OXFORD
COLLEGE OF MARKETING

Digital Marketing

Session 2
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Learning Outcomes

At the end of this session, students should be able to:

« Demonstrate the increasing importance of customer focus for effective digital
marketing strategy

« State the reasons for the rise in online consumer power

« Assess the changes in online customer behaviour as a result of the dynamic
digital environment.

Syllabus references: 1.4, 2.1 and 2.3
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The Customer Lifecycle & Digital
Marketing

Acqguisition Conversion Retention
Generate awareness Converting the Encouraging
of consumer to a customer loyalty and
product/service/brand customer and to on product/service/brand
and encouraging trial site outcomes advocacy
Search Engine Marketing Online sales promotions Email
Banner advertising Email Social media
Digital PR Social media Sales promotions

Partnerships/Affiliates Reviews
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Generic Buying Processes

Customers go through a decision making process when buying a product
Unawareness — no idea the product exists or have no need

vV
Awareness — customers become aware of a need

\%
— Interest — customers start to think that a product or service may benefit them

\%
— > Information Search — start to seek alternative providers or products

A%
> Decision Making — decide what they want to buy and how

\%
*Purchase — they actually buy the product and start using it

A4
—> Post Purchase — like or dislike it, will influence future decisions

Brassington and Pettit, 2008
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Impact of the Internet on the Buying
ProCess (chaffey & Ellis-Chadwick, 2012)

Stage in buying communication Internet Marketing
process Objectives Techniques
%

Search engine marketing

Aware of prodl_Jgt nged, € Posmo_n features, € (SEO & PPC), Affiliate
develop specification benefits & brand .
marketing
\ 2
- ¢ Lead generation (from : Aggregators, directories
Supp“er Search range of customers) and other intermediaries
v
Assist purchase Detailed product info,
Evaluate and Select | €— decF:)ision <€ | user review and ratings,
content marketing
v

Facilitate Automated email
Purchase €< B < reminders, one-page
payments, offline options

.

Post-purchase Support use & retain

Personalised website

evaluation & Feedback business content and interaction




The Importance of Different

Information Sources

o -  84% of consumer

o Consumer opinions posted online 70% BB 2% trUSt peer
O o recommendations

o o *  68% trust online
= el o% I % . recommendations
@ coniconensansnempperarices e ew from strangers

TV program product placements 585 553 % .
Q ........ e T R e . trust attnbuted to

9 Billzoards and other outdoor advertising 575 7% = .
. other more traditional
o Ads served in search engine results 57 48% e .
......................... 1/ ................................. S - medla

@ ovreviwsss e oo Source: Nielsen.com, 2013

Display ads on mobile devices 4%
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How Site Content can Support The
Buying Process

/ REWARDS

* E-newsletters
_,f ¢ Competitions
4 F Rominder service
Il P Loyalty schemes
» Personalized
| recommendations

SUPPORT
| » Email notification
- » FACS
N » Order history
k- * Knowledge base
® Diagnostics toocls

" Support

AWARENESS

» Search engines

* Portals

# Featured products

* On site banner ads
» Opt-in email

il

&rdwu

DECISION

FINDAEBILITY
* Keyword search

* Product code ™

F Facated browse

EVALUATION

» Online product guides

» Product selector
configurations

» Detailed information

P Product pictura

¥ Price, availability,
delivery information

p Consumer reviews

ion ,.l

PURCHASE » Security guarantee and ratings ff
- Giﬁ uP’ﬂ'ﬂ”ﬁ_ k= Service promise /

* Delivery options . fiecounts -

» Postcode add  p gyare locator f’f

* Minimize steps |, Call to action

F Corsumer reviews o
- » -
—_ and ratings
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The Online Customer Journey

The online customer journey

AN AFE]

BRAND &
WEEBSITE y, PARTNERS

BRAND
WEBSITE

REVIEW Y
&
BLOGS

@-&_ |
¥

DECISION

OTHER g
RETAILERS
COMPETITORS g

Experian, 2013
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The Roles Different Channels
Customer Journey

Play In

THE PATH

TO PURCHASE

Awareness

ThinkwithGoogle.com, 2014

ASSIST INTERACTION

Consideration

OTHER PAID
PAID
SEARCH
REFERRAL
S0OCIAL WRAGANIC

SEARCH
DRECT

1.8 09 05

LAST INTERACTIOM

Decision

Legend )  Achannel’s position on the chart is defined by the “assist/last interaction ratio.” In general, ratios less than one mean the channel
: acts more as a “last interaction,” while ratios greater than one mean that the channel acts more as an “assist interaction.” The
ratics in this repert have been nermalized to clarify channels' roles.

