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It doesn’t matter where you are today,

you have to pay attention to digital
marketing trends.
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Digital Marketing Overview
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Digital marketing in action...
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2017 Digital Marketing Trends

1. Digital marketing —you have to be there
2. Content marketing is more important than ever
3. Targeting + segmentation = personalization
.. Mobile (experience and advertising)
5. Beyond big data — make decisions
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1. Digital marketing — you have to be there




1. Digital marketing — you have to be there /*?F

Why digital marketing? Because it makes business sense...

Median ROI, by select Direct media...

25% 23%
I 20%
20% - 21% 1
17% 17%
19% I
15% - I 14%
15% 15% I
10%
10% - 12% :
9%
® 5%
5%
0% -+ - - - - - -
Email Telephone Social media Direct mail Mobile Paid search Internet display*

Seriously Direct Marketing Association, 2015 8



1. Digital marketing — you have to be there /#’

"You don't get to decide
which device people use to
access your content.

They do.”
|

Karen McGrane, author of Content Strategy for Mobile
@karenmcgrane




1. Digital marketing — you have to be there /{fﬁ

What are people doing on all those devices?

Consuming
stories

U Blogs

O Video Marketing

O Email Marketing

O Social Media Platforms
U Livestreaming

(And are you there?)

Capturing and
consuming video

Capture

O Mobile

U Tablets

O Cameras
0 Computers

Consumption

U YouTube /Vimeo

O Social Media Platforms
L Websites / Blogs

O Email Newsletter

Trying out new
social channels

O SnapChat

d Vine

O Tumblr

d Vimeo

O Houzz

O Periscope / Meerkat
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1. Digital marketing — you have to be there /f
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1. Digital marketing — you have to be there /ﬁi"

How do | know which to use?

Time: How much time can you devote to a social network?
Resources: What personnel and skills do you have to work with?
Knowledge: Do you need to train on it or train your staff?

Your audience: Where does your audience hang out?

12



1. Digital marketing — you have to be there /{fﬁ

1. Where is your
audience today?

(Not sure? Ask them!)

Jump on the trend....

.3

2. Where are you today?

Are you where your
audience is?

Are you trying to
do too much?
Do you need to do more?

O-O-0:

3. What's next?

Choose your next
channel, but consider
your time, resources,

knowledge and audience.

13



2. Content marketing is
more important than ever
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2. Content marketing is more important than ever /ﬁi"

What is Content Marketing?

Content marketing is a strategic marketing
approach focused on creating and distributing
valuable, relevant, and consistent content to

attract and retain a clearly-defined audience — and,
ultimately, to drive profitable customer action.

Content Marketing Institute



2. Content marketing is more important than ever

Why focus on content marketing?

57%

of purchase decisions made
before a customer talks to a
supplier
CEBInc., 2015

By 2020, customers will manage

<
85%

of their relationship with an
enterprise without interacting
with a human.

Gartner, 2015

16



2. Content marketing is more important than ever /:i’

Content marketing is a dance...

One, two, cha-cha-cha.

Audience Agony Cha - Cha -
Attraction Allgnment Action



2. Content marketing is more important than ever

1. Audience

How would you explain quantum physics to...?
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2. Content marketing is more important than ever /:i'

2. Agony

* What are the pain points for this audience?
* What do they want to know?
* What do they need to know?
* What are their likes? Dislikes?
* What are their wants and desires?

* Don't forget about what makes us people.

Also...

* Know what causes the most agony
* Learn how to gain their attention

* Be their trusted resource



2. Content marketing is more important than ever e

3. Cha - Attraction

Get their attention & point
them toward next step

Where can you find
your audience?

