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Chapter

hat iIs Digital Marketing?

Digital marketing is the marketing of products or services
using digital technologies via the internet, social media,
mobile phones, or any other digital medium.
It is also an umbrella term that encompasses different
marketing strategies such as Social Media Marketing,
Search Engine Optimizations, and Email Marketing. www.midocean.ae
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Through the deployment of digital

analytics, the data collected over a
period of time are right at your
fingertips. Each and every user
interaction (touchpoint) with your
business produces its own set of
data, allowing you to segment the
data and understand how each
touchpoint contributes to your
bottom line (sales or conversions).

\_

The top line refers to the sales or the revenues of a company which is @

the total income generated during a particular period. The bottom line
Is the net profit of the company which is after all operating expenses,
depreciation, interest and taxes.

Website Display Ad Email Mobile App Article
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Efficiency in Optimization

The emergence of media buying platforms
has allowed marketers to purchase ad
spaces across various websites and mobile
apps and review live reports within hours.
This allows marketers to review ad
campaign performance and make tweaks on
the fly such as optimizing ad creatives to
Improve audience engagement.

WSQ Digital Marketing Strategy Certification Course.

Descriptions (upto 5) (0

Up to 90% SkillsFuture Funding. Accredited by SkillsFuture Singapore
To improve performance, try editing this descriptio

Rated 4.7/5 On MySkillsFuture. 95.65% more confident in Digital Mar

Complete All 6 Core Modules And Become A WSQ Certified Digital M

Accredited by SkillsFuture Singapore. Up to 90% $SG Funding and St

E- learning videos and lifetime access to courseware. Get access tot

Equinet Academy

www.midocean.ae

Example of your image ad at 300x250

Efficiency in Optimization

Efficiency means doing more
with less (or the same)
financial, physical and human
resources. It's maximizing
output. Effectiveness is the
quality that those resources
deliver.
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Broad and Targeted Reach

With billions of users on social media platforms
like Facebook, YouTube, and LinkedIn, your
reach is primarily limited by your budget. Many
of these social media platforms also allow you to
target your ads to specific audiences e.g. by
demographics, and interests, and behavioral
patterns e.g. retargeting.

Retargeting is a form of marketing that enables
you to show relevant ads to users who have
visited certain pages of your website. For
example, if a user visited an online shop selling
groceries and navigated to a product page
selling apples, the grocery shop could target the
user with ads related to apples after the user
leaves the site and browses other websites,
social media platforms, and mobile apps.

‘)\
\

www.midocean.ae

What is a narrow marketing
strategy?

The idea of narrow
marketing wraps around
catering the promo
message to a particular
niche of customers. The
main benefit of this
approach is that a
company can significantly
eliminate the spending for
serving a campaign by
focusing on smaller
audiences who are more
likely to convert.

What is a broad marketing strategy?
The idea of a broad strategy implies that
the advertising message will be seen by
all people on a particular channel (TV,
radio, webpage, billboard), irrespective
of their targeting characteristics.
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3 Pillars of a Digital Marketing Experience

3 Pillars of Digital Marketing

User Journey Digital Channels Creative and Content
There are 3 Pillars in Digital Marketing.
They are:
» User-Journey
» Digital Channels
» Creative and Content
How they go Where they come What they see

through from



MIDOCIEAI

UNIVERSITYI

The first pillar of digital
marketing is the user journey.

The user journey is a customer’s
encounter and interaction with
your brand across all channels
digital and non-digital which
shape his emotions and
perceptions about your brand.

It typically starts from the
awareness stage and ends at the
purchase or advocacy (loyalty)
stage:

User Journey
From media to the Website

1. Audience

(Media Channels)

www.midocean.ae

3 Pillars of Digital Marketing

2. Website

(Or Mobile Apps)

3. Action

(Conversions)
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A customer typically
Interacts with your creatives
or content on various digital
channels (social media,
search, display ads) and
lands onto your website.

