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Executive Summary

The title of this report is Unfolding the Working Processes of Digital Marketing in METACONNECT. To
unfold the working process, two types of objectives have de&inedhere. The primary objective-is

Describing the context of Digital Marketing and htmembrace this concept in ouraiketing process.

Three are also other three objectivBsesenting Overview of Digital MarketinBeterminingthe role of
Digital Marketing in Business and Implementing the Concept of Digital Marketing which are secondary

objectives sat for supporting the primary objective.

To definethe 1°secondarybjective known a®verview of Digital Marketing, Definition Of Marketing
Marketing Strategylmportance Of Digital Marketingmportance Of Digital Marketing For U®igital
Marketing Domains Branding Strategy In The Age Of Digital Marketin@usiness Branding
Marketing Creating CustomefThe Core Of Brand Strategyalue Creation Wow Marketing, Think-
FeelDo Model Innovation And CreationPermission MarketingThe 5 Permission LevelsEthics In
Digital CommunicationEthical Issue In Marketing Communicatidbigital Advertisingln Banglafdesh
_ Display & , Internet Users & Mobile Internet Users In BangladeBhcebook User Growth In
BangladeshCity Wise Internet Trdic & Web Traffic By Device (Source: G&R &Statcountebevice
Page Traffic On A Typical Day And Desire Creative (Source: G&R &Statcouarterjescribed here.

To describehe 2%secondarybijective titledaDetermining the role of Digital Marketing in Business
Role Of Digital Marketing In Busines®8rand Presence And ReadBustomer AcquisitionCustomer
Acquisition: Sales Funnel ApproactCustomer Acquisition: Product Adoption ModeCustomer
Acquisition And Product (Lean Start UgJustomer Behavior Aalysis Customer Touch Points, Media

Mix And Customer AcquisitionCustomer Loyaltyare stated ére.

To describe the "8 secondary objective titled aBnplementing the Concept of Digital Marketing,
di fferent Digital Ma r BearthEngige OgtimnizedionWeb AnalytesiGoaglpt s | i k
Adwords Conversion OptimizationEmail Marketing Content MarketingSocial Mediaare illustrated

here.
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1.1 BACKGROUND OF THE ORGANIZATION
METACONNECT is digital marketing agency located IDhaka where a group of  group of

experienced designers and marketers work. They empower the brand to be the best.

Loyalty and Honesty are their brand core values. They establish lifelong relation with their customers

by cherishing their values.

In the caurseof 4 years METACONNECT turns to be one of the renown digital marketing agencies
across the country. They offer six valuable services whichCamative Design, Digital ChannéVeb

Development, Apps Development, Social Media and Optimization.

Under Creative Design & Digital Channel they give focus on Brand Logo Design, lllustration
Design, Infographics, Corporate AV, Content development, Photography, Videography and YouTube
Management.

Under Digital & Web Development, they give focus orResponsive and Dynamic webesign,

Hosting serviceiOS& Android apps developmempp content management support & maintenance.

Under Social Media and Optimization they give focus orsocial Media Strategy & Management
Content Development & Insight Ahais, Search Engine Optimization, Digital media buying and

Content marketing analysis and Tracking.

Throughout the period they have completed number of successful projects and dFliieRy
Teabdbs packet desi gn, NRB B a n kdtisn, Fe@sipand REGALO |, Cr
r est AV aerflagéhip projects

1.2 ORIGIN OF REPORT

Internship Program of BRAC University is a pgsaduation requirement for the MBA students. The
main purpose of the internship program is to get the student exposeddb therid. Being an intern
the main challenge was to translate the theoretical concepts into real life experience. An internship is

like a glimpse of the real job.

The Real Purposes of the Internship Program are:

0 Practical knowledge about the job resgibility.

0 To experience the real corporate world.

0 To compare the real situation with the lessons learned in the Academy
d To fulfill the requirement of MBA Program.

This report is the result of three months long internship program condudi#elIACONNECTand

is prepared as a requirement for the completion of the MBA program of BRAC Business School. As a

2| Page
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resul t, I need t o s ubUnfoldingtthe Wsrking Erpcessds of Digitale d o n
Marketing in METACONNECT .0 This report also include©verview and Role of Digital
Marketing.

1.30OBJECTIVE OF THE REPORT

There are two objectives of this report which are stated below

The primary obj ecbDescvibeng thed contekt iof DigitaleMar&etirtg and sow fio

embrace thisconcept in our marketing process 0

The objectives of this report are stated below

SL NO NAME OF THE OBJECTIV ES

1 Presenting overview of Digital Marketing
2 Determining the role of Digital Marketing in Business
3 Implementing the Concept of Digital Marketing

1.4METHODOLOGY

The study is conducted in a systematic procedure starting from selection of the topic to final report
preparation. The integral part was to identify and collect data; they were classified, analyzed,
interpreted and presented in a systematic manner taHadital points. The overall process of the

methodology followed in the study is explained further.

Data are collected from both primary and secondary sources

o Primary Sources
1 Observation of the organization.

9 Discussion with officials and concerned experts.

0 Secondary Sources
1 Go through thdlifferent websites and blogs.

9 Different whitepapers, journals and reports

3| Page
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1.5LIMITATIONS OF THE STUDY

To make a report different viewpoints and encounters are required. In any case, | have confronted a

few obstructions for making a complete and immaculate report. These boundaries or restrictions,

which postpone my work, are as per the following:
A S terinuggttindl to information on its inward operations.
A Navailability of some former and most recent information.

A Some data were withheld to hold the classifica

4| Page
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CHAPTER 2
CONCEPTUAL FRAMEWORK

5|Page



N MenaConnect

2.1CONCEPTUAL FRAMEWORK

This report is written to accomplish the primary and secondary objectives of itself. Here, the

secondary objectives ard’resentingthe Overview of Digital Marketing,Determining the Role of

Digital Marketing in Business and Implementing the concept of Digital Marketing - presenteih
favor of supporting the primary objective whichfidnfolding the Working Processes of Digital
Marketing in METACONNECT .0

PRESENTING THE OVERVIEW OF DIGITAL
MARKETING

DETERMINING THE ROLE OF DIGITAL
MARKETING IN BUSINESS

IMPLEMENTING THE CONCEPT OF DIGITAL
MARKETING

CONCLUSION

6| Page
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CHAPTER 3
PRESENTING THE OVERVIEW OF DMARKETING
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3.10VERVIEW OF DIGITAL MARKETING

3.1.1 DEFINITION OF MARKETING
Marketing has been defined:

According to Philip Kotl er, Mar keting Guru, i Mar

~

and delivering value to satisfy the needs of atargetr k et at a profit. o

According to Chartered Institute of Marketing, T

anticipating and satisfying customer requirement

According to Ameri can Mar ket i ng seAd smditatiorss,t ando n i N
processes for creating, communicating, delivering, and exchanging offerings that have value for

customer s, clients, partners, and society at | ar

3.1.2 MARKETING MIX
The term-ninkad kwd s nfgi r shy Ned Bardere tthe Fresiderit 6f 3h& American

Marketing Association (AMA). It is used to make important decisions that lead to the execution of a

marketing plan.

At is defined as W ( AThe amount a
anything that can be customer pays for
offered to a market product.
to satisfy a want or
a need.

Product Price
Promotion Place
AProviding the sAll the means of
product to communication
customers at a used to inform the
location of their customer about the
convinience. J L product.

8| Page
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It is a set of actions and tactics with the goal increasingg ani zati onés sal es ach

competitive advantagdt is created after conducting an internal and external environment scan and is

implemented through a marketing plan.
Marketing Strategy

L . It is the central instrument to direct and coordinate marketing effori
Marketing Plan
can operate at two levélsgtrategic and tactical.

Strategic Marketing It lays outthe target markets and the value proposition the firm v
Plan offer, based on an analysis of the best market opportunities.

It specifiesthe marketing taas, such as product featurespmotion,

merchandising, pricing, sales channels, and service.

Tactical Marketing
Plan

The digital marketing is growing very first.

More People are People are Spending More Business is Business is Spending " . .
Getting Online More Time Online going online More Online adJllegetingioger

According to

internetlivestats.com Global e

commercesales is

, 46% of the world We spend 6.15 Global e
population uses the hours each day commerce sales . . settogrow 21%in
Internet. It is even using online were $1.548 Business spend is 2018
higher in developed devices. triion in 2015 and ~ Projected to be -

countries and . ; - more than $285 Global q|g|t-a|

54% of our daily is projected to be billion by 2020. spending is
amounts to 80% of - e time is spent  $4.058 trillion by forecasted to grow
users.(!n 2005, only online 2020. 11% CAGR from
16 /(-) of the 2016 to 2020
population usedthe
Internet.
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3.1.5 IMPORTANCE OF DIGITAL MARKETING FOR US

There is a constant increase

in digital budgetd 10% was

the planned average inase

in digital marketing budget in
2018 (Mondo).

98% of marketers
affirm that offline and

online marketing are
merging ‘
(Garner, 2018

Companies are increasing
digital budgetd 80% of

‘ companies plan to increase

their dgital marketing

budgets in 2019Mondo)

N MenaConnect

@

Paid welbd Online
marketing

professionals are
paid 82% more

than marketing

Companies need professionals as

lots of digital per Indeed Salary
marketerd there Data Report.
are 220k digital
marketing jobs on
Indeed in US.

There are 66k

digital marketing

jobs on Naukriinn
India.

10| Page
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3.1.6 DIGITAL MARKETING DOMAINS

tSearch Engine Optimization ‘

MBecome more discoverable to our audience.

tWeb Analytics ‘

AUnderstand how our audience interacts.

{Google Adwords ‘

Aadvertise and gain footfall

tConversion Optimization ‘

AViaximize revenue from footfall.

L Email Marketing

ALeverage and engage with our customer base.

s

t Content Marketing

AUse content to make our message viral.

{Social Media ‘

AHarness social media to reach and engage our audience.

11| Page



3.2BRANDING STRATEGY IN THE AGE OF DIGITAL MARKETING
3.2.1. BUSINESBRANDINGMARKETINGCREATING CUSTOMER

N MemaC

Purposeof Business. CustomerCreation
Obijective of Business: EarningProfit

AVain Funtions of Business
Annovation
Aviarketing

‘ Branding

ACreationof A6 V a WithaVowF act or o
MRemarkableCommunicatiorWith Roi

Marketing

ACc Dv Tv (Philip Kotler)
ACreatecommunicatedelivervaluefor TargetMarket @ Profit

‘ Creating Customer

APerpetualnnovation
ASmartConventional Digital Marketing

3.2.2THE CORE OF BRAND STRATEGY

Brand Creation

uCreate With WOW Factor

Brand Building Through Digital Communication to The Right Target Audience

wCommunicate with WOW to the Target

12| Page
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Value creation refers to create an Innovative / Novelty/ Delightful / Differentiated Value with WOW

factor.

Name/Logo/Slogan
(Based On Promise)

Core Promise of The

Brand
Innovative/Novelty Value Intellectual Property Right
With Wow Factor(right
Brain Marketing)
Positioning Potential Equity

1.Story Based on

Promise &
Positioning
5.Purchase 2.Creative Guideline
repurchase Leading And Creation of
to Equity Building Remarkable Content

4. Positioning on Top
of Cosumers Mind to 3.Media Selection
Interact and Engage

13| Page



In terms of Digital communication some important facts arealsogiven below

N MenaConnect

SINo Name of theTopic Specifications of the Topic

1 Story telling with ROI - Story telling must be on derivable promise. Core pron

must be verb.

| = Impactful

2 Creative Execution - Must Be Focused & On One Bithing

- Dare To Be Different
- Brand The Communication
- The Content Should Sparkle

- Story must be have ROI. Here, R= Relevance, O= Orig

- Message Must Be Based On Authentic Promise

3 Positioning on Top Of - Consumer has ladder in their mind. They can recall any
Consumers Mind brand names under any specifications.

4 Purchasei Repurchase - When the conversion takes place purchase takes place
Equity - When the promise is delivered, repurchase happens

3.2.5WOW MARKETING

o o [
B00!! ARRGH oK AHA

Customers are Customers are
dis appainted . = atis fied impressed with
raur brand mn brand, wour brand,

neither creating a
sense of
neqative bias personal delight

frustration

A

l4| Page



-
Right Brain Innovative Thinking.
)
-
Disruptive Innovative Ideas Are The Winners.
)
g \
Find I'tdéds Core Deliverable P
WOW Factor !!!

It is one of the most single and powerful way to make a campaign successful. To make a campaign

r omi

S €

N Mema

wh i

ch

successful the ultimate ruleiismake it simple and strategic For everymessage, we need to specify

in advance what people shoudlinkwhen they encounter the message, what they slieeldand

what they shouldlo.
Here, an example shows differdrtiink-FeelDo objectives of a campaign

Think -FeetDo Model

Target audience: Sedentary boomer women

Campaign purpose: Motivate more physical activity

Message concept: Leverage social norms

Key message: Other, similar women are active and exercising
Think objective: Other women my age are exercisihgl should too
Feelobjective: Concern about falling behind

Do objective Call a friend and schedule a walking date

Message conceptBuild selfefficacy

Key message: You have the ability to be more active.

Think objective: Icandothi® | 61 | start small
Feelobjective: Confidence and excitement

Do objective Go for 18minute walk that day

15| Page
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3.3 INNOVATION AND CREATION

N MenaConnect

In this world, everything is evolving in supersonic speed whether it is service design, marketing and

customer communication method, business acquisition, business model and so forth. However,

commonly, people relate business innovation with product iniwvanly. There are significantly 10

types of innovation based on the book named 10 Types of Innovation written by Larry Keeley, Ryan

Pikkel Brian Quinn, Helen Walters.

Inside-out

'OC .

howa —— basic features,
company organizes performance,
to support innovation and functionality
proprietary processes -
that add value
extended system that -
surrounds an offering
how you service
your customers

> «

|

how you connect
your offerings to
your customers

how you express -
your offering’s
benefit to customers

how you create an overall —

oxwimco for customers

10 Types of Innovation. Larry Keeley, Ryan Pikkel Brian Quinn, Helen Walters
hitp://www.doblincom/tentypes/

Outside-in

. pelvery [ Finance |
P S S| [

how the
enterprise
makes money

enlerprise structure -
and value chain

Innovation is discipline oriented. The more innovations are embrackdsiness process, business

will acquire more novelty value which will ensure more exponential sustainable growth to business.

1. Business mode! D@ALL

10 types of innovation: move beyond products to win

8. Product performance INtel” Pentium” 4
basic features, performance and functionalty

Ayt

6. Product system
system that an offering

7.

Service
how yOU Service your customers.

3. Enabling pmm;
assembled capabiites

SIEBEL.

4, Core process
DIBN
GE Copital
Aviaton

ary processes that aod vake
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3.4 PERMISSION MARKETING
I n todayés worl d, cust omer get annoyed and see

offline marketing channels. To build two way communication between customer and brand, a brand

needs to give focus on permission marketing as it allows brand to design communication-which is

1 Anticipated
1 Relevant

91 Personal.

Moreover, when a customerlabws a brand to give him/her bran
associated with product, brand can formulate personalized experience strategy for the customer. It
helps a brand to malea stranger to a friend, a friend to a customer and a customer to a loya

customer. At every step up of the ladder, trust grows, responsibility grows and profit grows.

The 5 Permission Levels

NAME OF THE LEVEL SPECIFICATION EXAMPLE

1. Intravenous | The marketers take the purchasing decis Magazine Subscriptions,
on behalf of the customer. book clubs.
2. Purchaseon/Cust omer pays i n a Gymclubsubscription
approval | necessarily use the product/ service.

3. Loyalty Points | Customer buys more of the product or ~ Loyalty cards. Lottery

service in response todentives.

4. Brand Trust | A trustworthy name can take over 50 yea Speak To Customers In

to be built and can be over stretched. An Authentic, Human
Voice Solicit And Value
Feedback

5. Situation | Opportunistic offerings from brands. McDonalds: Do want fries

with the crispy burger.
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3.5 ETHICS IN DIGITAL COMMUNICATION
Ethics are the basic concepts and fundamental principles of decent human conduct. In marketing

communication, ethics refers to Honesty, Integrity, Honor and Virthere are different sort of

ethics

Social Ethics
Business Ethics
Cultural Ethics
o Religious Ethics
o Environmental Ethics
Inferred Ethics
Netiquette
Paolitical Ethics

In terms of ethical communication in market communication, puffery and Deception are illegal.
Here, Puffery refers to exaggerated claim of a product superiority. On the other hand, Deception

refers to statements that lead to false believe invading into customer mind which is not true.

Advertising to children and advertising controversial product like Tobacco, Alcohol, Gambling and

drugs are also unethical.
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3.6 DIGITAL ADVERTISINNBBANGLAFDESHDISPLAY & VIDEO
3.6.1 INTERNET USERS & MOBILE INTERNET USERS IN BANGLADESH

90
80.83
80 75.396

70 66.7
63.07

60 56.2
53.431

50
42.7 41.30
40
813 29.36
30

20.5 215

18.8921 18.04

20

10

Internet User (M)  Year on Year Change Mobile Internet (M)  Year on Year Change
(%) (%)

Jan ,2015 m Jan, 2016 = Jan, 2017 Jan, 2018

3.6.2 FACEBOOK USER GROWTH IN BANGLADESH

561K 18.7K 780 13

Per Month Per Day Per Hour Per Minute
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3.6.3 CITY WISE INTERNET TRAFFIC & WEB TRAFFIC BY DEVICE (SOURCE: G&R &
STATCOUNTER)

City Wise Internet Traffic Web Traffic by Device
City Inventory Device Name Inventory Year on Year
(%) (%) Changes(2017
2018)
(%)
Dhaka 75.86 Laptop & o5 13
Desktop
Chittagong 7.89 Mobile 74 -4
Narayanganj 1.65
Sylhet 1.62 Tablet 1 -14
Comilla 1.4

3.6.4 DEVICE PAGE TRAFFIC ON A TYPICAL DAY AND DESIRESCRIRCHVE&R &

STATCOUNTER)
Tablets are used most O
during working hours at night

PCs are used most

Mobile phones are

constant companions D

Device Pagdraffic

Share of Device Page Traffic
on a Typical Workday

o < \2

\ N W \ N
o N ot

\\'I}‘“\’ }?‘d (‘Pg\ \Q‘k %d @?\h %?“\ ...... ..

Pick your creative accordingly

ON THE GO LEAN FORWARD LEAN BACK

Desire Creative Ci ks Vertical Video

SHORTER ATTENTION LONGER ATTENTION
SIMPLE MESSAGE COMPLEX MESSAGE
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3.7 SUCCESS CASE STUDY

1 SAMSUNG

Samsung Electronics America introduced a new mobile device to
compete with the iPhone.

. o
1 PIONIEER
Pronecer

Samsung made digital ecof-home the primary vehicle for the new
launch campaign.

Digital outof-home media, although unproven, stood out as a new
low-cost channel with potential.

Samsung achieved excellent brand awareness levels and purchas
consideration ratings.

Pioneer achieved more than 60% clibkough rate foits online

ads:

- Pioneer, the electronics manufacturer, ran an online
campaign in online communities where consumers gather.

