also reflect the characteristics of the e-commerce platform, good 

kitchen stuff, kitchen studio, food / snack recommendation, push on market and mailbox, my 

orders and discount offer provide users with a convenient entrance to online shopping 

consumption, and gradually cultivate users’ consumption habits. 
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1.3.2 SWOT Analysis 

Strengths Weakness Opportunities Threats 

Free to register, get 

information and 

reviews 

Difficulties on contact 

closet warehouse 

Limited competitors Hard to compete with 

other existing recipe 

sharing websites 

Unique service and 

ideas for different 

kinds of cuisines 

Difficulties on control 

the qualities of cooking 

recipe that users post 

Corporate with 

Jingdong online 

supermarket 

  

Purchase materials 

directly from the 

links our website 

provide 

Ranking of search 

engine such as Google 

is not very high. 

High potential to 

expand to the world on 

foreign cuisine 

  

1.4 Market Objectives 

Cool Kitchen is not an average social networking platform. It is rather a social discovery 

platform that brings people who love cooking from all over the world into direct contact with 

recipe, exchanging ideas and get “one-button” service. 

1.5 Strategies for Achieving Objectives 

In order to achieve the objectives, Cool Kitchen decided to implement the following strategies. 

• Search Engine Optimization 

• Pay-per-Click 



AD737 Innovative Marketing Techniques           Final Project: The Cool Kitchen                               Group 8  

10 

• Email marketing 

• Social Media Strategy: Weibo, Wechat, Facebook, Twitter, Pinterest and YouTube 

• Search Engine Advertising: Google AdWords and Facebook advertising 

• Offline marketing advertising 

• Online marketing advertising 

• Blog posts and announcements and share posts on various social media networks 

• Website Design and content 

1.6 Implementation of the Strategy 

Cool Kitchen provides endless ideas and sharing happiness to people who loving cooking. 

Therefore, creating a user-friendly and a clear design website is the most important start for 

company’s marketing opportunities. Since we are a website mainly about food and recipes, we 

will set the unified format and size of each photo and even the posted words to make sure they 

all looks clear and enjoyable. 

1.6.1 Pre-Launch: 

● URL purchase: http://www.highgradekitchen.com/  

● Do extensive competitive analysis to learn key insights about our competition. 

● Create a stunning introduction video for our website. 

● Prepare to host a launch party for our website. 

1.6.2 Post Launch: 

● Get our website reviewed by tech bloggers. 

● Mail Chimp: for Email marketing to our internal lists and purchased lists 

● Get press coverage from the industry specific blogs/publications. 
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● Leverage social media to spread awareness about our website: Facebook, Twitter, Blogs, 

Pinterest, Instagram 

● Google Adwords: use advertising campaigns to promote our website. 

● Search Engine Optimization: Register Website to directories and Search Engines. Use of 

keywords 

● Get feedback from users and improve our website experience based on the feedback 

● Continuously analyze the analytics data and optimize our website 

1.7 Analyze, Track and Optimize 

Following are the things that we have to track, analyze and optimize. 

● The top-level metric most webmasters obsess over is traffic—specifically, total number 

of visits to a website. What’s more, total visits can be broken down into unique and 

repeat visits—unique visits tell us how well we attract new visitors, while repeat visits 

tells us how well we retain visitors. It’s easy to track by using Google Analytics. 

● Our website’s bounce rate is another important metric. 

● We are going to use analytics data from our e-mail campaign to determine how effective 

it was. 

● We are going to track comments, page likes and reviews on social Media. 

● We are going to track the customer’s lifetime value. This metric is a little more difficult 

to calculate, but is fundamentally important when making forecasts and setting marketing 

budgets. The lifetime value metric addresses this by factoring the customer’s future 

purchases into the equation. 
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2. Web Design 

2.1 Website Development Strategy 

Cool kitchen provides endless ideas and sharing happiness to people who loving cooking. 

Therefore, creating a user-friendly and a clear design website is the most important start for 

company’s marketing opportunities.  

2.1.1 Primary Design Goals 

In order to make our website will become more user-friendly, we decide to update the home page 

food photo every month or season to keep full of freshness for our users and to attract new users. 

The navigation bar is located below the photo, which is more clear and perfectly integrated. The 

menu will change color when visitors put their mouse on it, so that it will guide visitors to the 

page they want. 

2.1.2 Design 

 “Only by involving users who will use a product or system on a regular basis will designers be 

able to properly tailor and maximize usability. Involving real users, designers gain the ability to 

better understand user goals and experiences.” Our website will create a comfortable and clear 

home page with catalogues show as attractive pictures. For example, we will use picture of 

vegetables, beef, pork or fruits at home page to catalogue food materials. They will be organized 

in the same size and format. And most-used tags should be located at the top of page so that 

users can easily find them. 

