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Introduction
Pierre-Yann Dolbec


  
  The internet has digitalized our lives: we now create and meet others in online communities on websites such as Reddit, Imgur, Facebook, or NikeTalk. Our relationships with our friends and families have expanded to digital channels such as WhatsApp, Facebook Messenger, and Instagram. We forge new relationships through dating apps such as OkCupid and Tinder. We become microcelebrities on Twitch and YouTube. We consume other people’s lives, we talk to strangers, and we project public personas on social media platforms.

  The internet has also transformed how businesses conduct their activities and how consumers go about buying products. Whole industries, such as music and travel, have been radically reshaped. In order to be successful digital marketers, we need to go beyond simply translating the methods and processes that used to be successful for traditional media. We need a drastically different way of thinking about approaching consumers and selling products.

  The objective of this textbook is to provide a way of conceptualizing how to do marketing online and a strategic framework to do so. Throughout, real-life examples, learning exercises, videos, and additional resources are offered to cement and expand your learning experience.

  The first section of this textbook explains how the internet has transformed the ways firms create value and how consumers experience brands and products. In this first section, we focus on understanding a shift in how firms communicate with consumers: they have moved away from talking about themselves, which was predominant in a pre-internet era, towards often offering free resources to create value for consumers. We then explore how the consumer experience has been radically altered and what the implications are for firms’ strategies.

  More precisely, Chapter 1: Introduction to Digital Marketing discusses how digitalization is changing the ecosystem in which we conduct marketing activities. In this chapter, we explore what marketing is and how value is created online, and briefly touch on consumer journeys.

  Chapter 2: Understanding the Digital Consumer explores how digitalization is transforming the journey of consumers. We learn about marketing tools (persona, consumer journey, and journey mapping) to help us understand consumer behavior and craft digital marketing campaigns.

  In Chapter 3: Planning For a Digital Marketing Campaign, we cover basic notions of search engine optimization and then discuss how, when creating content, keywords can be used to respond to consumers’ needs and goals. We also discuss how keywords can help us understand how our competitors are positioned online.

  Chapter 4: Introduction to Digital Strategy presents some key vocabulary associated with digital marketing and the framework we are going to cover for the rest of the semester, the RACE framework. We explain its relationship to persona, journey, and strategy and how it can be used to perform competitive analyses.

  The second section of this textbook provides an in-depth presentation of a digital marketing framework centered on conversion-based marketing. This framework echoes the work of many digital marketing agencies. It is composed of four stages through which firms can attract visitors, create leads, transform leads into customers, and foster customer loyalty.

  Chapter 5: Reach: Generating Awareness and Attracting Visitors discusses paid media activities. We first emphasize the necessity of building landing pages and describe what landing pages are. We then turn our attention to the online ecosystem, discussing elements such as types of paid media activities and expand on payment models and types of targeting that are available online.

  Chapter 6: Act: Creating Content covers some central activities associated with content creation. We discuss how content creation can be informed by the RACE framework, the difference between gated and ungated content, how to build topical relevance, and how pillar pages can help us do so. The chapter ends with a short presentation of content calendars.

  Chapter 7: Act: Lead Generation and Lead Nurturing looks at the basics of lead generation and lead nurturing activities. We define leads and lead stages, present a few ways to generate leads and different types of opt-ins, explain how to score leads, and discuss email marketing.

  Chapter 8: Convert: Conversion Optimization examines what conversion is and how to optimize web pages to convert better. To do so, we discuss conversion rate optimization, how to identify what to optimize as people move from one web page to another, some conversion-centered principles, A/B testing, and retargeting.

  Chapter 9: Engage: Building Loyalty and Co-Creating With Customers deals with how to evaluate and encourage customer engagement and loyalty and foster co-creation by engaged customers. More precisely, we delve into customer engagement, customer lifetime value, ways to measure engagement, consumption communities, and co-creation activities.
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Introduction to Digital Marketing
Pierre-Yann Dolbec



  
  Overview

  In this chapter, we discuss how digitalization is changing the ecosystem in which we conduct marketing activities. We start by defining marketing, value, and how value is created. We then go on to see how the media ecosystem and digital channels are transforming the logic we use to create value, moving away from representing the company to representing the customer. To set up the next chapter, we conclude by briefly discussing the consumer journey.