- It was able to achieve more than 60% clibkough rate in its

online campaign by effective use of two social media eleme

9 First key element of Social Media is a capacity to precit
target specific consumer groups on a grand scale.

1 Second key element was the ability to participate in
conversations that consumers have about the produc
brand.
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CHAPTER
DETERMINING THE ROLE OF DIGITAL MARKETING IN BUSINESS
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4.1 ROLE OF DIGITAL MARKETMNBUSINESS

At first, we must keep in mind thatgital marketingstrategies for creating brand presence and reach
is not the same as increasing online sales as brand presence and reach is an essential ingredient of a

long-term business plan.

Branding initiatives works best when there is no urgency shipg to increase sales. The world most
effective branding campaign dondt push id&s targ:
instead they focus entirely associating special felling with a brand.

Ni keds famous campai gmdonbtlendswith aD action tab, theyemdmihrac i al s

flash of Nike |l ogo for stimulating a profound in

According to Google, at present, Google processes 49@00search queries every second on
average which translates to ov&i5 billion searches per day arid2 trillion searches per year
worldwide. As a result, to make a brand visible to its target customer group, effective online presence

turns to be the most i mportant part and parcel f

Not only this but also any kind of social issue can easily be addressed through the effectiveepresen

of social media. Avillage in Kenya, 160 Km west of capital Nairobi, a tweet saved a family from

thugs. A local chief officer got a message like agang oféghev i s i nvading a | ocal
home; the chief immediately broadcedthe news through his tweeter account and on that time there

was 300 followers of him. When 300 followers got this message and through their personal account
this news also tweed to their respeiste friends and family members. Eventua®g,000residents in

the region gathered outside the home sanged the family from thugs

In this same way, Brand presence and reach also works in the digital ch&@uuié Media as Tool

of Marketing and creating Brand Awarness, 201?) increase the brand presence and reach of any
brand in any digital channel, firstly, three value governance laws need to be implied which are given
below(Saocial Media as Tool of Marketing and creating Brand Awarness, 2@&if)ired for selecting

a proper social channel to disseminate Brand information.
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SINo Name of th Specifications

Sarnoff law was coined to relate the value of a radi
station to the number of listeners. In its view the valu
network increases in direct proportion to the number
listeners on that network. Therefore a network with

members is considered to be 10 &meore valuable ir
terms of reachability contrary to a network with ol

10members.

1 Sarnoff o6s Lz¢

=3
=3 =3 =3 =3 =

The law stipulates that, the greater number of users witt
service, the more valuable the service becomes to
community. As a result, more people associate with a branc
get value from it, they incline the value of the brand as we
prefer to vork as referral for that brand. The increase

network chain has an impact like how far the message can

2 Met cal febds |
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This low illustrates that a wetlonnected network encourag
the formation of strong subgroups and flow of communica
that put more emphasis on relevant and important informs
within the networks. To every addition of a new person in

group increases the opportunity to expand and format new

M i

groups.

Secondlyto become authentic and searchable in this digital phenomenon, a brand must give focus
on content marketing. In fact, according to The Content Council, 61 percent of consumers say they
feel better about a company that features custom content and are niikedy to buy from that

company.

/| 2yGSyd ALISOAIFIfA&AGTZ . FNNE DNIdzolF NI alreéa GKFGy
seek to author and/or share contextually relevant content to create or reinforce their brand
messaging. When done effectlye content marketing is not done in direct support of a sales
LINEOS&ax odzi NI} GKSNI 6& LIR2aAlA?2y  radilvdnia Ondvefdit), v &

2015)

The core objectives of building contents are given bel@nansilvania University, 2015)

SINo Core Objectives of building contents

o o~ W N P

f
T

= =2 =2 =

Increasing The Brand Awareness;

Building A Relationship Based On Trust With The Target;
Solving The Problems Related To Low Audience;
Creating A Need For A Specific Product;

Developing Customer Loyalty;

Testing A Product Idea / Business;

25| Page

a/

2 NJ



N Mema

7 1 Creating An Audience

Thirdly, some other important ¢tors for making Brand presenaad reacthrough digital marketing

strategies are given belg@harptech, 2016)

SINo List of Tasks Specifications

Choose some oneds bl og whi
1 Guest Blogging information which helpful for the target the audien
Consequently, it will increase fame of the business.
A visually well treated infographievhere getting informatior
2 Put Infographics is quite easy plays a vital role to build brand awareness ar
customers.
Whenever customers gets free service or product, he/she
chance to get in chance with brand which also helps hit
3 Offering Free version ) ] )

her torecognize the brand in next purchase if the free pro

or service gives overwhelming experience.

A good relationship with an industry influencer can influel
Establish Relationships  a business in terms of increasing brgmdsence and reac
4 with Influencers: They can help a business to gain popularity in target g
through sharing their views and ideas on that busil
leveraging different digital channels.

o ) The penetration of smart phone users is increasing day b
Optimize for Mobile and

.As a result, if business provides poor mobile users experi
5 Other Platforms:

then competitors mobile responsive website can easily tur

eyeball of customrs.

If a customer is given proper attention after gaining posi
Reward Loyal Followers experience of a Brand, He or she more likely to share pos
and Engage with Them information about brand with his/.her friends and fan

members.
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Frothy, finding the necessary KPlIs is also essential for any marketers. The possible KPI metrics chart

is given below(Social Media as Tool of Marketing and creating Brand Awarness, 2012)

Target Interpreted Information Underlying Metric
Knowledge
Audience Who's reading aggregate profile

Unique visitors Page views, visitors info, blog | Web Analytics: Unique
mentions, click analysis, traffic | visitors

patterns, source of traffic via
Referrer measure

Influence Memes(thoughts, ideas etc) Time on site, blog
and intensity overtime context, review polarity
Engagement Clicked on length of stay Time on site, pass-
conversation alongs, comment-to-post

ratio, blog mentions,
reviews, bounce rates

Action Conversions Pass-alongs,
conversions, reviews

Loyalty Trends: subscribers, repeat Pass-alongs.blog
visitors, referrals mentions, time on site,
bounce rate
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4.1.2 CUSTOMER ACQUISITION

Customer acquisition and Digital marketing can create a good foundation of any business
growth. There are many approaches to articulate a successful customer acquisition strategy.
Some of them are given below

4.1.2.1 CUSTOMER ACQUISITION: SALES FUNNEL APPROACH

This model is very much useful for a startup company. According to Alex Mandaksatastomer
acquisitionmodelis given below

Awareness

Interest

Preference

Action

Conversion

Repeat Visitor

\

Advocay
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Chaffey also links this model with the marketing techniques and communication objectives as
customer buying process, toer acquisition funnel and digital marketing communication objective

are interrelate@Narsavidze, 2014)
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4.1.2.2 CUSTOMER ACQUISITION: PRODUCT ADOPTION MODEL

The diffusion adoption model is suitable way to descelromers and market in the adoption cycle

of the market for any new innovation in the market. According to the Mdbee diffusion of
innovationisin pr ocess by which new products are communi
among the members ofsao c i a l systemo. The figure of the d

below

Accelerating Diffusion of Innovation: Maloney’s 16% Ruleo

Psychology of

Infl v Scarcity Social Proof Maloney’s 16% Rule:
nraence S Once you have reached 16%
. adoption of any innovation, you
\ must change your messaging and
media strategy from one based
on scarcity, to one based on
Ty social proof, in order to
e 05 .lpplng accelerate through the chasm to
Point+ R ;
the tipping point.
2.5%| 13.5% 34% 34%
Adoption Early Early Late
Profile® InHovators Adopters Majority Majority Lete Mg
Psychographic®  Technologists Visionaries Pragmatists Conservatives Sceptics
Social T Critics & Joiners & e
Technographic# FEQLOES Collectors Spectators

A Robert Cialdini *Everett Rogers #Forresters ~“Geoffrey Moore + Malcolm Gladwell

It is unquestionable that every adopters has huge influence on other groups in the adoption cycle of
the product. Innovators and early adopters are thediirstto take the risks, to try out any new idea

and service which have profound impact on the new product acquisition strategies.

However, According to Moore, very often startups acquire early adopters as their customers, but find
it difficult to move fran early adopters to an early majority group of customers. The most critical part
is moving towards early adopters to early major

which also called bringing the product to the masses.
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4.1.2.3 CUSTOMER ACGAUTION AND PRODUCT (LEAN START UP)
However, there are number of companies which did not give any kind of concentration at beginning
stage on promotion at their marketing mix. They invested heavily on their customer knowledge and

product development based customer requirement.

Some pioneers to follow this strategy are Facebook, Tweeter and social media startups which have
reached billion of customers with their offerings without any traditional forms of advertising or other

forms of promotion.

According Lean startup framework, the successful customer acquisition starts from product that is

built according to customer demand. Adopted from (Porad 2014).

Based on the book, The Lean startup written by Eric Ries, if customer has a problem that a business
can solve then solution cycle will be problem Interviews, Agile Development and testing. This

business model allows for multiple minor failures yet constant learning.

As of today, many startups as well as established business like Toyota Corporationaisoléain
startup strategy as product built with the customer in mind and according to their needs is the

foundation of the successful customer acquisition.

Learn Faster Build Faster

Unit Tests
Usability Tests

Split Tests

Customer Development
Five Whys Continuous Integration

Customer Advisory Board Incremental Deployment

Falsifiable Hypotheses Free & Open-Source

Product Owner Cloud Computing

Accountability Cluster Immune System

Customer Archetypes Just-in-time Scalability

Cross-functional Teams Measure Faster Measure Faster Refactoring

Semi-autonomous Teams Developer Sandbox

Spiit Tests Funnel Analysis
Continuous Deployment Cohort Analysis
Usability Tests Net Promoter Score
Real-time Monitoring & Alerting Search Engine Marketing

Smoke Tests Minimum Viable Product

Customer Liaison Predictive Monitoring
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There are also some other companies which are givingsfatustomer behavior analysis for
formulating a strong customer acquisition strategy. Through utilizing social elements and data driven
strategy they are trying to get answers like what makes a video viral and what makes people share

things on internet amnghat persuades consumer to buy.

The scope of consumer behavior usually give focuNamsavidze, 2014hese questions:

S| No Consumer Behavior Questions
1 How do consumers buy goods and how do they use them?
2 How do theyreact to prices, promotion and other changes?
3 What behavioral patterns drive tBe responses?
4 What influences consumer purchase decisions the most?

1 CUSTOMER DECISION MAKING PROCESS

One of the major factor to analysis customer behavior is customer decision making process.
According to Court (Court et al 2009), marketers main goal is influence customer decision make
process when he /she is ready to make a purchase. Customer deakiong process start from
trigger or want, followed by the brand consideration. As consumer add or subtract a brand, consumer

decision making process get started.

Once a purchase is made, the post purchase evaluation get started. The customer dedaigjon mak

process flow is given below

2

Consumers add or sublract
brands as they evaluate what
they want

1 Active evaluation 3

The consumer considers
an et of brands,
based on brand perceptions
wl exposure to recent
touch points.,

Uitimately, the consumer
selacts a brand at
the moment of purchase.

: Layalty loop
Initial-
consideration
set purchase
Postpurchase experience
4
After purchasing a product or serice,

the consumer builds expectations
based on experience to inform the next
decision joumey
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4.1.3 CUSTOMER TOUCH POINEDIA MIXAND CUSTOMER ACQUISITION
In order to stay connect with customers, a company requires multiple touch points so customers can

easily recognize the Brand and also associated pramuservice the brand offers. According to

Nelson, the most influential touch point is referral from friends and family members.

Towhat extent do you trust the following forms of advertising?

Global Average

Recommendations from people | know
Consumer opinions posted online
Editorial content such as newspaper articles
Branded Websitas

Ernails | signed up for

Ads on TV

Brand sponsorships

Ads in magazines

Billboards and other outdoor advertising
Ads in newspapers

Ads on radio

Ads bafore movies

TV program product placements

Ads sorved in search engine results
Online video ads

Ads on sodial networks

Online banner ads

Display ads on mobile devices

Text ads on mobile phones

Source Nielssn Global Trust in Advertising Sunssy. Q3 20M

Don't Trust Much/
At All

According to Josh Elman, Twitter Videresident of Growth, wordf-mouth was the main principle

behind theexplosive growth of Twitter (Kaplan 2014). However, only rely on the word of mouth

cannot be strong strategy for customer acquisition model. All sort of available media need to be

introduced to disseminate product information and build BRAND loyalty.
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Based on(Narsavidze, 2014the most influential touch points by stage of customer decision making

journey for competitors, new customers and % of effectiveness is given-below

3
-

Storefagent/dealer interactions 12
Word-of-mouth

Consumer-driven marketing *{ Online resaarch 21
Otfline andyor print reviews

Past experience 37
Traditional advertising
Direct marketing 5
Company-driven marketing — Sponsarship
In-store product experience 22
Salesperson contact
Initial- Active Closure
consideration  evaluation
set

There are four types of media channels to reamth engage potential customers. These are paid,

Media type

Owned
media

Paid media

Earned
media

Social media

Definition

Channela
brand controls

Brand pays to
leverage a
channel

When
customers
become the
channel

Brand interacts

on third-party
channels

through its own

profiles

Examples

« Web site
* Mobile site

.Blog

*» Display ads
+ Paid search
« Sponsorships

+ WOM
* Buzz
« “Viral"

« Twitter account
* Facebook page
* YouTube
channel

* Flickr account

Adapted from framework developed by Forrester Research, Inc.
http://blogs.forrester.com/marketing/2009/1 2/defining-eamed-owned-and-paid-media htm|

The role

Build for longer-term
relationships with
existing potential
customers and earn
media

Shift from foundation
to a catalystthat
feeds owned and
creates earned
media

Listen and respond —
earned media is
often the result of
well-executed and
well-coordinated
owned and paid
media

Two-way information
flow between
company, consumers
and between the
various media types

Benefits

« Control

* Cost efficiency
* Longevity

« Versatility

* Niche
audiences

* In demand

* Immediacy

+ Scale

« Control

* Most credible
* Key role in
most sales

* Transparent
and lives on

« Cost efficiency
« Versatility

+ Organizational
learnings

* Personalizes
organizations

Challenges

« No guarantees
« Company
communication
not trusted

* Takes time to
scale

« Clutter

« Declining
response rates

« Poor credibility

* No control
«Can be
negative

* Scale

« Hard to
measure

« No control

+ No guarantees
« Takes time to
scale

« Shows
companies for
what they are

Source: davefleet. com

owned, earned and social media.
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For articulating successful customer acquisition strategy, calculating BRAND loyalty and the amount

of advocates for BRAND is necessary. To do so, net promoter score igangadtenr

By asking one simple questi@n How likely is it that you would recommend [your company] to a

friend or coll eague? a companyds pevrtdlOpamance cCa
rating scale
SINo  Promoters Score Range Explanation of Score Cards
Loyal enthusiasts who will keep buying and refer others-ifuel
! 10 growth.
Satisfied but unenthusiastic customers who are vulnerabl
2 -8 competitive offerings.
Unhappy customers who can damage your brand and hinder g
3 o6 through negative wordf-mouth.
To calculate our companybés NPS, company needs

Promoters and subtract the percentage of those who are Detractors (Negaroorat 2014).
Compani es and t hescaores psualydcarelates viith Highey salesNHo®ever, relying

on net promoter score only could not be an effective sufficient mean.

In terms of customer loyalty, continuing contact with customers plays vital role. It also strengthen the
process of building and sustaining customer relationship management. Accordi@tepiben L.
Vargo, Robert F. Lusch, 2004he ongoing logic of marketing is shifting form the exchange of goods
toward service, interactivity, connectivity and ongoing relationships. The technological innovations,
new channels and changing media environment facilitate these changes. Beirgtlyeiqutouch,

with increasing level of personalization, with customers helps a brand to retain customers through

building customer loyalty.

Here regular contact may refer to newsletters, maintenance, repurchase reminders, help for keeping

their products up to date and tools for interacting with friends and peers.

For instance, Lensmart send their customers email reminders when they feel that their customers may
start running out of their supply of contact lenses. They make it happen through utiligtogner

database and purchase information to predict the customer repurchase moment.

Through this way, they can sell goods cost effectively to their existing customers and also automate
the reselling process. Because of the personalizedfonail of extraeffort from Brands customer
may perceive emaotional value for being personally remembered and cared and appreciate the extra

service.
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Using digital channel in marketing for strenthing customer retention turns to be successful means for
many companies. Sie, it is a cost effective means and also from a company point of view, digital
channels offers a brand to keep frequently in touch with customers which not only improve marketing

performance but also customer loyalty.

To illustrate, car manufactures uséernet and email to launch new models as well as engaging their
customers into their websites. BMW uses a mobile portal to provide customer pictures of new

models, games and services which helps it to disguish itself from competitors.

Nike targets itsyouth segment by lainching a digital spring fashionshow where allows customers to
use brandébés | atest fashion catalogue online to
Lancome use newslater to keep in touch with customers and hence streathbrand loyalty which

also heps them to retain more customers.

Interactivity between brand and customer also increases the probability of customer retention.
Canonods digital service |ike iMage Gateway Seryv

images which can lead to improvement of customer involvement and satisfection.

Interactivity also allow marketers to become able to get information about customer needs,
preferences and interests. Harley Davidson launched the first crowd sourcinghatthentielp of
crowdsourcing ad agency named Victors & Spoils. Since crowd sourcing usually occurs through
social media, so brands can easily gain insight like what customers are telling about the brand, what is
their desire about the brand, what they likest or dislike most or interested in about the brand. As a

result, more customer led marketing strategy can be easily formulated.

Mc Donal dés wuses online channel to strenthen th
focused their online commurgti building through introducing a kid website named happymeal.com
with educative and entertaining games con{&fitDonalds, n.d.)It also helps to buid brand equity

into this segment as well as into parents as Brand euglipg to retain customer easily.

Any sort of digital channel brings personalizat:i
inatiative aims to enhance personalcommunication with customers by analytical profiling,
segmentation, database build arelsli gn and bol stered data gatherin
able to incline Return of investment in digital channels as well as capitalize customer insight for the

long term.
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5.1 DIGITAL MARKETING STRATEGY

Strategy is the heart dfigital maketing. The more consistent we can make message to the
intendedaudience, the more effectivewill be. Most companies sell the same types of products with

different messages and uniquéueapropositions that target different demographics

This report will focus on how te@reate a true digital marketing d&gy and how to target the
audience. To createdagital marketing strategy, weave to plan the right channel mix. Not all social
media channels are equal. Each channel reaches different people at different times throughout the
customer lifecycle This reportgives a quick overview, focuses onfew of these channels, and
describesabout the advantages and disadvantages of A&thwill on how to measureampaign and

determine if itds working

1 MARKETING OBSTACLES

] ) Lack of Effective Strategy 46%
- 46% of marketing leaders cited a lack of strategy
. Lack of Budget 43%
the obstacle to saessful campaigns.
- Most companies fail to have an effective strategy ¢ |Lack of Training Knowledge 33%
to lack of budget, training, inability to prove RO |Inability to Prove Return on Investment (ROI) 32%

and useless metrics. Useless Metrics 26%

Thedifferencesbetween strategy and tactics in marketing are as follows:

Strategy Tactics
Clearpurpose Latest media channel
Team aligned to goal No clear priority
Established measurement Lack measurable goals
Central message Many messages (conflict)
Clear value proposition No brand identity

1 DEFINING MESSAGE
i.  Focusing on the customer benefit plays a vital role in digital markétegneed to focus on
- The value we offer.
- Benefisto the customer
- UniqueBusiness technique

- Passion and the Story that drives Itluisiness
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ii.  Satisfy an emotional need to connect on the customer level. Examples include:

OBVIOUS NEED EMOTIONAL NEED
CAR Transportation Status
VACATION Relaxation Connection
SHOES Work/School Acceptance
MEDICAL lliness Comfort or Care
SCHOOL Education Prestige or Success

All customergd o rhave the same needs; not all customers make decisions the san@ustayers

can be grouped yemographicsFirmographic& Different Customers

Demographics Firmographics Different Customers
Age Company size Needs

Gender Industry Industry

Income Company annual revenue Gender

Marital status Number of employees Age

Language Location Language

Location Structure Location

1 TARGET YOUR AUDIENCE

Search Engine Marketing (SEM) drives 40% of atioenmerce transactions.
1 BLOGS

Effective use of blogs is one of the digital marketing strategies. Blogs can be used for the following
purposes:

1 VIDEO MARKETING 6 YOUTUBE

YouTubeis the second most popular search engime the third largest websit@ver three billion

Increase Search Visibility

Q Build Brand Value and E Build Long-tail Content

Equity
f.? Build Lists, Conversions, o™e Community and Market
and Reach A#e Education
I Communicate High-

trust Content
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hours of video are watched oroiTube every month. Irvery 60 seconds, there are 60 hours of new

content being uploaded.