User Journey
From media to the Website

1. Audience 2. Website 3. Action When he browses through

your website or mobile app,
your goal is to encourage
him to take important
actions which are referred

(Media Channels) (Or Mobile Apps) (Conversions)

1.Awareness: The customer is first aware of the brand.
2.Consideration (interest/evaluation): The customer needs to

evaluate his decision and consider other brands. to as conversions, such as
3.Purchase (desire/action): The customer is ready to make a filling in a contact form or
purchase. adding a product to a

4.Advocacy (loyalty): The customer spreads word of mouth and

recommends the brand to his friends shopping cart.
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Facebook Referrl
: PR, Events & Sales

Social

Referral
2. Digital Channels Social

Commerce ﬁ Email

The second pillar of digital marketing are digital marketing Referral
channels.
A marketing channel is a medium organizations use to Search Selective
communicate or deliver messages to consumers. Engine Wholesale
In digital marketing, digital channels are avenues where Bl Marketing
your customers come to know about your business and : SE0 &
what it has to offer. This is where your traffic (users) come Content

from. Online

Examples of digital marketing channels include: Marketing
*Organic Search (e.g. Google) Offline
*Paid Search Advertising

Display Online
*Email Retarget
*Social Media

‘Referral (e.g. Traffic through other websites) Online Advertis
fine Aavertising
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Organic Search

People use search engines for various reasons ranging from research,

shopping, to entertainment, with Google alone handling over 40,000
gueries per second (3.5 billion search queries per day).
The organic search results appear below the paid search ads.

Go gle digital marketing course > LA QL
2 Al &) images 3] videos @ Maps E= News : More Settings Tools
About 1,450,000,000 results (0.64 secon ds)

Ad - www.madschool.edu.sg/socialmedia/marketing ~ 6337 5449
Digital Marketing Course - SkillsFuture Approved
Complete your diploma course in 10 months & start a career in marketing. An Award Winning
Ad School in Singapore, taught only by experienced industry practitioners - Award Winning Ad
School. Highlights: Brochure Available On-Request, Offering Hands-On Training.
¥ 30 Merchant Road, #03-22-24 [Office]. #03-03-06.,21 [Campus] - Hours and services may vary
Organic
Search Ad - online1.gsb.columbia.edu/digitalmktg/course -~
Results Digital Marketing Course - 3-Month Online Certification
Get Certified from Columbia Business School ExecEd without quitting your job. Learn...
\ www.equinetacademy.com > digital-marketing-courses «
wWSQ Digital Marketing Certification Courses Singapore ...
Accredited Digital Marketing Certification Courses with up to 90% SkillsFuture Singapore

Funding. Complimentary Post Training Support Includes Refresher and ...
WSQ Digital Marketing ... - WSQ Content Marketing ... - WSQ Digital Advertising

academy.smu.edu.sg > professional-certificate-digital-m... «

Professional Certificate in Digital Marketing | SMU Academy
Modules in this programme are not available on a standalone basis. SkillsFuture Course Name:
Digital Marketing - Creating & Curating Display Content in your ...

Next Course Starts On: 13 Aug 2020 (Thu) ... Level: Basic
Fee: SGD10272.00™ (as low as SGD1161.60™ __.

www.midocean.ae

In order to rank a website on top
of the organic search engine
results pages (SERPs), marketers
implement a digital marketing
strategy known as search engine
optimization (SEO).

Organic search results are
the unpaid listings that appear
on a search engine results page
(SERP).

Search Engine Results
Page (SERP) The page that a
search engine returns after a
user submits a search query. In
addition to organic search
results, search engine results
pages (SERPs) usually include
paid search and pay-per-click
(PPC) ads.


https://sg.oberlo.com/blog/google-search-statistics#:~:text=But%20how%20many%20is%20that,Internet%20Live%20Stats%2C%202022).
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Paid Search

The paid search ads results appear all the way up at the top of the SERPSs. In
order to advertise your website on the paid search ad results on Google, you will need
to sign up for a Google Ads account and implement a digital marketing strategy

T

vill

known as search engine marketing (SEM).

Google

el

Paid
Search Ads
Results

digital marketing course >

2. Al ] images ] videos Q@ Maps E=) News : More Settings

About 1,450,000,000 results (0.64 seconds)

Ad - www.madschool.edu.sg/socialmedia/marketing ~ 6337 5449
Digital Marketing Course - SkillsFuture Approved
Complete your diploma course in 10 months & start a career in marketing. An Award Winning

Ad School in Singapore, taught only by experienced industry practitioners. Award Winning Ad
School. Highlights: Brochure Available On-Request, Offering Hands-On Training.