2.1.3 Content, Customization, Community, and Communication   

Our goal is to design a user-friendly and delightful website with focused content, and easy to 

navigate. As mentioned in the company overview, people use our website primary to find out (1) 
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recipes or ideas for an exact ingredient. (2) different flavors or styles of recipes. (3) cooking 

knowledge like food taboos. Therefore, the content should focus on solving these appeals that 

user will have. In the company overview, we introduce that our home page will contain: Recipes 

Category, Cool Market, Cooking Studio, My Kitchen. Every user can post their own 

achievement with the recipe they find either from other users or the cooking book our website 

provides. Also, users can comment each other at the comment area down below, just like 

Instagram.  
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2.2 Site Map 

 

2.3 Webpages and Initial Content 

In this section we are going to give a detailed description of each webpages with screenshots and 

explanations of the function of each webpage.  
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2.3.1 Home 

 

Our home page has a navigation bar located at the bottom so that users will be attracted with the 

pretty food photo when they first enter our website. Our IT team decide to change this photo 

every season to give users full of freshness. When dragging down at home page, users will see 

sections of the most popular recipes of the month, newest cooking videos, contact information, 

and galleries of latest updated recipes.  

2.3.2 Recipes  

In “Recipes”, users can find different recipes in categories of “Popular Recipes”, “Style” and 

“Flavor”. “Popular Recipes” are high grade recipes users may like. The category of “Style” are 

include American, Asian, Indian, Mexican, and European. The category of “Flavor” are include 

sweet, sour and spicy.  
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2.3.3 Cool Market 

 

In “Cool Market”, users can click the link and go to JD global supermarket to buy what they 

want immediately. 

 

Fresh Food Stuff, Fresh Food Stuff, Kitchenware, Bakeware, Seasonings goes the same way on 

temporary.  
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2.3.4 Cooking Studio 

 

“Cooking Studio” is a page with unique function that our website provide. We will upload 

professional and useful cooking courses from any other website, mainly from YouTube. Users 

can watch online for free, and those videos are also free for users that are not registered. 
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2.3.5 My Kitchen 

 

In the “My Kitchen”, users can upload their own recipes. It is viewable to all users, and any 

registered user can leave comments below . As in the screenshot above, this page also includes a 

search function in this page so that users can search similar recipes or videos when viewing their 

own recipes.  

2.3.6 Login Page  

In this page, you will see a  registration form first if you are not logging in. After the registration 

form is a simple login function. Users can log in with username and password only.  
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3. Search Engine Optimization 

When users search for relevant keywords in Google, the search engine optimization strategies 

help our website appear in the top few of search results. After adjusting the keywords, content, 

and page element of every page on our website, it will attract more users, get more opportunities 

to expose on the internet and finally increase the traffic.  

Here are the 2017 ranking factors for a successful SEO in order of importance include: 

● On-site Optimization 

○ The URL (per page) 

○ Site navigation 

○ The title tag (per page) 

○ The meta description (per page) 
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○ Internal linking 

○ Relevant, unique content (per page) 

○ Site speed and performance 

● Ongoing Quality Content 

● Off-site Authority Building 

Once all the technical on-site factors are taken care of, In on-site optimization, ongoing content, and even 

off-site authority building, the most important factor for a successful SEO will be the quality and reach of 

the content. q 

3.1 URL Structure and Site Navigation 

We purchased an unique URL that will describe our website and include potential keywords. Because we 

are a website that shares recipes and cooking videos, the URL we purchased is: 

http://www.highgradekitchen.com. We also have URLs for all of our web pages so that users can go 

directly to the page they want. For example, if users want to find “Newest Courses” on our website to 

reach out the newest cooking videos we updated, they could directly go to: 

http://www.highgradekitchen.com/newest-courses/.  

Other examples are: 

● http://www.highgradekitchen.com/recipes-category/ 

● http://www.highgradekitchen.com/cool-market/ 

● http://www.highgradekitchen.com/cooking-studio/ 

These potential keywords will also help increasing the opportunities of exposure of our website. 

Moreover, we installed the “All In One SEO” plugin to increase the WordPress SEO value for all our 

pages, and decide how we want them to look like on search engine results, and social media.     
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3.2 Content of the Web pages and Page Titles 

The most important factor that a successful SEO needs is the quality of content of our webpages. We tried 

our best to organize every pages with high quality of words, pictures and functions. Since we are a 

website sharing cooking recipes and videos, we divided those two functions into 2 main pages: “Recipes” 

and “Cooking Studio”. Users will see a full category of many kinds of recipes either from style or flavor. 