Unique POV for content




2. Content marketing is more important than ever e

4. Cha - Agreement

* Provide educational value
* Share your business beliefs, approach & values
* Weed out those who aren’t the right fit

 Convert more who stay longer, promote you, &
do more business




2. Content marketing is more important than ever

P
/=

5. Cha - Action

* Focus on prospect taking the action you
want them to take

* Better educated prospect

* Provide remaining info prospects need to
take desired action
* Frequently asked questions
* Frequent objections

* If they still don’t buy, keep in touch



2. Content marketing is more important than ever /ﬁi’

Jump on the trend...

Audience: define your audience
Agony: outline the pain points for your audience

Cha-Attraction: get their attention with valuable and relevant content

Cha-Alignment: provide educational value; share business beliefs, approach
& values, weed out those who aren’t the right fit

Cha-Action: provide remaining information the prospect needs to take action




Spread the word with Social media apps...
type, snap, film & publish

Taapm oo

Timeline Photos

More Than Weeds added 5 new photos

r'.:

Mors Than Words .
B W POREIng LD 2t the Union Square Farmmer's Market
from 9:00 - 1:00 socksy. Come check s out for some
5 } Popping up at the Union Square P P P eTn M S
‘j Farmer’'s Market today from 9o 1!
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Add Online Ads With Google or Social Media Options
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Facebook: Target Ads

Fix My Profile LUNCHTIME WEBINARS Wi+
'He DOCTOR For FACES

WEBINAR SERIES:
BEAUTIFUL SILMOUETTES:
NOSES, CHINS, EARS
AND NECKS
WED, JAN. 13+ 12115

Nose, Chin & Neck

504 people reached (¢, View Results

s Like M Comment # Share & Hootlet . v 27 peop|e reached Boost Post
O Chronological ™

. Jackie Doyle The Best('2)

Like - Reply - Message - January 12 at 10:06am

11 Views

Dr. Harold J. Kaplan, FACS Thanks Jackie!

Like - Reply - Commented on by Liz Harsch [?] - January 12 at 10:24am 26



facebook business CREATE PAGE CREATEAD ADSHELP SUPPORT

Marketing on Facebook Pages Ads Success Stories Learn How News Search Q

Advertising Basics Top Questions

) How do | create an ad in
Creating Ads the carousel format?
Managing Ads How do | create a lead ads

campaign?
Direct Response & Brand
Advertising Set up the Facebook Why should | use a third
Try carousel ads Pixel party integration with pixel?

Ad Performance & Reporting
Facebook Pixel

Billing & Payments Implementation Guide
Troubleshooting Your Ads Dynamic Ads y
Implementation Guide
Guides for Advertisers
More Help
Additional Resources for

Facebook Help Center
Facebook for Business Page
Advertising Policies
Facebook Ads Guide

Take a Blueprint course

Advertisers
Get leads for your
Other Help Centers business

] 5%

Build Your Facebook
Page

Try dynamic ads

Help Community

Plan Ads for the Holidays




3. Why use online registration? /:E’:

Boost Your Posts To Increase Outreach.

m Tailor-Made Advertising
e . 5hrs- @&

Torrance Social Media Marketing 102-Tailor your Social Media Pizza Lunch
#ConstantContact

4/6 Torrance
Social Media Workshop

4/6 FREE Marketing Class

EVENTS.R20.CONSTANTCONTACT.COM

e oo e
= ————

s Like W comment »» Share Hootlet LB g







Promote on Pinterest Buy Now







3. Targeting + Segmentation = Personalization /h’

Divide email lists into groups based on information
like interests and demographics.

VIPs

¢ oy ane Wl

Seasonal customers or supporters

Regular customers or donors




3. Targeting + Segmentation = Personalization ﬁf

How we receive How many messages
marketing messages we receive

NEWS
@ng - .
-

8 NOISE!!
—\ Approximately
“ 26

\& marketing impressions

You perperson,perday
Tube _
. CustomerThink.com
E J

33



3. Targeting + Segmentation = Personalization ﬂfg

of consumers buy
more from retailers
who personalize the
shopping experience

across channels.
MyBuys

of consumers are more
likely to shop with a
good personalized
experience.

