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Digital and Social Media Trends

¢ Truly cohesive user
experience

e Social consumer

advocacy

Topics
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*Steady decline in reach
using Facebook

* Leveraging crowds of
human beings

*MOOCs (Massive Open

Online Courses)

oFiltering mechanism
*Google+ and SEO

Response Web
Design (RWD)
and Social
Engagement

Increased
Difficulty to
Reach Eyeball

Crowdsourcing

SmartWatch

Growing
J J ﬂ?ﬁ]'f.% \/\ = Importance of
Niche Social

Media

The Internet of

Things (10T)
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Opening Story: The Revolution Review of Key
Bought by Apple and Google Traditional Marketing Models
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Similar Methodologies for both Online and Hierarchy of Effects
Offline Marketing Strategies
Buvi [ Loyalty ]
ying
Decision [ Action ]
Process
[ Conviction/Trial ]
[ Interest ]
Diffusion Hierarchy [ Knowledge ]
Process of Effects [ ]
Awareness

Buying Decision Process
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Diffusion Process

Accept Success

-

Organization Influencer (X number of people)

\
Reject Failure

Diffusion of Information
and Communication
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Buying Decision Process
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Nowadays’ 3 Core eMarketing

and eBranding Techniques

Search
Engine

Marketing
(SEM)

Search

Engine

Optimization
(SEO)

Social Media
Optimization (SMO)

BB RIS R

Search Engine
Optimization (SEO)




Planning for Maximum Traffic

=
Branding Search Search @il
decisions Engine Engine Affiliate ey
(e.g. domain Marketing Optimization networks eEisin
name) (SEM) (SEO) 9
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Improving Search Engine Placement

Identify the appropriate
keywords where customers will
use to search your products;
Meta-tags to flag important
concepts and keywords

Indexing at major search
CHEILES

Structure of web site content Genuine external links can
can impact traffic and search generate traffic
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Search Engine Optimization

The power of landing “Above the Fold”

Search Engine Optimization

Improving search engine placement ‘

2 Major Components of SEO

* Website * Website
Content Programming
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Six Key Issues Related to Rank Drop

Changing the
content of
established pages

The links to your
website change

Nothing has been Has virtually

done to upset its disappeared from
content or structure Google’s SERPs

Site’s position
begins to fluctuate Server problems,
wildly, disappearing, uptime and 404s
appearing and (page not found)
dropping
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Further Important SEO Strategies - 1

2 Major Obstacles for Effective SEO

Avoid those mistakes such as URL being too long, graph instead of
text, too focus in flash and javascript, dynamic content, etc.

On your webpage put keywords at appropriate locations: Title Tag,
META description tag, Headline tags, Body copy

Register in website classified-directory

Optimizing o
Apply Keyword in URL for Various ]%I?t{/rgr!lzér&%
Keyword density and font format SeafrCh Keywords
Y Y Engines

Avoid duplicating pages on your website

“Inbound links” and “anchor text” tell search engines about the
importance level of your webpage
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Further Important SEO Strategies - 2

Search engine’s point of view (SEPOV): different keywords in “anchor text”,
“alt text”, smooth increment of “inbound links”, link to “white list” instead
of “link farms” or “web rings”, rare use of “mutual cross-linkage”

Alert of “link dilution”, “run-of-the-site inbound links”, “uniqueness of

inbound links”, “deep links”, "No Follow tag” Searc h En g | ne Mar ket| n g
Outbound linking strategy (SEM)

“Inbound links” from suppliers, business partners, professional
associations, employee’s blogs

Use Social Media such as Blog, Facebook and Twitter

Enhance traffic through columns, press releases and testimonial articles
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Search Marketing

Search Engine Marketing - Baidu

- AdWords

Online Marketing Campaigns

» Successful campaigns require application
of the three R’s of advertising
—Reach
— Relevance
—Return on investment (ROI)

» Search Marketing in particular, has given
advertisers new possibilities in these three

AdWords Ads Fundamentals

» Three main components of a Google

AdWords ad

— Headline: this is the top line and has a 25-
character limit. Usually, it's a quick glimpse at
the advertiser’s offerings

— Description: follows the headline comprised of
two lines of text, each with a maximum limit of
35 characters

— Display URL: appears at the end of the ad

areas identifying which site the user will visit via
clicking an ad

Search Engine Marketing - Google

BB SRS R ER BB BRI R ER

Managing AdWords Campaigns
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Types of Campaign Campaign Settings

» Campaign types are centered around Saratar Sl
Google’s advertising networks Name End Date Budget
— Google Search Network

— Google Display Network

Devices .
» Can choose from the following campaign I__I_g? g:t?rg]]e #a?rc?ettli?ln
. browsers
typeS target'ng these networks - Tablets with full browsers g 9 g g
— “Search Network only”
Mt ” Ad E: i
— “Display Network only Ad ey ensions
— “Search Network with Display Select” (a Scheduling g seser:
combination of both networks)