See it to believe it Highly visual

Portable reach Re-publishable

Present content in
Influence search results different methods

Extend reach Earned media content

Enhance content

The uses of video marketing are as fokow

1 SOCIAL NETWORK USERS, BY AGE GROUP

The statistics show the share of users who use social networking sites, by age group:

Chart Title
100% 91%
Q0% 85%
80% 69%
70%
60%
46%

50% 39%
40% 32% % 570
30% Lo 27% 27% 27% 26%
20% ’ 12% 15%
10%

0%

Facebook Twitter LinkedIn Instagram Pinterest

m18-34 m3554 m55+
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1 PLAN THE RIGHT CHANNEL MIX
We needlefine the primary channel based on the methods

- Usingprimary channel
- Communicatingnessage
- Usingadditional channels to support

- Assising message from other channels

We must define the engagement method based on:

Acquisition engagement

Shareable content

Activities to build loyalty

Method to create conversations

Campaign management is based on:

- Keyword research
- Trend analysis
- Scheduled interactions
1 KEYWORD RESEARCH
- Keyword research is one of the search engine optimization techniques.
- ltis an effective technique that tells how people search.
- Keyword research lets you get into the mind of consumer.
1 TREND ANALYSIS

In trend analysis, it is important to answer these questions:

- What content is important?
- When is it important?
- Howwould this affect oumarketing?
- Are wemarketing the right content at the right time?
- How does this affect?
i Planningfor search rankings
T Interaction on social media
I Content of conversations

- How can webring value to the marketplace?
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1 SCHEDULED INTERACTIONS

In scheduled interactions we need to

Plan campaign dates

Plan content publishing dates
Plan assisting media

Preplan and prepublish
Focus on trends

Utilize plan for measurement
Compare to the past years

Create accountability

This is an example fescheduled interactions:

r LinkedIn Post

LLinhedﬂﬂ Drive Action (click for full article)
Content pasted should be enough
(like/share/feedback)

’ Link Supporting Tweet

!

Goal: Email Capture
Engagement

Post: Article Factoid 1

5.1.5 OTHER WAYS OAMPAIGN MEASUREMENT

Campign measurement is albased upon:

)l
1
1

Business Objectives
Goals

Key Performance Indicators (KPI)

For successful campaign measurement a business need to:

il
il
1
)l

Measure overall goal: Leads, Sales, and so on.

Establish a value for each goal in the form of money.

Establish goal for KPIs: Views, Forwards.

Break down the value per visitor.

N MenaConnect

Video: Hosted at YouTube
Youlll) optimized Title

Optimized Description
N

Images: Posted
@ Drive Action (click)
Power Headline (like)
Ask Questions (feedback)

42| Page



N MenaConnect

1 Every goal has a value to the organization. We need to find the value gdahand establish

the value of the campaign.

5.2 CONTENT MARKETING

Content marketing is a marketing technique of creating and distributing relevant and valuable content
to attract, acquire, and engage a clearly defined and understood target &udighdbe objective of

driving profitable customer action.

Content has toneet the needs and interests of the target audience. If your content is relevant and
valuable, customers will find you.

Content is common to social media, Search Engine Optimization (SEO), and website and marketing

material; content marketing underpinsytentrelated efforts in all three areas.

Social
Media
Facebook Twitter

Brand
Awareness

i Content
Public Marketing
Relations
Quality
Content

Technical
Optimization

Networking

Website

Overall/Average
Has a documented content strategy 39% 12%
5.2.1 EFFECTIVE CONTENT MARKETING | Hassomeonewhooversees 67% 50%
content marketing strategy
B2C
. . Average number of tactics used 12 9
A comparison between the most effective and 1 -
number:
least effective content marketers for B2C is shoy sl medaplatioms used g o
. . Percent of marketing budget
in the following table: oo, v 24% 10%
Challenged with lack of budget 48% 67%
Challenged with lack of knowledge 33% 66%
and training

43| Page



5.2.2 EFFECTIVE CONTENT

MARKETING IR2B
A comparison between the most effectiv

Has a documented content strategy

Producing more content than one year ago
and the least effective content marketer. e sumber ol used

Average number of social media platforms used

Percentage of marketing budget spent on content marketing

Plans to increase content marketing spend over next 12 months
Challenged with producing a variety of content

Challenged with lack of budget

for small B2B companies is shown in the
following table:

Considers organization to be effective at content marketing
Average number of tactics used

effective and the least effective conter s nmberof socalmedia platioms used
marketers foenterprise B2BiS SNOWN  percentage of marketing budget spent on content marketing
Plans to increase content marketing spend over next 12 months
Percent that outsources content creation

Challenged with a lack of integration across marketing
Challenged with producing engaging content

A comparison between the most

in the following table:

5.2.3 CONTENT MARKETING BEST PRACTICES

N MenaConnect

3§!§3°=H§§

Documented Overall Enterprise No Documented

Strategy

$88388-5¢%

Common practices followed by effective (B2B or B2C) content marketers are the following:

Have someone who oversees t he

To Do Do Io I»

Have a documented strategy for

Use more tactics than | ess effecti
Use more social media platfor ms

Al l ocate a | arger percentage of

content mar ket.
strategy

ve peers
than | ess effe

budget on cont
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Personas

[—~ Unsure
6%

5.2.4 NEED A CONTENT

STRATEGY
Most B2B anl B2C marketers No
donot have a d

content strategy. Percentage of B2B marketers
who have documented

content strategy

3 |

[_. Unsure

CONNECT

Percentage of B2C marketers
who have documented

content strategy

To be an effective content marketer, we need to have a documented content strategy with corporate

objectives such as:

Channel Strategy

Measurement

Playbook

Brand Story Listening Posts

1 START WITH PERSONAS
Identify prospects about customers/consuroergersonas.

To be an effective marketer, we need to:

- Create a detailed profile of the personas.

- Understand what type of information would make the

purchase.

- Create a documented content strategy that relates tc

companyo6s

i nt er wnsehergpalsa |l s

g ® ®

Business Goals ROI

May or may not buy your

e .
product or service

Personas ——— Have different interests

Look for different content

types in different places

as wel | as ¢c
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T BRANDG6S STORY

Stories are the currency of content marketing.

- Use brandds story to compel the audience becs:

o People donodt remember stats, | i st s,
- Stories are told and retold, whether it is in a:

o B2B situationd around the board room table

o0 B2C situationd from one consumer to another

B2C

- Focus on what makes the company or product unique.
As a content marketer, we need to know that:
- Compelling stories have twists, turns, and moments of uncertainty.

- ABumps in the roadod in your companyods

1 CHANNEL STRATEGY
- Make a strategy about telling the story on the social channels.
- Have a story and fohout what are its best elements.
0 Need to tell the story in 120 characters or less, or with arfooite video
0 Need to tell the story on a white paper, or some other kind of document

- Map the story with the channels through which we want to communicate.

To build documented content strategy by lookirdy at

The available content that have covered.

- The missing content that need to fill in.

1 ESTABLISH LISTENING POSTS

or feat

story

Earlier, implementing the results based on a market research was expensive and time consuming

Now, we can establish listening posts to clear our assumptions about what our customers think about

our company or product.

Before communicating with the target audience listen to their valuable conversations such as:
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their needs and interests, their poblems, their opinions about our company and the competitors

and based on thesgsights, create our message.

1 MEASUREMENT IS A MUST

Measurement is a key component in content marketing process. First, determine what needs to be
measured.

- Content marketers both B2B and B2C measure various metrics.

- Though the metrics look similar, they are ranked in a different order.

- However, web traffic remains the top metric of success for both B2B and B2C marketers.

So, ensure to generat eteweb traffic to companyds

1 BUSINESS GOALS
To ensure documented content strategy following questions need t
answered:
- What does your organization best provide?
- What is your organization poised to accomplish?
- What are the differentiating factors of your producsenvice?

- What company needs will you accomplish with content marketing?

Company Goals

- How much effort is needed and why?

- How will your content marketing program look like?

- How will any plans or strategy affect the existing programs?
- What key deliverables or milestesido you aim to achieve within a specific timeframe?
- What are the risks involved, and how will they be mitigated.

1 MAKING THE PLAYBOOK
We need to understand that content marketing process mutates over time as you get feedback on what
works and what doeéntWe need to i@ate a playbook to understand what the process involves.

- There are 4 stages of establishing the process. >
QP Create and manage

3 Optimize, aggregate, and curate
=
i Converse and listen

§4 Measure and learn

- Establish roles, guidelines, and schedules that everyone ce

read, understand and execute. Rl = e i

Style/writing guidelines

Posting/publishing &
guidelines
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1 ROI

Getting an initial buyin or budget is often difficult, even though we might have the best plan.

Showing the ROI wilhelp us with our budget woes.

1 CONTENT MARKETING TACTICS

There are different content marketing tactics such as online videos, case studies, webinars and

webcasts, spal media marketing, and blogs.

- Research can provide insights into how consumers perceive your message.
- White papers can add authority to your business.
- Online presentations can be effective as long as the content is compelling and engaging.

- An editorid calendar can ensure you publish all the content in a constant and timely manner.

Effectiveness rating of tactics among B2B users

Believe it is effective Believe it is less effective
70% 30%
65% 35%
63% I™
63% 3™
62% 38%
60% 40%
59% Research reports 41%
59% White papers 41%
58% Articles on your website 42%
57% eBooks 43%

r T T L L T T | | |
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f SOCIAL CHANNELS OVERVIEW
As far as the effectiveness of social media is concerned, the content marketers are still not confident

whether these social media platforms work or not.

Google+
Tumblr
SlideShare
Instagram
Pinterest
Vimeo
LinkedIn
Twitter
Youtube

Facebook
100%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

m. SEASPS A =m. SEtASPS AidC

Effectiveness Ratings of Social Media Platforms among B2C users

B2C Content Markiing Trend® North America: Content Marketing Institute/Marketing Profs

Google+
Tumblr
SlideShare
Instagram
Pinterest
Vimeo
LinkedIn
Twitter
Youtube
Facebook

80% 90% 100%

50% 60% 70%

0% 10%  20%  30%  40%
m. SEASGS A = StASGS AdC

Effectiveness Ratings of Social Media Platforms among B2B users
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B2B Content Marketing TrendsNorth America: Content Marketing Institute/Marketing Profs

1 OVERCOMING HURDLES

Effective content marketers have bigger marketing budget shares than ineffective content marketers.

As a B2C marketer, waeed to be more effective to get bigger budgéts.the other sidé&32B

marketers get bigger budgets than B2C marketers.

To become areffective content marketer, weeed to overcome some challenges, such as the

following:

Lack of time
Restricted budget (Time is a derivative of budget. When you have a bigger budget, you can
hire more staff or outsource more work to save time.)
1 Inability to measure the efttiveness of content marketing
B2C GOALS AND METRICS

Organizational Goals for B2C Content

Mark
Brand Awareness 79% eti ng Web Traffic 66%
Customer Acquistion 71% Metri Soclal Media Sharing 52%
Customer Retention/Loyalty 65% cs for Time Spent on Website 46%
i 44%
Engagement 64% B2C Dk Sutes
Website Traffic 62% Cont Qualitative Feedback from Customers 43%
ent SEO Ranking 41%
Sales 51%
“ Mark Increased Customer Loyality 40%
% .
Lead Generation eting Subacribar Gramth =
Thought Leadership 33% Benchmark Lift of Company Awareness 29%
Lead Management/Nurturing 28% Benchmark Lift of Product/Service Awareness 27%
I I I I I I I I I I
D 10 20 30 40 50 60 70 8O0 90 100 1 10 20 30 40 50 60 70 80 90 100
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Challenges that
B2C Content Marketers Face
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B2B GOALS AND METRICS

Metrics for B2B  Content Marketing

Lack of Time 69% Brand Awareness B2%
Producing Enough Content 55%

Producing the kind of Content that Engages 47% Laad Ganaration e
Lack of Budget 39% Customer Acquistion T1%
Producing a Variety of Content 38% Thought Leadership 68%
Inability to measure Content Effectiveness 33%

Lack of Integration Across Marketing 26% S e
Inability to Collect Information from SMEs 25% Customer Retention/Loyalty 57%
Lack of Knowledge and Training 25% Website Traffic 57%
Lack of Buy-in/Vision 23%

Lack of ln‘::.gnuon Across HR 15% Lead Management/Nurturing e
Finding Trained Content Marketing Professionals 10% Sales 45%

T T T T T T T T T 1 T | | | I I | I I 1
0 10 20 30 40 50 60 % 80 90 100 ¢ 10 20 30 40 50 0 TO 80 S0 100

SuccessOrganizational Goals foB2B Content Marketing

So, onecan be anféective content marketer do the following:

1 Spend budget intelligently by linking goals with metrics.

1 Avoid measuring outputs that are not connected to outcomes.

5.3 SEO

In SEO, there are three majaayers

1) Users

Users are those people across the globe whocﬁe | G &
. . . .. best privat i ity in bangladesh

search engine to get information, driving SEQ7O~JI€  festerae mversiymbenaes ¥

Users search by text, images or even videos. Al images  News Videos Maps  More Setings  Tools

2) Search Engines Private universities > Bangladesh

Search engine are technologies developed |by @ )

companies like Google, Yahoo and so forth that X~ ff?’j

. . BPiget » niversi
enable users to get the relevant information. e i T P wye

Popular Search englnes |+kgoog|e’ YahOO’ Bing, University University University of. International International
Yandex and so forth.
3) Search Engine Optimizers All Private University Ranking 2018 in Bangladesh - StudyBarta.Com@

studybarta.com/private-university-ranking-2017/ v
Apr 15, 2017 - Ranking of all Private Universities in Bangladesh 2018. (Updated in December 2017)

. [ BRAC University (BRACU) North South University (NSU) Independent University Bangladesh (IUB)
SearCh eng | ne Optl mIEr are focused On Ahsanullah University of Science and Technology (AUST) East West University (EWU) United

. . . . International University (UIU)

influencing organic search rankings. Top Private Universts... Best Private Universte... - Bangladesh University of
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5.3.1 SEARCH ECOSYSTEM

The relationship between three players is complex, dynamic and constantly shifting. The search

ecosystem is given belew

Users Search Engines SEOs
Want the best fre« Need a large user base for pi Wa n t t heir or
information. search to be profitable. information to be ranked high i

search results so that it is mo

visible to searchers.

5.3.2 TYPES OF SEOS

1. Oni Page SEOs (Things that wan do on our website)
2. Off-page SEOs (Things happen beyond our own website)
5.3.3 HOW SEARCH ENGINE WORKS

~
N

N
\

Ranking Crowling
(4) 1)
Processing
& Storing
Indexing (2)
3
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1. Crawling

Crawlers-Also called bots, robots, or spiders, they are search epgined software that crawl every

page of the Internet.
9 The crawling process

SL.NO CRAWLING PROCESS

A crawler goes to a specific website and downloads all of its contents to the
! engineds servers.

It then clicks every link on the web document, goes to those pages, and downloads
2 contentagain.
3 This process is repeated till, in theory, every page on the Internet is crawled.

The crawler must be able to avoid traps such as getting stuck in an infinite loo
‘ calendar application.

2. Storing

After crawling, copies of websites aséored on search engine servers, which are found around the

world.

3. Processing & Indexing

The third phase, processing and indexing, is the most complex phase in the search engine process, and
occurs in many suphases.In this phase, search engine algositeriract signals to find the best
information on the Internet for a given search query.All of this magic occurs biigisdenes and is

not visible to Internet users.
4. Ranking

User types in a search query. The query is sent to the search engine sdrgezsinformation is

already indexed. The ranking algorithms take effect and use many signals to rank results, including:

- Relevance
- Past searches

- Location

Milliseconds later, the ranked search results are displayed to the user. The search engine ranks all

possible results relevant to the search query.
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5.3.4 RELEVANCY & POPULARITY

Search Engines use hundreds of signals in ranking webpages. These can be broadly classified into two

categories:

Title Tags & Inbound links \

/ Meta Description \ \ @ JJ3

\ Outbound links < /

Header Tags
URLs Engaging fontent
Duplicate content) Reviews
Relevanc N\ IMG Alt text G )
y N Keywords s Gitanons POpUIanty

On-Page off-site

5.3.5 ON PAGE FACTORS FOR SEO

List of On-page factors for SEO aggven below

SL NO NAME OF ON-PAGE FACTORS
1 Title Tags and Meta Descriptions
2 Header Tags
3 URLs
4 Image Alt Text
5 Internal Links
6 Keywords
7 Sitemaps
1. Title Tag
title tag 4y Q
A title tag, an HTML element, specifies
All Images Videos Maps News More Settings Tools

thetitle of a web pageTitle tags aredisplayed

About 643,000,000 results (0.58 seconds)

on search engine results pag8&RP9 as the | ;- 1ie Tage
hitps://moz.com/learn/seoftitie-tag ~

CI |Ckab|e head I | ne for a g |Ven reSuIt, and are A title tag is an HTML element that specifies the title of a web page. Title tags are displayed on search

engine results pages (SERPs) as the clickable headline ...
7 «Title Tag> Hacks - Meta Description - Tactical Keyword Research

important for usaitity, SEO, and social

sharing.
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2. Header Tags

Header tags break the information of a page into hierarchical order:

- Start with H1, whiclspecifies the main purpose of the page

- Follow it up with H2 and H3 subategories.

- Once a primary SEO metric, H1 header tags were misused in the past and are less important now.

However, it is still a bst

praCtlce tO use header '[agS(— c @ Notsecure | metaconnect.com.bd/digital-strategy.php

| el | —
. DIGITAL
web document, which can be ST RATEGY

A Uniform Resource Locator,

or URL, is the address of a

METACONNECT

either text, PDFs, images, or CONTENT ANALYSIS AND
others. URLs are important for STRATEGY

relevancy and should contain = A consistent o e o e
the keywords you want to rank digita! customer e ;
for. Keep URLs short to make experience.

sharing easier.

