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Population
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Evolution of Marketing

Marketing 4.0

emerging online and

offline initiatives
Marketing 3.0

eproviding ‘product,
service and value’ at the
same time.
Understanding context

eunderstanding
consumers’ behaviour
and adjusting products
and services accordingly

Marketing 1.0

ecreating good
quality products and
generating revenue
by offering them to
an audience



5A’s of Marketing 4.0

Automation
‘ ] ] e Simplifying
Attribution operations and
A * Measuring the 'mproving
Access value of each performance
A « Maximising the point of contact
Assets reach of your
] e Offering the best messages
Audience possible
¢ |dentifying and customer
experience

engaging the
right people




Digital is Changing !l!!
The digital landscape is continuously evolving

We are not where we were 5 years ago.....
And 5 years from now, we shall not be the same.....

https://www.youtube.com/watch?v=KzRkallpdb4



https://www.youtube.com/watch?v=KzRka1lpdb4

Digital Marketing

* Planned actions performed online t~ pecific business goals.
performing consistent actions =* \\\\‘ .uSt suitable online channels to
Increase revenue and im- O L ¢ * _your audience.

* enables mar .mect directly with their audiences including

prospects, cu. ..iers, employees and other followers.






Pillars of Digital Marketing

o N\
e Gives context to e Channel of
brand message message
on a medium exchange
- - J
Content Communication
- ™
* Supplies currencyxg 4 Provides
connections with
other consumers
and public
- J




Content

Attracts targeted
audience

Attracts search
robots

Core Element of
Digital Strategy

Communication

One —to - Many

One —to—-0One

Many — to — Many

Emails, Messaging,
Social Media

Community

Platform for
audiences to engage

Online forums,
social media
communities

Commerce

Most shopping starts
online

Amazon, Search

Engines, Retailer’s
Websites




Foundational:
Offer thought leadership

FAQ:
Be the BEST answer

Cyclical:
Provide regular servings

Crowd Pleaser:
Attract broader audience

Long Playing:
Stay top of mind

Source: https://heidicohen.com/core-content-types/




Content Marketing Meets Purchase Process

Purchase
Process Research Engage Buy Support Advocate
Marketer Enter Build relation- | Convert/ Continue Positive WOM;
Goal consideration | ship; Persuade | Purchase relationship; Loyal
set to buy Repurchase customers
Customer Collect info Assess Determine Improve Share
Objective options; Get specifics; product use; experience
more info Decide Returns
Information | Product Reviews; Product/ Customer Customer
specifics; Co Deals; Product | brand details | service; forums;
info; How to; /brand details | Customer Returns; Ratings;
Instructions/ | Customer questions Product Reviews;
recipes; questions; Location; support; How | Galleries;
History; How to; Price to; Entertain
Entertain Instructions/ Instructions
recipes Customer
forums
Format Networks, Networks, Networks, Networks, Networks,
Boards, Blogs, | Boards, Blogs, | Reviews, Boards, Blogs, | Boards, Blogs,
Photos/ Photos/ Twitter, Photos/ Photos/
graphics, graphics, Group graphics, graphics,
Videos, Audio, | Videos, Audio, | coupons, Videos, Videos,
Reviews, Reviews, Social Twitter, Reviews,
eBooks, eBooks, Commerce Events Twitter,
Twitter, Twitter, Events, Social
Events, Social | Events, Social Commerce
commerce Commerce

© 2011 Heidi Cohen — Riverside Marketing Strategies — All rights reserved




5Ds of Digital Marketing

eCustomer profiles,

Digital Data K .
. engagement information

selectronic tools, systems,

Digital devices and resources that
Technology help to generate, store or
process data

el Diy.
latform Da

*Browsers, social media
platforms

Digital Platform

Digital
Media

*Paid & owned channels

Digital Media
. eEarned Media

*Mobile, Laptop, TV, Gaming

Digital Devices X
< Devices



Promoted

Brand

Paid Media e Owned Media

Traditional Ads Corporate Content

Brands that
ask for shared




PESO Modei: Paid, Earned, Shared and Owned Media
PUBLICITY

| mEDIA RELATIONS
Ty BLOGGER RELATIONS
g W d INVESTOR RELATIONS
OPTIMIZED CONTEN INFLUENCER RELATIONS

SHAREABLE CONTENT . :
ENGAGING CONTENT
- MEDIA

GOOGLE AUTHORSHIP

INFLUENCER ENGAGEMENT
ot . RESPONSE TO DETRACTORS

PAID MEDIA 2 DETRACTCRS TURNED TO LOYALISTS

FACEBOOK SPONSORED POSTS ' LOYALISTS TURNED TO ADVOCATES
SPONSORED TWEETS s :
TWITTER CARDS s e
FAN ACGUISITION - PN “.. | PARTNERSHIPS
LEAD GENERATION f - 8 A CHARITY TlE lN‘»