Ad Group

e An ad group contains one or more ads and a set of
related keywords
— Work best when keywords and ad text focus on a single
product or theme
— e.g. one ad group might include keywords and ad text for
coffee products (like “whole bean coffee”), another ad
group might contain keywords and ad text for tea products
¢ Another important component of the ad group (in a
keyword-targeted campaign) is maximum cost-per-
click (Max CPC)
— Maximum amount an advertiser is willing to spend each
time a user clicks the ad

— An advertiser can choose one CPC for the entire ad group
or select different CPCs for individual keywords
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Interest Targeting

Topics Targeting
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Creating a Site-Targeted Campaign

» Select demographics of the target audience include

gender, age

» List URLs of sites where would like to advertise (or
that are similar to those on which like to advertise) Su CCeSSfU l Keywo I'd -
— Can enter domains (like baseball-fever.com) or specific Targ eted Adver“ S| N g

site sections (like baseball-fever.com/calendar)
e Target audience with interest that match the ads,
e.g. Baby & Children’s Products

» Select topics like Travel, and subcategories like Air
Travel and Bus & Rail

RS SR B BHEE SR B
Parental status targeting is not available in your selected location: Hong Kong.
AdWords Ad Formats
¢ Text ads: the most common AdWords format, Text ads might
Demographics Targeting look different on the Display Network.

¢ Image ads: Static or interactive graphics. Animated ads in .gif
and Flash format can be used.

¢ Video ads: Video ads that show online. Run standalone video
ads or insert them in streaming video content.

Site Targeting « WAP mobile: Create text or image ads for WAP mobile

devices.

¢ Call-only ads: These ads will only appear on devices that
can make phone calls, and any field in these ads can be
hidden to fit on smaller screens.

e App promotion ads: Drive app downloads and engagement
with app promotion ads.
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The AdWords Auction

» AdWords runs an auction to help decide which ads
to show using two basic ideas behind the auction

— Cost: Google considers each advertiser's maximum CPC
bid (Max CPC) for the keyword entered

— Relevance: which ads match a user’s search query as
closely as possible
» Google measures relevance through Quality Score,
a numeric rating of the keyword'’s and related ad’s
quality that assign a minimum CPC bid for each
keyword

» High Quality Scores drive down ad cost!
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Intro to Quality Score

A keyword’s
click-through
rate (CTR)

-

User
experience on

the landing ‘ Quality . Ad text

page or site Score relevance
associated
with an ad
R
Overall
historical
keyword
performance
with Google
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Successful Keyword-Targeted
Advertising

» Choose relevant keywords

» Define keyword-matching types
* Write compelling ad text

» Select landing pages

» How keyword status, minimum cost-per-
click (CPC) bid, and click-through rate
(CTR) affect Quality Score

* Boost Quality Score through optimization
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Quality Score Optimization

Adding a few
new keywords

Choosing
relevant
destination
URLs

Reorganizing
ad groups

Quality
Score
Optimization

Adjusting
keyword
matching
types

Rewriting ads

The Google AdWords Keyword Tool
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K d-Match T Optimize Ads to Boost Performance
eywora-Match Types and Quality Score
¢ Use two- to three-word keyword phrases
(" N\ ) ¢ Use keyword matching options
Broad Phrase * Make sure keywords related to the product
Match Match ¢ Use keyword variations (such as synonyms or alternate
spellings)
\ 4\ < ¢ Create similar keyword groupings, or themes, in each ad
é \( h group, and ads that focus on that group
Exact Negative ¢ Write clear, compelling ad text
Match Match * Include keywords in the ad text and title
Y I ) ¢ Include a call to action in thg ad text.
e Send users to the best possible landing page
e “Split Testing”: test multiple ads per ad group
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Writing Successful Ad Text

< Highlight the differentiating characteristics of an
advertiser's product or service

¢ Include keywords in the ad title
¢ Include prices and promotions
¢ Incl Il ion, generally ar ion ver h
o o et ey 18 v, Keyword Ad Examples
* Avoid using a company name or website domain in the
ad text, unless advertising for an established company
with a compelling brand
¢ Capitalize the words in the display URL, e.g.
WarmPuppies.com
¢ Choose a destination URL that points the visitor to a
landing page relevant to the keyword entered
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Enhance Information Processing
Motivation
Ability Opportunity

Themes and Appeals
Unique Selling
Proposition Credible Informative
(USP)
Competent Exaggerated Persuasive
Further Strategies for SOCiaI Media Opt|m|zat|0n
Designing Your Targeted Ad (SMO)
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Exploring Social Network

Traditional Social Media Understanding Social Network
E-mail
Early More
chatrooms  Basic Social  wesenger
Media Tools
Newsgroups
The value of a complete network rises rapidly, but not every link shares the same value
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Nowadays’ Social Media

Social Network Diffusion
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The Central Connector
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Facebook
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I ® The Boundary Spanner
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2 Major Types of Social Network

Niche
Social Social
Networks Networks

Important Facts about Facebook
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Personal and
business purposes

A “must” platform for
most people

Quality of contact vs.
quantity of contact

Need both reach and
frequency ‘

Timing and content of
response

Doing promotion is
effective there?

