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1. Today’s reality on Marketing

2. Know your Customer Better

3. Prepare your Strategy

Contents 4, Take Actions!

5. Keep the + Evaluate the -

Today’s reality on
Marketing

day’ li
Today’s Reality =
D'I’YM"OCAL_OH CARPENTER
7 oum EVER ASK
SHOULD T Have
Video will make up 82% of all internet traffic in 2021, according to
forecasts released by Cisco (Figure 1)

VIDEOf OF WEB
0% TRAFFIC Thase are iy Rk, St you o 0 work ity

: want 10 build but simply having the tools isn't going 1o get
8Y 2020 :wmvww\ouunrouwmmw 10 grow

First electronic

First email site launched

marketing
blast sent Google Search
launched
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Resources
Money
Taxes,
Services,
money
Manutacturer
markets

Waney

Goads and services e
S b S

88.1

MILLION
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3 Services,
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What is Marketing?

“The art and science of choosing target
markets and getting, keeping, and growing

customers through creating, delivering, and
communicating superior customer value”

-Kotler & Keller-

Taxes

Services

Area of Comparison

(a) Interactivity
(b) Engagement
(c) Agility

(d) Conversions

(&) Personalization

(f) Brand imagery

(g) Social involvement

Industry
2 collection of sellers)

Communscation

Money

A

Goods/services

Traditional Marketing

Customer has no choice in
receiving messages of his interest

Difficult to rack results and impact
of marketing

Delivery though physical channels
takes larger fulfillment time

Closer to product awareness and
interest stages

Mass marketing techniques with
low personal touch

Difficult to build brand imagery
because of platform | i

Modern Marketing

All channels have certain
interactivity

Focus is on customer satisfaction
and building a relationship
Efficiency in terms of ‘agility of
service” Is much higher

Activities targeted to more towards
‘end of the funnel’ relating them
with consumption

High potential to customize
offerings for each customer

With rich media/video gaining

Not able to involve social

integration features

F strong imagery is
possible
Ability to socialize and build trust
by leveraging social networks

326.3

The Answer isYes!

INTERNET L

31% 26%

24% 20%
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The Digital Marketing

(a) Intent-based marketing

(b) Brand marketing

(¢c) Content marketing

(d) Community-based
marketing

(e) Partner marketing

{f) Communication channel
marketing

(g) Platform-based
marketing

tal Marketing Type Explanation

Marketing through messages placed in conjunction with
information obtained on search engine queries

Utilizing advertising across websites and digital media formats for
marketing

Using story-based elements to share marketing messages in a
targeted fashion

Utilizing social communities, networks, and platforms to conduct
marketing

Includes involvement of affiliates, third party sites for marketing;
also includes sponsorship and PR activities

Involves marketing on all communication lead platforms; this is a
more recent and upcoming digital marketing area

Using new platforms and digitized traditional platforms 10
integrate marketing in the device and medium itself

The Digital Business

[pusmessmopers|| expiwanon | kevvpes || exampies  |[FuLAvent Tvee|
s Foes from Online websnau
revenue models in exchange for CPA, CPM, CPC Yahoo mm
advertisaments and apps
88 om Portal subscription, s Web portals, info-

subscription, service
subscription

waebsites; pramium
services sites

E-commerce sites;
product websites,
mobile sites
and, apps

Pay-per content

Fees {commissions)
for enabling or

executing a
transaction or for
business referals

Pull-through revenue

from leads g
through social media
sits and interest
blogs

Know your Customer
Better
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Supply- Demand Nature

BUY SIDE SELL SIDE

-

Generation Alpha
*kearly 2010s — mid-2020s

Generation Z
*k 1997-2012

Millennials
*k1981-96

eneration X
5-80

The need for development,
creativity, growth

The need for self-esteem,
power, control, recognition

The need for love,
belonging, inclusion

. The need for safety,
shelter, stability

. The need for air,
food, water, health
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Know your
Customer’s Journey

ATTRACT CONVERT CLOSE
»

customer journey

name

PROFIT

Proposition
Pepnon, Brord,

Mbce, Vacr
Febamn Fia
Focie

S~ f/«\

Presence

FIGURE 4.3 The 3Ps Proposition, presence, and process.
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Prepare your Strategy

Digital Marketing Strategy

Digital
Marketing
Framework

Communication and
Channel Mix Phase
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8 Ps of the Marketing

8 Ps
of the
Marketing
Mix

Source: https://heidi

h

Mix Defined

Product includes use, design,
packaging, quality, features,
colors & size options.