  
    Learning Objectives
 
    
      Understand that the main goal of marketing is to create value and how the changing ecosystem is transforming the ways we can achieve this goal.

    

  

  What Is Marketing?

  According to the American Marketing Association—marketing’s top association—marketing is “the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large” (American Marketing Association 2013).

  Our goal is to better understand how the consumer experience has been transformed and why it has become necessary to adopt a drastically different perspective on how to perform marketing online. Thus, as we reconceptualize the ecosystem in which consumers and firms operate, we concentrate on the following elements of that definition: “processes for creating, communicating, delivering, and exchanging offerings that have value.”

  In other words, the role of marketing is to create value for a broad range of stakeholders. In this textbook, we concentrate on value creation for consumers. We concentrate on value creation because consumers “do not buy products or services, they buy offerings which … create value” in their lives (Gummesson 1995, p. 250). Hence, our focus will be on understanding how firms can create value in consumers’ lives—and how they can do so online.

  Firms create value for consumers in many different ways. If we rewind back a few decades, we find that our understanding of value creation was tainted by the work of economists, and value was mostly thought of as being based on products’ utility. Utilitarian value, therefore, denotes the value that a customer receives based on a task-related and rational consumption behavior (Babin et al. 1994). Since then, our understanding of value has vastly broadened to include other types of value, such as hedonic value—value based on the customer’s experience of fun and playfulness (Babin et al. 1994)—or linking value, which is based on the creation of interpersonal links between consumers (Cova 1997). This is important for digital marketers because it means that there are numerous avenues to contribute to consumers’ lives through value creation that expand beyond the use of a product by a consumer to achieve a specific task.

  Another important transformation of our understanding of value creation over the last decade is the idea that value is always co-created (Vargo and Lusch 2004). Value is co-created through the meeting of consumers, with their own resources such as skills, expertise, and existing possessions, with that of firms and their resources, such as brand campaigns, service delivery models, and the products they sell.

  Let’s see these notions concretized through an example: Before, we would have conceptualized a consumer as buying a car because they wanted to extract the utilitarian value associated with the product (i.e., moving from point A to point B). Value resided in the car and was transferred to a consumer when they put that product into use. Nowadays, we understand the purchase of a car as conceptually very different. First, consumers can buy a car for reasons other than going from point A to point B. Maybe they want to belong to a community of other consumers, or what is referred to as a consumption community, and buying this car allows them to do so. This community-oriented strategy is employed by iconic brands such as Harley-Davidson. Or maybe the consumers see the car as a recreational object, where the end is not important (i.e., where they are going), but how they get there is. This has led to many ads that emphasize the pleasure of driving, rather than more utilitarian characteristics such as fuel economy. And we now understand the value created by a car as emerging from the interaction of a consumer and the car. For example, creating value by consuming a sports car can be limited by the skills of the driver. The car has a set of characteristics from which consumers can create value, but they can only maximize value co-creation if they possess the expertise to do so. Similarly, a consumer can co-create value when buying a Harley-Davidson while riding it, but they might leave undeveloped value when they do not participate in the worldwide community of Harley-Davidson drivers.

  To sum up, value exists in many different ways, and it is always the result of the interaction between a consumer and a firm (and its products and services). This has important implications for digital marketing, one of them being the creation of content. Many firms participate in creating value in consumers’ lives by offering free content. This content can have hedonic value, such as a humorous YouTube video. It can also help consumers better their skills and knowledge, such as online tutorials. By increasing consumers’ expertise, firms allow consumers to expand their resources, which can lead them to create more value when consuming products. We will come back to this idea in the conclusion of this chapter.

  How do firms create value? For the last 30 years, the dominant paradigm for understanding how firms create value for consumers has been market orientation. Market orientation refers to the “the organization-wide generation of market intelligence, dissemination of the intelligence across departments and organization-wide responsiveness to it” (Kohli and Jaworski 1990, p. 3). By this, we mean that organizations create value by generating information and disseminating this information throughout the firm in order to properly respond to it. This is done by generating and responding to information about customers, or what is referred to as customer orientation, and generating and responding to information about competitors, or what is referred to as competitor orientation. For this reason, marketing academics and practitioners typically aim to identify and respond to customer needs as well as examining and responding to their competitors’ efforts. Being market-oriented has been found to be necessary for a firm to compete in markets effectively (Kumar et al. 2011). For this reason, we will cover both customers and competitors in the first few chapters, and the strategic framework offered in this textbook is centered around answering customers’ needs, goals, and desires, ideally more effectively than the competition does.