Brandanew.com

of consumers will share
personal information
with a brand if they
believe it will improve
their experience and
iInteraction.

Digital Marketing Association

34



3. Targeting + Segmentation = Personalization e

So go ahead...ask them...

Demographics: name, address, 1 Events attended

age O Communication behavior
Interests related to your . Social media — channels used
business or organization - Content preferences — text,
Buying/giving behavior images, video

+ Frequency of purchase/ . Frequency desired — daily,

donation weekly, monthly
» Timing of purchase/donation 0 Device Usage — phone, tablet,
- Categories of purchase laptop, desktop

- Specific causes/events
donated to

35



3. Targeting + Segmentation = Personalization

P

...and then use that information.

NEW SALE EVENT VIP

A8 AAAR AAAR AR
A8 AA8 AAR AL
A8 AAR8 AAR AR
& AAR AAR A

a8 &

& &

&

* Email list segmentation * Social media promotions

0-C "+ )

* Autoresponders * Discount offers

36



3. Targeting + Segmentation = Personalization

P

...and then use that information.

~
T
* Customer + VIP Events & exclusives * Reward + loyalty programs

* Exceptional
customer
service

37



3. Targeting + Segmentation = Personalization /?F

PLVIVIVIVIVIVLNEVLVLY
ARA/RAANAN
ARA/RAAAAR

NEW SALE EVENT VIP

&4 8488 8848 A8
A8 888 8848 A4
A8 888 &84 A8
& 8288 88 A

a8 &

& &

a

* Review your contacts
list...can you create
segmented lists?

* Don't know enough yet...

start asking for more
information.

Jump on the trend...

Welcome Top s

email Tips

|

O-0-B-0-0:

Free Special

whitepaper offer

* Find places to
automate your
marketing around
those segments.

* Develop special events
or offers for different
segments.

38



4. Mobile (experience and advertising)




4. Mobile (experience and advertising) /ﬁi’

51% 68% 150

of emails are opened  of American adultsowna  # of times per day

on a mobile device mobile smartphone the average
Constant Contact., 2015 Pew Research Center, 2015 person |OOkS at
their phone.

Social Media Today, 2015 40



4. Mobile (experience and advertising) o

Mobile has changed our behavior.

- s
£ Al ieooxos

From: Taza Chocolate
To: Martes Dorwtan

w7 It's how people read your
ol messages and posts, and
how they find you & make

purchase decisions.

Free Shipping Ends Tomorrow!
Une code FREESMPTS by Jam LOT I

Directions

Q581 Wideor 51, Somenie WA 02141
Phoene

(D Opestoday 1100 - 800 o v +1(781) 891-1212

Homapage

— http://www.in-a-pickle.com
Taza Chocolate Address
265 Moody St
Waltham, MA 02453
United States
§ Ca

41



4. Mobile (experience and advertising) /#'

Mobile has changed our behavior.

use smartphones to find local information
800 P intor
0% ( hours, products, address & directions)

Local searches lead to purchase at more than
2x the rate of non-local searches

0/ of store visits happen within an hour of
50 /0 local search

8(V of searches that result in a local purchase
7 0 are conducted on mobile phones



4. Mobile (experience and advertising)

P

Email has to work on mobile devices.

75% delete I . 30% unsubscribe

When email doesn’t look good on mobile

43



4. Mobile (experience and advertising) /tF

Email has to work on mobile devices.

Too much
text

00l VWron 3G T00PM f-.

< Inbox v

Half Moon

HEADSTAND WORKSHOP

Do your svold headstands in your yogi
practios? Yes. it can be scary giving up
control or relying on your hood and neck. But
hoadstands can holp ease anxety and forco
you 10 focus on the prosant mament. It mary
jook challengng, but even # you'ro &
boginner yogi, thers arm casy safe ways you
can Sterally b your world Lpside down.