Price depends on packaging
(including sizes), discounts,
timing, location, shipping & other
offer-related elements.

Place inciudes retail, digital,
phone, chat, fax & multi-channel
options.

Promotion consists of content,
communications & messaging to
persuade audience to buy.
People includes everyone your
business touches.

Principle means your business
must stand for something more
than making a profit.

Process focuses on technologies
to improve customer experience.
Performance means measurable
results aligned with financial &
strategic objectives.

(a) Stage DSI (Digital Scoping): Th
have all on

ave o presence

r of th
they do not intend u

Stage DS2 (Dig

ir-ps-of-mark g

nels (like na

Stage DS6 (Digital

ich a

Figure 6.5 Core Elements of Digital Media Planning

8 | PROGRAM STUDI TEKNIK INFORMATIKA

- UNIVERSITAS PGRI

MADIUN



Seminar Nasional Teknologi Informasi dan Komunikasi-2021 e-1SSN: 2685-5615
“Optimalisasi Digital Marketing Menyongsong Marketing 5.0:Technology For Humanity” p-1SSN: 2715-5315

Channel Mix

Dynamic
(Real Time)

Engagement Orlented

[ nesscs Oraststian Il |
e oo |

Figure 6.10 Digital Channels Communication Mix Matrix

Take Actions!

Tips for Digital Marketing
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Content Marketing

Standard Display Ad Rich Media Ad

u

Can Include Video,
High Interactivity,
Expansion and More

Figure 8.13 Differences between Creative Ad Types

Influencer/Endorser

Buzzer

NFLUENCER!

-
. Abws-shun vang sewilib nims
. yaug [ias dam istac Salskaeg
Yo ioan
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Viral Marketing

Emotional Marketing

o [Teima kasih sepanjang-panjangnya

SOCIAL MEDIA PLATIORMS

SOCIAL MEDIA ADVERTISING AUDIENCES

THE TOTAL ADDRESSABLE Af

(MO mn ACTIVE RED MEMBERS)

DVERTISING 1/ 3 G ) DVERTIS m % G o [ERTISING
I'-( INTHLY ACT [{ S -: { ',

130.0 62.00 6.43 3.80 12.00

MILLION MILLION MILLION MILLION MILLION
FEMALE MALE FEMALE MALE FEMALE MALE FEMALE MALE
87 8.9 41 59%

MALE
49 51 35 65

FEMALE

44% 56

o

r r we
* Hootsuite are. .
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Keep the + Evaluate the -

Evaluate
Your
Action

Terminology for key website volume measures

Measure Measure Definition

1 How many?
‘audience reach’

Unique users A unique and valid identifier [for a site visitor]
Sites may use (j) IP + User - Agent, (i) cookie
and/or (i) registration 1D

How often?
‘frequency metric

A series of 0ne Of MO PAgE IMPrESSIONS.
served 1o one user, which ends when there is a
gap of 30 minutes or more between suCcessive
page iImpressions for that user

A file, or combination of files, sent 10 & vaid user
s a result of that user’s request being received
by the sarver

How busy?
‘volurme matric

Page impression

What sea? Ad impressions A file or a combination of files sent 10 a valid user
as an indwvidual advertisement as a result of that
user's request being received by the server

An ad impression clicked on by a valid user

5 What do? Ad clicks

Source: ABCa (www.abos. org.ub)

Pertornance
managemant
systems

Lifetime
vaiue models

|(reach, characterstics,

[ Audience data

campaign
data

-
Referrer or “ Ste or
|

Custormer
cickstream | | response and

data profle data
I

Sales
transactions
Oegacy)

Different types of cata within 8 performance management system
for Internet marketing

