
Digital Marketing & Communications 
for IMS New Zealand Ltd

An indicative case study by Stefan Olsen @ Ed  
for businesses in the aerospace industry



Ed delivers the full suite of digital 
marketing and communications 
services for IMS and its global brands 
Cloudburst and Ground-Effect.

CLIENT RELATIONSHIP: MAR 2016 – PRESENT

1.	 Digital Communications Strategy

2.	 Ongoing Content Development

3.	 Image / Video Prep & Uploading

4.	 News Articles & Case Studies

5.	 Social Media Activity & Management

6.	 Online Advertising Budgets

7.	 Website Design & Development

8.	 Email Design & Monthly Newsletters 

9.	 Google Analytics Metrics

10.	 Facebook Insights 

11.	 MailChimp Reporting

12.	 7-day Support & Maintenance



www

Click on the logos / icons below to visit the digital channels

https://www.instagram.com/imsheliworldwide/
https://www.facebook.com/cloudburstfirebucket
https://www.facebook.com/groundeffectspreadingbucket
http://www.imsheli.com
http://www.imsheli.com
https://www.facebook.com/imshelicopter/
https://www.youtube.com/channel/UC5cnEB91I4eUOjDa-v_lzYQ
https://www.instagram.com/cloudburstfirebucket/
https://www.instagram.com/groundeffectspreadingbucket/
https://www.facebook.com/cloudburstfirebucket
https://www.facebook.com/groundeffectspreadingbucket


IMS, Cloudburst & Ground-Effect
Ed began working with IMS in early 2016 by first redeveloping their website. This 

involved a substantial upgrade to a slick online presence that was central to their brand 

and reflected their positioning as a global player in the helicopter equipment industry.

In May 2018 IMS engaged further with Ed in order to take the reins of their digital 

marketing and communications by: refreshing the website; overhauling monthly email 

newsletters, and; streamlining and organising their Facebook and Instagram channels.

Then, in November 2018, core product lines Cloudburst and Ground-Effect got their own 

Facebook and Instagram channels. This was necessary as sales and support for CB and 

GE were now growing fast under their international partners’ own brand umbrellas.

The following pages document the Ed and IMS relationship by profiling the various 

digital marketing and communication components. It includes details about the strategy 

and execution of the services delivered, data and results, and client comment. 



1. Digital Communications Strategy
Prior to May 2018 IMS were using Facebook, Instagram and email newsletters 

sporadically. Content was satisfactory but there wasn’t enough of it and it didn’t 

cover all the activity going on within IMS and with their products around the world.

ED’S APPROACH TO STRATEGY

+	 Discussed and defined client’s online business goals and objectives. 

+	 Created an overarching strategy document outlining what will be done and when.

+	 Recommended an overhaul of visual identity for social media and email newsletters.

+	 Created Google Calendars for activity: deliverable dates, content generation, execution.

+	 Clean-up of brand’s messaging TOV (tone-of-voice) for consistency, clarity, cadence.

+	 Gathering of base content: QnA docs supplied to IMS to complete and return.

+	 Identified digital touch-points then planned activity around these with weightings.

+	 Recommended quarterly meetings with IMS to discuss all activity, data, results.
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2. Ongoing Content Development
The bane of many businesses wanting to enhance their digital presence is the 

development of quality content. Ed provides QnA templates for IMS to complete and 

return. This base content is then written up as posts, news articles and case studies.

CONTENT GENERATION WITH ED

+	 As above base content for website articles comes from completed QnAs.

+	 Content is also sourced from feeds of partners and distributors of IMS products. 

+	 IMS lets Ed know about events being attended and Ed source’s content from these.

+	 The six categories of content on the IMS website is on a six-month rotation. 

+	 Cloudburst and Ground-Effect brochure content is broken up and used for posts. 

+	 Photos and video is also taken at IMS product deliveries then posted as ‘journal’.

+	 We also keep an eye on helicopter industry news and repost important updates.



3. Image / Video Prep & Uploading
IMS supplies images of various quality from a range of sources: partner social media 

posts, images/video taken on phones, industry bodies/events libraries. Ed processes, edits 

and adjusts this content then loads stills to Dropbox ready for use or to Youtube for video. 

ORGANISING IMAGERY & VIDEO

+	 Receives and/or retrieves stills/video from client and edits: eg. resizing, colour, etc.

+	 Video is uploaded to Youtube channel, categorised, keyword tagged, unique URL’d. 

+	 Video is then ready for use in social media posts, articles or product pages on website. 

+	 Images are colour adjusted then sized for use in Facebook, Instagram and website.

+	 Any new stills are also loaded to the IMS website’s super gallery.

+	 Imagery loaded to the website is also tagged with keywords for SEO.

+	 All images and video are filed for future use in a Dropbox resource library.