PURCHASE
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Online User Behaviour

Lewis & Lewis, 1997 (cited Chaffey & Ellis Chadwick, 2012)
suggested there are 5 main types of web users:

* Directed Information Seekers

* Undirected Information Seekers
* Directed buyers

« Bargain hunters

« Entertainment seekers
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Key Characteristics of Digital
Consumers

« Digital consumers are increasingly comfortable with the
medium — using more efficiently and effectively

« They want it all, and they want it now — information on
demand from multiple sources, ‘scanability’

* They're in control — marketing needs to be user-centric,
elective or permission-based and offer a real value
proposition

« They're fickle — transparency and immediacy can erode brand
loyalty

* They're vocal — online consumers talk to each other through
various mediums about positive and negative experiences.
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Changing Consumer Demands

As digital capabilities multiply, consumer demands have
risen in four areas:
1. Now: Consumers will want to interact anywhere at any time.

2. Can I: They will want to do truly new things as disparate
kinds of information (from financial accounts to data on
physical activity) are deployed more effectively in ways that
create value for them.

3. For me: They will expect all data stored about them to be
targeted precisely to their needs or used to personalise what
they experience.

4. Simply: They will expect all interactions to be easy.

M CKI nsey com ) 2013 COlL l.('(}?:()Fl'(‘)\':"[\)RHTI\J(L




The Customer Engagement

Economy

=WHY SHOULD YOU CARE?—=

o~

THE BUYER
15 CHANGING

Today's empowered
customers expect that

companies will provide
them with what they

want, how they want it.

INNOVATION
/5 CHANGING

To remain competitive,
companies need a
culture of innovation that
continuously differentiates
the customer experience.

-

LEADERSHIP

/5 CHANGING

To drive growth, leaders
must smash down
internal silos and

enable every employee

to own the customer.

* Inorderto
remain
competitive,
organisations
need to provide
more than a
positive customer
experience

« Companies need
to evolve to
become more
customer-
obsessed
enterprises.

Bluewolf.com, 2014
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Customer Engagement

Customer engagement has four parts:

 |Involvement — this includes website visits, time
spent, social media fans/followers

* Interaction — contribution to comments on blogs,
social media and also reviews

* Intimacy — sentiment tracking through third-party
sites (I.e. review sites) and social media

* Influence — advocacy indicated by measures such
as likelihood to recommend and brand affinity
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Online Customer Loyalty

Loyalty variables that are unique to online consumer markets:

Customisation personalised, tailored content

dynamic nature of the buyer/seller relationship,

COMEE I EE I ability for two-way communications

Cultivation relevance of online content

Care attention paid to customer needs

Community online interaction between purchasing community
Choice expectation of greater choice online

ease of access to required information and/or

Convenience transaction interface

Character website design, online band image.

Chaffey and Ellis-Chadwick, 2012 OXFORD
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Ladder Of Customer Engagement

PRODUCTS
i
PROCESSES

' Collaborative
N =

BRANDS ' *** Co-Creation

> N
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s
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DISCUSSIONS
(and sharing)

T — ¥ Ladder Of

i , Engageme'nt
Smith

Smith & Zook, 2011 cited in Chaffey & Smith, 2012 —_OXIORD.___




Relationship Marketing on the Web

Four main assets that are essential in building successful
customer relationships online

 Identify consumer details such as their habits and
Interests by the regular capture of information

« Differentiate the site content, by tailoring it to the needs
of different users