Iﬂ A i‘_lJ"!fl sh wWing the website development

process

4. Image ALT Text
Image ALT Text, is the text that shows when images cannot
be viewed and describes the image in woBtsarch engine

uses Image ALT text to derive meaning of the image.
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5. Internal links
An internal link is one that points from one place to another within your website itself.As internal

links help humans and searehgines understand the sections of your website, they are important

&« C @ nhitps//www.alibaba.com * B MEo 7 6
Asllingi?gmcggl 50% off Shipping &amp; Inspection
T
" = Last-30-day great price
onsumer
Elecironics Home & Garden |
S /3 i A : 1
o= One-Stop Sourcing A
ehicles & Machinery
Accessories
for Har dwar e Short dispatch time

2 Beauty & Efficient & Professional Industrial Supplies
( St Personal Care

=D © Source Now \
Sports & Packaging & ~
Entertainment Printing - Low MOQ

& A 1 w
- Fashion ~
Furniture y

Accessories

relevancy signals.

6. Keyword

When a search engine crawlarowebsite, it uses Natural Language Processing (NLP) to extract
meaning from website copy. Search engines look for keywords and their context. Therefore, while
writing online, use synonyms and related words to rank better in the SERP.

Eg: If our websites about soccer and we have only the word
the keyword fisoccer. OWe may have to add related

SO on.
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7. Sitemaps
Sitemapsallow both humans and computers to better understand the structure and hierarchy of a site.
There are two types of sitemaps which are HTML sitemaps and XML sitemaps. The difference

between thestwo sitemaps are given below

HTML Sitemaps XML Sitemaps

They are meant for humans and aenerally They show search engines the hrehy and

found in the footer of a website. priority of each URL.

They show the major sections and hierarchy « They exist in the back end and are formatted

website. bots or crawlers.

Things that should not do for well optimizing a page are given below

NAME OF (I
SL NO MEANING OF THE FACTO RS
DO) FACTORS

. Placing more instances of a keyword on a page will not incr
1 Keyword Stuffing ]
rankings.
Only searchengines can read hidden text. Eventually, sei
2 Hidden Text engines can detect hidden text on a page, which will negat
affect rankings.
N Pages that contain redundant sentences, unnecessary link
Repetitive Anchor o ) ) ) ) ) )
3 T confusing information flow with théntention of improving the
ext
ranking does not work at all.
This involves showing different results to search engine

users.

Filer for

4 Cloaking Search engines

|
) 1
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There is no web page that is perfectly optimizedthes Interné is everchanging and dynamic.

Features of a perfectly optimized web page in theory:

SL NO FEATURES OF AN OPTIM IZED PAGE

1 Title tag with optimized keywords

Enticing META descriptio(summarizes page'scontent withinl55 characterg
Short URL

Structured

Interesting content

AAccessible

Social and shareable URLs and keywords

co N o 0o b~ W N

Multi i Device Ready

Popularity is an Offpage factor, which refers to the hyperlinks on the web.

From an SEO perspective:

- Links are votes of popularity.

- Hyperlinks form the bulk of factors processed by search engines to rank pages.
- Hyperlinks are difficult to influence as they are-ptge.

- Links are a reliable set of metrics to rank pages, but this meanshe obsinge every day.

Link building is inherently difficult and timeonsuming. There is no ors&zefits-all solution for link

building; it is contexddependent. Follow these general principles of link building:

NAME OF THE
SL NO SPECIFICATION OF PRI NCIPLES
PRINCIPLES
1 Create link-worthy content 9 Verify that the content is interesting and ott

people will want to link to it
1 Users will always look for the most relevant and

to date content
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2 Proactively participate in 1 Spend a lot of time on other sites

offsite engagement 9 Build online relationshipshrough social media o
|l eaving comments on b
content as people tend to link to people a
resources they know well

3 Utilize offline relationships 1 Our friends and colleagues are the best peopl

promote new online content.
1 We can also reach out to locdlusiness anc

agencies

Link equity refers to the value of a link:

- Links from popular websitese.g.: cnn.com , prothomalo.com etc. who hademain
authority (how credible the domain i3are more valuablen{gh link equity)
- Links from suspicious websites can cause haom (ink equity)

- Ensure link sources are trustworthy.

Links arealso classified based on direction:

Inbound Links e
- Inbound links: Helpful for popularity E_ﬂi
- Outbound links: Links to other websites '
- To build popularity, we needto give focus on E
high-quality inbound links. Our Website —
Outbound Linil;; E p—

For link building, these are need to &eided

- Build spammy links
- Buy Links

- Acquire reciprocal links
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List of some other factors are given betow

SL NO NAME OF THE FACTORS SPECIFICATION OF THE FACTOR
1 Rel= Ano follow 9 rel=Anofoll owd was ori
Media

comment spam.

T Links wi t h rel =Ainof ol
equityd that is, there is no impact on sear
rankings.

1 Ensure the inbound links are not marked with 1
attribute.

1 Most links on social media do not pass link eqt
as some are hidden from search engines and o

have the rel =finofoll ov

<a rel="nofollow" href="http://www.yelp.com/">RestaurantReviews</a>

says
Great article! Check out my blog for mere tips and tricks for moms
hitp:# blogspot.com

vent helpfu

NATALIE)O210

Great article! Check out my blog? | just started and it would mean so much if
you ceuld look at my |at rticle

2 Duplicate Content Duplicate content refers to two identical pages on
Internet. E.g:for ecommerce shown asubset of the
master list but with the same metadata
1 While ranking, the search engines do not h
enough data to identify which is the original a
may pick one arbitrarily.

Fixing Duplicate Content
Remove one page or page Redirect
Using Rel =—ialgd&htagsi cal 0O
Using ANoindex, Foll ov

3 Keyword Research User intent should drive SEO efforts.

= =4 4 -4 -2

The context and intent of the search are m
important than the query itself.
I Research what pelgptype in as search queries

find the product or service you are trying

sell.Optimize for phrases that lead to higl
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conversions. E.gBuy vs Free,users who searc
for nfree product o a
purchase vs. users wh
So we want to rank fo phrases with the wor
Abuyod and not S0 much

nfree. O

4 Web_site Design and 1 Website should be properly navigable.
Architecture 1 Have proper CTA (call to action) button.
1 Users have to get anything within 3 clicks.
1 Using columrbased layouts.
i Goal oriented design.
9 Predictable Navigation and clickable logo
T Multi-device friendly
I Make sure registered business.google.com
5 Avoid misconception The best way tomeasurghe SEO success i

conversation not ranking.

5.4 GOGSGLEANALYTICS

Google Analytics is the most popular digital analytics platform that will empower the user to become
a better digital marketer or analyst or simply gain useful skills. Google Analytics interface has been
built around t he digitalpnarketels. needs of todayos
Analyzinganys i t e 0 getstdonaifihfee steps.

1. Sign up for Google Analytics

Have some basiaformation about what siteould like tobe monitored

2. Add tracking code

A tracking codeneedto be paste onto the pages so Gdedcknows when theite is visited.

3. Learn about audience

Userwill be ableto start seeing data about his/kie.

Google Analytics contains a lot of information organized under Audience, Acquisition, Behavior, and

Conversion reports referred to as thAABC.

5.4.1 THINGS NEED TO BE DONE UNDER GOOGLE ANALYTICS

SL  NAME OF THE OUTCOME OF THE PARAM ETER RESOURCE
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NO PARAMETER LINKS
1 | Understanding the Understanding the reporting structure helps in f  Find your way
AABC reporting identifying where the requirddformation is to be M
Analytics
structure. found. { Dimension&
2 | ldentifying Reports without correct parameters significantly impe Metrics
: A . . . explorer
reporting useros ability to provi
parameters
3 | Creating shortcuts Creating customized report shortcuts optimizes time
to customized helps avoidmistakes.
reports.
4 | Applying Efficient  Efficient inline analysis helps in drawing a proper T Reporting view
. . . filters
Inline Analysis conclusion. -
1 Reqular
5 | Creating Use include/exclude, pick the right dimensions and expressions
Customized metrics, and set up the conditional operator and the 1
Reports value to create customideeports.
6 | Using Advanced  Understanding the concept of regular expression ma
Filters and analysis a whole lot easier.
Regular
Expressions
7 | Using System The default segment in Segments
Defined Segments It provides an overalaggregate value without leavir 1 M_
Expressions
any scope for the subtle differences in custol ¢  sampled data
characteristics. and (other)
8 | Customizing Custom segments allow user to tailor his/her repor
Segments to truly match his own, unique business context.
9 | Sampling Analyze a subset of all data and extrapolate the resi
a larger population.
I Use Segment, table filter, secondary dimens
date range, custom report
1 Using the advanced segment scope and sequel
helps drill down into reports.
10 | Templates and Goals of Google Analytics are the strongest signal: T  Create and
Custom Goals business value. manage goals
1 Smart Goals
11 | Smart Goals Smart Goals measures the most engaged visits to

website and automatically turns those visits into Goa

9 It provides an easy way to use your best sessior
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12

13

14

Google
Merchandise
Store Goals
Avoid Negative
Goals

UTM Tracking

Parameters

conversions.

1 It uses machine learning to examine dozens
signals about user website sessions to deteri
which of those are most likely to result
conversions.

9 The algorithm takes various parametets account

0 Session duration
o Pages per session
o Device

o0 Browser

9 It determines the top 5% that are most likely
convert -based on AdWords trafficcand then
extrapolates this to all traffic.

T I't can be imported int
biddings.

Going through the Google Merchandise Store will h

user to understand how the goals work.

Avoid negative goal s, S

goal. Many reports include goal conversion rate

goal val ue, and user (

outcomes with negative ones.

A high goal conversion rate is a good thing. Howeve

user mi X Aerrorso with

especially if there is a goal value assigned for errors.

Note: Track negative outcomes as events and re|

those independently from your real goals.

UTM tracking parameters provide a simple way for

analytics tool to categorize clicks coming from a soL

outside of the website.This toollpe the marketer knov

where the traffic is coming from and how much

costs.UTM tracking parameters:

1 Identify incoming clicks from a campaign

1 Are appropriate for campaigns where user own:
pays for the channel

1 Are not tags but are parameters on the link leac

N Mema

Custom
Campaigns
Default
Channe

Definitions
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https://support.google.com/analytics/answer/1033863?hl=en
https://support.google.com/analytics/answer/1033863?hl=en
https://support.google.com/analytics/answer/3297892?hl=en
https://support.google.com/analytics/answer/3297892?hl=en
https://support.google.com/analytics/answer/3297892?hl=en
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16

17

18

19

Auto-Tagging for
AdWords

How GA
Categorizes
Traffic

GA
Documentation
for UTM

Parameters

Best practice for

Parameters

Display Add

to a website

User should use UTM parameters regardless of w

his/her ads are displayed.

Add the required utm_parametersto make the acti

identifiable but avoid including unnecessary details.

There are 5 parameters user can add to URLSs:

1

utm_source: Identifies the advertiser, sit

publication, etc., that is sending traffic to his/t
property

utm_medium: The advertising or marketin
medium

utm_campaign: The indvidual campaign name
slogan, promo code, etc., for a product
utm_term: Identifies paid search keywords (u
utm_termto specify the keyword if user is manue
tagging paid keyword campaigns)

utm_content: Used to differentiate similar contel

or links within the same ad

Best practices for using campaign parameters:

1
1

Ensure that taxonomy is consistent

Put just enough utm_parametersto make the act
identifiable

Do not include details that are not needed
Ensure that casingf the parameters is consistent
Do not overwrite the campaign parameters or

them for onsite promotion

Any form of add like banners or text, images, fle

video and audio which is advertised on websites or

or social media isalled display add.

The ad banners are going to be tagged with URLs

could look like this:

T

1

utm_source=vogue&utm_medium=banner&utm_
campaign=fall_colors

utm_source=newsletter&utm_ medium=emaitén

N Mema

Google
Campaign
URL builder

Custom

Campaigns
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https://ga-dev-tools.appspot.com/campaign-url-builder/
https://ga-dev-tools.appspot.com/campaign-url-builder/
https://ga-dev-tools.appspot.com/campaign-url-builder/
https://support.google.com/analytics/answer/1033863?hl=en
https://support.google.com/analytics/answer/1033863?hl=en
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Display Add

examples

Campaign URL
Builder Tool
User ID

Audience

Behavior
Understand Your
Audience and
Define Personas
Search Engine

Optimization

Finding which
market campaign
is most effective?

Attribution

Lifetime Value

campaign=jan2018
Utm_source: Where end consumer sees the ad
interacts with the ad
Medium: The way that the ad was delivered
customers
Thing: Th e

Campaign: Fall Colors

underlined ad

(i
Note: Under the Reporting section in the All Campai
report, usercan view the performance of all his/h
campaigns.

The Google Campaign URL Builder tool allows user
build proper campaign parameters.

One of the biggest challenges faced by web analyti
crossdevice usage by the same users. The use
feature allows user to assign an unique ID to visi
who sign in. It helps to identify users even when tl
log in through different devices or d#ehe cookies.
The impact of the UsdD feature can be studied acra
various reports such as Audience, Attributiangd Cross
Device Usage.

There is a lot of information available in Gooc
Analytics that user can leverage to understand his
audience. User can use it to confirm, refine, or crt
new personas.

User can check foSearch Engine Optimization und

Acquisition > Search Control > Queries. It will on

work if the Search Console has been linked to Gor T

Analytics through the Admin interface.

Explore the All Campaign report to know how each
the campaigns is doing. Linking Google Adwords w
Google Analytics provides more detailed reports of
Adwords campaigns.

The Attribution report helps user optimize his/t
marketingtactics based on specific results.

The Lifetime Value report provides the lifetime val

per user based on the provided acquisition date rang

N Mema

T User-Id and

Cross Device

1  Overview of
audience
report

1 Acquisition
report

1 Analyze

channel

contribution

Attribution

Lifetime value
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https://support.google.com/analytics/topic/6009743?hl=en&ref_topic=1007027
https://support.google.com/analytics/topic/6009743?hl=en&ref_topic=1007027
https://support.google.com/analytics/answer/1012034?hl=en
https://support.google.com/analytics/answer/1012034?hl=en
https://support.google.com/analytics/answer/1012034?hl=en
https://support.google.com/analytics/topic/3125765?hl=en
https://support.google.com/analytics/topic/3125765?hl=en
https://support.google.com/analytics/answer/1191204?hl=en
https://support.google.com/analytics/answer/1191204?hl=en
https://support.google.com/analytics/answer/1191204?hl=en
https://support.google.com/analytics/topic/3205717?hl=en
https://support.google.com/analytics/answer/6182550?hl=en
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Google Tag

Manager

Site Search Demo

You Tube Video

Internal

Promotions

Product details

views

Checkout Steps
and Transaction

Remarketing

Non E-commerce

Scenario: Lead

Generation

Non E-commerce

User can make use of Google Tag Manager to t
featurerich websites.
Tracking the site search informs user what

customersre looking for.

1

Google Tag Manager Triggers automatically det .

video interactions like play/pause and seeking within

video. It also tracks programs within the videos.

Tracking internal promotions usinGoogle Analytics
gives user an idea as to how the promotions
performing.

Google Analytics allows user to track Product De

=

Views. UsingGoogle Analytics, user can track how 0

particular product list is performing in@mmerce.

User can track the checkout behavior under Shop

Behavior and Checkout Behavior.User can view

transaction details by trkimg the transactions throuc

the ecommerce tracking features.

User can leverage the Shopping Behavior Anal

report to create his/her remarketing strategies.

A lead generation site is a good example of a-r

ecommerce website.

i The lead generation steps can be treated
equivalent to the checkout steps.

1 The lead submission can be assigned a value
treated as the final transaction.

Third-party lead generatio tools such as SalesForc

Marketo, and HubSpot allow user to track Goo

Analytics events and features.

Automotive websites have a Build and Price proc

N Mema

Set up Site
Search
Enhanced
Ecommerce
(UA) Developer
Guide

The YouTube
Video Trigger
In Google Tag
Manager

The Scroll
Depth Trigger
In Google Tag
Manager

The Element
Visibility
Trigger In
Google Tag
Manager
Enhanced
Ecommerce
About
Remarketing
audiences in
analytics
Enhanced E
commerce
Developer
guide (with
Google Tag
Manager)
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https://support.google.com/analytics/answer/1012264?hl=en
https://support.google.com/analytics/answer/1012264?hl=en
https://developers.google.com/tag-manager/enhanced-ecommerce#promo
https://developers.google.com/tag-manager/enhanced-ecommerce#promo
https://developers.google.com/tag-manager/enhanced-ecommerce#promo
https://developers.google.com/tag-manager/enhanced-ecommerce#promo
https://www.simoahava.com/analytics/the-youtube-video-trigger-in-google-tag-manager/
https://www.simoahava.com/analytics/the-youtube-video-trigger-in-google-tag-manager/
https://www.simoahava.com/analytics/the-youtube-video-trigger-in-google-tag-manager/
https://www.simoahava.com/analytics/the-youtube-video-trigger-in-google-tag-manager/
https://www.simoahava.com/analytics/scroll-depth-trigger-google-tag-manager/
https://www.simoahava.com/analytics/scroll-depth-trigger-google-tag-manager/
https://www.simoahava.com/analytics/scroll-depth-trigger-google-tag-manager/
https://www.simoahava.com/analytics/scroll-depth-trigger-google-tag-manager/
https://www.simoahava.com/analytics/element-visibility-trigger-google-tag-manager/
https://www.simoahava.com/analytics/element-visibility-trigger-google-tag-manager/
https://www.simoahava.com/analytics/element-visibility-trigger-google-tag-manager/
https://www.simoahava.com/analytics/element-visibility-trigger-google-tag-manager/
https://www.simoahava.com/analytics/element-visibility-trigger-google-tag-manager/
https://support.google.com/analytics/topic/6014839?hl=en
https://support.google.com/analytics/topic/6014839?hl=en
https://support.google.com/analytics/answer/2611268?hl=en
https://support.google.com/analytics/answer/2611268?hl=en
https://support.google.com/analytics/answer/2611268?hl=en
https://support.google.com/analytics/answer/2611268?hl=en
https://developers.google.com/tag-manager/enhanced-ecommerce
https://developers.google.com/tag-manager/enhanced-ecommerce
https://developers.google.com/tag-manager/enhanced-ecommerce
https://developers.google.com/tag-manager/enhanced-ecommerce
https://developers.google.com/tag-manager/enhanced-ecommerce
https://developers.google.com/tag-manager/enhanced-ecommerce
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48

Scenario:

Automotive

Save a Report
Shortcut

Share Report in
different formats
Share a custom
attribution model
Share custom
channelgroupings

Annotations

Agile

Management

Google Analytics
Structure:

Account

Permission

The Google
Analytics Code
Snippet
Google Tag
Assistant

Real Time

Reports

that can be treated as an equivalent to the chec
sters. The steps of a Build and Price process car
considered the checkout steps, and thetoadktion is
equivalent to the final transaction.
Google Analytics lets user save the configuration of
required report. It makasser work as an analyst easie
Google Analytics allows user to share reports
different formats such as pdf, excel and csv.
Google Analytics gives user the option to edit, shi
and copy custom attribution models.
Google Analytics gives user the option to edit, shi
and copy your custom channel groupings.
User can use annotations to keep track of major e\
and changes.
User can use your Google Account credentials to lo
to Trello and use Agile management concepts to ha
analysis workflow.
9 Account is the access point for Analytics and
top-most level of organization.
There is usually one account per organization.
Google account is required to access Goc
resources.
User can view the assign@e@rmissions under the Us
Management section under the Account, Property,
View levels.

