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Learning objectives ¥ DEMS

Prerequisites: Digital marketing context; Digital marketing strategy
The student is able to
® Define target groups deriving from the corporate strategy
¢ Outline value proposals and marketing messages
¢ Analyze and classify digital marketing channels to reach target audiences
® Create outlines for digital marketing campaigns responding to strategic objectives

¢ Define tools and KPIs to measure results
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* From strategy to implementation
* Value proposition and marketing
_ message
To IO ICS * Defining target audiences
* Customer journey and marketing funnel
* Digital media and channels
* Setting objectives

* Measuring marketing impact
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From strategy to implementation
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From strategy to implementation

Marketing must be fitted according to the strategy set by the organization
(presented in the submodule)

Essential constraints determined by the strategy are
- potential of the market and competitors
- type and purpose of web visitors to be reached

- new customers acquisition (‘awareness’)

- customer engagement (‘interest’)

- customer experience (‘desire’, ‘decision’)

- customer conversion (‘action’)

Tactics and operations cover the selected digital communication and
channels to fulfill these strategic objectives.
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Defining the
online
opportunity

Selecting the
strategy
approach

Implementation
and practice

=Digital
marketing
tactics and
operations
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Business
objectives

Evaluate digital
marketing
performance

Set digital

marketing strategic
- SujeLUveES .

Assess online
marketplace

Sefine customer
value proposition

Define digital

marketing strategy Define segments

Digital relationship

Digital marketing Digital marketing
marketing [

experience mix

Measure and
control

® DEMS

Developing E-marketing Skills
for the Business Market

Digital marketing strategy development process.
Source: Adapted from Chaffey & Smith, 2017, p. 29.
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Core elements and challenges of # DEMS
marketing tactics

Define customer : Digital marketing
" Define segments :
Value proposition mix

How to form your core Which are your target In which media and channels can
message(s)? audiences? you reach your target audiences?
They should be comprehensive. How to select the right media out

You must be unique. of the abundance of them?

They must be definable.
You must be convincing. How to find the best ROI, i.e. the

You must be able to name impact compared to investment?

channels where you reach

Co-funded by them.
the European Union

How to measure the impact?
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Value proposition and marketing message

Co-funded by
the European Union




Value proposition

¢ Is necessary for distinguishing from competition

HOW TO DETERMINE YOUR BRAND'S UNIQUE VALUE

° Tells concisely why a product or service is best PROPOSITION.(OVF)

suited for any particular customer.
YOUR BRAND'S UVP

¢ Forms the core of marketing messages

¢ Examples and further reading on value proposition

Note: the difference between Value proposition and

WHAT YOUR

. : o " -
marketing message is that a value proposition is a sl
long-time statement reflecting the company brand, WELL
whereas marketing messages are created for individual .

_ Source: Clixpert
campaigns
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https://www.clixpert.com.au/blog/unique-value-proposition-marketing-campaign/

itari . ® DEMS
Criteria for good advertising

¢ Consistent in look and message
O Aligned with company total strategy

O  This creates resonance

Targeted to right audiences and relevant for them.

O Meet right persons at right time

Trustworth and valuable

O Present evidence on relevance

Accessible through relevant customer touch points

O Know where your customers move!

Measurable for its impact
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Elements of a good marketing message? ®#DEMS
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® Respond to your customer’s needs,

Music e values and style
for every mood. P

¢ Describe your solutions and benefits
(and differentiate from competitors
when possible)

® Say something original
SEHFE @ 7%
ADDICTS J... i v co * Keep it clear and concise

®  More examples and further reading on
‘How to create a marketing messaqge’
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https://blog.hubspot.com/marketing/marketing-message#:~:text=A%20marketing%20message%20is%20the,customer%20on%20to%20your%20competitor.
https://blog.hubspot.com/marketing/marketing-message#:~:text=A%20marketing%20message%20is%20the,customer%20on%20to%20your%20competitor.