But in order to be more convenience, we made a smart category showing a descriptive picture with words 

on it (shows the screenshot below).  

On the web page that shares cooking videos to users, we tried to make the words as less as possible so 

that those videos could have more room in one page, and so users won’t need to scroll down a lot to see 

the next video.  

Another function that our website provide is “Cool Market”. We used to think of a online shopping 

market for users to purchase kitchen wares and fresh food from the recipes that we share online; 

However, considering that we are a sharing website more than a b2c shopping website and we have 

limited employees available, we decide to link our website to Amazonfresh and JD.com to help users 

search for everything they need.   

Our page titles will also include potential keywords, so that the search engine optimization will be benefit 

from them.  
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3.3 Keywords 

All words we selected using HubSpot

 

We consider keywords with difficulty more than 80 as a high level, and monthly searches less than 400 as 

a low search level. Among those words without a note, we will consider this word as relatively efficient.  

3.4 Description, Heading, and Alt Meta Tags 

Description, Heading, and Alt Meta Tags are essential in Search Engine Optimization. We have used “All 

in one SEO” plugin in WordPress to realize these functions. The screenshots of the Meta Tags we created 

for each webpage are as followed. 
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3.4.1 Description and Heading Meta Tags 

3.4.1.1 Home Page 

 

 

3.4.1.2 Recipes 

 

 

3.4.1.2.1 Popular Recipes 
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3.4.1.2.2 Styles 

 

 

3.4.1.2.2.1 Asian Style 
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3.4.1.2.2.2 European Style 

 

 

3.4.1.2.3 Flavors 

 

 

3.4.1.2.3.1 Sweet 
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3.4.1.2 Cool Market 

 

 

3.4.1.3 Cooking Studio 

 

 

3.4.1.4 My Kitchen 
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3.4.1.5 Contact 

  

3.5 Smart Devices Compatibility and Loading Speed 

Smart devices compatibility and site loading speed do play an important role in SEO, so we not only want 

to make sure our website will be accessible to all smart devices like laptops, desktops, tablets and 

smartphones, but we also want to double check the speed of our site with GTmetrix and try to solve the 

problems that hinder the loading speed in order to provide as fast speed as possible. This report is an 

analysis of our site with Google and Yahoo!’s metrics for how to best develop a site for optimized speed. 
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AD737 Innovative Marketing Techniques           Final Project: The Cool Kitchen                               Group 8  

30 



AD737 Innovative Marketing Techniques           Final Project: The Cool Kitchen                               Group 8  

31 

 

 

3.6 Registration in Directories and Search Engines 

When our website is all set, we will register it in directories and search engines, which will help increase 

our website traffic, thus making our website easier to be noticed by search engines. Search Engines utilize 

indexing programs (often referred to as agents, spiders or robots) to constantly search the Web for new or 

updated pages going from URL to URL until, in theory, they visit every Web site which is referenced on 

the Internet. When visiting a Web site they record and index at least the full text of every page (home and 

subpages) within the site then continue on to visit all the external links. Following links, in theory, allows 

them to find sites regardless of whether registered. Submitting a URL, however, speeds up the process 

and if it is a new site there will not be any links. 
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Directories are quite different. They do not make use of indexing software so a directory cannot list your 

URL unless you or someone else registers it with them. The registration needs much more information 

than just a URL. Directories are usually divided into many categories and subcategories and you have to 

submit your URL under the most appropriate heading. In many cases the submission is reviewed by a real 

person before it is made available which can be very slow.  

4. Social Media Marketing and Inbound links 

Social media marketing is the use of social networks, online communities, blogs, Wikipedia or other 

Internet media collaboration platform for marketing,  a way to develop public relations and customer 

service maintenance. 

The advantages of social media marketing are :  

1)  Create an enterprise network exposure. 

Enterprises  post blogs on social media. Use of social media followers on the network utility and 

social effect, can greatly increase the enterprise's product information exposure. Social media also 

has the characteristics of equal communication, which is more conducive to communication 

between enterprises and potential customers. 

Increase site traffic and registered users. 

2) Attract more business partners. 

Social media, while appealing to individual users, has also attracted a growing number of 

corporate users. The characteristics of social media make it easier for users to judge the 

experience and ability of partners, thus helping enterprises to bring more potential cooperation 

opportunities. 