¥ 30 Merchant Road, #03-22-24 [Office], #03-03-06,21 [Campus] - Hours and services may vary

Ad - online1.gsb.columbia.edu/digitalmktg/course ~

Digital Marketing Course - 3-Month Online Certification

Get Certified from Columbia Business School ExecEd without quitting your job. Learn...

www._equinetacademy.com > digital-marketing-courses —«

WwWSQ Digital Marketing Certification Courses Singapore ...
Accredited Digital Marketing Certification Courses with up to 90% SkillsFuture Singapore
Funding. Complimentary Post Training Support Includes Refresher and ...

wsSQ Digital Marketing ... - WSQ Content Marketing ... - WSQ Digital Advertising

academy.smu.edu.sg » professional-certificate-digital-m... «

Professional Certificate in Digital Marketing | SMU Academy

Modules in this programme are not available on a standalone basis. SkillsFuture Course Name:

Digital Marketing - Creating & Curating Display Content in your ...

Next Course Starts On: 13 Aug 2020 (Thu) ..
Fee: SGD10272.00" (as low as SGD1161.60™ ...

Level: Basic

www.midocean.ae

Paid search advertising is a
type of digital marketing
strategy that allows
companies to pay search
engines to place their ads
higher on relevant search
engine results pages
(SERPs) with the goal of

driving traffic to their Site.
Pay-per-click — or PPC
advertising
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Sl‘ SINGAPORE POLITICS ASIA WORLD VIDEOS MULTIMEDIA LIFESTYLE FOOD FORUM OPINION BUSINESS SPORT MORE ~

Display

OPINION > ST Editorial Cartoons

The display channel refers to ad Gillan Tets
placements that ap pear On (© PUBLISHED 7 HOURS AGO

webpages when users browse them. 00 - ~=® semrusH
TO h - yo ur ad appear on rCGa;;rt?grl‘(:r's pandemic pivot signals potential changes in supply chains and labour Sky Hokw toP f
rocket Profit
Website p |8.C€ mentS, you can Sta rt (FINANCIAL TIMES) - This week, Ford hit a milestone in the Covid-19 saga. on Goog|e Ads
. . Back in March, the US carmaker had converted part of its (then-idled) assembly line to make 6 Best Wa S
WI th G Oog Ie AdS or a de man d -Si de medical equipment. The move came amid pressure from US President Donald Trump, ( y )

including a tweet saying "GET GOING ON VENTILATORS, FAST!!!!!!"

p I a'tfo rm . But now, after delivering 50,000 ventilators in partnership with groups including 3M, Ford is
halting production. It will focus instead on churning out 100 million masks to blanket the
United States as autumn - and the flu season - approach.

Display Ads

—=N@ semrusH

Display advertising appears on How to Use SEMrush
third-party websites and uses for Keyword

video, image, or text elements
to market products or services.

Research

STVIDEOS &

Food Picks: Enchanting
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Email

There are roughly around 4
billion email users as of 2020 —
Statista. Email is still one of
the most popular mediums
businesses use to
communicate with their
customers today.

Digital marketers implement
digital marketing strategies
also referred to as email
marketing  and marketing
automation to send targeted
and relevant emails to properly
segmented email subscribers.

Email marketing is a form of marketing that
can make the customers on your email list
aware of new products, discounts, and other
services.

Marketing automation is technology that manages
marketing processes and multifunctional campaigns,
across multiple channels, automatically. With
marketing automation, businesses can target
customers with automated messages across email,
web, social, and text.


https://www.statista.com/statistics/255080/number-of-e-mail-users-worldwide/
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Social Media

Social media needs no introduction.
People use it daily to keep up to
date with news or connect to
friends and family across the globe.

Businesses are on social media to
connect to potential customers by
engaging them in a more personal
and authentic way. With the help of
various social media marketing
tools, you will be able to
understand the needs and interests
of your target audience across

What is this social media?
Social media refers to the means of interactions
among people in which they create, share, and/or
various social media platforms. exchangc_a_information and ideas in \(irtual

. : . communities and networks. The Office of
This will_help you better tailor your Communications and Marketing manages the
content t_O better engage your ' main Facebook, Twitter, Instagram, LinkedIn and
target audience. YouTube accounts.
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Referral

Referral traffic acquired are a result of
users clicking on hyperlinks (backlinks) What is
and navigating from one website to
another (the hyperlink target or website). A Referral?
This means traffic coming from other
websites instead of a direct search into
Google.

