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=1?; NCIH NB| RJ;H> <?SH> NB? OM?® ; JLI>O=N <§ ; =IHMOG?L NI
:=BCP? ; MJ?=C@* N;ME

HINB?L CGJILN;HN NHM@G; NCIH @ I0L OH>?LMN;H>CE@sHRO?
=1?; NCIH P?L NB? F;MN =2? CM NB? C>N4B;Nvalue is always co-
created 3:LAl ;H> )OM=B . 3;FO? CMI =L ?; N2 NBLOAB NB?
G??NCHA@ HMOG?LM QB NB?CIQH L?MIOE=?M MO=B ;M MECFFM
?RJI?INCM? ;H>RCMNCHA JIMM?MMCNBVINBCI@ @GM ;H> NB?CL
L?MIOE?M MO=B ;M #> =;GJ;CAHM MRC2 >?FCRS GI>?FM ;H>
NB? JI>O=NM NBM?FF

)? NV M2 NB?M? HINCIHMH=L?NC? NBLOAB ;H ?R;GJF? ?@L?
Q? QIOF> B;P? =ZIH=?JNO;FC?¥ ; = IHMOG?L ;M <QCHA ; # <?=; OM?
NBB QHN? NI ?RN=N NB? ONGECH fFO? ;MMI=QGI?> Q@B NB?
JLI>O=N C? GPCHA IBLJICHN NI JICHN  3;FO? PMC>? CH
NB? 5L ;H> Q ;M NJHM@L?> NI ; =IHMOG?L QB?H NE? JON NBJ
JLI>O=N CNM OM? +Q;>; SM @ OH>?LMN;H> NB? JB:M? 1@ ; 5L
;M 9H=?JNO;FF P’LS >C@?HN #CLMNHMOG?LM H <OS ; =;L @L
L?;MIHM INB?L NB;H AICHA@JICH N NIJICHN * S<? NB3 QHN
NI <?FIHA NI ; EIGGOHONS | @ INB?LIHMOG?LM IL QBN CM@LL?>
NI ;M ; consum ption comm unity, ;H> <OSCHA NBCM;EFIQM NB?G
NI >I Ml 1BCMcommunity-oriented str ategy CM ?GJRB?> <S CHC=
<LH>M MO=B ;M;4FB! ; PC>MIH ,L G;S<? NB? HMOG?LM MNB?
=L ;M ; L?=12; NCIH;F I<DN QB?R2 NB? ?H> CM HIN CGNIEN C?
QB?L? NBB ;L? AICHA <ON E) NBB AN NBZA.CM 1BCM B;M F?
NI G;HS ;>M NBN ?GJB;MCT NB? JFMOR | @ >LCPCHANB?L NB;H
GIL ? ONCQEDC;H =B;{= N?LCMNC=M MO=B ;M-iBIG??H> Q ? HIQ
OH>?LMN;H> NB?FP? =2;N? <S ; =L ;M ?G?LACHA @L NB?
CHI?tl=NCIH @ ; #+HMOG?L ;H> NB? £ #IL ? R;GJF? =L1?; NCHAFO?
<S 4HMOGCHA ; MJMM % =;H <? FCAC?> <S NB? MECHBM\B? >[2CP
1B? =L B;M ; MN 1@ =B;EN?LCMNC+6! @GAC=B 4HMOG?LM H
=1?; N? FFO? <ON NB?H IHFS G;RCGCTP,FO? #=L ?; NCIH C@ 8IB?
JIMM?MM NBRJ?INCM? NI >l MI @GCH& ; =IHMOG?L 3H =l =L ?; N?
P,FO? QB?H <QCHA ; %.F5 ! ; PC>MIH QBCF? LCCHAON NBTGCAN
F?2P? OH>P?FIJ?> P,FO? QB?H NE® > HIN J,L NC=C¥? CH NB?
QILFRQC>? {IGGOHOS | @ % FB ! ; PC>MIH >LUM
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NB? BMOFN@ NB?ICM= NCIH <RQ?7?H ; =IHMOG?L ;H>; @LG;H> QO\M
JLI>0O=NM ;H> MAIC2M 1BCM B;M CGIN;HN CGIFNCIHML@ CADN;F
G;L E?NCHA IH? @ NB?G <?CHA NB? NCIH @ HH N?H *H S @LGM
J;LNC=CN? CH 2L.NCHA;FO? CHIHMOG?LM[ PGPS | @LCHA @@L
=IHN?H 1BCMHEN?HN 5H B; P? B?>IHC= PFO? MO=B ;M ; BOGIOM
61010<? PCA4?&N zH ;FMI B?FJ fHMOG?LM <N?L NB?CL MECFFM ;H>
EHIQF?»A? MO=B ;M IHFCH? NONILCFMCHZA;MCHA [HMOG?LM[
?RI?INCMTCIEBM ;FEI=IHMOG?LM NIRJ;H> NB?CL?MIOE=?M QBC=B
=H F?2> NB?G NI =1?; N? GIL? PFO? QB?H #HMOGCHA J:tO=NM £
QCFHRG? <;=E NI NBCM Cp»CH NB? H{=FOMCIH@ NBCM =B;JN?L

