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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

Talk to costumers - Broadcast Talk with the costumers – Social

Branding is the goal Brand’s value is determined by the 
costumers

Demographics Behaviors and interests

Mass communication Interactive communication

Content generate by the company Content generated by everybody

Expert recommendations User recommendation

Top to bottom strategy Strategic relationship with costumers

CPM ROI

New Marketing?



 Just in time

 Perception of time

 Perception of space

 The Millenniums

Trends



“Just in Time”



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 – Unique 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 



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



Facilitate Resending

“Get your private, free email at http://www.hotmail.com”



Exploit Motivations



Using Existing Communities



Using Humor



“Sum of all comments about a 

product or entity in a given 

moment”
Source: The Anatomy of Buzz, Emanuel Rosen

Buzz



 Clients can’t deal with all 
advertising 

 Clients don’t trust advertising

 Clients are linked

Starting Point



Wonderbra



Blair Witch Project



Sony Ericsson



 SMS

 MMS

 Bluetooth

 Positioning services

 Video Calling

 QR Codes

 Apps

 Augmented reality

Mobile Marketing



QR Code



Apps



Augmented Reality



Search Engine Marketing



 Making your website attractive to Spiders

 Meta-tags

 Homepage text

 Size of text

 Webpage title

 Links pointing to your website

 Avoid missing links

 User friendly

Search Engine Optimization



Buying Words



 Ad text (AIDA)

 Daily budget

 Click cost

 Segmentation

 Key words (positive and negative)

 Channels

 Landing page

 Analyze and restart

Adwords Tips



Google Adwords



Social Networks: 
Opportunities and Threats



The New WEB

Web 1.0
 I publish you read

 I supply

 Production Age

 Webpage, site

 Web Server

 Taxonomy

 Information Society

Web 2.0
 We publish we read

 We share

 Collaboration Age

 Wiki, blog, CMS, LMS

 Peer-to-Peer

 Folksonomy

 Knowledge Society



 The consumer has an active role on the creation of the 
product

The Prosumer



New Virtual Worlds



Gamification



Social Media



Using Twitter 

 Microblogging

 Quick answers

 Finding a job

 Updated news

 Follow events

 Scream

 Get opinions

 Make notes

 Evaluate

 Knowledge update

 Understand impact

 Play games

 Create movements

 Distribute content

 Announcements

 Promotion

 Create a brand

 Share learning



Hootsuite



Hootsuite



The Power of Social Networks



vs



Facebook Add



Public Relations 2.0



In a Facebook group somebody makes a comment explaining how 
a medicine from your company made a severe allergic reaction. 
Other negative comments follow the next days about the same 
subject, some of them by company employees.

 What do you do?

Case Study



 Twitter

 RSS

 Google Alerts

 Facebook

 Blogs

 Linkedin

 YouTube

 Social Mention

ORM – Online Reputation Management



 Higher cost

 Lower cost

ORM Software



“Never put something on the 

Web that you don’t want your 

boss or your mother to see”

My Golden Rule



SMR – Social Media Release



 Blog-post-to-comment ratio

 RSS subscriptions

 Twitter retweets

 Shared videos

 Sentiment analysis

Social Media Metrics



Crowdsourcing



Crowdsourcing & Crowdfunding



 Semantic Web

 3D Multimedia

 Artificial intelligence

 GeoWeb

 Gamification

 Total mobility

 Body interfaces

Trends: Web 3.0



Evaluation of Digital 
Marketing Campaigns



Web Traffic Analysis



 CPM – Cost per Thousand Impressions

 CPM=(Total Cost / Impressions) x 1000

 Click-Through Rate (CTR)

 CTR= (Clicks / Impressions) x 100

Traffic Metrics



 Conversion Rate

 Conversion Rate = Orders / Visitors

 Cost Per Click (CPC)

 CPC = Advertising costs / Clicks

 Cost Per Order (CPO)

 CPO = Advertising costs / Orders

Effectiveness Metrics



 How many emails will be sent, considering that you have budget 
of 10.000 Euros and each mail sent has a cost of 0.10Euros?

 Find the CTR, the Conversion Rate, the CPC and the CPO 
considering that:

 1 in each 20 people that receive the email will click on the web 
address;

 1 in each 150 people that receive the email will register to the 
congress.

Congress Promotion



 What questions you have?

 What applications can you see?

 What are the challenges?

 What are the opportunities?

Final Debrief



Mulțumesc!!!


