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Off to digital school

This handout is to accompany the talks by Danny Meadows-Klue in
Zagreb, February 2007. It's a half day Digital Training Academy
that aims to:

 Introduce new knowledge
- Confirm your existing knowledge
- Build your confidence and enthusiasm

If you would like more training then come to the Digital Training
Academy summer school with Danny in Zagreb. Contact details
are available on http://croatia.digitalstrategyconsulting.com/

www.DigitalStrategyConsulting.com
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Today’s Digital Marketing Academy...

- Digital Web Analytics Academy

- Digital Media Planning Academy
- Digital Search Engine Academy

- Digital Creative Academy

- Digital Email Marketing Academy
- Digital Research Academy

- Digital Trends Academy

‘An introduction to techniques you can use
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Almost 40% visit daily
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What can we learn?

- Significant audience
- Growing audience
- Wealthier audience

« Almost 40% visit daily:
A permanent change in behaviour.
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Online Media Planning Academy
Getting started in internet measurement
Digital Training Academy
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Questions

- What should you measure?
- What to count?

- How to count it?

- How to use what you count?
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The solution: start with basics

Frequency
Click-throughs
Reach \/isits Clicks
Impressions

Uniques
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Find the right metrics for your firm
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Tip for your marketing toolbox

d.

Audiences
Digital Strategy’s 5 Ps of website performance...

- People (unique users)

- Pages (impressions)

- Persistence (stickiness / duration of visit)
- Pulling power (repeat visits)

- Passion (intensity of their activity)
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What can we learn?

- Cut the jargon
- Keep it simple

- There are simple metrics we can track every
month

- There are simple ways internet marketing can
be accountable

- We need different metrics to measure different
activities: advertising, emails, banners

’ DIGITAL
TRAINING
ACADEMY

© 2007 Digital Strategy Consulting & Partners. All rights reserved.

Building marketing craft skills

The Search Academy
Get new customers with search keywords
Digital Training Academy
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Getting new customers

Building marketing craft skills

The Search Academy
Get new customers through search
Digital Training Academy

with keywords
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Scuba diving holidays
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Gozo, Seychelles, Maldives, Cayman Islands, Bahamas, Manado, Fenya and East Afica.

Imaginative Traveller - Scuba g

* Worldwide destinations for the
Imaginative Traveller. Book online.
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Scuba diving holidays

Title

Imaginative Traveller - Scuba Diving
Worldwide destinations far the
Imaginative Traveller. Book anline. ...
whntw, Imaginative-traveller. com

URLs
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What can we learn?

- This is the evolution of direct marketing

- It’s how to get new customers

 Find the words your customers use to describe
you

- Invest in a large number of keywords

- Think about the price of a word and the value
of a customer
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|
Making sense of a digital world

Digital Email Marketing Academy
How to build a customer-base through email?
Digital Training Academy
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Questions

- Can you acquire email addresses on your site?

- Can you up-sell and cross-sell through email?
- Can you build a valuable email address list?
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Think about the
“Value Exchange”

- People know their data has a value
- What do they get if they trade it
- What kind of people will respond to the offer

‘Are they the kind of people you want
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- Email is easy to gather

What can we learn?

- Used responsibly it's incredibly valuable
- This is the key to relationship marketing

- Your web advertising and website can create
more value for you at no extra cost

© 2007 Digital Strategy Consulting & Partners. All rights reserved.
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Making sense of a digital world

Digital Marketing Effectiveness Academy
= Rethink the focus of your marketing
Digital Training Academy

CONSULTING

Rethinking the focus of your
marketing...

Media
audiences n 20-25% of all time
P with ‘media’
50 ‘i\ Internet
( ._ 5'..,.-"; audiences
1 3 =5 3/
NS0 //
——"
‘ 1995 2000 2005 2010  Time
' DIGITAL (Years)
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Rethinking the focus of your
marketing...
Media
audiences Your television and print
marketing audiences
Internet
audiences
‘ 1995 2000 2005 2010  Time
' DIGITAL (Years)
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Questions to ask yourself...