% Q >l @CLGM 2.N? FFO? #IL NB? F;MN ;LM NB? >IGCH;N
J;L;>CAG @ OH>?LMN;H>CHA®I@LGM 2..N? FFO? @ =IHMOG?LM
B;M <??H G;LE?N ILC?N;NCIHM arket orien tation L?@LM NI NB? \NB?
ILA;HCTNCIH QC>? A?H?NCIH @ G;E?N ON?FFCA?H=CMM?GMNCIH
| @ NB? ICHFFCA?H=LIMM >?J;ING?HNM ;H> IIA;HCTNCIH QC>?
L?MIIHMGP?MM NINE (IBEC ;H> ; QILMEC J S NBCM?Q
G?;H NB;N ILA;HCTNCIHM 2|N? BFO? < A?H?LNCHA Q@ NCIH
;H> >CMM?GAIHA NBCM.GHIECIH NBDABION NB?@G CH H?L NI
JLIJ?L IS I?MJIH> NI ©I 1BCM CM >IH® A?H?L.NCHA ;H>2MJIH>CHA
NI CH@5; NCIH ;<IONcustomers, IL QB; N CMP@LL?> NI ;M customer
orien tation , ;H> A?H?L NCHA ;H>2MJIH>CHA NI AH@ NCIH ;<ION
competitor s, IL QB; N CM@LL?> NI ;M competi tor orien tation . #IL
NBCM;MIH G;L E?NCHA ;=?GC=M ;H> J=NRCIH?LMSBC#IS ;CG
NI C>?NE&@H> L?MJIH> NI =OMNIG?L H>M ;M QFF ;MR;GCHCHA
;H>L?MJIH>CHA NI NB?QCG3? NEILM[ Z@NM ?CHA GE?N ILC?H?
B;M <??H @H> NI <? H>=?MM;§ @ ; @CLG NI #GJ? N? CH G;E?’NM
?@-NCHS (OG;L ?N ;F #IL NBCM?IMIH Q? QCFH £?L <INB
=OMNIG?LM ;H>16J? NRBILM CH NBZLEIN@=B;IJN?LM ;H> NB?
MNIN?AL= @2 QILE | @L?> CH NBCMRNRZIIE CM 2HN?R> ;L IOH>
;HMQ@LCHA =OMNIG?LM[?H? AI;FM ;H> >?MZM C>RFEB GIL?
?@=NCHS NB;H NB?16J? NRCIH >I?M

+1 Q NBN @ B;P? >?@H2 NB? <;M?M@® G;E?’NCHA DNOLH IOL
i NN?HICIH NI =B;HA? <4DABN ;<ION < NB? Q¥LHR ;H> BIQ O
NEHM@G? > NB? Q SM NBy @LGM 2. N? BFO? @ =IHMOG?LM
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Creating \alue in the Digital Ag