  Now that we have defined the bases of marketing, we turn our attention to change brought about by the internet and how it transformed the ways that firms create value for consumers.

  Creating Value in the Digital Age

  Canadian media scholar Marshall McLuhan famously wrote that “the medium is the message” (McLuhan 1964). By this, he meant to emphasize that the characteristics of a medium (e.g., TV vs. print vs. internet) played an important role in communications, in addition to the message. We conclude this chapter by showing how the internet, as a medium, has played a transformative role in shaping the message and what this means for marketing.

  The ways messages are diffused to consumers have been
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Understanding the Digital Consumer
Pierre-Yann Dolbec



  
  Overview

  In this chapter, we discuss how digitalization is transforming the journey of consumers. To better understand how to do marketing online, we also cover basic marketing tools (i.e., persona and consumer journey) to help us create digital marketing campaigns. We conclude the section by discussing journey maps.

  
    Learning Objectives
 
    
      Understand the concepts of personas, journeys, and maps, how to calculate customer lifetime value, and why it is important.

    

  

  Understanding Consumers Through Personas

  There are two broad approaches to conducting marketing: mass marketing (i.e., an undifferentiated approach where products are simply sold to the masses) or targeted marketing (click here for more information on these approaches). In the latter approach, firms practice segmentation and tailor marketing communications and products to segments. The digital ecosystem makes it quite easy to address segments, even segments of one. Although it is possible to practice mass marketing online, many processes unique to digital marketing, such as web analytics, A/B testing, or the use of online targeting platforms, work best when firms have defined segments. For this reason, we are going to emphasize a targeted approach in this course.

  To practice targeted marketing, firms use segmentation to create groups of consumers that are homogeneous (i.e., they have similar characteristics to each other) but are heterogeneous from the rest of the population (i.e., they are differentiated by their shared characteristics).

  A useful tool to help create and represent segments is personas. Personas are semi-fictional, generalized representations of a customer segment. They help you better understand your customers (and prospective customers) and make it easier for you to tailor content to the specific needs, behaviors, and concerns of different segments.

  
    
      [image: The persona card shows demographic information, motivations, goals, frustrations, personality traits, skills, a bio and a quote.]
    
    Figure 2.1 Persona
  
  Personas are important because they help you understand who your ideal consumers are, what their characteristics are, and how to talk to them. The needs, desires, and problems of your personas (or segments more generally) should be the starting point of any marketing strategy. As a reminder from chapter 1, our goal as marketers is to create value, and in digital marketing campaigns, we create value by representing the customer. The only

	Planning for a Digital Marketing Campaign -- Digital Marketing Strategy
	
	

		





Planning for a Digital Marketing Campaign
Pierre-Yann Dolbec



  
  Overview

  In this chapter, we discuss how to use keywords to create pages and content that respond to consumers’ needs and goals and how keywords can help us understand how our competitors are positioned online. We start with a brief introduction to search engine optimization (SEO) and why SEO is important online. We then turn our attention to ranking factors in order to emphasize why designing pages for people, by keeping people’s needs and goals in mind is what makes pages rank high. We then cover customer-related, firm-related, and competitor-related implications of SEO.

  
    Learning Objectives
 
    
      Understand SEO and keywords, and why they matter for your firm, for consumers, and for competitor analysis.
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Introduction to Digital Strategy
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  Overview

  In this chapter, we discuss some key vocabulary associated with digital marketing, covering concepts such as inbound and outbound marketing and paid, owned, and earned media activities. We then turn our attention to the framework we are going to cover for the rest of the semester, the RACE framework. We briefly cover the four stages of the framework before turning out attention to how to link persona, journey, and strategy. We conclude the chapter by understanding how the RACE framework can support competitive analysis.

  
    Learning Objectives
 
    
      Understand key terms associated with online strategy, the objectives of the four stages of the RACE framework, how it links to personas and journeys, and how to use it to support competitive analysis.