User can find the Google Analytics code shippet 1

1

1

1

user need to put on every page under the Tracking ( ;

section.

The Google Tag Assistant provides information akb
all the tags present on a page.

Realtime reports, as the name suggests, allow use

monitor activity as it is happening on his/her site.

il

1

N Mema

Export and
share reports
Manage
Segments
Share assets
from a view

Trello

Understand the
Analytics
account

structure

Diagnostics
messages
Diagnostics
and
troubleshooting

Google Tag
Assistant

Preview and
debug
containers
User Explorer
Real Time

Reports
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https://support.google.com/analytics/answer/1038573
https://support.google.com/analytics/answer/1038573
https://support.google.com/analytics/answer/6121378?hl=en
https://support.google.com/analytics/answer/6121378?hl=en
https://support.google.com/analytics/answer/1326774?hl=en
https://support.google.com/analytics/answer/1326774?hl=en
https://trello.com/shamel67/recommend
https://support.google.com/analytics/topic/1102143?hl=en
https://support.google.com/analytics/topic/1102143?hl=en
https://support.google.com/analytics/topic/1102143?hl=en
https://support.google.com/analytics/topic/1102143?hl=en
https://support.google.com/analytics/answer/6006306
https://support.google.com/analytics/answer/6006306
https://support.google.com/analytics/topic/6277287?hl=en
https://support.google.com/analytics/topic/6277287?hl=en
https://support.google.com/analytics/topic/6277287?hl=en
https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
https://chrome.google.com/webstore/detail/tag-assistant-by-google/kejbdjndbnbjgmefkgdddjlbokphdefk?hl=en
https://support.google.com/tagmanager/answer/6107056?hl=en
https://support.google.com/tagmanager/answer/6107056?hl=en
https://support.google.com/tagmanager/answer/6107056?hl=en
https://support.google.com/analytics/answer/6339208?hl=en
https://support.google.com/analytics/topic/1638563?hl=en
https://support.google.com/analytics/topic/1638563?hl=en
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5.4.2 SOME BASIC UNDERSTANDING OF GOOGLE ANALYTICS

SL NO NAME OF THE TOPIC DETAILS
TOPICS
1 Session For example, Amitvisits a website at 10.00 am. Then this vi
will count as 1 session and user count 1. By default, se:
expression time is 30 minutes set by Goo@e, now, sessiol
expression time is set at 10.30 am for Amit. If Amit again vi
the site by 10.20 am then 2 sessions will be counted for #
However, if Amit comes back again and again within the
minutes then session expiration time will be added by 30 mir
from that time/point. So there will be that number of session
the @ame user named Amit. If Amit close the link and reope
then new session will be counted for Amit. Any closing of the |
indicates that one session completes.
User Repeatedly visit the site.
New User Completely new person/user who visits fite.
Bounce Session A session without any activity, no click, no crawling, and
engagement is called bounce session.
51.18% Bounce Rate  Out of total number of sessions, 51.18% sessions was bounce
Higher Bounce Rate It represents that
(Generally, anything 1 people who are visiting are not targeted customers.
under 30% bounce rate targeting in terms of demographics and age may not be ric
is acceptableHowever, q Landing page is not attractive or hatd get the desire
it may very industry to information.(Landing page; any page visitors land a
industry) clicking any link)
7 Reducing Higher Checking traffic source
Bounce Rate Check the Meta description and page title of the Witeen a
user click a link whether he /she is landing on the right
containing right link information needs to be checked.
8 Difference among Metrics: Anything that is measurable.g: Bounce rate of 2017 i

Dimension, KPI and

Metrics.

60%.

KPI (Key Peaformance Index): KPI information has to hawv
impact on business goals.Hfgwe need to compare the data
Bounce rate of 2017 and 2018 then it will turn to be a KPI as
indicates whether website has higher bounce rate ofFootany

e-commerce webt®, the most desirable KPIs a@®nversion rate
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14

15

16

Affinity Category

In Market Segment

Impression

Click through Rate

Conversion

Conversion Rate

Campaign Traffic

Conversion Path

N Mema

avg. order value, customer acquisition cost, new customer grt
repeated purchase and customer retention rate.

Dimensions: Something against with we get more data point
called Dimensiond&sor i nstance, <cities
If a user is showing an individual interest for a long time then
user is considered as an affinity category for fihédrest. E.g:
Mina is looking for photography information for a very ptime
so Minawill fall into photography affinity categorgy Google.
Though Mina falls into photography affinity category but due
her recent search result she will fall into tthmarket segment
After finishing her graduation she is looking for a job so she
fall into job market segment where as her affinity categor
photography.

At every time an advertisement appears on screen is calle
Impression.

The ratio of userslick on a specific link to the number of tot
users who viewa page, email, or advertisemestcalled Click-
through rate (CTR). CTR= (Clicks/Impression)*100%.
Anything user wants to achieve intus/her website is calle
conversion. E.g: making sales.

The percentage of visitors to anyebsite that complete a desir
goal (aconversion) out of the total number of visitors is calle
conversion rate. Conversion Rate= (Number aafinversions/
number of clicks)*100%.

Tracking any campaign traffic coming from other referral sites
track and analysis campaign traffic, UTM parameters is used.
Through the following paths, user gets converkast. Example:
Conversion PathScenario J: Google display add to Facebook
Email to Conversion happens.

Conversion PathScenario J: Facebook to Google Organic res
to Email to Conversion happens.

So to consider the conversion path three typesicksimodel is
considered which arkast click model for which, in scenario 1
Email will take the all credit for making conversidirst click
model; for which, in scenario 2, Facebook will take the all cre

for making conversion andssisted conversin, all credentials
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will be given to all platforms except the last platform, for whi
in scenario 2, Email is the last platform which will not get

credit for the conversion.
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55 GOOGLE ADWARDS
- The listings in yellow are paid ads.

- Thelistingss n bl ue are free results. These are often

Howdo | get a Mortgage? \g.n

Web News Shopping Imagas Maps More ~ Search tools

About 173,000,000 results (D 23 secands)

Low Rate Home Mortgages - loanDepot.com ED
71 www.loandepot.com/ ¥
Close in as Little s 30 Days. Apply Now & Lock in Your Low Rate! Get a Home Morigage

www.lendingiree.com/Get-a-mMortgage ¥
4.6 Ak hdk rating for lendingtree.com

Quicken Loans® Mortgage - QuickenLoans.com (80D) 450-8109
71 www.quickenioans.com/Mortgage ~ (855) 237-2624 Amzzingly Low Morigage Rates
4.9 ¥k rating for quickenloans.com APR from 2.89%. Get Offers Now!

We're Amenca's #1 Onlins Lender We'll Help You Get Started Today!
Highest Satisfaction for Mortgage Origination, 2010-2014 - J D. Power

T R : SunTrust® Mortgage
First Time Home Buyer - Apply Online Today - 5-Year ARM Loans - Apply Now suntrust com/Mortgage ~

Leam How Our Knowledgeable
Pre-Approval for Mortgage - JamesBNutter.com Mortgage Professionals Can Help!
£ www jamesbnutter.com/ ~
37 %k kk « raling for jamesbnutter.com

Free pre-approval for a mortgage at the lowest rates in decades. Free Mortgage Calculator

www.navyrederal.org/Mortgages v
4.8 ¥k A rating for navyfederal.org
Estimate Your Monthly Payments
In Just Minutes- Try It Today!
§ 820 Follin Ln SE, Vienna, VA

(388) 842-5328

Wells Fargo Home Mortgage

5.5.1 STAKEHOLDERS OF GOOGLE ADWORDS

- Advertiser (Giving advertisement)

- Publisher (Platform where the advertisements are shown)
- Google Platform (Through which advisgr put an add)

- User (Viewer/customer)

5.5.2 HOW MONEY GETS TRANSFER?
- Advertiser—»  Google Ad words— Publisher

($100)
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5.5.3 PAY PER CLICK OR COST PER CLICK

When someone clicks on our ad and goes to our website that is when we pay. This is called Pay Per
Click (PPC) or Cost Per Click (CPC).We can send a user to any page on our site. The page someone

visits is known as the landing page.
Major benefits of AdWord are:

- Our ad is displayed for free.

- We doné6t pay Weapayonlywhgnauetev¥ant,antetested user goes to our site.
5.5.4 CHOSE KEYWORD
- Remember that our ad will Settings ~ Ads = Keywords

appear only if someone

searches for our keyword.So, |
is important that we chooghe , ,
+ KEYWORDS Edit « Details v
right set of keywords for our ad
in our account. B3 Keyword

- We can show for variations ol

match types of the keyword ® 42 LED TV
- 42 Inch LED TV
o 42 LED TV Sale
- forth two inch LED TV

a forty two LED TV
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Create ads for our select group of keywords. An ad is your advertisement that shows after someone

conducts a search matching one of your keywords. We can group your keywords and ads together.

These are calledd groups.

Ads should alwgs be relevant to the search query.

- As the searcher is looking for answers, the ad that matches their intent will be the ad they click.

- When a user finds our ad relevant and clicks on it, we pay for the click and recesitera our

website.

- We can set bids based upon our goals. These goals can depend on:

il
il
f

Website actions
Visitors to our site

Position of your ads

- A conversion is an action on our site that we want to track, such as completed forms, &mme

checkout, phone calls, or video views.

- We can use your conversion data to make-detaen decisions, like:

il

il
f
il

Changing bids
Updating budgets
Testing ads

Adding/removing keywords

- AdWords ddivers interested searchersdor website

Track

Chosse Keywords Write Ads Ads Displayed | Visits to Website .
yw play Conversions
Write ads that When a search When someone clicks We can track actions
Choose keywords that showcas@urbusiness querymatches onour ad, wepay for that occur on our
describeourbusiness. and arerelated to ourkeyword, our ad that click and a user is website and use that
thekeyword. canbe displayed. senttoour website. data to refine our

campaigns.
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The following diagram explains the Account structure:

N '[1/)

Account
Campaign 1 Campaign 2
S S
Ad Group 1- - Ad Group 2 Ad Group 1+ - Ad Group 2
Y - S S
Keywords —— Ad Keywords —— Ad Keywords —— Ad Keywords —— Ad

1 ACCOUNT LEVEL OPTIONS
- These are the differeatcount level options:
1 Access
Billing
Notification access

1
1
M Time zones
M Linked accounts

A Google analytics

1 CAMPAIGN LEVEL OPTIONS
These are the different campaign level options:

- Network targeting
1 Search
1 Display
1 Search with Display Select
- Location
- Language
- Adrotation
- Ad serving frequency
- Budget
1 AD GROUP LEVEL OPTIONS

- These are the different ad group level options:

75| Page



Search

1 Mobile bid modifiers

Display

1 Mobile bid modifiers

1 Display targeting

AD GROUP LEVEL AD SERVING
The campaign settings dictate how thegaalips in any campaign are displayed. An ad group can

N Al -
N MeTACoNNECT

have multiple keywords and/or ads in it. Ads from an ad group are shown only when keyword

from that ad group matches the search query.

5.5.11 SEARCH CAMPAIGN ANALYSIS

- Here are some advantages of search campaign:

1

5.5.12 DISPLAY CAMPAIGN ADVANTAGES

- Here aresome advantages of display campaign:

1

Ads are shown only when someone is activel
looking for your products or services

We can control exactly what search queries trigge

our ads

Excellent for direct response

We can bring additional exposure to our business

through display channels.
Many targeting options.

Excellent for branding.

Search

Campaign

Display

Search with Display
Select

Search

Display

Campaign

Search with Display
Select
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A match type determines how closely related the search query and keywstdbe in order foour
ad to show. Here, search query is what someone types into a search emginakeyword is what is

added to an ad group
Eventually, vihen the seah query matches the keyword, our addisplayed

There are four types ahatch types, required for selecting keywords, which are given below

BROAD
MATCH
BROAD
MATCH MATCH TYPES Rﬂﬁ%ﬁf
MODIFIER
EXACT
MATCH

1 BROAD MATCH

- Broad match keywords cause an ad to show only if the query is related to our keyword.

- Note: we can show for various word endings, singulars, pluralspasspellings.

- For Exampleas amarketey we may select keyword likBuy Shirts Online to sell our men shirts
through online. However, a user may typey Female Shirts Onlineand to whom our ad will be

appeared though he /she is not in our Target groupwB have to pay for the ad.
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Pros

Cons

Lots of impressions

Very Little control

Can find lots of other queries

Usually one of the worst converting keywords

More awareness

Bounce rate is high

Engagement rate per customer is low

1 PHRASE MATCH

- Phrase match keywords cause an ad to show only if the query is contained within our keyword.

- Note: we can show for various word endings, singulars, plurals, and misspellings.

- For Example, as a marketer, we may select keywordiliBeu y

keyword must to be same as the searching keyword. If any userfigpgsShirts Online for

w o me adwill be appeared to him or her. However, if anyone tfp8suy Men s hi

ad will not be appeared to him.

A Pros and Cors

Shi 1 andg thi®@particular

Pros

Cons

Medium control

Few impressions than broad match

More impressions than exact match

Not as much control as exact match

Usually a good converting keyword

Less awareness

1 EXACT MATCH

- Exact match keywords cause an ad to show only if the gei¢ing exact same as our keyword.

- We can show for various word endings, singulars, plurals, and misspellings.

- For example, as a marketer, we may select keywordBilg Shirts Online] and this particular
keyword must to be same as the searching keywotgsaohas to typfBuy Shirts Online]too

otherwise ad will not be appeared.

A Pros and Cons

Pros

Cons

Lots of control

Few impressions than other match types

Usually the best converting words

Loss of potential sales
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BROAD MATCH MODIFIER

N Mema

Combinationof exact match type and broad match type

For exampleas a marketer, we may select keyword likgy + Shirts + Online so ad will be

appeared when someonebés search is an exact

Here, close variants include misspelling, singular & plural forms, abbreviations, acronyms and

synopsis
Pros and Cons

Pros

Cons

Very accurate

Very less visibility

Huge Control

Very low impression

High conversion and Hugh ROI

Loss of potential sales

There is also nether type of keywords which are called negative keywords. By writing negative

keywords like Women, Cheep, Economical | am telling that whenever someone is writing that

donét trigger my ad.

Pros and Cons

| Pros

| Cons

Removes unwanted impressiotes Blockour
ad from showing for unrelated quires to our

business

We may do lose impressions so we must be
OF NBFdzt (G2 2yteé& |IRR Y
show for a specific query.
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5.5.15 CREATING TEXT AND SEARCH ADS
1 TEXT ADS

N MenaConnecr

- Text ads can show in search results or across the display network.

- Text ads are made up of five lines: Headline, Description line 1, Description line 2, DisplayURL,

and Final URL.

- The Text Ad Character follows these specifications:

A Headline: 25

A  Detorling 1@nd 2: 35

A Display URL: 255, but
A Final URL: 2048

Headline (7| Attention Grabbing Line S ‘ Ad preview:
Description line 1 2 | User benefit or product feature 4 I “—> Attention Grabbing Line
Example.com
Description line 2 2 callto Action User benefit or product feature
Call to Action

Display URL (7| Example.com
Device prefersnce 7 Mobile
Final URL 7| http:f 4 Example.com

[ URLs for mobile

# Ad URL options (advanced)

1 MOBILE TEXT ADS

Attention Grabbing Line
Example.com
User benefit or product feature Call to Action

35 will show

Text Ad Result

If you want an ad displayed on a mobile device, then click the device preference checkbox formobile.

Note: We must also have a neshecled mobile ad in an ad group our mobile ad will showon

desktops.

Ad preview:

Headline (7 arention Grabbing Line
Description line 1 2 User benefit or productfeaturs I

Description line 2

Callto Action

Display URL (7 Example com
Example.com

Davica preference (7 [ Mobile
Final URL |7 nttp:t 4  Example.com

2 Ad URL options (advanced)

Aitention Grabbing Line

User benefit or product feature Call to Action

—ﬁ Mobile Text Ad Result
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1 TEXT AD EDITORIAL CONCERNS

The Text Ad Editorial follows these specifications:

- No excessive capitalization.
- Only one exclamation point per ad and it cannot be in the headline.
- We cannoput a phone number in the ad as there are other ways to generate calls.

- Any 6claimé must be true and shown on the webs

Headline ¢  Atention Grabbing Linel! Ad proview:
Description line 1 USER SENEFIT IN CAPS
Descrption line 2 7 Callto Action
Display URL '+ Evamglecom Attention Grabbing Linlll
Example.com
Device preference v Mobile USER BENEFIT IN CAPS Call to Actien

Final URL 7  nttp:tt 2 Examplecom
[ Ad URL options (advanced)
A This ad doesnt follow cur policies. Here's what you need to fix
« Line!!l: Non-standard punciustion =lDslals

* 1: Ad exceeds character limits. [+ 0etals

« 11I: Non-standard punctuation [£] Details

M CALL TO ACTION
- A call to action directs a user to take action.
- This is best added to our Description line 2.

- When we & focused on conversions, emal ad with a call to action.

Headline 1?  Shop Now! Ad preview:

Description line 1 |7 pownload the product specst Shap Now!
Example com
Description line 2 (7 callus for a Free Quote! Download the product specs!
Call us for a Free Quote!
Display URL 17 =xample.com

Shop Now! - Download the preduct specs
Example.com
Call us for a Free Quote!

Device preference |7 Mobile
Final URL (7  nttp:y 2  Example.com

# URLs for mobile

H Ad URL options (advanced)
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AD TESTING

An ad group can have multiple ads.
When we have multiple ads, Google will
optimize our ads and show the best alibut removed ads ~
performing one the most often.

If we have multiple ads per ad groum

Google does not match the keywords to °

N MenaConnect

Settings Ads Keywords Audiences

Segment « Filter «

Edit v Automate v

Ad

the ads. Each ad must be related to every

keyword in that ad group as any ad can
show for any keyword within an ac

group

CALL ONLY ADD

® LED TVs for Sale
Up To 25% Off Select LED TVs.
Low Prices. Top Brands. Shop Now!
Example.com

° LED TVs for Sale
Up To 25% Off Select LED TVs.
Shop Now for Great Deals!
Example com

Call only ads allow a user
to call our business only.
These ads show onlgn
mobile devices.

These ads can use call
numbers
the

country) so that we can

tracking

(depending on

track calls from our ads.

New call-only ad

Write your callonly a9 befow. Remember 10 be ciear and speciic
Business name |7

Phone number  United States 3

Exacnple: (2011555

Daseription lne 1
Dascription Ine 2
Display URL |7
Verfication URL |7

o A GoOgle Torwarsng pnoae numoer ana use ¢l reporing
By selecting Ihis, you #9166 10 e Coogie Voice Tenms of Sarvice and Prisacy Policy

Show my ad wen |2

We'll add a new call conversion action called "Cals from ads” once
we record at least 1 conversion, Click "Manage conyersion actions®
or "treate a call conversion action” to manage your call comersion
actions Learn more

My own phope number (don't use cal reporting)

Report conversions " Count cals as phone cal conversions
Conversion acticnl  Cels trom ads 5

’.(SIIJQE' converson actions l
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5.5.16 AD EXTENSIONS
1 OVERVIEW OF AN AD EXTENSIONS

Ad Extensions allow you to add additional information to our ads.
Many of these extesions allow users to take different actions than just clicking on our ad, such as

installing an app, getting directions to our store, or calling our company.