3) Upgrade search rankings 

The traditional official website and product website are mainly information release, the content is 

static information and information, the content update frequency is relatively low, mainly through 

keywords to be included in the search engine. However, the update of information on social 
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media is much more frequent, and the update rate of the company's channel page on social media 

is very high, which makes it easier to rank higher in the search. 

4) Bring high quality sales opportunities. 

The success of many companies on Facebook has demonstrated the effect of social media on 

sales opportunities. In many retail businesses in the United States have issued via Facebook 

message and launched on Weibo topics related to the product, to monitor customer behavior of 

interest. According to the blog marketing and email marketing, this has brought a lot of sales 

opportunities. 

5) Reduce overall marketing budget input. 

Social media has the irreplaceable propagation effect of other traditional media and network 

media. 

6) Promote specific business transactions. 

The characteristics of social media are not only the use of social media, Weibo and other 

publishing information, but also the interaction of social media platforms with potential users to 

promote business transactions. 

As a result, for our project, we focus on building three different Social media pages: 

A Facebook Page (https://www.facebook.com/kitchen.cool.56) 

A Twitter Page (https://twitter.com/CoolKitchen2018） 

A Weibo Page (http://weibo.com/u/5307259339) 
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4.1 Social Media 

4.1.1 Facebook  

4.1.1.1 Introduction 

Facebook is an American online social media and social networking service company and has more than 

2 billion monthly active users as of June 2017. Social media marketing is the key to success and there are 

some reasons why using the Facebook as social media giant to advertising the website. 

1) Custom-targeted audience: Facebook advertising campaigns are built around (and for) specific 

audiences. This tool enables marketers to upload lists of contacts such as emails, UIDs, and phone 

numbers so you can target them with certain ads. 

2) Maximum visibility at minimum cost: Currently, Facebook is at #3 for the most populated online 

platform with 1.79 billion active monthly users. Advertising on Facebook is comparatively cheaper than 

on Google. Also, Facebook video views are cheaper than YouTube. 

3) Quick feedback: Facebook makes it easy for businesses to simply post a question on their status and sit 

back and watch for the comments. 

4.1.1.2 Marketing through Facebook 

Facebook has three tools (web pages, ads, and groups) that anyone can use. Each of these options has its 

own purpose and can be combined to achieve greater coverage 

1) Web page: The Facebook page is similar to the profile, but for businesses, organizations and public 

figures. Users can "like" a page, which means they will automatically receive updates from this page in 

their news feed. Users can also choose to "like" a page but not follow it. (Users can also follow some 

configuration files.) Although profiles require the interrelationship between friends, anyone can access the 

page without the page creator accepting the fan. They also do not limit the number of friends/fans they 

can have (unlike the profile limit of 5000 friends). 
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2) Advertising: Facebook offers a great targeted advertising platform You can create ads targeted to a 

specific geographic area, age, education level, and even the type of device you are browsing. Facebook 

also allows users to turn off ads they don’t like and “like” a page below the ad. 

3) Group: Facebook groups are similar to discussion forums but have other features (such as walls) that 

pages and profiles have. You can create groups related to your industry or product as a way to reach 

potential customers. 

4.1.1.3 Best Strategic Practices for Facebook Marketing 

The most popular posts across Facebook can be categorized as Edu-tainment which tend to have a mix of 

both entertainment and education. Finding and sharing "Edu-tainment" content is our overall strategy, 

which helps to clarify all content published under the Facebook publishing strategy. We are going to 

focus on brand awareness and participation and pay attention to brand awareness and participation, and at 

the same time increasing the number of visits to our website has also become the main content of our 

strategy. 

 

4.1.1.4 Posting on Facebook 

Up to one or two posts per day: It forces us to share only the best content. Restricting the number of posts 

will prompt people to pay more attention to the quality of postings, which will send positive signals to the 

Facebook algorithm. Publishing content that promotes engagement only helps build an active Facebook 

audience. What’s more, it is important to boosted posts on Facebook. Boosting posts takes content that’s 

already performing well and amplifies it on a huge scale and the key is to focus on boosting great content. 
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4.1.1.5 Screenshots of our Facebook page and Posts 

Down below are screenshots of our Facebook page and an example of what our posts are going to look 

like. We will keep posting updates of our new recipes or new cooking videos. 
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4.1.1.6 Linking our Website to our Facebook Page 

 

At the end of every page, we will have some circle buttons linked to our social media page, users can 

simply click on them and they will see the Facebook, twitter, or other social media page opened in a new 

window. 

4.1.2 Twitter 

4.1.2.1 Introduction 

Twitter is one of the 10 most visited websites on the Internet. It was founded by jack dorsey in March 

2006 and started in July of that year. 