    

  

  Inbound and Outbound Marketing

  Inbound and outbound marketing represent two broad approaches to connecting with consumers. Inbound marketing aims at bringing visitors “in,” drawing them to your company via, typically, content marketing, social media, and well-optimized websites. In this first approach, consumers find you because you represent them.

  Outbound marketing is what we typically think of when we think of advertising: the promotion of products or services through advertising and promotions. In this case, a message goes “out” from your company and stops consumers in whatever they were doing (e.g., a consumer is “stopped” by an ad when scrolling on Instagram or reading their Facebook feed; they are stopped by an ad at the start of a YouTube video, or they are stopped by an ad which cuts a newspaper article or a blog post in two).

  Inbound marketing is also associated with permission marketing, where advertising is welcomed because permission to be advertised to has already been obtained and advertising is anticipated (e.g., email marketing), and two-way communication, meaning that there can be an interaction between consumers and the brand (e.g., consumers can comment on social media posts and on blog articles). A few further characteristics of inbound marketing are that it is

  
    	sought, meaning that consumers find you,

    	one of the fastest-growing strategies for marketing online and has been over the last decade,

    	seen as cheaper to perform since companies do not need to invest in ads (although there are costs associated with content creation), and

    	aimed at customer acquisition.

  

  Conversely, outbound marketing is associated with interruption marketing, where marketing efforts such as ads interrupt what a consumer is doing, and one-way communication, because consumers cannot talk to ads. Outbound marketing is also

  
    	imposed, because consumers do not agree to be advertised to,

    	decreasing in popularity, although this is debated,

    	expensive, because there are fees associated with putting ads online, and

    	aimed at awareness creation, as has typically been the case with traditional advertising.

  

  Examples of inbound marketing include blog posts, infographics, e-books, whitepapers, social media posts, tutorials, and the like.

  Examples of outbound marketing include advertising of any sort, which we are going to cover in more detail in the next chapter.

  Paid, Owned, and Earned Media

  We differentiate between three types of media online: paid, owned, and earned.

  Paid media are media activities you pay for. These media activities are typically performed on a third party channel (i.e., not your own website) that is paid by your company to conduct the activity. Your company controls the content, but the third party controls where this content is shown. Examples include search ads, display ads, paid influencers, paid content promotion, social media ads, product placements, and the like.

  Owned media activities are media activities that are hosted on channels that you own, i.e., on your own platforms. They include your web properties (e.g., blog posts on your website) and social media channels.

  Earned media activities are media impressions that you earn because your content is shared. Here, consumers (and sometimes professionals) become the channel. Shared social media posts, reviews, and other consumer-generated content such as ratings, social recommendations, content created on wikis, or forum discussions are examples of earned media activities. The coverage of your company by journalists also falls under earned media activities.

  Very importantly, although these are conceptually distinct types of media activities, an ideal campaign will integrate them. For example, you can create content on your website and social media channels that you will also push by advertising on social media websites and other websites using banner ads, and you are making these efforts in the hopes that your content will be widely shared by others. This is the typical strategy underlying viral marketing campaigns.

  Take, for example, the widely successful ad for Doritos during the 2020 Superbowl. Doritos created an ad that they hosted on their website and social media channels (e.g., YouTube). The ad was pushed as a paid media activity during the Superbowl to the tune of several million dollars. It was also associated with a Tik Tok hashtag campaign, #coolranchdance, which fueled earned media impressions. It is this intersection of paid, owned, and earned media activities that leads to the creation of successful online marketing campaigns!

  Objectives, Goals, and KPIs

  Objectives, goals, and KPIs are the next set of concepts we will cover. Objectives represent what you want to achieve for your company. Ideally, objectives should be SMART:

  
    	specific

    	measurable

    	attainable

    	realistic

    	time-bound

  

  Goals are actions that you want users to take. We use the vocabulary of goals to designate user’s actions since this is typically how goals are positioned in web analytics (e.g., Google Analytics). Distinguishing between objectives (what you want to achieve) and goals (what you want your users to achieve) just makes things clearer.

