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OUR WORK
Website and systems specialists.
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DIGITAL SPECIALISTS

We consistently deliver high quality websites, including:

• National Storage - www.nationalstorage.com.au

• All Trades Queensland  - www.atq.com.au

• Suzuki Queensland - www.suzukiqld.com.au

• World Science Festival(Qld Museum) - www.worldsciencefestival.com.au

• Go Getta - www.gogetta.com.au

• Yogiic - www.yogiic.com

• Rhythm Clothing - www.rhythmlivin.com

• Bees Nees - www.beesnees.com.au

• Reload Media – www.reloadmedia.com.au

• Burnie Brae - www.burniebrae.org.au

• Best Semester Abroad (Qld Govt) - www.bestsemesterabroad.com.au

• Isocol - www.isocol.com.au
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Lamb has worked 
on hundreds of 
digital projects. 

All of our staff 
are digital 
specialists.

http://www.nationalstorage.com.au/
http://www.nationalstorage.com.au/
http://www.atq.com.au/
http://www.suzukiqld.com.au/
http://www.worldsciencefestival.com.au/
http://www.gogetta.com.au/
http://www.yogiic.com/
http://www.rhythmlivin.com/
http://www.beesnees.com.au/
http://www.reloadmedia.com.au/
http://www.burniebrae.org.au/
http://www.bestsemesterabroad.com.au/
http://www.isocol.com.au/


WE MAKE LEADERS

It is commonly our remit to perform a full digital 

transformation of our customers, and to make them leaders.

Example – National Storage
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Competitors



LAMB AGENCY

Pure Digital

We are a quality provider of Digital solutions, with strong 

project management focused on seamless delivery.

We are driven to get the best commercial value from digital, 

without the complications. We specialise in proving a very 

high level of strategic digital thinking combined with 

stunning creative execution.

The entirety of our development team is based in Milton, 

Queensland.

.
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Our team

• 1 digital strategist

• 4 project managers

• 7 developers

• 2 designers

• 1 support specialists



CAPABILITY OVERVIEW
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Website development

Content management, systems 
development, mobile applications.

UI/UX consulting

Performance optimisation, 
website usability.

Digital strategy

Digital capability maturing planning, 
innovation ideation.



DIGITAL LEADERSHIP WORKSHOP
Building the foundations for long term advantage
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DIGITAL STRATEGY
Our approach to client engagements.



WHAT’S NEXT? MAPPING OUT DIGITAL

Digital is more than just having a basic website. It should be 

treated as a key asset that is created and maintained over a 

period of time that contributes to a larger digital strategy.

Within the scope of our engagement Lamb Agency seeks to 

gain an understanding not only what needs to be done to build 

the website, but what activities need to follow that will increase 

the sophistication of the organisations digital capability.

The foundation for our strategy requires that we map out the 

organisations key objectives, and align these to digital 

capabilities that will need to be developed.
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Digital is more than just 

having a website. Things 

change quickly, you need a 

plan!



PLANNING DIGITAL STRATEGY

Planning through “digital maturity”

Digital maturity is the measure of your organisations digital 

sophistication. It is an ideal tool to benchmark, plan, and 

review your digital strategy.

The higher your digital maturity the greater the potential 

results you are able to take advantage on from digital, and the 

better placed you will be to avoid disruption.

Those on the highest level of maturity (5), are those creating 

industry-disrupting ripples in their market.
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We base our measure of 

digital maturity on a 5 level 

scale. 1 being the lowest 

level of sophistication and 

5 being the highest.



DIGITAL MATURITY LEVELS

17

1. Website design

Can you design and build our 
website?

2. Website strategy

Can you define what our 
website should be? 

Do you have measurement 
tools in place to capture 

performance.

3. Optimisation

What do we need to do to 
improve the effectiveness of 

our digital assets?

4. Digital opportunities

What other digital 
experiences should we be 

considering?

5. Business opportunities

Can you identify new 
business opportunities in the 

digital space?



MATURITY EXAMPLES
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LEVEL 3

OPTIMISATION

User experience optimisation
Lamb Agency is used as a key agency by Virgin 

Australia for user experience design and 
improvement. These websites have some of the 

largest turnover in the country.