® DEMS

Developing E-marketing Skills

Example of a marketing message

FIND YOUR
PLANT POWER

We got you covered with a variety of plant-
based options. From Sofritas and Veggie
entrées to new Cilantro-Lime Cauliflower
Rice, order your favorites for contactless

pickup or delivery.

ORDER NOW
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In-class activity

1. Search for a marketing message that you think meets a good
message.

1. Analyze what it is that makes it a good message (reflect on what
you learned).

1. Present your example in class.
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Defining target audiences
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Target audience Audloncs Targsting [

¢ Digital marketing campaigns are directed
towards target audiences that are mentioned in
the strategy

¢ Atarget audience consists of people who are
potential users of the product/service and
benefit from it

source: Digital Floats

¢ For stating the right message and channel, it is necessary to define the characteristics of the
target audience and the media where they can be found
¢ There are many characteristics to consider when building a picture of your target audience,
for instance
¢ Age, income level, hobbies, location, budget
¢ Internet device
¢ Internet search history, prior purchases, prior encounters with your business
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https://digitalfloats.com/top-strategies-for-targeting-audience-in-digital-marketing/

Targeting - target audience % DEM>
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http://www.youtube.com/watch?v=jD8tjhVO1Tc

Targeting - target audience * DR

Is static segmentation enough to understand customer needs?

Bornin 1948 Bornin 1948
From Great Britain From Great Britain
Married with children Married with children
Successful, wealthy, celebrity Successful, wealthy, celebrity

Loves dogs and the Alps Loves dogs and the Alps

M Co-funded by
L the European Union




Customer touch points

Normally, a business has a number of points
to meet its customers, and vice versa

CUSTOMER
SERVICE

° It might be the website, service-desk or
shop

PURCHASE
EXPERIENCE EXPERIENCE

* Digital touchpoints are the different
moments in which a customer comes into
contact with a company through online o
channels. PROGRAMS

* Defining these touch points is necessary for QALY oELVERY
communication with the target audiences

Source: Wikimedia, Izzy Stangl

the European Union

PRODUCT/
SERVICE
ASSORTMENT

POINT OF
PURCHASE
DISPLAYS

PRODUCT
PERFORMANCE
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https://commons.wikimedia.org/wiki/File:2_Touch_Point_Wheel.jpg
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Customer journey and marketing funnel
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Every business is

In a different

strategic position
Marketing operations should be

adapted to respond your business’
strategic position

Cofundedby @ DEMS

the European Union veloping E-marketing Skls
rh Business Market

Businesses are in various positions in their
market (e.g. newcomers, challengers,
established or declining brands)

In addition to target audiences, the market’
consists of competitors — these must also
considered in the strategy

Implications:

For all organizations, it is essential to identify
their strategic positions

Newcomers have far more challenge in
creating awareness, establishing confidence
and reaching new customers

Established organizations may put more
effort in reinforcing their customerships and
brand



Target audience
and their
‘buying processes’

Co-funded by ® DEMS
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Only certain consumer goods are
bought on instant basis

In special goods trade and B2B,, most
purchases involve a ‘buying process’

This process involves evaluation and
comparison

It can take minutes, days or months

A variety of digital customer touch
points are involved in this process (ads,
social media, blogs, websites, etc.)

Taking these things in account facilitates
a business to do successful marketing
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Models to describe the buying process — ===

Along the past decades, plenty of models have been created to describe the buying
process.

The most commonly used alternatives are called the Marketing Funnel (a.k.a.
AIDA), the Customer journey and the RACE models.

These models are useful in planning marketing and advertising tactics and
operations, as they offer topics for messages and channels where to meet the
customer. They suit well in the digital marketing processes as well.

AIDA and Customer journey are models to get more insights in the buyer’s point of
view. RACE helps an organization to reply to these buyer’s stages.

Co-funded by
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Marketing Funnel (a.k.a. AIDA) & DEMS

We receive a great number of commercial signals and
messages each day - most of them, as well as the
businesses offering them - remain unknown for us.