  KPIs—key performance indicators—are metrics used to evaluate the performance of your company based on a particular objective or activity. KPIs typically have targets, specific values that your company is aiming to achieve within a certain time period.

  These concepts work together to help you plan campaigns: Objectives can be used to identify goals for users to achieve, which can be measured using KPIs (Figure 4.1).

  
    
      [image: Objectives lead to one or more goals, which in turn lead to one or more KPIs per goal.]
    
    Figure 4.1 Objective / Goal / KPI
  
  For example, an objective for your company might be to increase product awareness. In order to achieve this objective, you might set up goals for your users, such as subscribing to email updates and engaging in some key features you believe will help raise product awareness. It is then possible to identify KPIs to measure your success for these user goals, such as “number of contact forms submitted” or “use of the key feature of the virtual mirror” (see Figure 4.2 for an example or, for the text version, click here).

  
    
      [image: ]
    
    Figure 4.2 KPIs Example / Text Description
  
  
    Strategy and Tactics
  

  Strategy and tactics are the last key terms we need to better understand the RACE framework. Strategy represents the path you intend to take to achieve a specific objective. This aligns with Jain’s (1993) understanding of strategy as “the pattern of major objectives, purposes and goals, and essential policies and plans for achieving those goals, stated in such a way as to define what business the company is in or is to be in.”

  In this course, we are going to emphasize how, to implement a strategy and achieve specific objectives, a company deploys tactics—tools used to meet objectives. Examples of tools we will discuss include banner advertising campaigns, search ad campaigns, and the use of content marketing on social media.

  Let’s combine the vocabulary we just introduced in an example.

  
    Objective
  

  
    	Increase sales through our eCommerce platform by 10% within the next six months.

  

  
    Tactics
  

  
    	Search advertising pay-per-click (PPC) campaign using specific keywords, with a budget, time frame, etc.

    	Social media campaign using the Facebook brand page, with marketing material

  

  
    KPIs per tactic
  

  
    	Search advertising: clickthrough rate (CTR), bounce rate

    	Social media campaign:
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  Overview

  In this chapter, we cover the strategic bases associated with the Reach stage. We start by covering the main objectives of the Reach stage and some KPIs associated with goals for consumers. We then move our attention to discussing paid media activities. To do so, we first emphasize the necessity of building landing pages whenever we are creating marketing campaigns and describe what landing pages are. We then turn our attention to the online ecosystem, discussing elements such as types of paid media activities (e.g., banner advertising, search advertising, affiliate marketing, and influencer marketing) and expand on payment models and types of targeting that the new online ecosystem allows.

  
    Learning Objectives
 
    
      Understand the Reach stage, landing pages, different paid media activities, and key terms associated with payment models and targeting approaches.

    

  

  Reach

  Reach is the first stage in the RACE framework. It entails the publication and promotion of content in order to draw visitors to our website. The two main objectives at this stage are to build awareness (about your website, brand, products, and/or services) and to bring visitors in. We do so by using both inbound and outbound marketing activities (although we will concentrate on the latter in this chapter) and through paid, owned, and earned media touchpoints.

  The goals we have in mind for people at this stage
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  Overview

  In this chapter, we cover some central activities associated with content creation. We introduce the chapter by explaining the importance of content creation and how content creation should resemble what your competitors are doing but also be different from them because of your own unique brand voice. We then turn our attention to structuring content creation activities. We examine how content creation can be guided by the RACE framework, the difference between gated and ungated content and when to use each kind, why and how to build topical relevance, and how pillar pages can help us do so. Finally, we conclude the chapter by discussing what a content creation calendar is and how it supports content creation efforts.

  
    Learning Objectives
 
    
      Understand the basics of content creation, how it ties in with the RACE framework, gated and ungated content, pillar pages, and content creation calendars.

    

  

  The Importance of Creating Content

  Content creation is important for two main reasons. First, it helps build a website’s relevance and authority, contributing to its ranking on search engines—according to most marketers, content marketing is the most efficient SEO tactic (Ascend2 2015, cited in marketingprofs.com). Websites with blogs also have four times more pages indexed on search engines, making them more likely to show up during searches (Forbes).