LEVEL 4

DIGITAL OPPORTUNITY

Tinder-style engagement ring selection
Lamb Agency created a new digital experience in the 

form of an engaging mobile application to allow 
aspiring couples to browse products, and encourage 

them to come in store to buy.

LEVEL 2

DIGITAL STRATEGY

Digital strategy mapping
Lamb Agency completed a full digital strategy for all 

online operations. National Storage is a publically 
listed company with revenues over $100 million.



DIGITAL MATURITY CAPABILITIES

1. Web design 2. Website strategy 3. Optimisation 4. Digital opportunities 5. Business opportunities

Web presence featuring 
company info, product, 
services.

Integrated web presence to 
drive revenues.

Integrated web, mobile and 
social experiences.

Integrated digital platform 
to nurture prospects and 
existing customers.

Bridging off line and online 
world with one shared view 
of the customer.

Website, social, paid search, 
email list management.

Desktop and mobile web 
organic search, segmented 
email marketing.

Website supports active 
lead capture with 
campaigns to promote 
engagement.

Rules based personalisation 
across digital properties.

Predictive personalisation,
auto-triggered dialog, 
progressive engagement.

Bespoke digital interactions 
created to capture data or to 
do a digital leadership 
position within the industry.

One-to-one customer 
engagement, cross channel 
development.

Traffic data captured. KPI’s are tied to months 
business targets.

Visibility of performance 
readily available through 
dashboards.

Activities are performed to 
capture and analyse 
advanced user interaction 
data.

Digital assets are changed 
to align or increase KPI’s of 
monthly business targets.

New initiatives are 
launched to make larger 
movement towards KPIs.

KPI’s are tied to lifetime
customer value and 
advocacy rates.
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01. Audit current 
digital 

capabilities

03. Determine 
capability required 

for industry

02. Compare to 
competitive 

environment

04. Determine 
strategic 

sequencing

05. Begin digital 
support 

engagement

DIGITAL MATURITY PROCESS
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UNDERSTANDING THE 
CUSTOMER

Mapping the Customer Engagement Lifecycle (Journey)



THE CUSTOMER

How do you get your customers to do what you want them to 

do on your website?

It’s all about understanding what motivates your customers –

what their needs are, their hesitations, and concerns. Most 

importantly it’s about being able to align what they want to 

accomplish when they come to your website. 

Developing an understanding of the customer personas and 

their information needs allows us to do just that. 

Any digital asset will take into consideration the fundamental 

motivations and concerns that the target users have. 
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“Buyer personas are research-based 

archetypal (modeled) 

representations of who buyers 

are, what they are trying to 

accomplish, what goals drive their 

behavior, how they think, how they 

buy, and why they make buying 

decisions.”

Tony Zambito

http://tonyzambito.com/buyer-persona-original-definition-matters/


CUSTOMER ENGAGEMENT LIFECYCLE
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MAPPING THE LIFECYCLE

To make sure we are appropriately servicing the customer 

through their purchasing life cycle. We need to align the efforts 

of your respective agency engagements and their outputs to 

what is needed.

Customer Engagement Lifecycle

The customer engagement lifecycle was developed by 

McKinsey through research of 20,000 consumers across five 

industries and three continents.
http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-

consumer-decision-journey
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Understanding the 

customer’s lifecycle 

provides a foundation for 

constructing the websites’ 

information architecture.

http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey


MAPPING THE LIFECYCLE

Example – Positioning early

Customers first contact with your website in the Familiarity 

stage of the lifecycle. They are looking for options purchasing 

decision and will only spend a short amount of time creating a 

short list of companies. For customer at this stage of the life 

cycle we need to make sure we have the high level market 

position information and benefits clearly available on the 

home page (or appropriate landing pages).

Customers in the consideration phase likely have been to your 

website before, and are a little more committed to knowing 

more about you. Given they have been to the site before, they 

likely will jump directly to the section of the website they are 

looking for. 25

How this impacts the website

This is why we structure the home page 

to have introduction information, and 

try to keep the home page clutter free. 