GEMERATION

LEAD

Before we go to action (click a link, enter a shop, make
a purchase), we want to know more about the business
or the product, to get convinced.

%
:
g
-

The Marketing Funnel offers various implications:

¢ the buying process encompasses a certain path

where marketing and sales have a big role

® in the upper part mass advertising is needed,
N whereas the mid-part is sales work, also called as
Y nurturing the buyers
3 ¢ only a few processes lead to purchase (action)

-> businesses strive to improving the efficiency of

Co-funded by Further reading their funnel

the European Union

LEAD NURTURE

PERSONFIED ADVERTISING



https://keap.com/product/sales-funnel

# DEMS

Marketing Funnel and buyer stage = ==7

GENERATION

MASS ADVERTISING
.LEA.D

LEAD NURTURE

Q
:
E
i
o
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The potential buyer:

Becomes aware of own need, or becomes affected
by a certain brand

Wants to know more, searches information of
brand/product/service

Knowledge has risen; overweighs best solutions

Does comparison; evaluation; intends to be
convinced

Has selected most appropriate solution; makes
decision
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Marketing Funnel and buyer touch points — ===

Buyer touch points (digital):

¢ Advertisement (Google Ads, Display ads, Shopping,
Local ads, Youtube ads, ...); Blogs; Websites

GENERATION

LEAD

%
:
g
:

® Content on businesses” websites; Social ads;
Reviews

LEAD NURTURE

® Newsletters; Social media; Q&As” on businesses’
websites; personified emails

¢ Item related blogs & websites; social media

PERSONFIED ADVERTISING

@
= ¢ Conducting purchase - ordering & shopping online

Co-funded by
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In-class activity for applying the AIDA-model

1. Choose a campaign that caught your attention.

1. Analyze how this campaign runs through the AIDA model (buyer’s
point of view). How does it create awareness, interest, etcetera?

2. Present your example in class.

Co-funded by
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The RACE model ®DEMS

How a business can reply to the buyer stages:

¢ Make a plan (for different target audiences)

AWARENESS n ® Approach and reach customers - target the
right customers at the right time and place
INTEREST
-

GENERATION

LEAD

g
-
P
3

® Take actions - try different things and study
what works best

DESIRE

LEAD NURTURE

® Turn leads into customers and monetize
your marketing efforts

PERSONFIED ADVERTISING

0 . .

”.ﬁ-‘ ¢ Build customer loyalty - thrilled customers
will spread good word

Figure source: smartinsights.com

Co-funded by
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Further reading: video by Dave Chaffey



https://www.youtube.com/watch?v=Vsk6Bx3Erhw&list=PLnMaC9MSukNqkcIoDiklg8zCY7eT2wjm9&t=9s
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The Race Planning
Framework

RACE Planning helps you to
structure, manage and improve
results from your digital marketing
by defining priorities you should
focus on.

Each part of RACE covers five
essential digital marketing
techniques. Each teach the best
practices and then show you how

to apply them to increase your ROL.

e

ENGAGE

® DEMS

Developing E-marketing Skills
for the Business Market

Approach Customers

Target the Right Customers at the Right Time, at the Right Place.

Take Actions

Try different things and Study what works best.

Obtain Profit

Monetize, Diversifying your Income Sources.

Build Customer Loyalty

Establish and Track a Relationship with Customers.




Further
iImplications of

the RACE Model
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The Smart Insights RACE Planm‘ng System i

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 media and
experiences. We believe an integrated
digital strategy is essential to define new
Segmentation, Targeting and Positioning for
your online value propositions.

BUYER sTAGE: EXPLORATION

Publish and p! your Key

Searct . orks. content, allow sharing to = Unique visitors
n €ngines, social netw other outposts, networks and g Val:e per visit
Publishers and blogs influencers. Draw people to = Fans/Followers
your contenthub...