Referral links are forged through

strategic online partnerships or as a What Is Referral Traffic?

result of earned media. Implementing Referral traffic refers to visitors who arrive at your website
online PR is one of the most effective from sources other than the major search engines. When a
methods to earning brand mentions, visitor clicks a link on a website or social network and is
acquiring backlinks, and generating redirected to another site, tracking software such as Google
brand awareness. Analytics records that visitor as referral traffic. The

originating website is referred to as the “referrer” because it
refers traffic from one website to another.


https://loganix.com/marketing-ideas-for-small-business/
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DIGITAL MARKETING CHANNELS

Various Channels Used

How Do the Different Digital Channels

Impact the Business? Content
Marketing

Influencer

These are just a few examples of digital Marketing
marketing channels, and between what
you decide to use, it is important to
analyze digital marketing analytics reports Ma‘:::t'ing
to understand which digital channels

return the highest investment in order to
allocate the right budgets accordingly.

Online

Digital marketing campaigns also usually Public h::'r’::'t’;':g
involve integrating multiple digital channel felations

strategies (multi-channel) such as search e

engine marketing, content marketing, Marketing Marketing

display advertising, and email marketing.

Digital marketing channels are platforms you can use to reach your
target audiences online.
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Do not confuse this with Omni-
channel, which like multi-channel,
also involves engaging customers
via  multiple channels. Omni-
channel is more accurately defined
as providing a consistent, unified,
and seamless customer experience
regardless of whether the customer
interacts with a brand on social
media, in the physical store, or on
the online store.

Physical brochures that in-print QR
codes to link the customer back to
the online store, and membership
systems that tailor  product
recommendations based on
customer purchase history both
online and offline are examples of
Omni-channel strategies.

All channels are connected into a single

platform to provide seamless customer support.

VS

Multichannel

All channels are not integrated into a single
platform, resulting in siloed customer support.
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Physical brochures that in-print QR codes to link the
customer back to the online store, and membership
systems that tailor product recommendations based on
customer purchase history both online and offline are
examples of Omni-channel strategies.

Digital marketing can and should be integrated with
offline marketing channels such as print advertisements,
live industry events, popup booths, and in-store
promotions to maximize target market reach and lead
nurturing.

An example of an online/offline marketing integration
would be launching a trade show (offline) and launching a
Facebook Advertising campaign (online) to promote the
offine event. And during the event (offline), collecting
personal details of leads such as emails and phone
numbers to follow up through email and mobile marketing
(online).

www.midocean.ae

Online marketing is often referred to
as digital marketing and consists of
marketing efforts that take place on
the internet.

Offline marketing is often referred to
as traditional marketing and consists
of marketing efforts that take place off
the internet.



www.midocean.ae

MlDoc:EA'|

UNIVERSITYll

3 Pillars of Digital Marketing

Content Strategy

By delivering an Omni-channel customer experience
across the user journey, all the way from the Awareness
awareness to the post-purchase stages, businesses Online PR
can engage their audiences at various touchpoints.

Digital Advertising

Content Marketing Email Marketing

For instance, businesses can launch online PR
campaigns to create awareness, implement content
marketing to help customers evaluate their products, UX Web Design
drive high purchase intent traffic to their website via
SEOQO, digital ads, and email, and nurture leads to

Marketing Automation

: _ P Search Engine Search Engine
repurchase through Email Marketing, Digital Marketing Optimisation
Advertising, Marketing Automation, and Social Media Post-

Marke“ng SELRE R Digital Analytics Purchase Mobile Marketing

An Omni channel experience is a coordinated journey | social Media
that stretches across multiple customer touchpoints Marketing
to deliver a seamless customer experience.

Conversion Rate
Optimisation
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How

By delivering an Omni-channel customer DIGITAL PR

. . Benefits a Small Business
experience across the user journey, all the way R h e e e

from the awareness to the post-purchase
stages, businesses can engage their Improves SEO rankings
audiences at various touchpoints. e e AR U
For instance, businesses can launch online PR Builds brand

campaigns to create awareness, implement
content marketing to help customers evaluate
their products, drive high purchase intent Increase sales
traffic to their website via SEO, digital ads, and
email, and nurture leads to repurchase through
Email Marketing, Digital Advertising, Marketing

Automation, and Social Media Marketing Digital PR is a subset of content marketing that

B 1S . focuses on publicizing your brand and increasing the
positivity of public perception about you in the digital
space, including blogs, journals, online news outlets,
review sites, and aggregators

Generate leads

What is Digital PR?
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Types of

DIGITAL PR

common types of Digital PR:

Unlinked Mentions. Mentions of your company name that
do not provide a link back to your website.