L.L.Bean Backpacks - Our Best Backpack Now Only $29.96

www llbean com/Backpacks ~
4.5 4 % % % % rating for libean.com
Free Shipping: No Minimum Order
L_L.Bean has 3,454 followers on Google+
School Backpacks - Hiking Backpacks - Lunch Boxes - Messenger Bags
9 1961 Chain Bridge Rd, McLean, VA - (888) 552-9876

1 SITELINK EXTENSIONS

The sitelink extension allows us to put additional text into our ad.
Each Ine of additional text is hyperlinked and must go to a page different than the ad.

If we want to send users to additional pages on our website, this is a great extension to use.

L.L.Bean Backpacks - Our Best Backpack Now Only $29.96

www llbean.com/Backpacks ~
4.8 % % % % % rating for libean.com
Free Shipping: No Minimum Order.
L.L.Bean has 3,454 followers on Google+
School Backpacks - Hiking Backpacks - Lunch Boxes - Messenger Bags
¢ 1961 Chain Bridge Rd, McLean, VA - (888) 552-9876

1 LOCATION EXTENSION

The location extension allows a user to get directiongutoaddress. On a mobile device, this
extension may open the maps application on the phone.

If we are trying to drive business into a store, this is a great extension to use.

L.L.Bean Backpacks - Our Best Backpack Now Only $29.96

www llbean.com/Backpacks ~
4.8 % % % % % rating for libean.com
Free Shipping: No Minimum Order.
L.L.Bean has 3,454 followers on Google+
School Backpacks - Hiking Backpacks - Lunch Boxes - Messenger Bags
¢ 1961 Chain Bridge Rd, McLean, VA - (888) 552-9876
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1 CALL EXTENSION

- If we want phone calls, this is a great extension to u

- The call extension allowssearcher to calisfrom the | PaylLessLocksmithVirginia.com

ads.

- On a deSktOp deVlce, the phone number IS ShOWf "m senior discount - no. 1 local locksmith

the ad.

- On a mobile device, when the user clicks on the calhs-15% off Commercial

button, the phone dialer loads.

1 APP EXTENSION

The app extension allowss to link

our addirectly to the Google Play o

iTunes store.

If we are focused on app installs, th
appextension is the best extension

use.

1 REVIEW EXTENSION

N MenaConnect

5“%‘/ienna Locksmith -

www paylesslocksmithvirginia.com/Vienna
2§/7 Lockout & Rekey Service in &. ca
Vienna. Call Now.

Residential Emergency

Call: (630) 914-9991
www.suburbanlock.com/

24/7 Locksmith Service ‘. o

Home Lockouts & Re-Keying. Call or

Visit Qur Showroom,

Chicago Locksmiths

602 W rsey Ave, Chicago, Il

=

t

49 fhddxx 209 reviews
Call Directions Website
BankofAmerica.com - Bank of ®

America® Mobile
www.bankofamerica.com/
Manage Your Checking, Credit Card & More w/ the

Bank of America® App.
Download Android App Here
Online Banking Savings

- The review extensions allows us to quote or paraphrase a review from an independent third party

site.

- If we are trying to showcase what others have said about our company, this is a great extension to

use.

VENUS® Online Swimwear - Venus.com
www.venus.com/Online_Swimwear ~

New Swimwear Styles By VENUS®. Shop 100s Of Swim Styles Now!

Custom Combinations - Suits for Every Body Type - Made in the USA

Awarded An Excellent Rating — StellaService




5.5.17 Display Ads

T

N MeraConnecT

IMAGE AD

Image ads allow us to be more visu|

P Payral
Save time, Get an
al-in-one solution,

with our ads.
We can use a combination of tey

and images in our ads.

It is best toinclude a call to action|

button in our image ads. st

Commputon
SepportRevieses -

mtes et Basics and

Image ads are great for branding ( ===

Ernasl(Cnctnl Matts -

direct response.

VIDEO ADD
Video ads can appear on YouTube or the displaynetwork.

X

There are several types of video ads.
These ads helpsto tell a story within the ad.

g b}
In-stream video ad e ————5—=]

m In-video static image

Nan-skippable 15 or 20 second video ad
within video publisher content

1,632,881 views 1,632 83N views

YouTube promoted videos te... TrueView in-display videc ad
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APP INSTALL ADD

N MenaConnect

App install ads let you create ads across the display network and focus on getting users to install

our app.

Image app install ad

App install ad

ADDITIONAL AD
FORMATS

Additional Ad formats include:

1 Dynamic

9 Lightbox

M1 Preroll

The display ad gallery can hel
uscreate rich media ads.

o]

4

Dynamic ads

Video ads

A

Lightbox ads

General purpose ads
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5.5.18 Display Targeting
1T CONTEXTUAL TARGETING

- With contextual targeting, the targeting is based upon the content of the site.

- This page is an example of Caribbean vacations features ads to the Bahamas.

HOT ALL INCLUSIVE DEALS

4Nt Crans Sehama niand Oy 679 Nor-21op fgix Pom Zetmore

Dehoaplickots "=~ owrms o MM e e

Coeap & gooa MOlows | MeAdiasd | Coathitmt D)

_ 2o, _

Ll -
Cheap Caribbean Vacations Dot Bosiescbig
SN RIS ¢ Ctnoan el eniy Page - Em
= - - S
T O v COMY G IR .
s ] PN - MO - O

e
71~ DENEE . o D—
Yeour Oantowen on N ety
Foom mmarmg scareny 10t s e e
BN ot o o hagain v paetas b et YOUR S1ID
WASH Wi 3008 30 MG A Seven M Deacr From O rarw o sscert

Td K A BN A0 W0 SOV P T T ey or gt
L3 S0maceets 3°¢ La Conta Gancs

QIR Try™ Sxrebes v rem bed v e e e

e L

et L e T Lom Recern

Croce, W Onpas TR W 10U O 50 ety | rye oy
o Sty b ans v aen A '

BAHAMAS ALL
INCLUSIVES

B Anyrse . ~rytme .

o v BT ey

Honel spsone
1 O Teac 3 Wt Y et of e

Cneap Caribbean Vacation Packages

PO By W ey Ly vl 1 an  oe =~
Moon | o Tew a-in mte
Wbt ovdy Pkt v Moket
Gstoags D¢ Desch Repers 3 AAQLAE A,
e 3875] nrewn Sy oss b ko pentags o Ad Sotecunn
AV e Cattme Drowrwrre! P covm m A8
AR Rl Sy A T D00 LR rewCr
oac W - - Sjay 8 True Cove-Frew
o - VRCHTON st 4t AL Lo e
[— Remurscan Pleaa Mol s
— e i
' e L REAI P
. oen c—
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5.5.19 KEYWORD TARGETING

In Keyword Targeting:

- Match types arené6t wused.
- Choose kewords used on webpages where we veamtads to appeatr.

- The Display Planner is an excellent tool for researching keywords and targeting options across the

Display Planner YOUr SUSOWSES . IEreaiod 1 ¥our andmng page
Add Keas 1o your plan Baoy & Todoker Toys x w.website.com

Campaign Targeting Avaliadie network inventory (Weeidy'~)

500M — 1B cookies  10B+ impressions

United States

Englsh AGE GENDER DEVICE

2%
Pop . I
e " 5%

No campagn axe lusions

=D

Device preferances

CPC bidding
Adgroupiioas  Wadiidual targeting ideas Ava

Filters

Alatigroups | Weywords | bemesk  Toois | Placements
Ad formats and szes
Show all

Ad group Contents
Learning toy <eywords. baby karning toys, chikren leaming toys, learning toy, toddier leaming toys. kids learning toys, preschool le..
Toy for bapy Aeywords: SEnsery 10yS for babies, toy for bay

Toy for

s baby toys Tor 6 month oid, toys for 2 year aid child, toy for 4 month old baby. toys for 4 year old chidren, toy

Bauy tov 1 @ywords. baby toys newborn. newborm baby toy, baby toys. educational baby toys. wooden baby toys, organk baby 0.

For 1 year old Keywar

= {oys for 1 year old child, baby boys foys for 1 year old, toys for 1 year old baby gris. toys for 1 year ok chidr

display network.

5.5.20 TOPIC TARGETING

- Topic Targeting is when Google crawls the web and classify pages into topics.
- Topics are broader than keywords.

- We can pick the topics of webpages where we would like our ads to appear.

Topics

Choose topics to target many pages about a specific subject. Learn more

Selected topics. 2

Enter 2 word or phraze Search
- Business & Industrial » Adveriising & Marketing
Arts & Entertainment » - !
Brand Management
! r
AulesEavenicles Business & Industrial » Adverising & Marketing
Beauty & Fitness i e !
. Public Relations
Books & Literature »
[=] Business & Industrial »
= Advertising & Marketing »
Brand Management
Marketing »
Promotional llems & Corporate Gifls »

Public Relations
Sales »

Add topics using codes 7
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5.5.21 AFFINITY AUDIENCES
- Affinity audiences comprises people who have showmtenest in a specific topic. They are very
useful to drive awareness for our company.

- They can have T¥ike reaches, yet are targeted based upon user interest.

Interests & remarketing
Choose audiences ar remarketing lists to target audiences with certain interests or who have visited your site befare. Learn more
Affinity audiences - Selected: 1
Search by related term, phrase, of URL Search Affinity audiences: 1
Auto Enthusiasts ¢
Affinity audiences: 107 Truck & SUV Enthusiasts
Art & Theater Aficlonados »
v Auto Enthusiasts »
Motorcycle Enthusiasts »
Performance & Luxury Vehicle Enthusiasts »
rick & SUV Enthusiasts
Avid Investors 4
Beauly Mavens »
Business Professionals »
Comics & Animation Fans »
» Cooking Enthusiasts »
Do-it-Yourseiters »
Family-Focused »
Fashionistas »
4+ Create custom atnnity
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5.5.22 IN MARKET CATEGORIES

N MenaConnect

- In Market Categories are people who are actively shopping for varmas @r services.

- These users are generally in the consideration phase of the buying funnel.

Interests & remarketing

In-market audiences

“

Search by related term, phrase, or URL

In-market audiences: 492

v Apparel & Accessories
Activewear
Costumes
~ Farmal Wear
Bridal Year
Suits & Business Attire
Handbags
» Jewelry & Waiches
Lingerie
Luggage
Men's Apparel
Outerwear
Perfumes & Fragrances
» Shoes

Swimwear

Ssarch

Choose audiences or remarketing lists to target audiences with certain interests or who have visited your site before. Learn more

»

»

»

Selected: 1

In-market audiznces: 1

Apparel & Accessories . Formal Wear
Bridal Wear
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5.5.23 REMARKETING

- Remarketing is reaching previous visitors to our website.

- We can define actions on our site, which if someone completes, we can put them in atiegnark
list.

- We can then create ads to reach those previous visitors.

Interasts & remarketing

Choose audiences or remarketing lIsts to target audiences with certain Interests or wno nave visited your skie before. Learn more

Selected: 1

Remarketing hists

Search by list name Filter by label « Remarketing lists: 1

Remarketing Ests: 11 ¢ Listsize (7 4 AdWords Seminar Visits X

Ac\Waords Seminar Visits

AcWords Seminars »
Converted »
Seminar Non-Coveriers »
Seminar Registration Complete »
Shogped but gidn't buy »

Show simiiar audiences [? Create and manage lists 7
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5.5.24 PLACEMENTS

N MenaConnect

- Placement targeting allows us to pick the exact sites where our ads will be displayed.

- We can see the ad formats and weekly impressions for sites that allow platageting.

Placements

baby toys

Placement

Anonymous (in ...
Anonymous (in ..
babykerf.com
babyhome.com.t
bellybelty.com..

Anonymous (in ..
toysrus.com.au
toysrus.com
foy-a-rama.com

newparent.com ___

Search for placement ideas

Ad formats

= (&
H@d
@ (®
(=) %)
(@
BE
BE
(= (2
(@

Add multiple placements at once »

Impressionsiweek

10M - 15M
10M - 15M
45K - 50K
500K - 1M
1M - 1.5M
4.5K - 5K
0-1K

5M - 10M
5K - 10K
45K - 50K

e e

Choose websites where you'd like to show your ads. Learn more
Need more ideas? Try the Display Planner.

Search

Selected placements: 3
newparent.com::Baby Section,Multiple

locations
« toysrus.com
« toy-a-rama.com
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5.5.25 CAMPAIGN TYPES AND SETTINGS
- There are five main campaign types.
- Each type determines the network where an ad can show.

- The campaign are:

'=! Search Network with Display Select

Best opportunity to reach the most customers

! search Network only

Google search and search partners

=1 Display Network only

Google's network of partner websites

B Shopping

Best way to create Product Listing Ads

Online video

1 SEARCH NETWORK WITH DISPLAY SELECT
- Search Network with Display Select helps to shovboth networks with one campaign.
- It allowsusto use one budget to show on both networks.

[& Type: Search Network with Display Select - All features

Campaign name oo as

Type 7 B Search Network with Display Select + Standard - Keyword-targeted text ads for the Search Network, with Display Select 7
e All features - All options for the Search Network, vith Display Select »

Leam more about campaign 1ypes
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1 SEARCH CAMPAIGN TYPES 3 STANDARD

Standard Campaigns

advanced location options, aathers.

donot have access to all f e

Campaign name Campaign #3

Type 17 &Y search Network

Type: Search Network only - Standard

°
only ~

Learn meore about campaign types

Standard - Keyword-targeted text ads showing on Google search results ~
All features - All the features and options available for the Search Network ?
Mobile app installs - Ads encouraging people to download your app 7
Mobile app engagement - Ads that encourage actions within your app *
Dynamic Search Ads - Ads targeted based on your website content ?
Call-only - Ads that encourage people to call your business ?

1 DISPLAY CAMPAIGNS

Display Campaigns include:

O6Mar ket i ng Obj withlimited fedtures lbased anir manksting goal.

O6No Marketing

Objectived campaigns with access

£ Type: Display Network only

Campaign name

Type 7

Display Network only ~

® Marketing objectives - Just the features and options relevant 1o what you want to accomplist
No marketing objective - All available features and options

Marketing objective New

® Build awareness

GET CUSTOMERS TO
See your ad

Save time and create better campaigns by choosing a marketing objective. Learn more elp me choose 3

& Influence consideration B3 Drive action

GET CUSTOMERS TO:

Engage with your content Buy on your website (incudes

Visit your website (for exampla fill out a form)

GET CUSTOMERS TO:

rernarketing)

Take an action on your website

Call your business

Visit your business

Install your mobile app

Engage with your mobile app
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1 SHOPPING CAMPAIGNS
- Shopping campaigns show onlyoduct Listing ads.
- You must be using Google Merchant Center and upload an ecommerce feed to it.

- If we want to sell online products, this is a great campaign to use.

[ Type: Shopping - Product Listing Ads

Campaign name Campaign #3

Type 7 [ shopping ~ Product Listing Ads - Ads promoting your product inventory from Google Merchant Center

Learn more about campaign types

1 CAMPAIGN BUDGET
- A campaign Carngygget -

budget. ® Individual budget

- We can share a budge
$ 1.00 perday

Actual daily spend may vary. ?

between campaigns with the

advanced  shared library
Apply a budget from the shared library

option.

1 DELIVERY METHODS
- The Delivery method determines how our budget is spent in a given day:
1 Standard: Our ad is rotated throughout the day.
1 Accelerated: Our ad is shown as fast as possible.
- If we consistently hit your budget and want our ads shown throughout the day, use Standard

delivery.

Delivery method

® Standard: Show ads evenly over time
Accelerated: Show ads as quickly as reasonably possible
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1 AD SCHEDULING & BASIC

- Run our ads only at specific timeframes.

N MenaConnect

- Ad schedule overview

12 AM 3 AM g AM 9 AM

fion
Tue

3PM

Ad groups Settings Ads Keywords Audisnces Ad extensions Auto targets Dimensions Labs v
Al settings | Locafiong] | Ad schedule | Pavices

& PM

S PM 12 Al

1 AD ROTATION

- If we have multiple ads in an ad group, our ad rotation determines how thdigzlesyed.

- By defaul't

, O6O0ptimize

for

c |

cksbo

i s set, whi c

Ad rotation =

ldeal setting for most advertisers.

May be appropriate if you optimize ads using your own data.

Not recommended for most advertisers.

® Optimize for clicks: Show ads expected to provide more clicks

Rotate evenly: Show ads more evenly for at least 90 days, then optimize

Optimize for conversions: Show ads expected to provide more conversions
Ideal setting if you use AdWords or Google Analytics conversion tracking.

Rotate indefinitely: Show lower performing ads more evenly with higher performing ads, and do not optimize
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1 FREQUENCY CAP
- Frequency cap applies to display campaigns only.

- Afrequency cap is the maximum number of impressions a single person can sewifrane.

Frequency capping

No cap on impressions

® 10 impressions perday « per ad group

5.5.26 ADVERTISING METRICS
1 CLICK THROUGH RATE

- A high click through rate means many people find our ad relevant to their search query.
0 Impression

- When our ad is displayed, you receive an impression.

o Click

- When the user clicks on our ad, clickunts. At this point in time, you are charged for that click.
0 CTR: Click Through Rate

- The ratio between impressions & clicks.

- CTR = (clicks / impressions); 5% = (5 / 100)

1 CONTROLLING COSTS

- The cost that we will look in our account will be discussed.

o Bid

- The most we are willing to pay for a click.

0 Actual Cost Per Click (CPC)

- The actual amount we paid for a click. This may be lower than our bid.

o Cost

- The sum total of actual CPCs for a keyword, ad group, or campaign.

o Daily Budge

- How much a campaign can spénd
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TRACKING ACTIONS

Tracking conversions is optional, but everyone should do it so that they can measure the return on
their ad spend.

Conversion

A conversion occurs when a user does a specified action on our website such as filling out a form
or checkingout on an ecommerce site.

Cost Per Action (CPA)

The ratio of our costs to conversions.

CPA = (Cost / Conversions$20 = ($100 / 5)

Conversion Rate (CR)

The ratio of conversions to clicks.

CR = (Conversions / Clicksp% = (5 / 100)

Advertising ROId Return on Investment

Advertising ROI = (RevenueCost of goods sold) / Cost of goods sold

Revenue

Revenue = (Net Profit Ad Costs)

The aggregated sales for a product minus the advertising costs.

This can be calculated at any level in AdWofkisyword revenue, ad group revenue, etc.).
Cost of Goods Sold

How much it costs you to manufacture andproduce the goods.

To acurately determine your ROI, waustknow the cost to produasur goods.

ROASO RETURN ON AD SPEND

ROAS % = (Revenue from campaighadvertising costs) x 100

Revenue

The amount of revenusur advertisingcampaign produced.

