Introduction of
Digital Marketing
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Email Marketing Influencer Marketing
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Search Engine Optimization Electronic Billboards



O TYPES OF DIGITAL MARKETING
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Digital
goals

Brand goals
and strategy

SMART
comms objectives

Always-on and
campaign
integration

Digital
transformation
and disruption

L

Business and
revenue models
(monetisation)

>

Business-to-
consumer

Business-to-
business

Consumer-to-
consumer

Target markets,
segments and
personas

Digital
devices

Smartphone

Tablet

Desktop

Smart speaker
and in-home

Digital TV and out-
of-home signage

Digital
platforms

Facebook

Amazon

Microsoft

— —

Google

=

Apple

Other sector-
specific
intermediaries

Websites and

Search, social and
email marketing

Content marketing

Customer profiles

Customer
behaviours

Customer value

Communications
preferences

Big Data

Software-as-a-
Service

Martech including
marketing clouds

Marketing
automation

Artificial
intelligence

Augmented and
virtual reality




Digital Marketing Hard Skills

O O

Brand Development Customer Data
and Branding Security and Privacy
Competitive Al and
Research O O Machine Learning
Content Data
Strategy O Analytics

Search Engine Optimization
and Marketing
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Pillars of Social Media Marketing
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Strategy Planning Engagement Analytics Advertising
Determining Creating a Monitoring Checking how social Running social
goals, the consistent conversations about media posts are media ads to reach
platform to focus presence on social your brand and performing via a wider audience of
on, and the type of media by engagingin analytics and potential

content to share. publishing content. conversations. reporting tools. customers.



PROFILE OPTIMIZATION

Accurate, complete, active, links to
website and has CTA.

POSTING

Useful, entertaining, relevant posts,
photos, videos, lives, stories.

SOCIAL
MEDIA

MARKETING

FUNDAMENTALS

ENGAGING

Like, share, comment, and follow

customers, followers, influencers.

"ADVERTISING

‘Paid methods of reaching targeted
audiences.
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Why Social Media is Important for Business Marketing ?
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Increased Engage with Customer Service
Brand Awareness ~ your Audience and Support
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Why Is Social Media
Marketing so Important
for Digital Marketing
and e-commerce?
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Thiz shde focuses on the importance of e-marketing to businesses such as online customers. cost-effectiveness, better returns, competitor analy=is, etc.

Online Customers Caters Mobile Phone Users

i =

*  Approx. 4.2 billion people prefer online platforms for *  Approx. 1 billion people prefers mobile phones to

é purchase behavior ; : % check social media platforms
g = Customers prefer to check the company details online . Fa A ddtext her

= Leads toimprove lead conversionrate by 4304

Why e-marketing is important for business? L

Better Return on Investments Establishes Brand Reputation

=  Online advertisementsleads to gethigh retums on
investment

= Helps company in developing the e-marketing
strategy by identifying the needs and expectations of
target audience

= E-matketing channels helps the customers to
understand updated offerings and services
= Addtext here

Conducts Competitor Analysis Cost-effectiveness

A
=  Have neht athitude and temperament to muturmize ' ., J . . .
o P : = E-matketinz is affordable than tradifional
resource 11se . ity ;
: S marketing in terms of costand time
=  Provide constructive crificism as a leader 3
. «  Addtext hete
" o

Addtext here




Customer
Engagement /

Track Your
Competition

Reputation
Management

Impact on . e
Buying Advantages of Aadrge g
Decision vertising

Social Media for
E-commerce
Business

Generate

Humanizing d P

\ the Brand
.

Increase

Brand
Awareness

Enhance
Web Traffic



WHY SOCIAL MEDIA MARKETING
IS IMPORTANT FOR YOUR BUSINESS

<

35%
of customers check of customers of young people of small business
their social check brand pages refer to socia now get at least
Networks several regularly as part of media to decide one quarter
times a day. their social media where to go of new customers

activity. when they go out. via social media.



BENEFITS OF HAVING YOUR
BRAND ON SOCIAL MEDIA

Do f F WWum o

80% 3% 20% 85% 67% 42% 49%

of Internet of all online of Facebook of Internet of Twitter of internet of internet
users prefer customers are users users have users are users have users have
to get online social media have been Facebook likely to buy endorsed a Twitter
discount and fans and influenced to accounts brands they brand at least accounts
COUpPONS followers purchase by follow once in their
seeing ads status update