 Interact with customers by various methods, such as the
ability to track orders or write reviews

« Customise the product or service to meet the
customer’'s exact requirements.
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Building Customer Relationships
Online

« eCRM uses digital communications technologies to
maximise sales to existing customers and continued
usage of online services

» Benefits of eCRM:
— Targeting more cost effectively
— Achieve mass customisation of marketing messages

— Increase depth and breadth and improve the nature of the
relationship

— A learning relationship can be achieved using different tools
throughout the customer lifecycle

— Lower cost
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Social CRM

1. Social Customer Insights: The 5M’s

niam.éting
Insights

3. Rapid
Social

Marketing
Response

4. Social
Campaign
Tracking

5. Social
Event
Management

6. Social
Sales Insights

7 Rog
Social Sales
Response.

8. Proactive
Social I_'.ebd
Generation

Service &

Support

9. Social
Support
Insights

10. Rapid
Social
Response

11. Peer-to
-Peer Unpaid
Armies

Innovation Collaboration

Innovations
Insights

13.
Crowdsourced
R&D

Customer
Experience
14. 17. Seamless
Collaboration ‘Customer
Insights Experience
15. Enterprise 18. VIP
Collaboration Experience
16, Extended

Collaboration

© 2010 Altimetar Group

Altribution-Noncommercial-Share Alike 3.0 United States

Altimeter, cited in Chaffey & Ellis-Chadwick, 2012
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Marketing Automation: Definition

« “Marketing automation is a platform that
supports a marketing business process which
enables marketers to manage and measure the
marketing funnel, driving more qualified leads to
sales, driving revenue growth and improving
marketing accountability. Marketing automation
Is to marketing as CRM is to sales.”

(Doran, 2013, cited in Econsultancy, 2013)
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What Is Marketing Automation?

« Marketing automation technology streamlines and automates marketing
tasks, helping organisations to increase operational efficiency.

* |t enables marketers to adopt an integrated approach to generating,
nurturing and converting leads into customers by automating various
marketing technigues and processes

« Marketing automation encompasses some of the following
techniques:

— Demand generation / lead acquisition
— Segmentation

— Lead nurturing and scoring

— Relationship marketing

— Cross-sell and up-sell

— Retention

— Triggered communications
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What Marketing Automation Does

* Nurtures relationships with leads that aren’t ready to buy
— enables the development of qualified leads until they
are sale-ready

* Retains and extends customer relationships — through
developing relationships further, cross and up-selling as
well as driving loyalty

« Build alignment with sales — developing ‘behavioural
lead scoring’ system to identify hot prospects

« Improve marketing ROI — provides insights as to which
marketing programmes are working and which are not
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Marketing Automation Software

e Some marketing automation processes are
possible at small volumes without software,
but technology becomes essential with any

scale. In particular, these processes all ol

require: Marketor
— A central marketing database..

=
— A relationship marketing engine. W

— An analytics engine.

EEEEEEEEEEEEEEEEE
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Features of Marketing Automation
Platforms and Software

Lead Generation — via forms, landing pages, integration to
social media

Segmentation — via database (CRM integration)
Lead nurturing and scoring — ranking leads by criteria

Relationship marketing — communicating over time (email
marketing and social media marketing)

Cross sell and up-sell — presenting choices along the buyer’s
journey

Retention — communication and offers (campaign
management)

Measurement and ROI — measuring via criteria (marketing
Analytics)
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Benefits of Marketing Automation

Marketing groups that implement a marketing automation
system enjoy many advantages, including:

« The opportunity to integrate the touch points to the customer
and make their journey purposeful

« Cost and time efficiencies

* Increased ability to manage lead flow and process leads
« A faster and more predictable revenue cycle

* Increased conversion rates

* Increased profitability

e Stronger alignment with sales

« Full revenue accountability
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COLLEGE OF MARKETING




Test Your Understanding

« For an organisation of your choice, map the stages in the
buying process for one of their products or services,
using the model introduced at the start of this session.

« Describe how the digital marketing technigues
undertaken by the organisation impact at each stage of
the buying process.
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