BUYER sTAGE: DECISION MAKING

Your web site, blog Be worth finding via clear
customer journeys and a
content hub that is relevant,
inspirational, useful and

creates leads.

community and

Interactive tools

BUYER sTAGE: PURCHASE

Captilalise on marketing Key Measures:

investment using CRO, marketing w Sales (on and
automation and remarketing to offline-influence)
ensure contextual relevance » Revenue/Profit
drives conversion. w Average Order Value

[}
A
1
\ @
5 Customer Thrilled customers are key to social Key Measures:
Advocacy media marketing, social proof, repeat Repeat Purchase
1 sales and referral. Start your marketing (Lifetime Value)
N here! Satisfaction and
1 b4 Loyalty
W ] Advocacy
£y ’
(%
TOMATE BROUGHT

TO YOU BY

-

313 8




In-class activity for applying the RACE-model

1. Choose a campaign that caught your attention.

1. Analyze how this campaign runs through the RACE-model
(company’s point of view). How does it reach customers? What are
the following steps that drive customers into action and establisha
relationship?

1. Present your example in class.

Co-funded by
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Customer journey

® DEMS

Developing E-marketing Skills
for the Business Market

—— The Customer Journey

® Blog
® Email ® Website

® Social Ads

® PR ® Reviews ® Store ® FAQ - Knowledge base
® Radio/TV ® Email ® Webshop ® Community
® Online Ads @ Social Ads

® Contact Center

@ Blog
® Newsletter @ Social Media

@ Word of Mouth

® Loyalty program

Co-funded by
the European Union

Source and further reading: Deviniti.com



https://deviniti.com/blog/customer-it-service/improve-customer-journey-using-digital-tools/

Example on ‘customer journey’ - buying a dress

INTEGRATED
CHANNELS

I Co-funded by

the European Union

Inspire
Customers

Make Them

Aware

Physical In
the Store

Help Them
Decide

Sell Them th
Product

Support the
Customers

Customer receives fashion
advice on dresses from in-

store personnel.

Physical, Out
of the Store

/

Customer uses a branded
app to locate matching
accessories in the store.

Customer checks dress
~ finder app en route to store.

| At home, customer fries the
dress on again and prints

Customer uses smart phone
to scan barcodes and
complete the purchase

the retum label.

After leaving the store,

customer posts a

review on Twitter.

= | Customer checks loyalty-
points balance online and

views local offers

Customer sees anew
dress in amagazine
advertisement.

Customer scans QR code
for the dress to see price,

colors, and sizes online

Source: B G

dting Group, AnE

Customer ships the dress

and receives a size that

Omnichannel Purchasing Journey

fits better.

® DEMS

Developing E-marketing Skills
for the Business Market

Source: Chaffey, 2020



https://www.davechaffey.com/digital-marketing-glossary/customer-journey-map/

In-class activity

Figure out and inspect a buyer process case. Below some suggestions (feel
free to choose others, as well)

a vehicle (car, bike, boat, ..)
consumer electronics

hobby or sports

health care (individual, family, pet,..)
interior design

other

Figure out how the different stages in the buyer process?
Which kinds of triggers can lead to ‘awareness’.

How intensive is the process of seeking information?

What does it take to proceed to ‘purchase’?

What means ‘retention’ from the seller/buyer points of view?
Which channels and media are involved in the different stages?

Co-funded by
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Digital media and channels
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Digital media and channels ®DEMS

¢ After defining the target audiences and their phase in the buying process, the
marketer has constraints to choose the channels

® The picture presents the range of digital media and instruments that are available

¢ Through them, any target group can be reached in digital ‘ecosystems and
environments.