IMS YOUTUBE CHANNEL



4. News Articles & Case Studies
As Ed isn’t working inside IMS everyday, content needs to be fed through to Ed for use in 

digital marketing and communication channels. To take the pressure off IMS, QnA docs are 

provided for IMS internally or an IMS client/partner to complete and return for writing.

LONG-FORM CONTENT CREATION

+	 Provide QnA doc to identify key focus areas for IMS to put together draft material.

+	 Receive completed QnA docs, ask additional questions, carry out further research.

+	 Prepare logos, still imagery, video, create shortened and customised URLs for links. 

+	 Write and refine supplied base content into three 300-400w stories per month

+	 Design-style and draft news articles / case studies with logos, images, video, links.

+	 Send for approval then adjust if necessary, publish to IMS website and social media.

+	 Goal is to write at least one article every month for each of IMS / CB / GE.



WEBSITE NEWS ARTICLES & CASE STUDIES



5. Social Media Activity & Management
One of the key reasons Ed was contracted to deliver digital comms services to IMS 

was to take social media management away from in-house staff. Ed manages and 

executes everything across social media with input from IMS for initial base content.

ED ACROSS SOCIAL MEDIA

+	 Plan all future social media activity in Google Calendar beginning of each month.

+	 Role includes all activity across IMS / CB / GE channels: Facebook & Instagram.

+	 Notify IMS of deliverable dates for base content for Ed to write and publish proper.

+	 Post 3-5 times per week for each of the 3xFB/IG channels + cross-sharing between.

+	 Planning, content generation/writing, draft/scheduling and publishing/management.

+	 Transfer social media content posted to website and email newsletters.

+	 Manage IMS feeding of day-to-day company activity for events, client deliveries, etc.

+	 Keep seasonal focus appropriate: CB promotions in AU-NZ for fire season etc.



GOOGLE ACTIVITY CALENDAR EXAMPLE



Facebook / IMS Instagram / IMS



Facebook / CB Instagram / CB



Facebook / GE Instagram / GE



6. Online Advertising Budgets
From an initial monthly spend of just NZ$100 on boosting Facebook posts (that also 

advertise on Instagram) the budget was lifted to NZ$350 per month from November 

2018. This allowed ‘like page’ ads to run for the new CB and GE pages, and for IMS. 

FACEBOOK BUDGET ALLOCATION

+	 Place boosts on selected posts from each of the IMS / CB / GE Facebook pages.

+	 Create a Facebook ‘Like Page’ ad for each of IMS / CB / GE and run ongoing.

+	 Develop target audiences for all the key areas / continents in the world: north/south.

+	 Rotate target audiences for northern / southern hemisphere activity every 3/6 months.

+	 Cloudburst – spring / summer (6mo) for NZ-AU fire season then vica versa with north.

+	 Ground-Effect – autumn/winter (6mo) for Europe-North America ag-hort sector, v/v.

+	 IMS – rotate every 3mo – NZ-AU-Pacific – North / South America – Europe – Asia.



7. Website Design & Development
An effective website is never complete as it requires ongoing and constant modifications and 

new content refreshment. As new products and imagery/video are being added to the IMS site 

and better ways of doing things is revealed, updates to content and tech are carried out on the fly.

WEBSITE AS CORNERSTONE OF STRATEGY

+	 Initial redesign/redevelop early 2016 – refresh early 2018.

+	 Ongoing maintenance, design tweaks, technical enhancements, SEO improvements.

+	 Created a ‘Team’ section to profile key staff with background, experience and daily roles.

+	 Added a super ‘Gallery’ to showcase all imagery from throughout site / well categorised.

+	 Moved key Home page details to more prominent positions as calls-to-action.

+	 Duplicated ‘Make an Inquiry’ form from Contact Us to its own page for prominence.

+	 Moved partner/distributors away from Contact Us as standalone page with contact details.

+	 Add/change imagery and video as better quality content comes in.



IMS WEBSITE



WEBSITE SUPER GALLERY



WEBSITE TEAM & DISTRIBUTORS



8. Email Design & Monthly Newsletters
Ed redesigned the email newsletter (eNL) template to better reflect the IMS brand 

attributes. A more appropriate layout was created that would work for a wide range of 

content. Various modules are able to be implemented depending on the content supplied.

EMAIL IS STILL KING OVER SOCIAL MEDIA

+	 Congregate social media content and select most appropriate for inclusion in eNL.

+	 Write teasers from website case studies and news articles to include in eNL.

+	 Compose and prepare imagery, draft/approve and send eNL last day of the month.

+	 Prepare html and add eNL to website news section as individual news post.

+	 Write a shortened teaser post for the eNL to post on Facebook and Instagram.

+	 Use social media channels to push users not on eNL database to visit site / eNL.