.. . : Unlinked Mentions
Guest Posts. Writing and publishing an article on someone ®

else’s website. @ Guest Posts

Directory Inclusions. Adding your company website to a @ Directory Inclusions
directory that lists other similar companies.

@ Press Releases
Press Releases. Sharing newsworthy announcements to
secure press features. @ [nfluencer Marketing

Influencer Marketing. Gaining mentions on influential What is Digital PR

social media user accounts. Digital PR is a subset of content marketing that focuses on

publicizing your brand and increasing the positivity of public
perception about you in the digital space, including blogs, journals,
online news outlets, review sites, and aggregators
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The selection of digital marketing channels
depends on a variety of factors such as:
*Marketing objectives: Are your goals to increase
brand awareness or encourage purchase?
*Marketing Budget: Do you have sufficient budget
to span your marketing campaigns across multiple
digital channels?

Manpower: Does your marketing team have the
necessary knowledge and skills to manage multiple
campaigns and digital agencies?

*Customers: Which platforms are your customers

on? What are your customer touch points?

www.midocean.ae

Manpower planning can
be defined as a total
estimation of the total
number of workers or
employees with different
skills required for the
completion of a job,
project, or task in the
desired period of time.
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3 Pillars of Digital Marketing

3. Creatives and Content
The third pillar of digital marketing are the creatives and content.
These are content in the form of visual graphics, text, and videos

created and marketed by your brand that your customers interact
with and digest, also referred to as Content Marketing.

Creatives come in the form of:

*Ad banners

*Video advertisements

*Text ads

While Content comes in the form of:
*Blog articles

*Explainer videos

*Infographics

www.midocean.ae

Social Media
Posts
Memes& él Video
Gifs b | ~ Content
Webinars ‘ Blogs

Marketing

Newsletters Infographics

A

?*” eBooks

Education

Articles Case Studies

Content marketing is a marketing strategy
involving the creation and sharing of relevant
materials, such as articles, videos, social
media posts, and emails, to attract and
engage audiences, establish expertise,
promote brand awareness, and drive sales.


https://www.equinetacademy.com/what-is-content-marketing-definition-benefits-and-examples/
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Why is Having a Digital Marketing Strategy Important?

Having a strategy is about as important as having a plan
to achieve any goal. It fully optimizes the workflow
implementation, allowing high efficacy while overlooking
various areas to review data analytics and acting upon
them accordingly.

This makes way for continuous improvement in the
various digital marketing strategies ranging from search
marketing (SEO/SEM), conversion rate optimization
(website user experience), email marketing & social media
marketing to build towards your business goal, gaining
new customers and building deeper relationships with
existing ones.




Your business also needs a
competitive and sustainable content
marketing strategy to reach and
convert more customers through
leveraging on the power of online
content, while integrating the different
digital marketing channels with
traditional media.

As organizations begin to recognize
the importance of embracing
transformation and preparing for it,
businesses will continue to

adopt digital transformation in their
core operations and in new channels
of reaching customers. Thus, having a
good digital marketing strategy is vital
for this success.

Digital transformation is the integration of digital
technology across all functions of an organization,
radically altering how you run your business and provide
value to your clients. It's also a cultural shift that calls for
businesses to continuously question the status quo, try new
things, and learn to embrace failure.
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Key Components of a Digital Marketing
Strategy

Some key components of a digital marketing
strategy include:

*Defining the brand: Utilize brand guidelines
to define your brand. Consider the Unique

Selling Points (USPs) of your business.

*Developing customer personas: Understand
demographic information such as age, gender,
location, as well as the motivations that drive
people to choose the products and services.
Use Google Analytics to assist in creating
buyer’s persona and segment them according
to the keywords in organic traffic

WHAT THE
CONSUMER
WANTS

BRAND DOES WELL

WHAT YOUR

| WHAT YOUR
COMPETITOR

www.midocean.ae

Unique Selling Proposition

v - Winning Zone
Clear point of difference that meets the needs.
make it even bigger.

X - Losing Zone
Your copetitor meets the consumer needs better then

DOES WELL |

you do. you'll be crushed.