YOU CAN KEEP YOUR CUSTOMERS UPDATED AND ENGAGED

YOU CAN CREATE A FAVORABLE PERCEPTION

YOU CAN MONITOR GENERAL OPINION ABOUT YOUR PRODUCT




Disadvantages of
Social Media Marketing

® Social media requires
considerable time and attention

® |t's possible to waste money if
you don't have a good strategy

® Some claims and posts can be
subject to consumer law






MARKET SEGMENTATION

Y © ©

GEOGRAPHIC

Zip code/post code

City
Country

Population density
Distance from a
certain location (like

your office or store)
Climate
Time zone

Dominate language

DEMOGRAPHIC

THE 4 TYPES OF

Age

Gender
Income
Occupation
Family size
Race
Religion
Marital Status
Education
Ethnicity

PSYCHOGRAPHIC

Values

Goals

Needs

Pain points
Hobbies
Personality traits
Interests

Political party
affiliation

Sexual orientation

BEHAVIORAL

Purchasing habits
Brand interactions
Spending habits
Customer loyalty
Actions taken on a
website



Types of Consumer Segmentation

Geographic

. Psych hi
Segmentatlon b

Segmentation

Social Media

Demographic & Segmentation
Socioeconomic --

Segmentation Behavioural
Segmentation




S

Segmentation

T
Targeting

P

Positioning

Create product
positioning and
marketing mix that is
most likely to appeal
to the selected
audience.

Divide market into
distinct groups of
customers

Determine which
customer group
(segment) to focus
your marketing
efforts on.

(segments) using
segmentation
practices.
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DIGITAL SOCIETY,
RIGHTS, AND

GOVERMANCE

Civil Society
and Media

Il Drigital Govermment

Digital Rights ([

Connectivity Diigital Talent Pool

- DIGITAL —

ecurity, (ELe =
rntfr-nptmbili::, L ECOSYSTEM .-'.-:1'";1:" Tech Startup
Competitiveness _ | = Y Environment

DIGITAL & DieITAL
INFRASTRUCTURE 7 ®
AND ADOPTION *opolic SillLl
Affordability Il Digical Trade

Digital Divides Digital Financial Services

Digital Literacy



Customer Insights

{nt Home

Reports

fl_\' Recents

Wl Key metrics
Real-time usage
Page views
Visits

Return frequency

Visitors
=] Content
&£ Traffic sources
0 Visitor profile
¥ Paths
[ Custom

Key metrics

Real-time usage

Visitors right now

12,885

Visitors in last 30 minutes

15k

¥
F

Visitors by country

Q

Visitors by device

Tablet

@ Deskiop

@ Mobile @ Tablet @ Other

Desktop

Page views

Top referring domains

Page views

Domain |
ZE‘!'IL'L'II'FJUI"HUUIILUI'I]
selectrics.com
codehow.com
faxquote.com
konmatfix.com
dambase.com
gFD'U"u'EST regel.com
treequote.com
statholdings.com

abdrill.com

11,329

1,112

4,998

3,560

2,245

1,453

084

763

432

232

2:00 PM

Top pages

Domain

Home

Store

Account

Returns

Help

About

Feedback

Cart

Favorites

Contact

Total By device type
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Page views

AN

NS

1,123

984

873

333

254

232

198

155
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Paid Search

Display &
Frogrammatic

Social Ads

Retargeting

Content
syndication

©
@
o

Marketing Database Health
Analytics

.

Dashboards

@

Analysis and
Optimization

S

Analytics
» Managment

Ads &
Landing Pages

Marketing
Automation
& Nurturing

v

CRM Data

comnversion value
ik

v

~

Customer
Data

Marketing
Analytics



Five Key Elements of Database Marketing

This slide is 100% editable. Adaptit to your needs and caplure your audience’s attention,

Update & Maintain Database

= Make sure the data is correct and up to date
= Text here

Ensuring Accuracy
= Maintain & verify records regularly
= Text here

Marketing _

Database
Timing It Important
@ = Understand the buying

behaviour of the employee
= Text here

Right Database

Management Team

« [et experienced team for the
database management

« Text here

« |nformation needs to be
placed in appropriate format
« Text here

Maintaining Consistency 4






How marketers use social data

56% 49% 43% 39% 33%

Understand their Develop creative Assess campaign Foster connection Support other
target audience content performance with consumers departments

31% 30% 23% 16%

Report results to Trend Measure Competitive
manager and team analysis ROI insights

| .