+	 Monitor eNL results / bounces / unsubscribes / and other metrics.



EMAIL NEWSLETTERS



9. Google Analytics Metrics
Ed monitors the IMS site’s Google Analytics (GA) daily and every three months puts 

together a detailed report comparing the past three months with the same three months 

the previous year. From this data Ed puts together key points and recommendations.

GOOGLE ANALYTICS IS INVALUABLE

+	 Develop quarterly GA reports and present key metrics comparing previous year.

+	 Provide  talking points with recommendations for quarterly meetings.

+	 Top channel acquisition is a key focus to see the change in social media traffic.

+	 Another area looked at is the device source of traffic: desktop, tablets and phones.

+	 Countries are also closely scrutinized as online activity is geographically targeted.

+	 Also, pages visited is looked at to see which posts and products have been visited.

+	 The quarterly meetings are also an opportunity to look at more GA insights.



10. Facebook Insights
Ed constantly monitors Facebook and Instagram activity for IMS, CB and GE. With multiple 

posts being published most days a close eye is kept on likes, comments and shares. And 

like Google Analytics, a quarterly report is issued detailing key Facebook/Instagram activity. 

SIX SOCIAL MEDIA CHANNELS

+	 Develop quarterly Facebook reports that present data for paid and non-paid posts.

+	 Put together basic Instagram data from the previous three months.

+	 Look at the number of impressions (how many newsfeeds a post appeared in).

+	 Also, we hone in on click through to the IMS website to see what pages were visited.

+	 Analysis is done on spend and which posts were most effective when boosted.

+	 Provide key talking points for quarterly meeting with recommendations.

+	 The quarterly meetings are also an opportunity to look at more social media insights.



11. MailChimp Reporting
As mentioned earlier in this document, email newsletters (eNLs) are composed and sent to 

the entire database of approx 1600 recipients at the end of every month. Content is sourced 

from the month’s social media and website activity, and any other supplied material.

MAILCHIMP METRICS KEY

+	 Develop quarterly MailChimp reports that present data across the three months.

+	 Put together comparative MailChimp data to see how well the eNLs have performed.

+	 Key metric include how many people opened the eNLs.

+	 Also assessed are the click through rates to the IMS website.

+	 We look at who opened the eNLs, the countries they reside, and top links clicked.

+	 Another area looked at are the number of bounces and unsubscribes and reasons why.

+	 Provide key talking points for quarterly meeting with recommendations.

+	 The quarterly meetings are also an opportunity to look at more MailChimp insights.



12. 7-day Support & Maintenance
Due to the nature of digital marketing and communications, Ed remains available for 

any urgent issues 8am-8pm seven days a week. Also, there are some posts that need 

attention on the weekends and at nights although these usually don’t number many. 

ED IS COMMITTED TO IMS

+	 8am-8pm support and maintenance 7 days a week for urgent issues.

+	 Whenever necessary the resolution of any posts or website content with problems.

+	 Monitoring of website and GA, social media channels (x6) and eNL reads / opens.

+	 Essentially, the monthly fees charged cover the cost of having a marketing arm in Ed.

+	 The benefit with using Ed is knowing you have a dedicated manager of your comms. 

+	 Ed has a drive and a passion for making digital marketing and communications work.

+	 Yes, Ed is remunerated, but the real rewards come from seeing businesses thrive ...



The Results &
Client Feedback



“Ed has opened us up to avenues 
that we just didn’t know existed to 
the extent that they do. Stefan has 

been fantastic in putting it all together 
and keeping the pressure on 
for all our digital marketing.

Jordan Salmons, Sales Manager, IMS



3,253 Website Visits 
01.08.18 – 31.10.18 (3mo-2018)

1,067 Website Visits 
01.08.17 – 31.10.17 (3mo-2017)

305%   Website Traffic Increase



“Our international exposure is 
noticeably a whole lot higher. 

We get comments from all around the 
world – they see that we’re doing a lot. 
They’re very interested in what we’re 

doing and how we’re doing it and 
it’s working very well.”

Jordan Salmons, Sales Manager, IMS



29.2% Open Rate 
16.3% Industry Average

5.5% Click Rate 
1.8% Industry Average

243%   Above Industry Averages



“Stefan picks up on what we’re 
trying to get across and takes it into 
reality. We’re a lot more driven now 

to discover content, through Stefan’s 
prompting. We put a schedule together, 
which we all work to, we give him raw 

content and what he produces
is just fantastic.”

Jordan Salmons, Sales Manager, IMS



9,553 Website Visits 
01.08.18 – 31.10.18 (3mo-2018)

3,575 Website Visits 
01.08.17 – 31.10.17 (3mo-2017)

267%   Page Views Increase



“Before we ran our social media 
ourselves and it’s just not our forte. 
That’s why we started working with 

Ed. We didn’t know how good it could 
be and how much could be done. 