  Content is also a cornerstone of customer acquisition strategies, and it is one of the most powerful tools for use in the RACE framework. According to HubSpot, a consumer consults three to five pieces of content during their journey toward making a purchase. Leads generated using inbound marketing efforts are also less costly by about half compared to leads generated using outbound efforts. Inbound leads are also 10 times more likely to convert (vs. outbound ones), and studies have shown that content marketing efforts boost company revenues by an average of 40% (Hubspot).

  
    Creating Content
  

  Before starting content creation efforts, a company should have in mind a clear persona and associated journey, understand its own website, and ideally understand how its competitors are positioning themselves on search engines (i.e., have performed a competitive keyword analysis).

  Creating content is a balancing act. First, it is a balance in that you must be similar enough to competitors to address the general needs of the market and look like a trustworthy organization, while being different enough to attract customers. This idea of standing out while fitting in is termed “optimal distinctiveness.”

  Second, it is a balance between what you can offer and what consumers want. When creating content, firms need to keep in mind that they should represent the customer. This entails understanding what customers are looking for based on their needs and challenges and how what they need evolves throughout their journey.

  Creating unique and relevant content thus entails understanding the market and knowing the codes that organize content production, knowing what specifically about your brand gives it a unique voice (or “brand voice”), and combining these pieces of knowledge to create something unique that will interest consumers and is based on your capabilities, i.e., what you are able to do (Figure 6.1).

  
    
      [image: A Venn diagram shows Unique and Relevant Content sitting at the intersection of Brand, Customers, and Competition.]
    
    Figure 6.1 Content Marketing
  
  Let’s explore this further through the example of creating content on Instagram.

  Understanding the Competition and the Market

  Something to keep in mind when creating content for social media platforms is associated with prototype and exemplar theories. Without getting

	Act: Lead Generation and Lead Nurturing -- Digital Marketing Strategy
	
	

		





Act: Lead Generation and Lead Nurturing
Pierre-Yann Dolbec



  
  Overview

  In this chapter, we cover the basics of lead generation and lead nurturing activities. We define leads and lead stages, present a few ways to generate leads and different types of opt-ins, explain how to score leads, and discuss email marketing.

  
    Learning Objectives
 
    
      Understand what a lead is
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  Overview

  In this chapter, we cover what conversion is and how to optimize webpages to convert better. To that end, we discuss conversion rate optimization, how to identify what to optimize when people move from one webpage to another, some conversion-centered principles, A/B testing, and retargeting.

  
    Learning Objectives
 
    
      Understand what conversion rate optimization is and some approaches to optimizing webpages and websites.

    

  

  Convert

  The convert stage is focused on increasing conversions to maximize sales. It emphasizes both maximizing conversions across the journey of consumers and improving conversion from lead to customer. Since our main objective is to increase conversions, any indicator associated with measuring and improving conversion can serve as a KPI here, depending on what exactly
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  Overview

  This last chapter covers activities associated with the Engage stage: how to evaluate and encourage customer engagement and loyalty and foster co-creation by engaged customers. We discuss the importance of customer engagement, customer lifetime value, ways to measure engagement, consumption communities, and co-creation activities.

  
    Learning Objectives
 
    
      Understand the concepts of engagement and loyalty, how to calculate customer lifetime value and its importance in marketing strategy, how to measure engagement, and how to create value with consumers.

    

  

  Engage

  A widespread definition of engagement attributed to Forrester is “creating deep connections with customers that drive purchase decisions, interaction, and participation, over time.” Accordingly, the two objectives of the Engage stage are to (1) foster loyalty and (2) co-create value with customers.

  Key performance indicators at this stage help measure a firm’s success in attaining these objectives and the achievement by consumers of associated goals. KPIs include the number of shares, brand mentions, referrals, repurchases, and reviews as well as the ratio of comments to posts, comments to likes, and reviews to sales.

  The Engage stage is central for many reasons. Perhaps most importantly, recent research shows that loyalty leaders “grow revenues roughly 2.5 times as fast as their industry peers and deliver two to five times the shareholder returns over the next 10 years” (HBR). Working on increasing engagement is thus profitable. There are a few factors that explain this.