- Are more of your customers going online?

- Arethey reducing the time they spend with other
media?

- If you are not communicating to them online are they
seeing messages from competitors?

- Arethey seeing messages from global competitors?

- If you want to be successful on the internet, how long
will it take you to learn? ...so when should you start?

' DIGITAL
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How much attention could you
give to internet marketing?
Your
attention
(time and Your firm?
money)
Your competitors
‘ 2000 2005 2010  Time
' DIGITAL (Years)
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What can we learn?

- Many customers are already here

- Some competitors are already here

- By starting now you get the advantage
- By starting now you get practice
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| Making sense of a digital world

Digital Creative Academy

Get started with simple internet advertising
formats

Digital Training Academy
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Brand advertising

- Can you extend your television campaign
messages to the web?

- Can you use internet as a brand-building tool?
- Can you use simple graphical formats?

' DIGITAL
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Simple formats for branding
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728 X 90

DIGITAL

Tip for your marketing toolbox
Use graphical ads to build brands

© 2007 Digital Strategy

More ideas?

See the reports in your conference packs....
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What can we learn?

- Online builds brands: 100,000 research
projects prove how banners build brands

- Internet can extend the frequency of your
message

- Internet can extend the time of your television
and newspaper campaigns
' DIGITAL
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Creative models that fit with
marketing objectives

- Branding objectives
- Awareness
- Message association
» Ad recall
- Purchase intent

- Response objectives
- Views
- Leads
- Sales

SMART objectives:

' §|I?~%C\‘[i0 Measurable Achievable Relevant Time-bound
TRAINING
ACADEMY

© 2007 Digital Strategy Consulting & Partners. All rights reserved.

www.DigitalStrategyConsulting.com



© Digital Strategy Consulting Ltd 2006

What can we learn?
- Banners are the start

« The internet can mirror everything you do in
classic media

- The potential is in your hands
‘- Only by exploring can you discover
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Making sense of a digital world

Digital Research Academy
Tracking the branding impact with research
Digital Training Academy
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F-150 communications strategy

» Opportunity: Build Upon Leadership — Ford Leads, Others Follow
- Key Idea: “Ford is Setting the Standard — Again”
- Key Message:

“The Only Truck that Earned the Right to be the Next F-150"

- Communications Strategy: Develop and leverage high visibility media
spikes to deliver maximum impact of launch message
' DIGITAL
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F-150 online adverts

THE 2004 FORD F-150

IT'S EARNED THE RIGHT TO BE
CALLED THENEXTF-150.

THE NEXT

THE NEXT
FORD F-150 FORD F-150

EARNED THE RIGHT TO!
BE THE NEXT F-150.

" L oucn
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ACADEMY

@ © 2007 Digital Strategy Consulting & Partners. All rights reserved.

19

www.DigitalStrategyConsulting.com



© Digital Strategy Consulting Ltd 2006

Ford advertising drove
advertising recall

Have you recently seen or heard advertising for...?
(All New 2004 Ford F-150: “Yes - have seen or heard advertising recently”) +32

Point
Increase
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Ford drove EVERY brand image
attribute

Strongly Agree/Agree (net)

Difference Difference
- Good Looking +2205 + Totally Redesigned +12%
- Rugged/Tough +12% - Excellent Handling +12%
- Excellent Payroll Capacity +15% * Fun to Drive +19%
- Dependable +16% ° Excellent Workmanship +19%
. Tried and Tested +6% °* Exceptionally Quiet Interior +13%
. Viewed as a Leader +59% < Excellent Ride +16%
- Excellent Towing Capacity +6% * Good Value +12%
- Lasts Long +14%

' DIGITAL

TRAINING

ACADEMY Y~ ,
e heerlnlge saenle © 2007 Digital Strategy Consulting & Partners. All rights reserved.

20

www.DigitalStrategyConsulting.com



What can we learn?