DUTBRAIN DAInNY COMMUNITY SERVICE
FAIL : CO-BRANDING
: .-l:_:.;: - ) : ?J

VEUDIA

INCENTIVE - '
AFFILIATE A L £ syt SOCIAL MEDIA

BRAND AMBASSADORS """ 28 FACEBOOK
SPC"NSORES CONTENI . < |/ " T“‘YYER

NATIVE ADVERTISING — LINKED-IN
YOU TUBE
PINTEREST
MEDIA INSTAGRAM
VINE

CREATE FROM EXPERTS GOOGLE-

EMPLOYEE STORIES 3
CUSTOMER STORIES
USER-GENERATED CONTENT
REVIEWS

BRAND JOURNALISM ‘
WESINARS, VIDEDS & PODCASTS Source: Mip//spinsucks. com/communication/pr-pros-must-em brace-the- peso-model/




Integrated Marketing

* integrate digital with offline, non-digital approaches



RACE Framework

 Dr. David Chaffey

e strategic marketing template that informs marketers and managers
about the function of digital and offline marketing activities in their
customers' lifecycles

maps the online customer journey across all potential touchpoints, showing the scale and
opportunity of all digital channels - more than just 'a website' or 'a Facebook page'




The Smart Insights RACE Planning Syster, for

Digital Marketing

Build an agile, strategic
approach to digital marketing

Competition is fierce online. To win you
need to Plan, Manage and Optimize
digital channels against defined targets,
SMART KPIs and a focused investment in
content marketing, digital mediz and
expenences. We belleve an integrated
digital strategy is essential to define new

Segmentation, Targeting and Positioning for
your online vatue propositions.

EXPLORATION

ol B T Y
suyer stace PURCHASE
z Captilalise on marketing
4 CONVERT ) : | : investment using CRO, marketing
’ © and prc automation and remarketing ta
- f ensure contextual relevance
% drives conversion.
A}
)
1
1
A}
.
v

L 4
Customer\R
Advocacy

-

here!

Thrilled customers are key to social Key Measures:
media marketing. sccial proof, repeat
sales and referral. Start your marketing
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Planning Digital Marketing Strategy

e Situation Analysis

e Where are we now?

e Customers, Market, Competition, Intermediaries, Potential Partners
* Objective Setting

* Where do we want to be?

» Useful, Actionable Objectives
e Strategy

Visits

Conversion Repeat
% Visits to Rate Conversion
product page rate
# Orders A
Unique # Add to (Offlinel) Fr:ez:::
° H t h . t h I ? Visitors Cavé 9 Y
OW 10 acnleve these goals: #New i
. . Bounce # Newsletter C:;tomer ms(::;::s
* STP, Marketing M reee R
) a r etl n IX B N Pirtnas Order (+ subscribers)
Brand A‘:ae':” Social
Engagement
() M mentions/
e a S u re Share of voice ;::::::y 5
eviews
PY K P I S Revenue
Outreach: (per visit) # Complaints
Influencer cPA
Satisfaction
contacts cPS

(NPS)
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AWareness

Emotional neee———— fl2lional

Content Marketing Mix
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2

Consumers add or subtract
brands as they evaluats what
they want
L 3
The consumer considers information gathering, shopping Ultirnately, the consumer
an Initial sat of brands, selects a brand at
basad on brand paroeptions the moment of purchase.
and exposire 1o recant
touch paints.

Initial- Moment
consideration of

sel purchase

4

After purchasing a product or service,
the consumer biuids tpectations
based on experance 10 Inform the next
decision joumney



Align

e align resources with “where consumers spend their time.”
e “evaluate” and “advocate” stages become more significant

Link

e ensure that every message about a product or service is consistent across every touch-point or channel.

Lock

e “lock in” a customer’s attention
e allocating resources to content that engages the customer at every stage of their journey.

Loop

e accommodate a process with a continuous loop
e mine data, use it to create valuable, relevant content, and then analyse consumer response.