® Their choices and deployment are determined according to the strategy, message
and target groups

® Note: The best result will be achieved when digital instruments and media are
combined with traditional marketing media (multichannel marketing)

Co-funded by
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Traditional - digital media?

o "
Due tO_ qompetltlon{ Adve_rt{sm%expendlture in Western Europe from 2017 to 2024, by medium
advertising expenditures of | (in million U.S. dollars

organizations keep rising’ Advertising spending in Western Europe 2017-2024, by medium
ever Since 2017 W MNewspapers BMagazines W Television BRadio MCinema ¥ Qutdoor Binternet

180,000

160,000

140,000

® The share of digital media is
rising, yet traditional
marketing media are still
used essentially

® The graph shows an
average of all advertisers Il BN N

207 2018 2019

1?0 ,000

100,000

80,000

60,000

Ad spend in million U.5. dollars

40,000

Source: Statista (2022)

® Itis obvious that there are huge variations
between different types of organizations

Co-funded by * DEMS
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® DEMS

Some branches promote more than others — ====™

The need for promotion is vital
when there is much competition
(such as alimentary stuff, consumer
electronics etc.)

Larger companies tend to use
higher share of their total budget in
marketing

In general, B2C companies spend
higher budgets than B2B
companies

Co-funded by
the European Union

Marketing accounts for what percentage of your overall budget?

Consumer Packaged Goods [ 2a%
consumer Services  [[NNENEGEEEEEE 15%
Tech software/siotech  |[EENENEGNGNE 5%
Communications/Media NG 3%
Mining/Construction  |[ENEGEGEEEEEEE 13%
service Consulting [ 12%
Education | 1 1%
Healthcare/Pharmaceuticals [N 10%
Retail Wholesale [N 0%
Banking/Finance/Insurance |GG 5%
Transportation [N 5%
Manufacturing [ 8%
tnergy [N 4%

Source: The CMO Survey and Deloitte Digital

Source: Merehead, 2021



https://merehead.com/blog/average-marketing-budget-different-business-areas/

: : Nn o
Social media 9@0@
What & Why? y ﬂﬂ ’ o

e ‘Social media’ cover a variety of platforms where everyone can publish and comment (e.g.
Facebook, Instagram, LinkedIn, Blogs, Youtube, Twitter, TikTok)

e Those who publish interesting ‘posts’ earn followers (most persons are followers, just a few are
publishers)

e Posts can be shared further in networks and get ‘viral’ - this creates ‘earned publicity’

e Social media platforms also permit advertising to carefully selected target groups

How?
» Establish accounts on the social media platforms where your customers are likely to be
> Start publishing content you think might interest your target audiences, considering the
appropriate type of contents of respective media
» Promote your posts and/or create new ads, deploy the targeting tools of respective social media
» Keeping on for some time, you have the option to reach new audiences and activate them

Co-funded by § DEMS
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Website ); ?

What & Why? -

e Ever more product & service searches are made on internet - ‘if not there, you don’t exist’

e Your website permits to locate a wide range of information and make it visible to the whole
world

e This information can be offered as text, product descriptions, visual elements, videos and links
e Itis accessible to anyone, anywhere, anytime - making the organization available 24/7
e A gualified website permit to improve the brand of your organization
e lItsrole is central also, as most of your social media and ads lead to the website
How?

> Smaller organizations do them by themselves (Wordpress, WIX, etc.); bigger units outsource it
> Websites must be planned for the target groups and their representatives (‘buyer personas’)

the European Union Developing E-marketing Skills
for the Business Market




Google META um{swf

SEO (Search engine optimization) .z S (@)

OGS URL
=
RANKING AUTHORITY

What & why? Yahoo! DESCRIPTION

e Search engines (e.g. Google) seek to organize relevant web pages, in order to offer
appropriate results for every individual searcher (if not, Google does not have a
business)

e To succeed in this, Google reviews and ranks each website continuously, to define
how much useful information they include for each search

e Search results are also the most important source for website traffic

e For this reason, it is vital to have a good position in the search engine result page
(SERP)

e SEO refers to all the activities that improve the position in search results, in
accordance to the Google criteria for ‘website quality’

How?