Ad Costs

The amount weaid for the advertisingcampaign.
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GOAL 8 DRIVE TRAFFIC TO SITE

Measure Traffic Quality and Costs include:

9 Clicks: How much traffic are we driving twur site?

1 CTR: Are wegettingthe most possible traffic faur keywords?

Keywords:

9 Pause or remove underperforming keywords.

1 Use nmatch types to control who seesr ads.

T Watch our Qual ity oBctrafficeooussite. webdbr e dri ving g

1 Use the Search Terms report to add good queries as keywords or add poor queries
agegatives.

GOAL 0 DRIVE CONVERSIONS

Watchour conversion rates and cost per conversion to drive conversions.

In addition to t heripvreevtiroaufsh iilcn fivomrnnsaitti @dna ddeéd a | a

thosereports: CR and cost per conversion.

1 Example: If a search query has a good CTR but a poor CR, you might add it as a
negativekeyword.

We should know your ROI for these campaigns.

9 Our cost peconversion should not exceedr profit per conversion.

SALES

To understand sales of our products:

1 Calculate our ROI to understandr overall profit.

1 Calculate our ROAS to determine howr campaign is performing.

While evaluating keywords and ads, wdlwse our ROl or ROAS to determine if a keyword

orsearch query should be removed, added, or made into a negative keyword.

BRANDING

The frequency of viewing ad is discussed here:

91 Impression is youtop metric. This is how ofteaur ad was seen.

9 For search, using CH as a secondary metric lets usderstand how engaged users are
withour ads.

T For the display net wor k, ads bhutcstdl segimgrthem, wesoarmr s ar
use conversions to measunar branding.

Note: A conversiondoes ot have to be a sale. Véeuld measure time of site or a videiched

as a goal.

Reach and Frequency:

1 Reach ishie number of people exposedoiar ad.

1 Frequency is the number of times a user saw your ad over a period of time.
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5.5.27 BID METHODS & BID MODIFIERS

1 FOCUS ON CLICKS

- Focus on Click8 Manually set bids is also known as manual bidding.
- This the default bid method for most accounts.

1 This bid method iyesus the most control over our bids.

Bid strategy 7
® Focus on clicks - use maximum CPC bids
e |'ll manually set my bids for clicks

AdWords will set my bids to help maximize clicks within my target budget

Enable Enhanced CPC 7
Use my conversion fracking data and bids to optimize for my current conversion bid metric setting:
Converted clicks.

Focus on impressions - use maximum CPM bids

Focus on conversions (Conversion Optimizer) - use CPA bids

Select a flexible bid strategy ~

1 BUDGET OPTIMIZER

- With budget optimizer, AdWords will set our Cd2r Click (CPC) in order to get the most traffic
possible for our keywords.

- This is a good bid method if we want the most traffic possible.

- In flexible bidding, this is called max clicks.

Bid strategy
® Focus on clicks - use maximum CPC bids
I'll manually set my bids for clicks

e AdWords will set my bids to help maximize clicks within my target budget

CPChbidImit 7 $

Enable Enhanced CPC 7
Use my conversion tracking data and bids to optimize for my current conversion bid metric setting
Converted clicks

Focus on impressions - use maximum CPM bids

Focus on conversions (Conversion Optimizer) - use CPA bigs

Select a flexible bid strateqy
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1 FOCUS ON IMPRESSIONS

- Focus on impressions is Cost Per Thousamtdssion (CPM) bidding.
- With this bid method, weay for the impression and not the click.

- ltis only available for the display network.

- If our goal isbranding, this is a good bid method to use.

Bid strategy 7
Focus on clicks - use maximum CPC bids
I'll manually set my bids for clicks

AdWords will set my bids to help maximize clicks within my targel budget

® Focus on Impressions - use maximum CPM bids

v' Enable viewable CPM (with Active View reporting
We'll aptimize tor viewable impressions and you'll only pay when your ad becomes viewable Learn
more

Focus on conversions (Conversion Optimizer) - use CPA bids

Saloc! 4 flexible bid strateav

1 FOCUS ON CONVERSIONS

- With conversion optimizer, wimput a target Cost Per Actio@PA) and AdWords will bid fous
in orderto try and hit those CPAs. Whaust be using conversion tracking to use this option.

- Note: We still pay on a click basis.

- This is dso known as Target CPA when wse the flexible bidding option.

- If our goal is conversions, this is a good bid system to use.

® Focus on conversions (Conversion Optimizer) - use GPA bids

Use my conversion tracking data and bids to optimize for my current conversion bid metnc setting:
Converted clicks.

+ Advanced options

Set an initial target CPA (1-per-click) bid for your ad groups ~
Start with recommended bid. $7.29

This is approximately equivalent to a maximum CPC bid of $1.42

e TargetCPA $

Your current maximum CPC bids will be saved so you can refum o manual bidding later.

Select a flexible bid strategy ~
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FLEXIBLE BIDDING

. . e + BID STRATEGY ’
The options for Flexible Bidding includes: ‘
{1 Several are the same as the standard bidding op  Enhanced CPC

i Target search page location

Enhanced CPC, Maximize Clicks, and TarGeA.
Target CPA

Targd search page location allowss to target
thetop or side of the page. Target outranking share
1 Target outranking share allowss to set bids Maximize clicks
basedupon another domain. Target return on ad spend
I Tamget return on ad spend allowss to
automaticallyset bids based upon a target ROAS goal.
BID MODIFIE R OVERVIEW
Bid modifiers automatically increase or decrease bids.

There are three types of modifiers:

9 Location
1 Mobile
1 Time of day

If a modifier is set t6100% then, the ad will not be displayed if the user is in that condition.

Bid adjustment calculator

See how using multiple bid adjustments in will affect your final bid
Location Choose... v Connecticut, United States +25%
MULTIPLY BY
i 7 e A TTORT > : Final bid adjustment 7
Ad schedule 0ose... v vonday 00 AM - Midnig + 0%
+ 25%
MULTIPLY BY

evice Choose... » Computers + 0%
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1 LOCATION BID MODIFIERS

Location modifiers allowus to changeur bids up or down in specific locations.

N MenaConnect

4 View Change History

Al settings Locations = Ad schedule Devices
Filter « Segment v Columns » =

%+ LOCATIONS Set bid adjustment Remove
Location Bid adj. 7 Clicks 7 ¥
Total 86,690
United States = 64,354
Florida, United States + 10% 2919
Califormia, United States + 10% 2,263
Chio, United States +20% 1,560
Alabama, United States + 20% 1,210
llinois, United States - 15% 1,148

Impr. 7
3,490,888
2.671,056

101,781

92,565
46,778
38,785

42,416

View location reports ~

CTR 7

2.48%

241%

2.87%

2.44%

3.33%

3.12%

271%

Avg. CPC 7

$0.53
$0.52
30.59
$0.56
$0.63
$0.65

$0.44

Cost 7
$46.345.95
$33621.25

$1.712.24
$1.268.48
$977.39
$790.48

$506.99

1 MOBILE BID MODIFIERS

Mobile modifiers allowus to bid higher odower on

calls and welo well on mobile devices, then using

mobile devices. If werant to receivanore

a positive mobile bid modifier can beuseful.

Al settings

Filter «

Locatins  Ad schecdule | Dewices
Segment « Columns « 4 4
Devics Bid adj. 1 Clicks * +
Mobile devices with full browsers -20% 40,591
Computers 3835
Tablets with full browsers 12214
Total 86,650

View Change History

Impr. 2
1234029
1894112
353,160

3491316

CTR ¢ Avg. CPC
328% 3045
1.79% 3061
3.36% 3058
2.48% 30.53

Cost 7
$18.44382
$20,759.46

§7,120.17

$46,323.45

Avg Pos, 7

23

30

28

27

Converted clicks

T2

95

28

195

Cost | converted click 7

$256.16
$218.52
§254.20

$237.55
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Quality Score is a number (ranging from one to ten) that is assigned to each keyword basedupon
how good of a search experience Godggdieves a user will éave withour keywords,ads, and
landing pages.

Note:

M 1isthe worst.

M 10is the best.

WHY IT IS REQUIRED? 0.72 Good Used Cars for Cheap - chantillymazda.com

vww.chantilymazda

To get ouradd position on first place based upor Dependable Used Cars available VA Safety Inspected. Ready fo div

9 4155 Auto Park Cir. Chantilly, VA
user6s searchi ntntfador.Ra

. 0.64 Cars For Sale - Autotrader.
Here, Ad Rank =Bidding Amount * [(80% of ar.,s,,_.,.o;ulo? e T,
Find Cars For Sale In Y mpare Milior f Listings Now
guality score) + (20% of Ad extension score )] The Best [ \ ‘

Find Local Cars - Used Car Research - 1,000s of New & Used Cars

However, the actual CPC may not be linear or

1.29 Used Cars For Sale - Search millions of cars
page. WWW._cargurus.com/used ~

QUALITY SCORE FACTORS
There are three main factors that go into calculating Quality Score:

1 Expected Click Through Rate (CTR)

i1 Adrelevance

1 Landing page experience

INCREASING QUALITY SCORE

Raising our Quality Scores can help us pay less for the same position.

Advantages of higher Quality Score are given below

SL NAME OF THE
NO ADVANTAGES

IMPACT OF THAT ADVAN TAGES

1 Increased Position  Raising quality score can raiser position asour ad rank increase

2 Lower CPCs Raising quality score can lower your CPCs sweameed to pay les:

to beat the | oweradvertisero:

3 Increased Position  Our ad rank could increase whiteur CPCs areloweredepending

and Lower CPCs on the other advertiseroéshbid:

4 Increased Position  If our position increases, then ware paying0.01 more than

& Higher CPCs different advertiser, and basedupon their ad rank information
possible forour CPC to imease, but it will not eclipseurmax bid.
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1 IMPROVE OUR QUALITY SCORE
- Quality Scores can be improved by:
9 Better organization of our keywords and ads.

9 Testing ads to increase CTR.

N '[1/)

1 Ensure we are sending traffic to a landing page that is reflective kéyeord and ad.

1 ADWORDS CONVERSION TRACKING

- A convesion is any action wevant to measure.

Conversion actions

[ + conversion | Al but removed ~

of howmany total conversions you receiveda.

Not allconversions are tracked properly.

< — — Ss ) ey B | e
. s from ads Calls fromads  Lead U Recoding 30 gays all
. From Wabsite Lead l‘lpjf‘r’“ 0 days Unique 117
e Completed Purchases Website PuchsseiSals  HIRECOUNG 5y gy Al 123
b
Totals - all conversion actions
1 CONVERSION TYPES
- There are many ways to view conversic=
Campaign Conversions
data.

- Converted Clicks are unique actions. e

- Conversions are total actions.

- Example: If someone bought fromur site R
twice, theyare one converted click but tw 191
conversions. -

- View through conversionsare based upon
people whasawour display ad, did not click, "
but did an action ata later time. -

- Estimated total conversionsis the estimate 606

If Google Analytics is connected, vean use Google Analytics conversions.

AdWords Conversion tracking can be used with or without Google Analytics.

Conversions

2,040
2437
View- Est.
through total
conv. conv.
0 791
0 331
0 192
0 80
0 82
0 126
0 622

Value

131,691

163,451

Est. cross-
device conv.

17

o
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Estimated cross device conversns are the estimateof how many conversions occurred after a
userswitched devices.

THE KEYWORD PLANNER i e hegwoinds

The Keyword Planner allows us to research keywords ™ seh fornewkeywords using a phrase, website or category
Finding Keywords includes: Enter one or more of the following:

9 Search for related words. S

1 Useyour own website.

1 Choose a product category.

1 Mix and match our own keywords.

Planning includes ===

M See search volume and trends.

+ Multiply keyword lists to get new ideas

1 Determine costs and project conversions.

[ Plan your budget and get insights for keywords

DISPLAY PLANNER Display Planner
Plan your next Display campaign

Search for display ideas includes:

What would you like to do?

1 Search for keywords, topics, or sites.

1 Find top placements by location. - Get ideas and estimates
Enter one or both of the following:

Your customers are interested In

Your landing page

ampaign targeting Bidding typs

United Statas CPG bidding

Erglish

» Upload previous plan
» Find top placements by location

* Show only estimates for my targeting creena
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1 AD PREVIEW TOOL

N MenaConnect

- The ad previewiool lets us see bur ad would appear in different locations or bydevice.

b m

Asdtond options

Doman  Www.google. com

Language  Engieh
LOCAION  Londea, England, Unded Kingdom Eor
Dewie Desktop or Lptop computer £01

Shoaing ads right now?

Google  carnire

Viet Maps  Ness mages  Shoppeg e

funconaiey <t

Best Car Hire Prices From - £7/Day, UK From £15
www remalears comiCheap-Car-Hire ~
11 hkkdk r nfak i

Free Amendmenis

Best Car Hire Prices - Car Hire at 1000's of Locations

WWW AvE COuki ~
Bock Now with Avs and Saves

WwwW auta-eufope co UkCar_Hire Expors ~

Car Hire from £7 per day - Need to Hire a Car for Less?

No Your B9 BNT SROWING T0r TS KEywOrd rgnt now. Ther are 3 ramber of rESS0NS ity TNS Ragpens

¢ KN

A, Warning: This pape is 3 100t for ADWords aovertisers 10 165t thelr 80s. For fuk Google
[e2.n to he Google homepage

Map for car hire

Hertz Car Hire Online

Crelmstord
o -

Smhcma-owsra
[ atag ey 82015 Googhe

1 ADWORDS CAMPAIGN
EXPERIMENTS (ACE)

- If we want to test ads, bids, keywords,

(

landing pages, campaign experimen

canhelp. Simply designate entities
control, experiment, oboth and wecan

easilytest new ideas.

C

Steps for running an experiment Learn more

. Specify experiment settings.

1
2. Make experimental changes to bids, keywords, and ad groups in your campaign.
3. Start expenment As fraffic accumulates, statistically significant differences may emerge

4 Evaluate experiment. Apply changes fully or remove changes

4 Specify experiment settings.

Name

Controliexperiment split 2 50% control { 50% experiment ~

Start 2 '@ No start date (I'l start it manually)

End 7 '@ 30days from start
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5.6 EMAIL MARKETING

Email Marketing is sending a group of people a commkroessageEmail marketing includes
advertisements or promotions, solicitation for service or an appeal, news or information, brand
awareness, and customer acquisition. According to DRM (Digital Rights Management);r5@#s e

are Spam and Spaimhibits piroductivity and efficiency of email communication

Email is a multipurpose medium. It has deliverability across different platforms such as mobile,
desktop, and webmaillhen wesign up for a new social service, verification is done through your
email. Recovery and notifications are also received through the email.Email is the criticaifclass
information required when weurchase online or register for a webibee. s p i t eageamdthel 6 s
rise of hundreds of social channels, many have declared the death of email. Yet it not only survives

but thrives!

At present, there are number of Email Service provider (ESPs) are available in market and among
them Constant Contact, Infusionf§ AWeber and Mailchimp are most popular. ThEsedl Service

Providers (ESPs) aréeveloped to provide a reputable sending source for large volumes of email

S ¢ D]
ﬂ.yé?
e 300 BILLION

emails are sent and received each day

communications.
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5.6.1 EMAIL: MOST PREFERRED CHANNEL

‘ Consumers prefer to hear l 18-34 l 3544 I 45-54 l 504 I &5+
43%

weekly from companies.

<

Consumers sign up for
emails to receive discounts.

s FRERRRERE

Consumers find marketing
emails useful.

5.6.2 EMAIL: LOWEST COIR ACQUISITION
Email in comparison with other chaels as an acquisition channel:

Lowest cost per
acquisition
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5.6.3 ROI OF #AIL

N MeraCouneer

125% 122%

100%

Median ROl Comparison

75%

ROI

50%

28% 27%
- I I I
0%

Email Social Media Direct Mail  Paid Search Online Display

or paid search

25%

Marketing Channels

4 times higher than social

18%

5.6.4 RISE OF SMARTPHONES

The rise of smartp

connections have made emai

valuableMobile is now the primary
method that people use taccess their
mail. According to the study from IDC

research, 80% of smartphone users che

their phones before brushing their teeth

morning. Maketers now can encourage.

Marketers can encourage mobile users

optin for mailing lists and harness th

t

a)
=

power of mobile messaging and consteln

37%

78%
%
70%

57%
53%

communication.

110| Page



N MenaConnect

5.6.5 EMAIL: PERSONALIZATION TO INCREASES EFFECTIVENESS
Use personalization to increase the effectiveness of any email. Using the name of subscriber or

customer irthe email:

- Increase open rates

- Decrease unsubscribes number

According to the Aberdeen group, personalization of any email incrdd8é<click through rate

and10% conversion rate.
5.6.6 PRIMARY EMAIL ELEMENTS

Critical components of-enail include:

Subj‘h

Line

@

Sender Address Who sent the mail? Reply to
Address

Reply to address Which address the receiver
should reply to in case it is different than.In
customer support, reply is sent using auto ==l

Address
responders.

Recipient AddressRecei ver 6s email ad

Subject Line- What is the email about and
this must be precise and direct.

Preheader or Preview texi Preview content is displayed before opening an email.
E-mail Content- Include content, images, and information imiil.

1 PREVIEW OR EMAIL HEADER

To: Reci piadn adiress, MistoBox

FROM: Sender 0s e Brew Like a Pro : Aeropress Brew Guide

Amazing coffee made easy. Have any questions? Email MistoBox

) _ Support COFFEE SUBSCRIPTIONS LEARN ROASTERS GIFTS...
Preview text ASni ppet 0 —ou- CUTT T T T

Subject Purpose of the email anc

It helpsus tounderstand the contents of eméilalso nforms email developers about the content that
will be displayed in the headand mrtrays how it will be seen by the recipietit helps to avoid

irrelevant information
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1 EMAIL BEHAVIOR

How long does it take to gain the attention of a recipient? Not long a&albrding to the Nielsen

Norman Group,

- 50% users read emails and thegraph 8 seconds or less on an email.

- 26% users glance through emails and they spend 2 seconds or less on an email.

As a resul t, Emai | mu st be under standabl e and
seconds.As a recipient of an email, we basedecision to read that email basedtlo@ subject line

in the preview or header textUs er s deci de an email ds relevance

within secondsFor preview, user usually considéimail Header which

helps us taunderstand the contents of email

informsemail developers about the content that will be displayed in the header

portrayshow it will be seen by the recipient

helpsto avoid irrelevant information
5.6.7 EMAIL PREVIEW IN DIFFERENT WEB CLIENTS

Groupon Youth Football Clinie - Matthew's Akron f Camon Deals | March 7, 2014 Featured Deals YEIJ'.TI:IF!I Cliniz The Pro
OneKingslane.com Spa-inspired bath essentials, black-and-white bedding, gold jewelry, great-room furnish... - Fire pits and lantems, an array of vintage
Groupon Barbara Corcoran Presents: Business by Women - View All Deals Up to 58% Off Jewelry-Making Class Beadlni Bouligue Jewalry-Makin
OnekingsLane.com Transform your coffes table, shelves, and dresser with ease; plus best prices on travel... - Kids' books and bath essentials, gifts, throv
Groupon Open-Play Sossions - Mathew's Akron / Canton Deals | March 6, 2014 Foaturod Deals Open-Play Sessions Pump Il Up - 13

7 7

- Subject linds in bold.

s ) Frarmc Mark J. Smith <marksmitb@mghocontnolindusines, oome

- Preheader text is in regl‘”ar tex To: Clrvar S, Johnson <oliverjohnson@mithooontoindustriss.come
. . . | Subject: Fresantation for nest weak |

- If the subject line is long, part Date: Thu, Aug 5 al 12:30 |2 howrs agoj

of the text is hidden.