Twitter is a popular social networking and microblogging service website, allows the user to their latest 

news and ideas to form of the short message of mobile phone (tweets) release (push). All tweets are 

limited to 140 characters. Twitter is very popular around the world, and as of March 2012, Twitter had 

140 million active users, and Twitter was described as "Internet messaging service".  Even U.S. President 

Donald Trump likes to tweet his thoughts. 

  

4.1.2.2 Best Strategic Practices for Twitter Marketing 

Scheduling tweets based on the time the followers are most likely to participate. Use tools like 

FollowerWonk and Tweriod to understand when followers are most likely to participate. Tweriod will tell 

when our audience is online and our tweets get the most exposure. What’s more, using the search function 
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to find influential people on our brand theme and talk to people about the topic. This can be as simple as 

collecting tweets, or reply "Thanks for sharing!" Twitter should be part of a cross-channel marketing 

approach. We are going to promote tweets on other social media platforms and have our employees 

participate by retweeting and republishing it on other platforms. Use tools like Crowdfire to clean up the 

list of inactive, non-follower and robots to beware of the proportion of followers to non-followers.  

4.1.2.3 Screenshots of our Twitter Page and Tweets 

Down below are screenshots of our Twitter page and an example of what our posts are going to look like. 

We will keep posting updates of our new recipes or new cooking videos. 
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4.1.2.4 Linking our Website to our Twitter Page 

 

 

4.1.3 Weibo 
Western audiences may not be familiar with Weibo, but this is an amazing success story in the social 

media and Weibo field. Launched in 2009, it is one of the popular social media platforms in China, with 

300 million registered users, and a monthly user visit of 129 million users in 190 countries. It is often 

referred to as "China Twitter" and in many ways is similar to the mashup between Twitter and Facebook. 
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With such a wide audience, it also provides incredible opportunities for companies to reach out to 

potential customer groups. Weibo marketing is one of the recommended marketing activities in China. 

Chinese companies have mastered targeted social media campaigns on Weibo, and now Western 

companies are researching how to access Weibo's vast Chinese market by incorporating Weibo into their 

digital marketing mix. At present, some large Western brands are participating in the site. Coca-Cola, 

Tourism Australia, Unilever and Louis Vuitton create an official certification account on Weibo. These 

brands see Weibo as a digital tool that allows them to develop brand awareness in China while collecting 

important data and insights about Chinese people, their customs, needs, preferences and needs. 

4.2 Inbound Links 

 

4.2.1 Social Media Pages 
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5. Email Marketing and Search Engine Marketing 

5.1 Email Marketing 

Email marketing is an online marketing tool for delivering valuable information to target users via email, 

in the context of user's prior permission. There are three basic factors in email marketing: user licensing, 

email delivery, and information are valuable to users. If one of these three factors is missing, it can't be 

called effective email marketing. These three basic questions are further summarized as the three 

foundations of email marketing, namely: 

(1) The technical basis of email marketing: to ensure users to join and exit the mailing list from the 

technology, and to realize the management of user data, as well as Email sending and effect tracking; 

(2) User's email address resource: it is necessary to get enough users' Email address resources on the 

premise that users voluntarily join the mailing list; 

(3) The content of the email marketing: marketing information is sent via E-mail to the user, and the 

content of the mail to the user valuable to cause the attention of the user, the content of the effective 

design is the basic premise of email marketing work. 

When these basic conditions are available, it is possible to carry out email marketing in a real sense, and 

the effect of Email marketing can be gradually expressed. 

5.1.1 Email Marketing through MailChimp 
Email marketing is the act of sending a commercial message, typically to a group of people, using email. 

Broadly speaking, every email sent to a potential or current customer can be considered email marketing. 

Email marketing is the key to achieving a potential customer base. This is the cornerstone of building a 

digital business. Email remains a significantly more effective way to acquire customers than social 

media—nearly 40 times that of Facebook and Twitter combined (McKinsey & Company).For our project, 

we are going to use MailChimp in order to create our mail campaign. MailChimp is a marketing 

automation platform and an email marketing service that help people create professional-looking HTML 

emails and sending email newsletters. Also, it is user-friendly that allows you to choose a template and set 
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your layout and text using their simple drag-and-drop design feature. What’s more, MailChimp has a 

wide range of reporting tools. You can see exactly who opened your email and how many times. You can 

see which links have been clicked on the most. You can know which day is the most popular time. You 

can even find out where your readers are. This gives you great insight into the performance of email 

marketing and where you might need to improve. Thus, we believe that MailChimp is ideal for our email 

marketing campaign. 