> SEO can be conducted in many ways: driving traffic to the website, linking the website
to other websites out/in, defining the key words and adding content related to them,
writing meaningful metatexts and ensuring the technical performance and security

Co-funded by § DEMS
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Ads - Digital advertising

What & Why?

e Search engine advertising (SEA) makes possible to
appear on top of search results with an ad

e They are shown to users who use certain search words

e This helps to drive traffic to a website and to make new
product or companies known for wider audiences

o Display Advertising takes place in many kinds of digital
media, reaching specific audiences via display networks

e It helps to increase brand awareness, by getting in front
of potential customers that don't yet know your brand

How?
> SEA can be bought and set directly on search engine
platforms
> Display advertising can be bought at digital media
houses

Co-funded by
the European Union
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Ad - https://www.nh-hotels.com/tacrmina/collection «

Hotel NH Collection Taormina - Best Price Guarantee

Book direct on the official site to get the best price guaranteed. Instant confirmation. Stay with
complete peace of mind, thanks to our certified health & safety standards. Free wifi.

Location - Room Types - Hotel Facilities - Reviews

Hotels in Taormina, Italy - Bocking.com

Ad - hittp:/iwww.booking.com/ ~ _

Choose from a wide range of properties which Booking.com offers. Search now! Book &8
your Hotel in Taormina cnline. No reservation costs. Great rates. Hotels. Read
Real Guest Reviews. Apartments. Villas. Motels. No Booking Fees. Bed.

Reserve Your Car Rental - Top Reviewed Hotels - Hotels at Great Prices - Book Now

Ad * https://www.hotels.com/ ~

The Best 5 Star Hotels deals in Taormina
Price Guarantee on Top-Rated Hotels. Book Now & Start Saving Today! Great Hotel to Keep

the Whole Family Busy and You Free to Relax, Finally. Our Price Guarantee. Browse Photos.

Last-Minute Deals - Luxury Hotels - Hotel Deals - Hotels with Swimming Pool - 3*** Hotels

search engine advertising

display advertising (=banner)



Content marketing ST
What and why? ‘ s,

e Content marketing is a marketing strategy used to attract, engage,
and retain an audience by creating and sharing relevant articles, "
videos, podcasts, and other media

e |tis often used by businesses in order to achieve the following goals: attract attention and
generate leads, expand their customer base, generate or increase online sales, increase
brand awareness or credibility, and engage an online community of users.

e Content marketing attracts new customers by creating and sharing valuable free content. It
helps companies create sustainable brand loyalty, provides valuable information to
consumers, and creates a willingness to purchase products from the company in the future

How?
> |t all starts from the needs of your target groups and their position in the ‘customer journey’
> (Good content gives them answers to their questions, useful hints or other valuable
information
> |ts form and channels should be selected according to where the target groups are

Co-funded by § DEMS
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E-mail marketing

What and why?

e A marketing form where you can send focused messages to registered customers in
mass quantities
e It has low expenses and the mails reach the recipients without any ‘algorithm filter’

e E-mail marketing campaigns can be used for promoting special offers, new product
releases, publications or your brand at large

e A way of reinforcing brand and customer loyalty

How?

> The presentation text and pics of the emails should be personal and attractive
> When useful and appealing, the recipients become engage and continue opening them

Cotunsed vy # DEMS
the European Union Developing Emarketing sidls




Instruments for different phases ‘®DEMS

for the Business Market

- . Facebook
e Aptfor newcomer/raising awareness: o g
Messagin: .
o Social optimizatn el
. . YouTube
o Website (+mobile opt.)
O S E O Inbound Marketing zz:ir:lh
; Lead Generation Sl
o start content marketing Conwersien Plasaiey %ﬁ,
o Ads
Auto-Responders On-Site
Off-Site

e Apt for boosting an existing company — newsieters
o continued content marketing
e - m al | Community Management

© Landing Pages
. . Public Relations User-Experience
o conversation marketing influencers A/B Testing
Reviews Conversion Optimization
Word-Of-Mouth e-Commerce
o CRM