- Online builds brands
* Online is proven to build brands
- Simple banners build brands
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Making sense of a digital world
—

Digital Marketing Effectiveness Academy
Rethinking the media mix
Digital Training Academy
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How do you change the balance
of your advertising?

 The “2+2=5"
- Smaller media can deliver more value
« Switch 3%-6% of budget?
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The Dove Nutrium bar campaign
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Marketing objectives

« Survey consumers and measure branding response based on
opportunity to see TV, online and print advertising

- Measure key branding variables

« Awareness
- Unaided brand awareness (first mention & total mentions)
- Aided brand awareness (for any Dove beauty bar brands)
- Aided brand awareness (for Dove Nutrium Bar)

- Brand image

- Contains Vitamin E

- Two soaps in one

- Nourishes your skin,

- Keeps your skin healthy
- Is for people like you

Intent to take action
Purchase intent

' DIGITAL *
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The results

Increasing online's share produces dramatic increases in impact
for Dove

But

Instead...

Original
Allocation

Results in an 8% boost in overall branding metrics
And 14% increase in purchase intent

' DIGITAL Same budget, better results

TRAINING
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The truth

Smaller media were under-used a little
Big media were over-used a little

Same budget, better results

' DIGITAL
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IAB research: 10-20%

ﬁ & UNIVEIISAL 2 e
Brands: - I ING ) e |

Home

Dove |McD’s| Total |Kleenex Nexium| g~ | ING | Corp. | F150

Recommended

% Online 15% 13% 11% 10% 10-20% 19% 15% 11% 6%*

Brand
— +80, . _— . . *% *k%k __
Awareness 8%

Brand

- _— 0 0 500, . _ . B
Image +34% | +7% +10-20%

Purchase

intent| ¥14% | -- | +20% | -- |+1-5%)+1491% -- . .

Sales
- - - - - - - - +5%

cross media comparison was inconclusive

' DIGITAL
TRAINING
ACADEMY

‘ Source IAB US and IAB Europe. * Not the optimised level, an interim step ** Ran optimal level so there was no gain from more online spending *** Differing objectives meant

© 2007 Digital Strategy Consulting & Partners. All rights reserve

d.

What can we learn?

- Many research studies: same message
- The “2+2=5": combine media = increase impact

- Internet combines with TV, magazines and
newspapers

- Smaller media can deliver more value
- Switch 2%-5% of budget, but keep total same
- Same budget; better result

' DIGITAL
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Making sense of a digital world

Online Media Planning Academy
Getting more value from niche media space
Digital Training Academy
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How long should you advertise
online?

- One week to support television?
- One month to support outdoor posters?

- Or another way?

' DIGITAL
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Find your audience

- Describe the audience
 Find the website

- Look for the niche

* Target your budget ﬁ:{,‘,;’;? ¥ lastminute.com
- Stay on the site packandh
- Stretch the campaign

- Update the artwork

-‘Six months?

DIGITAL
TRAINING
ACADEMY

What can we learn?

- Invest in the media plan

- Look for niche audiences

- Keep online for longer

« ‘Own the environment’

- Update the artwork

- Get more value from your media plan

' DIGITAL
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Making sense of a digital world

Online Media Planning Academy
Why is daytime ‘primetime’?
Digital Training Academy

CONSULTING

% of Audience

Why daytime is prime time?

80%

70%
60% -
50% -
40% -
30% -
20%

10% - ——UK -—=—ltaly ——Germany —e—France —— Spain(home only)
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' DIGITAL Source: Nielsen/NetRatings
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What is the story for daytime
audiences?

- The internet is an ‘at work’ media channel
« The internet is also ‘at home’

- Different messages could be delivered at
different times of the day

» This uses the internet like radio or television

' DIGITAL
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What can we learn?

« Think about internet as a business to business
marketing channel

- Target internet even more effectively
- Reaching consumers at work

' DIGITAL
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s
| Building strength in digital media sales teams

Digital Management Academy
Getting your team trained to succeed
Digital Training Academy
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