?- Risky

Competitive battle ground. use emotion, innovative, su-
perior execution,

Who Cares

Many times, competitors battle in areas the consumer
just doesn't care about, Have fun wasting your time,
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The consumer decision-making journey is the
center of focus in this framework. . »

'.'
o'®
.

.
o !
vt
'

.
.
.
.
o !
.

v Micro & Macro v Search Engine Marketing v Multi-Channel Funnels v Marketing Budget
Conversions (KPIs) v Social Media Marketing (Attribution Modelling) v Audience Targeting
v Audiences v Content Marketing v Audiences

v Micro-Moments/ v Email Marketing

Buying Triggers v Mobile Marketing

v Display Advertising
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Phase 1: Define

To apply this framework to your business, start
off by defining your audience, business goals
and buying triggers. This is crucial to ensure you
kick off on good ground.

Phase 2: Implement

Based on what you’ve defined in the first phase,
you then implement the most appropriate digital
marketing strategies through various channels to
create awareness, engage, procure, and retain
customers.

v Who's going to buy from you7 (Audience Definitions)

People looking to travel to the Caribbean

['n;q'_::_-m vellers who read travel blogs and articles
People who visit websites ke TripAdvisor, TripZilla, and «e+
IripExpert

ur Facebook Page

sunscribers of your mailing fist

Ea {
Fansoryo

» When might they be looking for your products and

services?(Micro-momen /Buying triggers)
When searching (
"|‘("\ """ H""t‘u\w 11”{ ticlog sveeeret"

When su !'11’"’[[ ----------------------------------

When reading emails

(Macro& Micro Conversions/KPls Goals)