Co-funded by Further reading

the European Union



https://bootcampdigital.com/blog/the-digital-marketing-landscape-and-ecosystem/

In-class activity for analyzing the different
Instruments

1. Go back to the campaign you chose for applying the RACE-model.

2. Analyze which instruments are used for this campaign in the
different phases.

1. Consider whether you find these instruments suitable and explain
why.

1. Present your example in class.

Co-funded by

the European Union
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Objectives and measures

M Co-funded by
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Objective levels

« Financial in Nature

R . Achiove a NPT of 15% of Gross Sales
- v

: — « Often Stated in Terms of Market Share

Marketing Objectives | 5 cpieve 20% SOM for Brand A
4
Social Media Marketing - Stated as Measurable Social Media Metrics
Objectives « Improve Customer Satisfaction Score by 10%

y

« Make 20% of Customers Aware of New Rewards
Program

« Achieve 7% CT on Announcement on Blog

« Achieve 60% Registrations from CTs

« Increase Sharing of Blog Content by 10%

« Increase Sharing on Twitter by 25%

Source: Barker et al., 2017, p. 34.

Co-funded by
the European Union
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Source: Adapted from HubSpot

TAM or Total Available Market is the
total market demand for a product or
service.

SAM or Serviceable Available Market
is the segment of the TAM targeted by
your products and services which is
within your geographical reach.

SOM or Serviceable Obtainable Market
is the portion of SAM that you can
capture.

NPbT= Normalized Profit Before
Tax



® DEMS
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Example of goals... and KPIs
provide product information number of customer contacts
Increase awareness awareness %
drive traffic to website visitor rates on website
create sales sales €

members in social media

build community communities

engage customers to return : .. :
nf . il rates of returning visitors, time
reinforce expertise profile spent on site

strengthen company brand brand & loyalty polls, NPS

Co-funded by
the European Union




Digital analytics

What and why?

e Digital platforms permit measuring their performance,
actions and behaviour of their visitors.

e The processes of collection, reporting, and analysis of
such data is called web analytics.

e Versatile data can be obtained e.g. from websites,
Facebook & IG accounts, blogs, Ads and
banner campaigns, etc.

e This data helps virtually in launching more successful
campaigns and improving customer experience

Source: Simplilearn

How?
e Start from your objectives and KPIs and which actions are relevant for measuring them
e Include the needed analytics elements in your website code
e Astools, you can use google analytics, or a wide range of other algorithm-driven analytical
tools
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https://www.simplilearn.com/web-analytics-guide-for-newbies-article

Which are the sources of traffic to our website? B DEMS

D Ip gEm kt gSkII

Search engines: Visitors that discover
Direct your website from a search engine.

Search traffic

engines Direct traffic: Visitors that visit your site by

typing your URL into their browser.

Social media: Users who click a link in
social media posts or ads.

Company Campaigns: Your ads on other sites or

website search engines.
- l E-mail: Link clicked in your email

Pages of referral traffic: Visitors that visit

Pages of your site by clicking on a URL on another
website
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https://www.lairedigital.com/blog/6-types-traffic-sources-for-websites
https://www.arimetrics.com/en/digital-glossary/traffic-source

What happens after the ’click’? ‘®DEMS

What can be done
to improve the
rates

E.g. a banner ad:

X

Come Back & ; , o
Save More on BONUS i o
new vehicles! DISCOUNT 0

(‘conversion’)?

CTR 5% bounce rate 70%

100.000 see 5.000 click to site 1.500 stay and read 300 return 50 buy
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The base of analytics: algorithms

¢ Along with digital data growing exponentially,
there is a need to structure this data and sort it, by
applying algorithms, in order to become useful

o An algorithm is a mathematical formula that
includes factors that are seen essential in the
phenomen

{(Exabytes)

For instance, in website analytics: amount of visitors,
time spent on website, amount of key words, ...

o Inthis way, social, cultural and social
interactions are being translated into readable
data
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40,000

10,000

(Urricchio, 2011)
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In-class activity for setting goals to monitor and
evaluate the different instruments or channels

1. Go back to the different instruments you would use for the campaign
you analyzed.

1. Define the different goals and kpi’s you can use to monitor and
evaluate the success of the different instruments.

1. Explain how these goals and kpi’s contribute to the business and
marketing objectives.

2. Present your example in class.
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Assignment “Choice of digital marketing channels”

Group work Self-selected case (students can choose a company)

Your company works since several years in the consumer goods market. You want to
boost the sales and plan a marketing campaign on digital media. Create a plan for
each buying stage (A-C-P-R-A) applying the Customer journey: Use course material
and internet sources.