5.1.2 Our Email Marketing Campaign 
Our email marketing campaign will focus on outbound email communications. We pushing out 

information (recipes) to publics who have opted to receive information from us. Through setting up 

quality recipes, maintaining consistent publishing schedule, giving them a place to find more information, 

our goals are acquiring new visitors, retaining exist ones and advertise our website. For the first email 

(welcome email), we are going to welcome the newly registering users and motivate their desire of 

buying commodity in our Cool Market by sending them discount code. 

    Email marketing has two main components that must be considered: 

● The email marketing list 

● The email message content 

We are going to focus on the two aspects and provide our email marketing measurement results. 

5.1.2.1 Email Marketing List 

Some people work with list providers to find and purchase lists and e-mail addresses based on 

demographic or psychological information. For example, you may purchase a list of 50,000 names and e-

mail addresses of people living in Minnesota who have no children. But there are several reasons that we 

do not buy email list: 1). Reputable email marketing vendors don't let you send emails to lists you've 

bought. 2). Good email address lists aren't for sale. 3). People on a purchased or rented list don't actually 

know you. 4). Your email deliverability and IP reputation will be harmed. Thus, it is better to cultivate 
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your own lists. Opt-in newsletters for product updates and services are very good sources for email 

address (Kanabar, 2015). In the project, we are going to use a double opt-in process provided by 

MailChimp. We are also going to use the email list that contains email address of other students that are 

also taking the Innovation Marketing Techniques course and consists of 62 students. 

  

Down below we provided screenshots of where to find our newsletter subscription form on our website 

and also the screenshot of the email list that we find in Blackboard (on display 10 out of 62). 

Figure: Where to find our Newsletter Subscription Form 
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Figure: Overview of 10 out of 62 April’s 2018 Newsletter Recipients 

 

 

5.1.2.2 Email Message Content 

When site visitors spend time registering your email list, they do more than just agree to future 

newsletters - they allow you to enter the sanctity of their inbox. Instead, it should be celebrated with a 

welcome e-mail, which is both fun and friendly, our newsletter highlights another big use of welcome e-

mail: providing unique discount codes to drive sales for potential customers who are just consciously 

committed to your brand in the further. 

 

What we do is to keep our subject line conversational. The welcome message should look like they are 

from friends, not from anonymous, faceless marketing entities. 

By using welcome message, we let readers to know what they expect from us and how they can benefit 

from the subscription. With initial interaction opportunities, let subscribers interact with us deeper. As 

mentioned above, we provide discount code for the readers and we also provide the seasonal dishes 

recipes with direct links to our website, as well as Facebook and Twitter accounts. By clicking on them 

you will be directed to our website. The pictures and descriptions that we used in the email are the same 
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as the ones we have on our website to keep consistency. Below is a screenshot of the email campaign that 

sent out. 

Figure: Our April 2018 Newsletter – Header and Main Body 
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Figure: Our April 2018 Newsletter – Footer 
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5.1.2.3 Measuring our Email Marketing Campaign 

The three key measures for email marketing campaigns are delivery rate, open rate and click through rate. 

Delivery rate in the bon-bounce rate, open rate is an indication of how many customers opened the email 

and click through rate is the number of people who click through your email (Kanabar, 2015). 

 

Mailchimp provides us with all this information. Down below we provide screenshots of our MailChimp 

dashboard reports for our April 2018 email campaign. 

Figure: Screenshot of Open Rate 

  

Figure: Screenshot of Click Rate 

  

Figure: Screenshot of Numbers of Recipients who Opened, Clicked, Bounced or Unsubscribed 

 

 

Figure: Overview of our Email Camaign 

 

 

Figure: Screenshot of our 24-hour Performance 
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Figure: Screenshot of our Top links Clicked 

 

 

 

Figure: Screenshot of Top Locations by Opens 

 

Figure: Screenshot of email campaigns linked with Google analytics 
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5.2 Search Engine Marketing 

Search engine marketing is the practice of marketing a business using paid advertisements that appear on 

search engine results pages (or SERPs). Advertisers bid on keywords that users of services such as 

Google and Bing might enter when looking for certain products or services, which gives the advertiser the 

opportunity for their ads to appear alongside results for those search queries. 