We don’t need to provide everyone all 

the information we have in the one 

place.



CUSTOMER JOURNEY REVIEW

Awareness Familiarity Consideration Purchase Loyalty

Summary Marketing, including digital 
marketing

Investigating the company, 
initial vetting

Detailed investigation of 
company

Initiating purchase Secondary engagement or 
advocacy

Website 

engagement

Pre-website engagement 1st website visit 2nd website visit+ Final website visit before 
engagement

Customer action • Google searches
• Asking personal and 

professional network 
for recommendations

• Initial website visit • Visit website more than 
1 time

• Download brochure
(PDF)

• Phone call
• Place enquiry
• Online booking

• Recommendation of 
brand to a contact

• Sharing of experience 
on social media

Information 

provided
(Agency action)

Digital marketing
campaigns, online 
advertising.

• Explanation of market 
position.

• Highlighting location 
features

• Detail product or 
service information

• Value added 
consideration support 
materials (e.g. Latest 
Events, Services page)

• Prominent calls to 
action

• Contact details

Later consideration

Implementation Client Lamb Agency* Lamb Agency* Lamb Agency* Later consideration

Simplified audit example

26



MAPPING REAL USAGE

Focus areas

• Reasons for using the website

• Pain points, key concerns (key messaging)

• Demographic profiling and prioritisation**

• Information gaps (what doesn’t the user know?)

• Specific information needs, what is important that the user 
see?

• How do we measure success?
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Demographic prioritisation**

It is relatively common for companies 

to be serving multiple customer bases. 

But not all customers are potentially 

equal when it comes to the commercial 

outcomes they produce for the 

company, or their use of digital 

technology.
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WEBSITE STRATEGY



RESEARCHING BEST PRACTICE

Start from a proven base

There is no need to reinvent the wheel if we can draw upon 

practices that we have been work through our experience and 

from research into competitors in the same space.

This research can draw upon equivalent but parallel industries 

that need to solve the same fundamental problems. This can be 

particularly difficult in the case of companies that are already 

leaders within their own industry.
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Review:

• Value proposition statements

• Upselling capabilities / tactics

• Overall sophistication of digital 

offering

• Aesthetic

• Finding a benchmark

• Ease of finding information

• Interesting ideas 



WEBSITE REQUIREMENTS

• Website functionality

• Brand articulation

• Design methodology

• Information architecture

• Key calls to action

• Brand/design requirements

• Systems integration

• Technical limitations and considerations

• Key performance indicators

• Methodology  and focus areas for continual improvements 
(including A/B testing)
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WHY DO THE WORKSHOP?



BENEFITS

• Strategic alignment - Consider the website 

and digital assets within the organisations 

strategic context.

• Highlight opportunities - Identifies 

opportunities for utilisation of existing and 

generated data.

• Customer mapping - Maps out market 

demographics, and increases the 

understanding of customers information 

needs.

• Planned next steps - Identifies future 

capabilities and milestones that will need 

to be kept to achieve the digital strategy. 

Set up a plan.

• Considered requirements - Provides a 

more thorough scoping of requirements 

and capabilities. Reduces the chance of 

key items being “missed” as more 

considered scoping can be performed.
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01. 
Collect initial 
research from 

client

03. 
Run digital 
leadership 
workshop

02.
Perform background 

research

04. 
Discuss findings 
from workshop, 
combine with 

research

05. 
Share findings / 
digital strategy

WHAT WE DO



COST

The cost of the digital leadership workshop is $2,500* ex GST. 

Factored into future project cost

The cost of the digital leadership workshop is taken out of the 

cost of any future projects should that engagement move 

ahead.

An investment to reduce risk

The digital leadership workshop is a sensible investment of 

money to provide an informed and considered strategy, a key 

customer facing asset that for most businesses will last 3-5 

years. 
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Project estimate

The discovery engagement will 

provide an indicative budget based 

on the scope.

* This is a token amount which is usually 

charged at, or below cost.



MOVING FORWARD
If you wish to proceed, give us a call on 
3368 3617, or email info@lambagency.com.au
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