1.
2.

B w

Choose a company and be acquainted on it using their website (also Q&A).
Define 3-4 target groups. Imagine them to be in different stages of their buying
journey.

Make a persona for each target group.

Fill out a customer journey map and find out what the experiences are from the
customer's point of view.

Based on your view of the business, plan a core message (3-4 sentences) for
each group, encouraging them further in the buying process.
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Assignment “Choice of digital marketing channels”
Group work Self-selected case (students can choose a company)

6. Define digital media and channels to reach the target groups (for each message).

7. Set goals and kpi’s for those digital media and channels using the different stages of
a digital marketing funnel framework.

8. Define how you are going to monitor, measure and evaluate the actions to learn and
improve.

9. Present in 12-15 ppt slides. Note 7-8 sources used (for argumenting topics 1-4).
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Barker, M. S., Barker, D. I., Bormann, N. F., Roberts, M. L., & Zahay, D. (2017). Social Media
Marketing: a Strategic Approach (2" ed.). Cengage Learning

Chaffey, D., & Ellis-Chadwick, F. (2016). Digital marketing: strategy, implementation and practice
(6" ed). Pearson Education Limited.

Chaffey, D., & Smith, PR (2017). Digital Marketing Excellence (5" ed.). Routledge
Chaffey (2012): Digital Marketing - Strategy, Implementation and Practice

Chaffey, D. (2020, July 8). Customer journey map,

Customer journey map definition and examples - What is? - Digital marketing Glossary
(davechaffey.com)

Digital Floats (2018, July 28) Top Strategies for Targeting Audience in Digital Marketing,
Top Strategies for Targeting Audience in Digital Marketing | Digital Floats

Laura Laire (2021, December 31) Website Traffic Sources Breakdown: What'’s the Difference?
Website Traffic Sources Breakdown: What’s the Difference? (lairedigital.com)
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https://www.davechaffey.com/digital-marketing-glossary/customer-journey-map/
https://www.davechaffey.com/digital-marketing-glossary/customer-journey-map/
https://digitalfloats.com/top-strategies-for-targeting-audience-in-digital-marketing/
https://www.lairedigital.com/blog/6-types-traffic-sources-for-websites
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Needle, F. (2021, December 15) How To Identify Your Core Marketing Message,
https://blog.hubspot.com/marketing/marketing-message

Neher, K. (2019) Digital Marketing That Actually Works

Shepetyuk, I. (2023, March 14) What is the average marketing budget by industry?
What is the Average Marketing Budget by Industry? - Merehead

Wisnik, M. (2021, February 11) How to improve the customer journey using digital tools,
How to improve the customer journey using digital tools (deviniti.com)
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https://blog.hubspot.com/marketing/marketing-message
https://merehead.com/blog/average-marketing-budget-different-business-areas/
https://deviniti.com/blog/customer-it-service/improve-customer-journey-using-digital-tools/

The DEMS material aims to enhance digital marketing skills
in higher education, responding to the needs in business and
organizations. You have access to extensive slide sets with
in-class activities and assignments, as well as detailed user
instructions for teacher. You are free to use part or whole of
the material available.

The material includes contents and figures retrieved from the
internet and is thus subject to changes. The sources have
been announced according to the rules of fair use. The
material as a whole can be viewed and downloaded from
www.dems.pro. All material is produced for open use and co-
funded by Erasmus +.
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