5.2.1 Our Search Engine Marketing Campaign 

5.2.1.1  Background Information 

Search Engine Marketing provides us with two kinds of strategies to complement the effort of promoting 

the organic visibility of your WordPress website (Kanabar, 2015), paid and unpaid. The paid search in 

this milestone we are using is called pay-per-click Google AdWords advertising campaigns. We plan to 

use a total of $25 dollar for 2 weeks advertising. We are also using Facebook, Twitter, and Weibo as free 

advertising which are describe in the social media section above.  
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5.2.1.2 Form of our paid Search Advertisements, Payment Model and Text Advertisement 

The two advertisements that we created are text advertisement and responsive advertisement, and the 

payment model that we used is Cost-per-Click (CPC). The reason why we choose CPC model is that we 

are only going to pay when an interested party clicks through our advertisements. 

Screenshot of our advertisements: 
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Screenshot of the details of our first advertisement: 

 

Screenshot of the details of our second advertisement: 
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Screenshot of the overview of Google Adwords  

 

5.2.1.3 Determining our Budget, Goals and What to Measure 

Since we are advertising our website which is a recipe website, we named our campaign “Unique Recipes 

Created for You”. Our campaign consists of two advertisements. The type of advertisement that we used 

for both ads is Search Network and the networks that our ads to appear are Google Search, Maps, and 

partner websites on all devices. Our targeted locations are all countries and territories and the language 

that we used is English. As for our bid strategy,  we decided to use maximize click bid strategy and our 

budget is $2 per day.   
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5.2.1.4 Determining our Ad Group  

An Ad group is a subset of sponsored keywords that all trigger the same ads. We created one ad group 

“Unique Recipes Created for you” for two advertisements and group our keywords together. 
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5.2.2 Track and Analyze our Overall Search Engine Marketing Campaign 
As of April 10, the performance of our search engine marketing campaign can be seen from the graph 

below. We will continue monitoring our Google Adwords campaign and make further changes and 

improvements to maximize the benefits Google Adwords provides. 

 

We compare the traffic flows on March 26 and April 10, which are displayed in the following graph. We 

started our Google Adword plan and set bid budget at $2 per day on March 24, then got 438 views and 16 

clicks on March 26. Later on, we set bid budget at $3 per day and the traffic flow increase rapidly, 

reaching 24,312 views and 678 clicks on April 10. Among all the search phrases recipes, recipes from, 

food recipes and cooking ideas got most of the views and clicks. At first, our ads were 54% viewed on 

smartphones, 16% viewed on tablets and 30% viewed on computers. At present, our ads are 78% viewed 

on smartphones, 8% viewed on tablets and 13% viewed on computers. People are increasingly viewing 

our website on smartphones rather than on computers. At first, our ads were 88% clicked through Google 

Search and 13% clicked through Google Partner Sites. At present, our ads are 6% clicked through Google 

Search and 94% clicked through Google Partner Sites. More and more people click our website through 

Google Partner Sites instead of Google Search. 
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Screenshot of our Performance Graph on March 24 
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Screenshot of our Performance Graph on April 10 
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5.2.3 Adwords Analytics 

There are following new words appeared in Google searches that show our ads. “Cooking” ranks 

highest among all the keywords, which costs $8.83, gets 239 clicks and has 3.61% CTR, followed by 

“Recipes”, which costs $8.39, gets 135 clicks and has 2.23% CTR.  The most shown search ad is our 

first text advertisement, which got 15,642 impressions, 432 clicks and 2.76% CTR. 

 

As is seen in the demographic report below, the majority of our audience group is aged from 25 to 34 

years old, which had 115 clicks, 4,470 impression and 2.57% CTR. The 18-24-year-old group ranks 

secondly, which had 85 clicks, 2,512 impression and 3.38% CTR, followed by group of 35-44. It’s 

obvious that young people and teenagers are more interested in our website and they should be our main 

target audience. We got more male audience than female audience. 
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We also noticed that the household income of our main audience is lower than 50%, which means, our 

target audience don’t have high income. 

 

5.2.4 Google Adwords Recommendations for Optimizing Our Campaign 
In order to optimize our campaign, Google Adwords suggests that we should add more sitelinks in our 

campaign, which can be clearly seen below the text advertisement. Therefore, we added four sitelinks 

including texts and the final URLs: My Kitchen, Cool Market, Cooking Studio and Recipes. Besides, we 

are advised to add at least two callouts to our account. Then we added three callouts: 24/7 Customer 

Service, Free Online Courses, and Free Ingredient Shipping. Last but not least, it’s suggested that we 

add structured snippets. We added styles as header and included American Style, homemade salmon 

fillets, salt and pepper. 
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6. Google Analytics 
We have implemented a Google Analytics tracking code on the website 

http://www.highgradekitchen.com, hence we are able to look at the visitor metrics in the Google 

Analytics dashboard. There are some key findings and reports for the past month, which will be 

presented in the following sections. The complete report of Google Analytics can be found in 