Tlml\ g list to receive promotional offers ++«

( through emall, contact form, or | M 1w | CCCLEE

mplete an online booking fo

e forcal bbean travels’s' ...

~~~~~~~~~
ey
ey
“
......
"
ey
ey
LN

o gl Advetisng

o
et
.......
o
et

------------------ Social Media Marketing

\\\\\\\\\\\\\
( e
“
e
"
........
m
ey
"y
"y
™
ey
'

ey
........
"

B | Design & UX
"""" Conversion Rate Optimisation
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Phase 3: Analyze
Once you've ran your campaigns, you need to collect and analyze data (e.g. which channels generate more ROI, |,
which audiences are more likely to purchase) in order to further optimize and boost your ROI.

A

\ Phase 4: Optimize
This is the crucial phase, where you make minor to major changes (e.g. from lowering your ad spend on a digital
marketing channel to targeting different audience segments) based on your digital analytics data. -

LN - _oaglRREEESC e _
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An Alternative View of This Framework:

v" Micro & Macro Conversions
(KPls)

v  Audiences

v" Micro-Moments/Buying Triggers

Consumer Buying Journey

f' \ v’ Search Engine Marketing
v~ Social Media
v Marketing Budget m % v Content Marketing

opt|mlse v Audience Targeting v" Email Marketing
\» v Mobile Marketing
m v" Display Advertising

v

¢ —

v~ Audience Targeting
v" Multi-Channel Funnels
(Attribution Modelling)




Before developing any digital marketing campaigns, you should first have a strategy. Part of the strategy
includes creating a customer journey and touchpoint map that looks something like this:

Customer Journey and Touch Point Map Ratire oF basiieads: Kokt Sgency!  Pain Poite: EonY KoM Sriih st -

Goal: To acquire new and repeat digital marketing

clients by delivaring contant that offers  Goal: To gain more knowledge on core
experience map like the one below (of course in reality, the order of touch points won't occur in a linear true value to prospects and clients digital marketing channels and hit KPis
tashian). This will act as a key reference document when deveioping digital marketing campaigns

Marketing teams should be well-informed of the customer journey and touch points. have firm understanding
of the various marketing channeis and disciplines, and be able to create an omni-channel customer

Customer Journey Awareness Evaluation Purchase Post-Purchase
While considering Prospect searches on
whether to engage Google for “top digital
Digital Agency targets Digital Agency,

display ads on prospect sees a digital
websites that prospect marketing evenl
browses, enticing advertised on Facebook
prospect to download by Digital Agency and

a free ebook - registers for the event

Cantent
Marketing

[

Touchpoint 4

b §

I

Touchpoint 2

& nce

marketing agencies”,

clicks through Digital

Agency's website, and is

convinced after reading

many successful case

studies by Digital Agency. ? m

Touchpoint 7

o

Touchpoint 5 Touchpoint 6

©

Touchpoint 1 Touchpoint 3

Q

Digital

Marketing
Analytics

I

Search

I

Conversion Y
lracking is set I I I Rate I easures
up via gc;oglo DpIetan traffic volume,
Analytics and Prospect searches on Prospect receives the Prospect receves an Digital Agency deploys user (Je#jawour
Google Tag Goagle for digital ebook and other = SMS reminder for the Search marketing automation to  and atiributes
Manager marketing articies and sducational content on Digital avent and attends It. Engins detiver relevant content to cradit to the
interacls with Digital digital marketing topics - During the event, Optimisation client based on client’s diffarent touch
Agency's content for the via email and feels the prospect downiocads an historical behavioural points of the
first tima. Prospact then naeed to learn more app by Digital Agency data. As a result, clientre- Ccustomer
leaves the website about digital marketing, that provides digital engages Digital Agency  jourmney.

marketing tips for multiple services



Summary
The overall digital marketing Digital Marketing Strategy Framework www.midocean.ae

m strategy can be summed up into
this framework:
Legend

Reach and Brand Awareness Interest and Engagement Leads and Sales Loyalty and Advocacy
- . ) o ) - . o = Channels;
2 /Paid Search S ic/Paid Search Organic Search: The naturyl search results on
Organic/Paid Sea Organic/Paid Searc + Organic/Paid Search - Organic/Paid Search Google and Bing
* Organic/Paid Social * Organic/Paid Social * Organic/Paid Social * Organic/Paid Social Paid Search: The paid search results on Google and
‘ g:s'o&ov * Display - Display - Display Bing. :
N er{al g.e'e - * Referral * Referral Organic Social: Non-pald tratfic from social media
Em: * Direct * Diroct piatforms
mal + Email + Email Paid Sacial: Paid traffic from social media platfomms
Display: Paid banner advartisements on other
websites
Email: Website sessions referrad from email
Referral: Website sessions referred from other

woebisites through link clicks

Direct; Usars who visit websites without a traceabls
refarral source i.e, typing in the full URL into the
weh browser acgdress bar.

Others: May include SMS, Maobile Apps, custom
channeis, elc

Strategies:
Content Marketing: The croation and distribution of
content (o achieve spacific business objectives
SEO: Search engine optimisation Is the process of
Increasing a website's rankings in organic search
Cantent Marketing + Comtent Marketing = Content Marketing ¢ SEarch eng : ling is advertising on the
SEQ/SEM . SEQ/SEM « SEQ/SEM paid search result
gggt‘;net:mknhng Social Madia AMﬂlke?m(l . Social Madia 'M:wkotmq - Social Media Marketing Digital Advertising: Any form of advertising on
. Soclal Modia + Email Marketing + Email Marketing « Email Markating digtal 9‘_5110"“3 7
Marketing « Marketing Automation « Marketing Automation - Marketing Automation SMM: Social Madia Marketing is involves markating
A - + Digitsl Advertising + Digitsl Advertising « Digital Advertising a brand through soclal media platforms.
Digital Advertising Conversion rate opti + C i . i imisati Email Marketing: Marketing content and
Digital Marketing Y ! optimisation onversion rate optimisation Cnnvonnon' rate ophmn?ﬂvon . " b g -I {ng Cont $
Analytics + Digital Marketing Analytics + Digital Marketing Analytics « Digital Marketing Analytics promotions via emu
Marketing Automation: Automating marketing
campaigns to optimise results
Digital Marketing Process CRO: Conversion Rate Optimisation (s optimising
PRSPt SR S P p ahe for conversions through AVB testing and heuristics.
1 A 4 Digital Marketing Analytics: Tracking and measuring
marketing performance
Ob|ectwes Impiementation Opftimisation *CTA: A Caill to Action or CTA is an important action
Ricl out for a user 1o take In order 1o proceed further
A - down the buying funnel
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Chapter checklist ‘
What is Digital Marketing?
Broad and Targeted Reach

3 Pillars of Digital Marketing

How Do the Different Digital Channels Impact the Business?
common types of Digital PR:

Why is Having a Digital Marketing Strategy Important?

Key Components of a Digital Marketing Strategy

A 4-Step Digital Marketing Framework
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