W begin each class with light stretching and

P OB & o

Avoid these mistakes...

Multiple Large off-screen Tiny Hard to read/find
columns image sizes fonts calls to action

eeeioVeion 3G Z0IPM L oo Vrizon 3G 203PM Lo O ATR L Z2PM Lo o -
< Inbox v < Inbox v < wnbox v

Half Moon | Half Moon

Half Mogn ’

Half Moo re
;?L\;.OMOO«VOGA
HEADSTAND
WORKSHOP HEADSTAND
WORKSHOP

06 your s

Turn your workd upside down, safely and
easlly. Ease arvdety and focus on the
present moment

P B @ s O

44



4. Mobile (experience and advertising)

-
2
i

Make mobile work for your business.

Trackable coupon

Facebook promotion

woen Yoo ¥ 290 PM SRR 1

se0s Verizon ¥ Wok2 AM O -
Summer Spa Savings!

From: Door County Coffee & Tea Co.
August 10, 2015 &1 12:09 PM To: Madea Dor
(y o5

5 > gy
want mobile coupons

Bo a part of the Door County Coffee Fun Everyday.
Like us on Facebook!
Source: SocialMediaToday.com

wor e Facebook £}

discount on all other spa s

45



4. Mobile (experience and advertising) /“i"

Encourage engagement on mobile through social media.

In A Pickle Restaurant

O pt I n Almost NO wait right now!!!

Check-in
Customer content creation

Reviews

46



Mobile Advertising

* Pinterest Cinematic Pins

* Google Local Inventory Ads

* Instagram Sponsored Ads

47



4. Mobile (experience and advertising) /“i"

*What is your mobile
experience? Send
your latest email or
coupon to yourself.
Does it look good?

Jump on the trend....

* Try sending a coupon,
offer or social post that
is targeted to mobile
users who might
become customers.

* Consultants: can you
create a service
around mobile
optimization?

48



5. Beyond Big Data — make decisions




5. Beyond Big Data — make decisions ﬂ

Why all this data matters in the first place...

I ¢ 23 :

Clicks or Visits to the Reservations, Calls
downloads store/office appointments

Generate revenue
or donations

5o



5. Beyond Big Data — make decisions /:i"

WE FOUND THIS CORRELATION
,SALES | INTHE DATA. EVERYONE

Data isn’t important for data’s sake...it's important for helping
to ask better questions and make better decisions.

A

FISH
BURNE

® marketoonist.com

51



5. Beyond Big Data — make decisions /tF

In-person
and online
point-of-sale

—

Data is everywhere....

@1 211122 O
.. @1 81Ma1a g
°,  lonzeial g

oo ot D t |
@ R Z Igl d

* Opens

* Clicks
* Views

Event
registration

fingerprints

* Likes
* Shares

* Comments
53



5. Beyond Big Data — make decisions

Data is everywhere....