] Mark J. Smith
- Hence, subject should Ishort, | presentation for next week

precise, and compelling H Olfvar,

|
- Subject line shouldot contain | ="
Plesess fake @ Kok ot attached] preseration and fenl free bo amend it as yoo S & 6S et
more than 50 characters Fiase note that the presantation will be around 45 mins long. Thara ang some sidas with missing
infa, on those | definitely would lke your input.
- It must be completelyisible in
Heve a nica day!

amobile email client Mark:

- Use keywords as the first few words to set the tone
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Ensure a consistent flow of content

Use subscriber names only when relevant

Use special characters and emojis sparingly

Campaign Name
Subject

From

Blog: 10 retall email campaigns we W
New Post: 10 retail email campaigns we @

Campaign Monitor <helloBcampaignmonitor.com> &=

- DondofRE®De (reply)

- Donot

consumers

send a mass

T SENDEROGS ADDRESS

i f there is no hi

email to people

GoDaddy Special offer just for you. -fuke guy, enjoy a special offer on all the products and sen May 4

Lowe's Home Improvement Power Into Spring: Meet the New Kobalt Outdoor Power Equipment - Plus find more¢ May 4

Walgreens Weekly Ad Indulge Mom this Mother's Day with Home Spa gifts and More! - Make this a Mother May 4
- Dondt repeat information in the preview

story of com

using reply

COMPOSE

Inbox
Important
Sent mail

Drafts

& &8 > m
All mail Il Medln

nick.alc@alcgroup.com
AIC Group

ChoiTaehyun

John(HR), Steve, me

o]

Team leader mecting with Mr.Kosamatsu : 10,30 am
New project : No.112907a11
Invitation to my birthday party

FW : AIC Group contract

=

o

a

23 March

23 March

23 March

23 March

- Sender 6s addr ess

must be recognizabl e.

- The company s addressimusabe dséds e mai |

- Empl oyeeds email

addresses must not

- Subscribers expect to receive emails fiptorand they have subscribed to

be used.
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PREVIEW TEXT

Preview text must be accurate and
MistoBox

relevant. Brew Like a Pro : Aeropress Brew Guide

Navigation links and all required Amazing coffee made easy. Have any questons? Email MistoBox
Support COFFEE SUBSCRIPTIONS LEARN ROASTERS GIFTS..

information are included in the
preview text
It must represent the email contents accurately.

TEST EMAIL
Test emails must be sent to different email clients and devices

E-MAIL SCALABILITY —
Email text for a mobile must be scalable s

for mobile viewing.
Display
414 x 520pts

This enhances email lileerability.

Multiplier Height
— p236 €T Cantrary to popular
55= pts : .

belief, studirz b~
Font Size __¥ shown thati Today
35pt hormonal bi
Constants % does NOTm

: 5 : : Contrary to popular belief,
G gain We'ght' studies have shown {gat L

N MemaCol

Display

o
®

320 x 300pts

most hormonal birth
control does NOT make

you gain weight.

1 THE BLINK TEST

f

recipients open an emai l and they

Font Size

21pt

Multiplier Height

0.55 = 165pts

arebsnot

about, then ematfhils inthe blink testChances are that the email will be deleted very quickly.

about?

What is the E-mail

YOURIORDERIOF:S75+

With spring finally springing, we figured you could use a little extra Who is it from ?

cash for all those wedding, graduation, etc. gifts you're having to buy.

Use code CLAMS@B4QTDX for $20 off of orders $75+ unti 11:59pm

ET 4/30/14.
Sorry! Does not combine with free shipping.

Why did | receive it?

GREEN? SUPER GREEN. »

1l14| Page

S

U



5.6.8 EMAIL TYPES BASED ON CONTENT

N MenaConnect

Text emails \ /

HTML emails Image-based emails

Flyer style emails

Vs

*
’r Types of emails based on content \

’ \

! \
1 TEXT IMAGES
- Do not contain images e

Reply-To: hi@myemma.com

- Are not developed in HTML 0o s i oMo ;
- Portray higher deliverability H thare,

This year, my team and | have been busier than ever cranking out new cantent about the latest
email marketing trends, strategies, industry data, and more, Now that 2017 is coming to a close, |

= Al’e deS|g ned for q u'Ck commu nlcatlon wanted to make sure you have aoéess to al of o;n most pobular pieces, including:

[Guide] 2017 Email Ma keting Industry Fepon

- Are short presentation

[Guide] Your Brain o

n Emall: 11 Designa People Can't Resist

Wha

.
.
. I
.

[ i wq from Your Email Strategy?
Webinar] Emma's Top Email Dasign Tips for 2017

- Provide betteppen rate or click

McKenzie

- Include clear calto-action (CTA) links
i . i 4 McKcnzveGreopry

- Contain a single or a few cafis-action Srmtibinllln 28

- Limit the number of lists and are in

Unsubsenbe

| hope you find these helpfull As always, feel free to reach out if you have any burning marketing

th rou g h rate (CTR) questions or if you'd like me to set you up with a guided tour of Emma.

9 Lea Ave Nashville, TN 37210 United States

context
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HTML EMAILS
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Include images and content
Contain calto-action buttons
Use a cleacontent hierarchy
Categorize using headings,
subheadings, content, and
click to action text

Use HTML text and make
sure it is seen in the preview

Ensure that the mobile users
see the text in images without
multiple swipes

Add clear, obvious, and
distinguiable buttons

Focus on color, contrast, and
clarity of buttons
Test the email readability in
case the recipient does not
receive HTML emails

Send textbased versions in

case the user does not have

HTML viewer

ThinkGeek Overiords

To. Matt Bailey

Reply-Te: ThinkGeek Overlords

You are one with the Star Wars Sale, and the Star Wears Sale is with you.

-~ -

THINKAZ3O

JN L GREX OUT.

ER IT A MORE ELEGANT SALE
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IMAGE BASED EMAIL
Provide a strong and clea

image without the HTML
content

Use highquality imagery with
mobile device compatibility
Add readable and direct text
Keep limited number of cals
to-action

Ensure that the message
communicated efficiently

Add a distinguishable button

that is easilyseen

MistoBox
To: Matt Bailey
Reply-To: MistoBox

We like our Fridays like our coffee...BLACK! Get 20% off gift coffee subscriptions.

- M

20% off gt
Accﬁ,xc,u/t/wn,i

BLACK FRIDAY 1S HERE!

SHOP NOW

"y

—

{
!
AwWEee

15% OFF
A GF
Careek
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FLYER STYLE EMAILS NESPRESSO.
Use entirely imagdased emails

Include large graphics with embedded text
Are longer than traditional emails
Communicate a lot of information

Follow rules of design and aesthetics

Are not easily readable and may not be scalak

May not provide good user experience
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5.6.9 List of EMAIL COMPLIENCE
Essential elements of an email campaiga given below

1 THE PHYSICAL ADDRESS OF COMPANY SENDING EMAIL
- Provides legitimacy of the company

- Add a layer of accountability to the requirements
."_-".’u-... - ‘ ’

O © ® 6

Vigil Us Oniing | Lingaje Your Informstion | Unaubecriba

Theomaiwassentto bocausa you jcined our Esub in one of cu- reetaurants, orline or at cre of our events. Your
omail addrozs will not be shared with amyone. You can take your name out of our Eolb ot any tme by oicking the unsutecrbe lnk on
this amail and you wil be removac drm our list immediately. 777 Gocdale Bivd, Suite 100, Columbes, Chic 43212

‘ To encure delvery, add BrioCoasiai@BrioCoastal fomta com 10 your addrese book.

T ALINKTO UNSUBSCRIBE
- Must be a direct link

- May ask for a reason for unsubscribing but must be an easy process
- Display a friendly message during the process of unsubscribing.

- Show all the available options to users.

- Give clear instructions to them to helfith the process of unsubscribing.
- Dondt c¢ o mp tedt theanttoeother pages ef tvebsite.

- Follow the recommendations of spam laws.

O © ® ©

Visil Us Oning | Uogale Your nformetion | Unsubscrive S

The amal was sent to bocause you jcinac our Ecub in ona of cur reetaurants, orline or at ore of cur events. Your
omai! addroas will not bo shared with amyone. You can take your mame out of our Eob ot any tme by oicking the unsutecrbe ek on
this email and you wil e removac fmm our it immediataly. 777 Gocdale Bivd, Suite 100, Columbos, Ohin 43212

To ensure delvery, add BroCoasta(@BroCoeastal fomta com 10 your addrese book.
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1 ALINK TO UPDATE INFORMATION
- Allows users to select preferences from multiple lists

- Allows users to select t@ or amount of email they receive
:“f‘ - ‘

O © ® 6

Visil Us Cniing | Ungale Your Information | Unsubseribe
The omal was sent: to bocause you jcinac our Ecub in one of our reetaurants, orline or at ore of aur events. Your

oma addross will not 52 sharad with | aryane. You can take your name oct of our Eoub ct any tmo by oicking the unsubscrbe lnkon
this email and you wil e removad ¥om our ikt immediately. 777 Gocdale Bivd, Suite 100, Columbcs, Chin 43212

To encure delvery, add BroCoastai@BrioCoastal fomta com 10 your addrese book.

1 SOCIAL LINKS AND ICONS

- Let subscribers know where they can find busine

O © @ O

Visit Us Oniinge | Update Your lnformiation | Unsubscribe

The emai was sent to ___ bocausz you [cimad our Esiub in one of cur reetaurants, orline ar at ore of cur events. Your
amail addrosz will not ba shared with mro You can take your name out of our Eoub at any time by olicking the unsubscribe ink cn
this amail and you wil De removac from our list immeciately. 77T Gocoale Bivd, Suite 100, Columbcs, Ohia 43212

To ensure delvery, add BrioCoastai(@Broloastal fomta com 10 your addrese book.

1 REASON FOR THE EMAIL

A

- Letds subscribers know why they received the er

- Letds recipients Kkanmawaddressv t hey received the

:‘}mt : - .

O © ® 6

Visil Us Oniing | Undate Your Information | Unsubscribe

emai addross will not ba sharad with aryane. Yeou can take your name out of our Eob at any tme by oicking the unsutecrbe lnk an

- Thz omal was sent to becauss you jcinac our Ecub in ono of cu- reetaurants, orline or at ore of aur events. Your
this amail and you wil De removac om our ikt immediately. 777 Gocdale Bivd, Suite 100, Columbus, Ohin 43212

To ensure delvery, add BroCoasiai(@BroCoastal fomia com 10 your addrese book.
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1 LINKTO MAIN WEBSITE OR HOMEPAGE

- Allows user to click to go to the website

O © ® 06

Visil Us Oniing | Ungale Your Information | Unsubscribe
The omai was sent to ___ bocausz you jcinad our Esub in one of cur rectaurants, orline ar at ore of our events. Your

omail addross will not ba ahared with :nyoro You can take your name aut of our Eolb at any time by oicking the unsubserbe fink on
ths email and you wil De removac fmm our it immediately. 77T Gocoale Bivd, Suite 100, Columbcs, Ohio 43212

To ensure delvery, add BroCoasta/(@BroCoastal fomta com 10 your addrese book.

1 LINKTO ADD ADDRESS TO THE CONTACT BOOK

- Gives users option to add senderds email to the

| 0 0@ 6

Visil Us Oning | Uodale Your Information | Unsubscribe

Thiez emai was sent to ____ bocauss you jcinad our Esiub in one of cur reetaurants, orline ar at ore of cur events. Your
omai! addross will not ba shared with amyane. You can take your name out of our EoLb ot any tmo by oicking the unsubscrbe Inkon
this email and you wil De removad ¥om our ikt immediately. 777 Gocdale Bivd, Suite 100, Columbs, Ohin 43212

To ensure defvery, add BroCoasta(@BroCoeastal fomia.com 10 your addrese book. _
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5.6.10 BUILD AND MAINTAIN SUBSCRIBER LIST

A company can ensure a good reputation with the Email Service Providers (ESP) by using
subscriptions. It prevents a companyods email | D

email user who has opted in to receive information from a company or. brand

1 METHODS OF ONLINE SUBSCRIPTION:
- Fill an online registration form

- Opt-in during the checkout process
- Agree to receive promotional emails

1 OFFLINE SUBSCRIPTION OPTIONS
- Filling a form at a store

- Signing up at a tradeshow
- Making business contacts

1 PRIMARY MEM BERS OF A SUBSCRIBER LIST
- Existing Customers

- Interested Prospects
- Customers expecting additional communication

- Customers expecting education

As per Harvard Business Review, acquirioige new customer costshe same asetaining five
existing customersTher are numerous advantages of building a subscriber list which are

- Subscribers are customers or leads.
- They know the company or brand that they have subscribed to.
- They are interested in gaining more information about it.

- They are the most engaged marlagtipients across all channels.

1 COLLECTING EMAILS

At first, we need to start from website an

offer valuable information to acquire email e 1 |

addresses. Customers are more willing MEDIA NEWS

v Fresh trends
v Cases and examples

valuable information in exchange.Tas W LT UE e oo

engage new subscriberge need to provide

Offers Discounts Research report&Vhite JOIN >

share their email addresses if you can off

papersand Downloads.

A list qualifies as a higlguality subscriber list if:
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- Itis developed from authentic content and website.
- The subscribers are familiar with the company.
- They have agreed to receive informatfoom the business.

1 ACQUIRING EMAIL ADDRESSES: ONLINE METHODS

Website Visitors

Lead Forms

Offers

Downloads

1 OTHER METHODS

Incomina Customer Calls

Subscriptions Throug

website
Network Contacts
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1 METHODS OF ACQUIRING EMAIL ACCOUNTS IN B2B AND B2C MARKETING

B2B B2C
White papers ‘ 1 Discounts
Webinars ‘ 1 Promotions
Research reports ‘ 1 Offers

1 ROLE OF EMAILS IN B2B AND B2C MARKETING

Role Of Email In B2B Role Of Email In B2C

Lead generation Direct sales

Developing contacts Newsletters and information
Lead nurturing Promations
Sales followup Education of customers or affiliates
Thought leadership Upcoming renewals
Education Upselling product oservice

Notice of renewals Crossselling additional products

= =4 =4 =4 =4 -4 -4 =4
= -4 -4 A -—a -8 - -2

Provision of feedback Loyalty and rewards

1 SUBSCRIBER OPT IN AND OPT-OUT
MECHANISM

Subscribers from website promotions can be presented w PR I VACY

POLICY

clear optin mechanism. It is important thahe users are
aware of any action or transaction that subscribes them w a
list.It is essential to provide terms of service for subscribing, privacy policy, and how the emails

would be used.

In terms of offline,Show proof of opin when collecting emaihddresses at trade shows and stores,
through networking, etcTaking prior consent from offline subscribers or give them laarc

notification of the purpose is also essential.

Companies must ensure that theymply with anti-spam and privacy lawswhen solciting email

addresses.

In terms of Opiout, here are various ways that subsaribean opt out obur email lists.Emailing
pemle who have not subscribed tmr emails and then providing a means to opt out is not the
recommended way to start your emask.;Also, adding people to the email list withhcan express

consent may landsin trouble.
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1 TYPES OF OPT-IN

Single
In single optin mechanism, | =2
we can provide an offer to Discover the Secrets fo Achieving
: . Seven Levels of Network
eople in exchange for thei 5
beop J | Marketing Success
name and emall *ESKIP** Manths of Coafusion sad Misdirection,

and Inplement Thix Actzon Plan to Gain Tractson Fast!

address.These details al : . s
& Save Time by Focusing on Activities that Get Results

addedto our list, and the & End Warm Market Frustration with Proven

. . . ank: o L .
subscribers get their offer ir Attraction Marketing Methods
& ~FREE~ for a Limited Time Only! (a $49 Value)

return. They also get acces:

to our content. v

(= Your knformation iz NEVER shared for ANY reazon,

B -

|

125| Page



Explicit

In explicit optin mechanism,
additional content is provided tc Do you accept our Terms of Service?

subscribers.This is usually don|

by asking subscribers to click { Yes, | want to receive updates via email.
checkbox to confirm thahey are

open to receiving updates vii
email. This is a clear, express, an
explicit  optin consent.The

checkbox needs to be unchecke

by default.It is one of the cleares

means of acquiring subscriber.

requires the
checkbox to be

I Express Consent
o unchecked by

default.
Single + Welcome
This type of optin includesa
customized message with whe . : .
J Li@dUCOtIOﬂ.COrH Follow l)S‘llﬁ:ﬁg‘

to expect in future emails anc

when to expect them. The Hello matts3,

welcome email provides a greg tnank you for joining £ducation com! Ready to explore? As a member, you can:
Opportunlty to engage eaCh ney 1. Download your free printable workbook
. . Get unlimited workbooks, worksheets and activities with PLUS
subscriber. It also serves as | 3 O (e mer B
good way to begin earning the 4 Glveyoureary readers boost with our "Raise an Early Reader” center
Your Education.com member name is matt53.

trust of subscribers while setting

. . . We love getting feedback from members so if you ever have a comment, idea, or
proaCtlve eXpeCtatlonS. It is suggestion, please drop us a line at webmaster@education.com .

similar to basic single oph. We're so glad you're here!

Less effort can equal les{ ol ta / s

engagement and more risk s

opt-out or being marked as spaive still run the risk of sending the welcome emails to invalid

addressg, which can negatively impaetr future delerability.
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Double

In  double opitin, subscribers
receive an email with a link in it.
Until they click that link, they do
not receive any additional
communication or information.
This helps in validating and

verifying that this is a legitimate

N Mema

email addess. Once the user clicks on that link, you know you have a valid email address. Now the

user has also taken two specific actions. Confirmed doubla ahails have higher click rates than

other emails. Because of the extra step involved, you may rdeswaubscribers. However, it leads

to better deliverability, better click through rate, and more successful campaigns217xdsgher

click rates than regular welcome emails

1 OTHER OPTIONS TO BUILD SUBSCRIBER LIST
- In this method, wean combine effost with another company for shared product or information

ard share the lists. This helps tocreate research reports for subscriptions.

- The companies in partnership can send information to subscribers from both their lists.

- Wewill gain new subscribersdm the partnering company and vice versa.

- It enableausto use the credibily of another company and grawr lists.

- We can develop partnerships within theindustry or find crossover products thatlox¥ us to

access a new group ofsubscribers.

- Howeve, Partnering with third parties is not recommended When wesee a checkbox that

says AWould vyou

i ke to recergs@ospeomenaitef f brns

address will be given to another company.This company can therpsamdtions to you and

pass on your email address to yet another company. This means that the subscribers are going to

receive emails from unknown vendors.

Sign me up for

Daily Strip

Most Popular

Scott's Newsletter

Speciai Offers from Dilbert.com and 3ra part_y_ partners

By checking the box you agree 1o the Dilbert.com Terms Of Use and Privacy
Policy. You also agree 1o receive account updates via email.

- Building associations and partnershipgs a faster method to build a list. We receive credibility

by the association and get quick results and deliverability. This type of association is compliant

with antispam laws. We need to work with a reputed company. On the downside, you may
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