  Acquiring customers is much more costly than retaining and selling to existing ones, and repeat consumers tend to spend more than new ones (Forbes). Engaged consumers are also more willing to interact with you, facilitating market research and leading to groundbreaking insights. This is particularly true since you can develop winning engagement strategies by identifying what makes your loyal customers loyal. Last, engaged customers work on your behalf, co-creating content that, as we’ve seen, is used by other consumers throughout their journey.

  To better understand the value of customers over their lifetime with a company, we turn our attention to the concept of customer lifetime value. We then look at two tools that can help us better understand and measure customer loyalty. We conclude the chapter by examining value co-creation.

  Customer Lifetime Value

  Customer lifetime value (CLV) represents a customer’s profitability over their entire relationship with the business. A straightforward way of thinking about CLV is as follows:

  CLV = average profit per sale (AP) × number of repeat transactions in a period (RTP) × retention time (RT)

  Please note, however, that this is a simplistic approach used to illustrate this concept and not something we would recommend using in a real-life setting.

  
    Let’s use the example of a subscription business (i.e., period = 1 month). The business has a churn rate of 2%. Churn rate represents the rate of customers leaving a company per period (Wikipedia). In this case, the company is losing 2% of its customer base every month. Churn rate is useful to calculate the average retention time of customers: By dividing 1 by the churn rate, we obtain the retention time. In this case, customers stay with the business for an average of 50 months (or 1 divided by 0.02).

    The average profit per sale is $30.

    The number of repeat transactions per period is one, because customers are making one transaction per month and the period we are looking at here is one month.

    The CLV is thus

    CLV = AP × RTP × RT.

    Since AP = $30, RTP = 50, and RT = 1,

    CLV = 30 × 50 × 1 = $1,500.

    Over their lifetime, each customer brings the business $1,500.
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  Figure 2.2 Types of Segmentation↩

  By Behavior

  
    	benefits sought from the product

    	how often the product is used (usage rate)

    	usage situation (daily use, holiday use, etc.)

    	buyer’s status and loyalty to product (non-user, potential user, first-time user, regular user)

  

  By Demographics

  
    	age/generation

    	income

    	gender

    	family life cycle

    	ethnicity

    	family size

    	occupation

    	education

    	nationality

    	religion

    	social class

  

  By Geography

  
    	region (continent, country, state, neighborhood)

    	size of city or town

    	population density

    	climate

  

  By Psychographics

  
    	activities

    	interests

    	opinions

    	values

    	attitudes

    	lifestyles

  

  Figure 2.3 RV Betty↩

  
    Betty lives in the suburb of a large Canadian city. She and her husband have both recently retired. One of their life dreams is to travel across North America during their retirement. While she doesn’t consider herself wealthy, she and her husband have saved enough during their lifetime to make their dream a reality and enjoy their retirement.
  

  Betty is worried about how to travel in an RV: how to find utility hookups, where to stay when you have an RV, what happens if you blow a tire, how to plan her routes… She wants an RV with certain characteristics. Since she is retiring (and older), it has to be comfortable. She plans to spend most of her time in it! She also has a great network of friends, and she would like her friends to spend time with her in the RV, so she is looking at additional sleeping space and plenty of room. Maybe she’d like to host dinner time! All in all, she’d like an RV that makes her experience easy when traveling.

  Figure 4.2 KPIs Example↩

  The objective is product awareness, which leads to the goals: to have users subscribe to updates and to have users engage with product types and features. Each of these goals is associated with two KPIs. For the goal of having users subscribe to updates, the KPIs are having contact forms be submitted and having email subscribe forms be submitted. For the user engagement goal, the KPIs are virtual mirror use and product content popularity.

  Figure 4.3 AARRR↩

  Acquisition: How do your customers find you?

  Activation: How quickly can you get to your customer’s “Aha moment”?

  Retention: How many of your customers are you retaining, and why are you losing the others?

  Referral: How can you turn your customers into advocates?

  Revenue: How can you increase revenue?

  Figure 4.4 RACE Goals↩

  
    	Reach: Create awareness; drive visits; create positive interactions.

    	Act: Generate leads.

    	Convert: Convert lead to paying customer; create loyalty.

    	Engage: Create advocates.