Referrers - Top Posts & Pages -
Todny  Yesterday Summeots Todey Vesmersay Summartes
Reterrer Views Ttte Views
 thesksgirts.com 2 fox F ] £
Q@ Seoren Engnes . i Ol Marseseg Gessy For 2013 ™ s .
[ e 3 | Powscomdtei oy saxous & * Goceccccecceccccocy
o [ o S— epsite
o&lpﬂtmw 3 e
I fresidechans b0 om0 A o day Saspenee 4 ' e & ’
SRS A > N Soca Vet 1 8 Tervar Endeg Cerrou Hise F ) 2
e & 2 .
Total views referred by knks 10 your blog ]
- » Emai
Sewggew Proces - e Ta Do R Ty Arne Yeus P & 1 o°
.
Search Engine Terms - 3 o Bogong Lessons Fou Need To Know Y ' .
Other pants 3 . . L]
Todwy  Yesterdsy dvmmane ot veewes f poms o your ey n o* ®
Search Views. . .
Unknown search terms 3 .O :
Total search tarmi ] Chicks . W .
. L]
Tocey  Yesterdey Summaries o .
. .
Subscriptions - - Clicien .° .
n‘m 3 . :
.
roomer iy : : v
= .
»
Your 5 Most Recent Passs >
Spam Reporms Opt.oans Opons. Cheko Forwards
s ey <o Frorp g B Pancn Orgusec e B et Cocne. B nes Comvmmrss § Shares
1 20% 00 384% (1500 37.9% 153) 0o
120 Viirng o8 you Wi Bnds 8 wendend NYE - o @ . 1 ' —
e w43 SmayNen Y our! Bew you n 2018 1 J
e — I B
Unign Click theooghs Cack trough Disttxstion <ol Cebiorm bl i oot~ S NS BT IEEEE
13121 a 2% @ 12900814 T g el e o I} [ s |
(L W1 et By ol vewes |80 bef preg b pel .
e At ” oot 0 1290901 L Acvoraeg & Setests Hadee
1ou b Acveerieg & ’
IR own comit3 nime 8 5% & - gt o presnpenreey SRR ST T | | [ pewre |
D wwa Igkebiowmwoodrentsl comingdachim! 12 190% g froveven 11v0 5900 0oviort AARVSYAA/IVIOOA O B 108t PO ¢ [Shesinet |
T [P U
Total Chck-throughs 63 100%

P
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5. Beyond Big Data — make decisions ﬁf

The magic happens when you

use the data to make decisions.

High open rate,
low click-through rate

High open rate

Make it even better:
* Find the best time & day
* Identify best keywords
» Segment your audience by interest

Low click-through rate

Improve it by:
» Have a strong call to action
* Make email mobile friendly
» Keep email short

55



5. Beyond Big Data — make decisions

i

The magic happens when you
use the data to make decisions.

High open rate,
low click-through rate

High open rate

Make it even better:
* Find the best time & day
* Identify best keywords
» Segment your audience by interest

Low click-through rate

Improve it by:
* Have a strong call to action
* Make email mobile friendly
» Keep email short

@ Low open rate,

high click-through rate

Low open rate

Improve it by:
» Watch timing & frequency
» Write a strong subject line
» Send relevant, engaging content

High click-through rate

Make it even better:
* Format links to stand out
« Offer links to preferred content
» Segment audience based on clicks

56



5. Beyond Big Data — make decisions

b

1.

2.

3.

3 tips for using all of that data

Beware of “vanity” stats like “opens” or “reach.” Always
dig deeper and look for the data that points to customer
actions or intentions that relate to your business goals. Don't

forget that what you want is results.

Start small. Track the effectiveness of tactics and content

used for one specific targeted audience. Then, apply
successful tactics (with adjusted content) to other targeted

groups.

Do more of what works.

57



5. Beyond Big Data — make decisions /ﬁF

* Determine what
numbers really matter
for your business, and
point to real business

results.

Jump on the trend....

* Look at those numbers
over time, not just a
snapshot. Determine
what cycles, trends
and baselines exist.

* Based on those numbers,
their performance over
time and your business

goals, choose one or two
tactics to pursue. Track and
compare the results!

58



Wrapping up...




Digital Content

marketing marketing Personalization
* Your audience chooses * Valuable and relevant * One size doesn't always
on which device they’'ll content drives decisions. fitall... learn more
consumer your content. ° Use your content to answer abOUt yOUI’ customers.
* Not sure what your questions, solve problems * Use that information to
customers are using? and deepen relationships. target and segment

Ask! your efforts.

60



Beyond big

Mobile data
* Mobile has changed * You don't need all the
consumer behavior...you data...just the data that
must account for it in counts for your business.
your efforts. * Find the numbers that
* You have to look good reflect actions towards
« on mobile. your business goals.

1 1My O 1] | 7 e v v
a1 BMmBena 1M1 8111t
1 BNMBEa1a1 —s P11oozo anl
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