“Facebook
Depression” —learn
how to take control of
your social life rather
than allowing social
media to control you

Using Facebook in
China
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Linkedin
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Applications of Blogs

Creative expression Journalistic endeavors

Blogging can be an effective tool for marketers

Gathering info
on how
consumers view

their brands

Improving
overall
credibility

Customer
service

Campaign
support

Increasing traffic
to primary site
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Pinterest
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Investigating Blogs
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Blogging as a Marketing Strategy




“NO TEARS” Model for Selecting Which Areas Can Be Measured and Which
The Right Bloggers Items should Be Measured?

Website
Effectiveness
and
A\ Performance /

Blogger and Blogger and
Audience Brand Match
Match up up

Blogger
Credibility
Email and

Direct
Marketing

Actually
Close to
Anything
Online Can
Be Measured

Working
Ease/Difficulty
Factor

Blogger Cost
Attractiveness Considerations

Search
Engine
Optimization
(SEO)

Social Media

Search
Engine

Marketing
(SEM)

Saturation

Factor Trouble Factor
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Site Tracking and Analytics Tools

Analytics: Evaluating
Performance of

e-Mar ketl n g Strateg I eS sf?gﬁ‘r?g?t:sg:z?\fa?lr;il(;f:::z_lp But Google Analytics is the
and Campaigns 5. Webtrends, Omiiture. mostpoplr
Why Do We Need Measurements on What Analytics Programs are
Digital Marketing Strategy? Used the Most

Other

Visistat

CoreMetrics

Click Tracks 12 Months Ago

H Now

Omniture

Web Trends

Google Analytics

[ 10 20 30 40 50 60
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Examples of Online Measurement Web-Chain Analysis
(Evaluating Customer Contact)
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Examples of Social Media Measurement

Customer
Sentiment a

= O © ‘ ‘
\ o
. i
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Funnel Analysis

Online Measurement
Frameworks
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Engagement Food Chain

\ Recommended
\ Purchased
\ Interacted

\| Clicked
C&qrmented
Re\eated

YO N N N Y Y
——J JC _JC JU JC JU JU JCU

Avg Position

*Source: Social Media Metrics by Jim Sterne (2010)

B E RIS R A B E RIS R A

Community and Customer Insight

o Access frequency, content diversity,
contributor edits, emailed articles

e Access frequency, access duration, referrals,
churn rate, opt-out rate

¢ Database completeness, user update
frequency, email bounces

¢ Sales revenue, active vendors, customer LTV
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Social Media Performance Scorecard
Consumer self-education Higher conversion rate for blog visitors
ay 3 14
Myt h . Does LI ke Rea I Iy Greater visibility in search results Increased traffic from search to blog
M ean So met h i ng i 1] Fa ce boo k an d Ot h er Lower the cost of public relations Generate the same level of awareness as
PR
Socia I N etwo rks ? Reach an enthusiast community Lower cost communication tool
Address criticisms on other blogs / news Measure the slow down of bad news
stories spreading
More responsive to consumer concerns Track customer satisfaction and
retention
Improve employee innovation and Track employee satisfaction and
productivity retention
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: : . : Digital Involvement Cycle Framework
Measuring Community Diffusion g y
Number of Reach Awareness
4 3
Lifespan of Effectiveness
Interest
Involvement
‘Commitment
Diffusion Depth
Diffusion Spged Loyalty
Advocacy
Champion
) Time *Source: Digital Marketing by Ira Kaufman and Chris Horton (2014)
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Digital Engagement Model

A\

Advocacy and Champion ] 7

Integrated Digital Marketing | Loyalty )
(IDM) Action

b

[ Involvement and Engagement

[ Interest & Attitude ] -
[ Awareness & Knowledge ] _
\
ﬁﬁggﬁﬁmﬁmfﬁ Source: Digital Marketing Strategy by Baniel Cheun ﬁﬁmgmfﬁ
Traditional Offline Measurement Model Application Example of IDM

Information Sharing
and Noises Creating

Loyalty (Youtube, Pinterest)

Action

Popularity Raising and Community

—J—J . __J

Conviction/Trial Sales Leads Networking and Peers
Generating Influencing
Interest (SEO & SEM) ) (Facebook, Instagram)
Knowledge
. . Opinion Following
Experience Sharing and Authority
Awareness and WOM Spreading Establishing
(Blogging) (Twitter)
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Setting Key Performance Indicators

Awareness and Knowledge, Interest & Attitude, Involvement and
Engagement, +ve/-ve WOM, Action, Loyalty, Advocacy and Champion

Impressions, likes, comments, shares, clicks, sales leads, access duration
Effective engagement = (no. of like + comment + share) / no. of post
Diffusion depth and speed, lifespan of effectiveness

Level/amount of interaction, customer sentiment

Sales, profit, market share, ROI
Brand awareness, customer perception, customer satisfaction, churn rate
Employee productivity, cost reduction, stakeholders relationship
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