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*Impact of digital marketing on organizations

*New ways to communicate

*Search Engine Marketing 

*Social Networks opportunities and threats

*Evaluation of digital marketing campaigns

Program



The Impact of Digital 
Marketing on Organizations



*Product

*Placement

*Promotion

*Price

Impact on the Marketing Mix



Old Marketing Social Marketing

Talkto costumers -Broadcast Talk withthe costumers ɀSocial

Branding is the goal "ÒÁÎÄȭÓ ÖÁÌÕÅ ÉÓ ÄÅÔÅÒÍÉÎÅÄby the 
costumers

Demographics Behaviors and interests

Mass communication Interactive communication

Contentgenerate by the company Content generatedby everybody

Expert recommendations Userrecommendation

Top to bottom strategy Strategic relationship with costumers

CPM ROI

New Marketing?



*Just in time

*Perception of time

*Perception of space

*The Millenniums

Trends



ȰJustÉÎ 4ÉÍÅȱ



Time



Space



*Baby boomers

*X

*Y 

*Millenniums

The Millenniums



*Shall not do Spam

*Shall not copy database

*Shall not sell your database

*Shall not send messages without permission

*Shall not send irrelevant messages

*Shall not detour from opt-in

*Shall not go beyond the legal framework

Commandments



New Ways to Communicate 

with the Market



*Internet

*Intranet

*Extranet

*Mobile devices

New Channels of Communication



*USP ɀUnique Selling Proposition

*Logo

*Mission

*Memorable Domain

*Clear writing

*Light and pleasant design

*Using photos and videos

*Endorsements

The Website



Interactive Communication

liveperson demo/liveperson demo.html
liveperson demo/liveperson demo.html


Internal Marketing



The Zapping Consumer



Interruption vs Permission

Interruption 
Marketing

Permission Marketing

Traditional Marketing 
Massive

Customized Marketing

Without client agreement With client agreement 

TV, Banners, Press, 
Mailings, etc.

Internet, voice services 
and mobile data



0,65% 2%

18%

Banners Direct Marketing Permission

Marketing

Response Rate

Permission Marketing

Source: Forrester Research



*Location based

*Website based

*Search based

*Interests based

*History based

Targeted Advertising



E-mail Marketing 



*Set goals

*Register users (opt-in)

*Division in segments of the database

*Writing and design of the e-mail

*Sending

*Real time follow up

*Results analysis

Steps of e-Mailing



Podcasting and Vodcasting



Impact of Communities



*Corporate information

*Helping costumers 

*Sharing knowledge

*Public Relations

*Crisis management

*CSR

*Etc.

Using Video



*Fold a A4 paper in half on the longer side

*On the top fold the paper in 2 triangles towards the center

*Fold it back

*Turn back and fold over 2 new triangles on the top

*Fold it in half from the longer side

*Make a small turn in order to be able to grab

*Open it again and fold symmetrically the parts not fold

*Final touch make two cuts to make the flaps

Lets Build a Paper Plane



Now my Way J



Will it Blend?



Viral Marketing

*Asking or motivating 

people to resend a 

message to others, 

creating an exponential 

growth of visibility and 

influence



*Create a consumer-consumer environment

*Facilitate resending

*Exploit Motivations

*Using existing communities

*Using humor

Success Factors 



A Consumer-Consumer Environment