LELRERN Marketing Analytics Measurement Framework
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o Dafirarg Measurervart Process ae Targets for Count it Fetum Acoss the Thres
E Dagtad Mecia Ty
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51
‘! E Unicue Visiior Marticn Socid Ipression | Parneeship
2 Vaue Comment Fol Vake | Vb ROt RO
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Articie Vitue
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programs -
Customer Dowrloas o Cuntty | Hashng Pt
é Pu.' e — Vst Quatty | st Acs uary Q50T
a fw Buvh-wrvc[ Coment buy CI ]hn-molmnma Actons G Im-m

12 | PROGRAM STUDI TEKNIK INFORMATIKA - UNIVERSITAS

PGRI

MADIUN



Seminar Nasional Teknologi Informasi dan Komunikasi-2021

“Optimalisasi Digital Marketing Menyongsong Marketing 5.0:Technology For Humanity”

e-1SSN: 2685-5615
p-1SSN: 2715-5315

Digital Marketing Strategy -Individual

Business

Type

Individual

Digital
Marketing
Use-Case

A local
orthopedic
wants to
build his
reputation
online

Phase 1-
Assessment

Ecosys

Analysis
Internal
Ecosystem
Analysis

Digital Presence
Analysis
Objectives
Development &

Review

Assess potential
to develop online
brand

Compare present
standing among
similar doctors
Study visit
pattemns for
doctor websites

Phase 2-
Strategy

Drigical Strategy
Definition
Customer
Development
Strategy (STP2.0)
Digital Marketing
Mix (8Ps)

65 Implementation

Framework

Diefine unique
value creation
elements
Develop OVP
built on repute &
experience

Define brand-
building elements

Phase 3-
Channel &
Communication

Digital Media
Planning
Communication
Program Design
Channel Mix
Development

Develop Content
and Intent based
marketing mix
Plan for blog,
website, SEO,
SEM creation

Phase 4-
Operations

Digital C
Planning
Multi-channel
Campaign Set-up
Campalgn
Execution
Campaign
Monitoring and
Tracking

paign

Developing
content &
marketing material
‘Website/Blog
Launch; marketing
initiated on search

Customer Queries
handled with Chat

= Implementing

* Defining

* Marketing

= Digital Marketing

* Review web visits

* Analyze

* Refine marketing

Phase 5-
Refinement

Web Analytics

Measurement
Framework

Implementation
Rol

Refinement

and marketing

repons
improvement in
service enquiries

and patient visits

tactics regularly

Digital
Marketing
Use-Case

A Digital
Media
manager
wanis (o
setup online
consulting

services

A home-
based
handicraits
developer
wants o
Increase
sales through
online
platforms

Assessment

digital media
consulting
services

Swudy online
consumption
pattern

Map present
vendors with such
service set

Map online buy

propensity
Compare

presence online
Search Marketing
Platforms for
handmade
products

Strategy

* Target profes
commumnit
marketing as key
Create Marketing
Ps with OVP
focus on unique
consulting services
& execul

Create Online
Sales elements mix
Develop set

of high-selling
product lines

with OVP such as
material, location,
history or fashion

Channel &
Communication

* Develop
Content, Intent,
Brand and
Community
based marketing
mix

* Professional
agency to
develop
consulting 8
brand building

content

* Develop brand
story through
blogs/social

* Create online
e-commerce
store

* Use search and
display channels
for sales

Operations

* Execute SEO,
SEM, Marketing
on Professional
Blogs & Consulting
Stories
PR as
communication
tool o target
professional groups

Run campaigns on
fashion sites, blogs
Track & Oprimize
Keywords &
images for brand
impact

* Solicit Product
feedback

Phase 5-
Refinement

* Review
consulting leads
and conversions
from online
investmenis
Analyze Rol for
clients engaged in
services
Refine brand &
offering elements
regularly

Review Rol on
investment in
multiple channels
Gather customer
data for e-mail
connect

Use Product
Feedback as
Testimonials

TERIMA KASIH

Never Ending Learning
ThankYou

XIE-XIE

SALAMAT
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