213\;12 INSTAGRAM: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON INSTAGRAM

GLOBAL OVERVIEW

TOTAL POTENTIAL REACH INSTAGRAM AD REACH QUARTER-ON-QUARTER CHANGE YEAR-ON-YEAR CHANGE
OF ADS ON INSTAGRAM vs. TOTAL POPULATION IN INSTAGRAM AD REACH IN INSTAGRAM AD REACH

1.48 18.7% +6.1% +21.0%

BILLION +85 MILLION +257 MILLION
INSTAGRAM AD REACH INSTAGRAM AD REACH FEMALE INSTAGRAM AD REACH MALE INSTAGRAM AD REACH
vs. TOTAL INTERNET USERS vs. POPULATION AGED 13+ vs. TOTAL INSTAGRAM AD REACH vs. TOTAL INSTAGRAM AD REACH

29.9% 23.9% 49.3% 50.7%



wall FACEBOOK POST ENGAGEMENT BENCHMARKS

2 02 2 FACEBOOK PAGE POST ENGAGEMENTS (REACTIONS, COMMENTS, AND SHARES) AS A PERCENTAGE OF TOTAL PAGE FANS

AVERAGE FACEBOOK POST AVERAGE FACEBOOK POST AVERAGE FACEBOOK POST AVERAGE FACEBOOK POST AVERAGE FACEBOOK POST
ENGAGEMENTS vs. PAGE ENGAGEMENTS vs. PAGE ENGAGEMENTS vs. PAGE ENGAGEMENTS vs. PAGE ENGAGEMENTS vs. PAGE
FANS: ALL POST TYPES FANS: PHOTO POSTS FANS: VIDEO POSTS FANS: UNK POSTS FANS: STATUS POSTS

0.07% 0.11% 0.08% 0.03% 0.13%



THE WORLD’S MOST-USED SOCIAL PLATFORMS

RANKING OF SOCIAL MEDIA PLATFORMS BY GLOBAL ACTIVE USER FIGURES (IN MILLIONS)

GLOBAL OVERVIEW

FACEBOOK' 2936

YOUTUBE 2476

WHATSAPP'* 2000

INSTAGRAM? 1,440

1,288

T 1023
1,000
700

617

613
D 598

582
E 564

486

TS 433

430

300



213213 SHARE OF GLOBAL SOCIAL MEDIA USERS

ACTIVE SOCIAL MEDIA USERS IN EACH REGION AS A PERCENTAGE OF TOTAL GLOBAL ACTIVE SOCIAL MEDIA USERS

GLOBAL OVERVIEW

NORTHERN
EUROPE

EASTER
0
NORTHERN

AMERICA
WESTERN 0 .
EURQPE SOUTHERN 0.5% %ﬁmm
EUROPE
CARIBBEAN HDEFEE: , 9294% i.gﬁlEEH
i3
: 0
30% MIDDLE V\f'gfsTE:EARH ]6.] /ll.'l
CENTRAL AFRICA SOUTHERN
MERICA ASIA
AN miifé':'gim ‘"]17% iaiTH-EﬁETERH

AMERICA,
SOUTHERM

AFRICA

OCEANIA






WHATSAPP IN NUMBERS

TOTAL ACTIVE TOTAL ACTIVE AVERAGE TIME COUNTRY WITH AVERAGE OPEN RATE
WHATSAPP USERS WHATSAPP BUSINESS SPENT ON WHATSAPP  MOST WHATSAPP OF WHATSAPP
USERS PER DAY USERS MESSAGES

@O0 ®G

1.5 BILLION 3 MILLION 28.4 MINUTES INDIA 70%
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OS Configuration N

Changes

.

Hardware

Changes

USB interface

Behavioral
Analysis

Processes

Memory
leakages

Network
Connections




BEHAVIOR ANALYSIS

Behavior analysis is the science of
controlling and predicting human behavior.

Includes assumptions about how to study behavior
and technigues to carry out the analysis.

Behavior is seen as a performance that follows a specific
stimulus and results in a particular consegquence.

By assessing the relationships between a targeted behavior and the
environment, these methods can be used to change that behavior.







Brian Solis 2= tiuencer

Principal Analys!, Altimeter Group (a Prophet co.), Author of X: The Experience
When Business Meets Design

S&n Frantssoo By Arsa  Markeling and Adverissng

Anmeter Group, What's fa Future of Businass, changing the way businesses croalte exporiences, Engage!
The cornplsle pusde for businessss 1o buld and measure sucosss in the social web

Tha Pavol Conference, The End of Busingss as Usual, Engage. The Compliete Guide lor Businesises 10 Buid,
Cultrvazo, and Moeasuro Sutcess in the Now Wod

m row Brian? 190,781
Connect :

Bl Cordmnct inio

Ads You May Be Inferestied In

Tralning for Help+Manual
Dakota C“oate onling halp, vser manuals
and ncradadge basos in ng Bmal
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S R e e e s e o THE SiX STAGES OF
e DIGITAL TRANSFORMATION

Prolessional Women Only
You're nvilad 10 Join tha
Professional Woman's Notwork

amm. Mgile Software Testing

: f Dowrdoad cur whatapapar for tips
The Race Against Digital Mobile is Eating the World: Y 0N deveioping a succesthul agile
Darwinism: The Six... Your Playbook to... stralogy
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