Stefan’s really opened us up to that. 
It’s fantastic what he’s doing 

and what he’s exposing us to.”
Jordan Salmons, Sales Manager, IMS



IMS Facebook Page / Past 28 Days 

44,455 Post Reach
10,249 Video Views •  2,376 Post Engagements •  147 New Page Likes

Cloudburst Facebook Page / Past 7 Days / (since page created) 

8,964 Post Reach
245 Video Views •  173 Post Engagements •  72 New Page Likes

Ground-Effect Facebook Page / Past 7 Days / (since page created) 

15,686 Post Reach
500 Video Views •  719 Post Engagements •  121 New Page Likes



Ed is well-positioned through services 
delivered to IMS and is subsequently 

seeking working relationships as 
a provider of digital marketing and 

communications for aerospace 
businesses affiliated with IMS and its 
brands Cloudburst and Ground-Effect.



For more details please contact Stefan Olsen @ Ed
 027 285 3800 • aerospace@ed.net.nz • www.ed.net.nz



Appendix 1:
Google Analytics Metrics
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PAGES VISITED AUG-SEP-OCT 2018 – KEY POINTS – GOOGLE ANALYTICS

GOOGLE ANALYTICS
AUG-SEP-OCT 2018

KEY POINTS
•   Continued increase in visits (well up from previous 3mo) 

Past 3mo = 3253 Users / Same time last year = 1067 Users.

•   Visitors spending slightly more time on the site – 2m10s v 2m06s.

•   Visitors viewing slightly less pages per visit – 2.43p/visit v 2.66p/visit.

•   Bounce rate is too high although it appears this is due to many visits 

arriving just to view the specific page they clicked through to read.

•   Social Media traffic increased dramatically – 1473 v 29 visits.

•   Direct traffic (entering imsheli.com) also a big jump – 943 v 332 visits.

•   Organic Search (Google) slightly down 2018 v 2017.

•   Almost 32% of all visits are coming from Facebook on mobile devices.

•  Disproportionate number of visits from Venezuela due to targeting South 

America – will be pulling back spending and focusing more on AU and NZ.

•   NZ visitors up 607/350, USA visits up 329/203, Australia up 321/101.

•   Proportionate visits across pages being promoted on Facebook and eNL.



Appendix 2:
Facebook Insights



AUG 2018 – ALL POSTS



SEP 2018 – ALL POSTS



OCT 2018 – ALL POSTS



AUG 2018 – BOOSTED



SEP 2018 – BOOSTED



OCT 2018 – BOOSTED



AUG-SEP-OCT 2018 – KEY POINTS – FACEBOOK

AUG-SEP-OCT 2018 – KEY POINTS – FACEBOOK

•   This data are pretty much self-explanatory but let me know if you have any questions.

•   Common theme is the more a post is boosted the more impressions, views and clicks it gets.

•   Also, the better the image or video, the more successful the post metrics are.

•   Now boosting posts to two core audiences: AU-NZ (CB – fire season) – Canada, USA, Europe (GE)

•   Audience profiles include those interested in various categories such as: 

aviation, engineering, aerial agriculture, horticulture, farming, forestry, firefighting, agriculture, horticulture, etc 

•   In summary the approach to Facebook and Instagram activity over the past 3/6 months will be changing 

dramamtically from Nov 1 onwards – having created two new online presences for CB and GE, for the next 3mo 

we’ll be targeting AU and NZ audiences with Cloudburst activity and Canada, USA, Europe with Ground-Effect. 

These approaches will be reviewed every 3mo and change accordingly in sync with seasons.



Appendix 3:
MailChimp Reporting



AUG-SEP-OCT 2018 OVERVIEW



AUG 2018



SEP 2018



OCT 2018



AUG-SEP-OCT 2018 – KEY POINTS – MAILCHIMP

AUG-SEP-OCT 2018 – KEY POINTS – MAILCHIMP

•   For all three months Opens are well above industry averages – often triple.

•   For all three months Clicks to the website are up to 3-4x industry averages.

•   Bounces are high but and seems to be mostly due to non-existent email addresses although some are being 

rejected due to strict server filter settings, which are difficult to keep up with but will be explored soon.

•   A few Unsubscribes in past three months but no Abuse Reports which is good.

•   The newsletter links are getting very good Clickthroughs to the website as expected.

•   27-31% of visits are from the USA, 23-25% New Zealand and Australia 19-21%. 
Canada, Germany, Italy, and China also appear with an increasing number of views.

•   Overall, the email newsletters are performing better than expected and are worth 

continuing indefinitely as long as we can source and curate good quality content every month.



For more details please contact Stefan Olsen @ Ed
 027 285 3800 • aerospace@ed.net.nz • www.ed.net.nz