  

  Figure 4.8 Conversion Path – 2nd Example↩

  Path 1

  
    	Reach 	sponsored Instagram ad
	outbound 1



    	Act 	giveaway on Instagram
	inbound 1



    	Convert 	retargeting email campaign
	outbound 2



    	Engage 	create entertaining content
	inbound 2



  

  Path 2

  
    	Reach 	SEO keywords
	inbound 3



    	Act 	blog post with opt-in
	inbound 4



    	Convert 	retargeted Facebook ad
	outbound 3



    	Engage 	create informative content
	inbound 5



  

  Figure 4.9 RACE↩

  
    	Plan: Define your goals and strategy.

    	Reach: Grow your audience using paid, owned and earned media.

    	Act: Prompt interactions, subscribers, and leads.

    	Convert: Achieve sales online or offline.

    	Engage: Encourage repeat business.

  

  Re-automate: Continue to cycle through the stages.

  Figure 5.18 Longtail Keywords and Conversion Rate↩

  A graph showing search volume vs. conversion rate. In the upper left, the search “tomato plant,” with an average of 22,000 monthly searches, has a very high search volume and a very low conversion rate. “When to plant tomatoes,” with 3,600 monthly searches on average, falls more toward the middle of the graph. The long tail, where conversion rate is high and search volume is low, is formed by the search “why are my tomato plants turning yellow,” which has only 390 average monthly searches.

  Figure 5.19 Facebook Ad Objectives↩

  	Awareness 	Consideration 	Conversion 
 	Brand awareness 	Traffic 	Conversions 
 	Reach 	Engagement 	Catalog sales 
 	 	App installs 	 
 	 	Video views 	 
 	 	Lead generation 	 
 	 	Messages 	 
  

  Figure 6.13 Content Calendar↩

  	week 	network 	time 	content type 	topic 	copy 	link 
 	week 1 	week 1: Monday, date xx/xx/xx 
 	 	Facebook 	07:00 	New blog post 	silent video 	Are you optimizing your video for viewing without sound? You should be. 	http://ow.ly.NuSC30c577V 
 	 	 	10:00 	Curated content 	new features 	Infinite snaps, loops, and a magic eraser? Woah 	http://ow.ly.HEv30c577V 
 	 	 	12:00 	Video 	music resources 	Don’t risk your video being removed or your account killed. Here’s the full list of free resources: http://ow.ly.tNx530bKlqN 	(insert video file) 
 	 	 	15:00 	Promotion 	product launch 	Liftmetrix – Hotsuite impact – New name and offerings to help you measure and maximize ROI: http://ow.ly/zkjS530bKlqN 	http://ow.ly/tNx530bKlqN 
 	 	 	17:00 	Live news 	news update 	A lot of social media updates happened this month. Let us know your reaction to these ones. 	(include CTA link) 
  

  Figure 7.10 Email Automation↩

  Week 1: Send email. Possible actions and their consequences:

  
    	An Unsub triggers no further action.

    	A Non-Open may optionally trigger resending the email.

    	Open, Click, Subscribe moves on to Email 4 (loyalty).

    	Open, Click or Abandoned Subscribe will move on to Email 2.

  

  Week 2: Email 2 (extra incentive)

  
    	An Unsub triggers no further action.

    	Open, Click, Subscribe moves on to Email 4 (loyalty).

    	Open, Click or Abandoned Subscribe will move on to Email 3 (extra incentive offer ending) and also receive Email 5 (survey).

    	Non Open may trigger telesales or a DM

  

  Week 3: Email 3 (extra incentive offer ending)

  
    	Open, Click, Subscribe moves on to Email 4 (loyalty).
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e Betty lives in the suburb of a large Canadian city. She and her husband have both
recently retired. One of their life dreams is to travel across North America during their
retirement. While she doesn’t consider herself wealth, she and her husband have saved
enough during their lifetime to make their dream a reality and enjoy their retirement.

e Betty is worried about how to travel in a RV: how to find utility hookups, where to
stay when you have a RV, what happens if you blow a tire, how to plan her routes ...

She wants a RV with certain characteristics: Since she is retiring (and older), it has to be
comfortable. She plans to spend most of her time in it! She also has a great network of
friends, and she would like her friends to spend time with her in the RV, so she is looking
at additional sleeping space and plenty of room. Maybe she'd like to host dinner time!
All'in all, she'd like a RV that will make her experience easy when traveling.
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