Appendix  

6.1 Audience 

When we explore the “Audience” tab, we found that our website had 774 active users in 829 

sessions in the past 14 days, among whom only 5.4% are returning visitors (44), and the visitors 

visit 1.38 pages on average (Appendix B). Besides, the visitors are mainly coming from India 

(Appendix C). Around 80% of the visitors are using a mobile phone or tablet and only 20% of 

the visitors are using desktop devices (Appendix D), which means we need to make our website 

more responsive. About 70% audience are speaking English since our website is English-based. 
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Screenshot of our Audience Tab 

 

6.2 Acquisition  

In the “Acquisition” tab, the channel data shows that 95.2% of visitors enter our website through 

paid search,  2.5% search directly, which means they have typed or bookmarked the URL, 2.12% 

from an email, 0.12% from a referral link (Appendix E). The referral traffic report (Appendix 

F) shows that the referral comes from Mailchimp (us12.campaign-archive.com) 
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Screenshot of our Acquisition Tab 

 

 

6.3 Behavior 

The “Behavior” tab reveals visitor’s behavior on our website from different perspective. There 

have been 1,004 unique pageview. “Unique” means repeated views of the same page in a session 

have been subtracted. Visitors mainly visit front page and the page for recipes. Visitors spend 55 

seconds on our website per session (Appendix G). The bounce rate, the rate of visitors who 

leave the landing page without interacting with it, is 88.02%, which seems high, but it doesn’t 

mean they were not interested in our website or didn’t find what they were looking for. 

 



AD737 Innovative Marketing Techniques           Final Project: The Cool Kitchen                               Group 8  

64 

Screenshot of our Behavior Tab 

 

6.4 Conversion 

We set our goal 1 as “see deal” which means view current sales or promotions and we got 122 

completions. We set goal 2 as “read reviews” which got 113 completions. We set goal 3 as 

“create an account” which got 19 completions. We set goal 4 as “share/social connect” which got 

19 completions. We set goal 5 as “newsletter signup” which got 19 completions. We set goal 6 

as “refer a friend” which got 113 completions. All in all, we got 405 goal completions and our 

goal conversion rate is 46.44%. The majority of goal completions are located at front page, 

accounting for 90.62% of all completions, followed by recipes and recipe categories, making up 

3.21% and 2.72% respectively. The goal flow graph can be found in Appendix H  
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Screenshot of our Conversion Tab 

 

6.5 Site Speed 

Site speed is also an important factor that can influence the clicks and our website traffic. As is 

shown in the following overview graphs, the average page load time is 10.07 seconds, which is 

too long for visitors to have the patience to wait. The average server response time is only 1.12 

seconds, which is pretty good. The average redirection time, domain lookup time, server 

connection time, and page download time are all within 1 second, which are all acceptable. 

People who use Safari browser spend the shortest page load time while those who use Chrome 

spend the longest page load time. As it can be seen in the page timings graph, visitors will spend 

more time to load than average load time the front page and cooking studio page. We got some 

suggestions to improve our site speed from Google Analytics. We test our home page on 
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PageSpeed Insights, which shows that our optimization is 80/100, which is good. However, we 

can find more optimizations to improve the speed of our page. 

Screenshot of the Site Speed Overview  
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Screenshot of Page Timings 

 

Screenshot of Site Speed Suggestions  
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7. Appendix 
Appendix A  Keywords Research Table 

 

 

 

 

 

 

 



AD737 Innovative Marketing Techniques           Final Project: The Cool Kitchen                               Group 8  

69 

Appendix B  Screenshot of our Audience Overview Tab 
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Appendix C  Screenshot of our Audience location Tab 

 

 



AD737 Innovative Marketing Techniques           Final Project: The Cool Kitchen                               Group 8  

72 

 

Appendix D  Screenshot of our Device Category Tab 
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Appendix E  Screenshot of our Channels Tab 

 

Appendix F  Screenshot of our Referral Traffic Tab 
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Appendix G  Screenshot of our Page Overview Tab 
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Appendix H  Goal Flow Graph 
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Appendix I  Goals Worksheet 

Business Goals 

 

 

Website Features 
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Connecting Goals & Conversions Table 
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Appendix J  Site Assessment Worksheet  
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Appendix K  Rank-KPI-Tracking Worksheet 

1. Search Engine Rank 
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2. Indexing Tracking 

 

3. Link Tracking 
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3. Social Status Tracking 

 

4. Conversion Tracking 
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Appendix L  Competition Worksheet 
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Appendix M  SEO Growth 
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Appendix N  Site Optimization 
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