;H;>C;H G? >C; M=BIF;L *;LMB;FF )OB;H @;GIOM& QUN? NBN \NB?
G?>COG CM NB? G?MM;A?=)OB;H S NBCM B? (N NI
?GJB;MCP NBN NB? =B;E N?LCMNGCaM G2>COG? A 13 PM JLQHPM
CHNI?LHR JF;S?> ;H CGJILN;HN LF? CH KSGOHCs NCIHM CH N@H
NI NB? G?MM;A? 2 =IH=FO>? NBCM =B;JN?& MBRCHA BQ NB?
CHN?LHR ;M ; G?>COG B;M JB?> ; NLHM@G; NCPUF? CH MB;JCHA
NB? G?MM;A? ;H> QBY NBCM &M @ G;L E?NCHA

1B? Q;SM G?MM;A?M 2L >C@OM? NI =IHMOG?LM B>
<??HP,MNENIHM@G? > MCH=NB? M &H I?PCQCHA @.>1 @
GIONB 4, * GI>?FM #CACL (ITCHANM ;H> E; ONBILM
C>?INIGANBR? J?LCI>M NBY ;L2 OM?@OF €+ 2IJNO;FCTCHABNB?
>C@OMCI@®I G?MM; A?M3@ACLGM NIIHMOG?LM B; MPPFP?>
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Figure 1.1 The #olution of W OM Theory

& NB? M NB? >Q@OMCIHDI G?MM;A?MB?? > ; PCQ @H> CH
NB? PLS MO=?MM@OF MM@&®@Men ;> P?LNCMCHAG@M [QF> =I?; N?
QB; N NBZ® <?F@?> NI <? ; G?MM;A? NBN #OF> M?FF I3O=NM ;H>
QIOF> OM? G;MM GT; MO=B ;M3 H?2QMJ;J?LM G;A;TCH?M ;H> NB?
L;>CI NI >C@OM? NB?M? G?MM;ARM U@ GIONB @ ILA;HC= CH NB?
M?HM? NB;8 B;JJ?H?> <?NQ??H JIHMOG?LM QBION GQHP?HNCIHM
@G @CLGM 1BCM CMQEHM NB%rganic in ter consumer inf luence
model

& NB? M NBALC?M MNNBZ NI L?=IAHCP? NBN MIG? CH>CPC>0O;FM
B?F> GIL? JI Q?L NB;H INB?LM NI Gi@@Hz INB?L 4HMOG?LM
&=12;MCHKB NB?M? QHE@NC;F IHMOG?LM ;H> 2F?<IXIC?M Q?
FP?LA?> <S @LGM NI >@@M? NB?CL G?MM;A?M 1BCRQHCNVENMB?
linear mar keter inf luence model <?=, OM? CH NB?MPFZ?L BiaNM
MO=B CH@PH2LM QL? <?F(®?> NI @NB@OFRFC@OM? NB? G?MM;A?
=1?; N2 <S @LGM ;H> NB?CLP2ANCMCHA ;A?H=C?M

1B? ?G?LA?H=2 | @ NB? CHLHR F2 NI ; NBC: NLHM@G; NCIH CH
Bl Q Q? OH>?LMN;H> G?MM;A? @O®ICIH ;H>IIQ> | @ GIONB ;H> ;
Gl P?G?HN NQ;L> ; netw ork co-pr oduction model . & NBCM F;MN
GI>?F =IHMOG?LM FCHO ;H> G? IHFCH? ¥aGGOHONC?M ;H> INB?L
NJ?M 1@ H®RILE?> @GM | @ KEBGOHCs NCIH MO=B ;Mpublics
=1?; N2 NBLOAB B;MB\N;AM M?L PC>MMIH ;H> ;FC;HbL B; P?
:H CH=2;MCHAIE? NI JF;S HIN IHS CH >@@MCHA G?MM;A?M <ON ;FMI CH
NEHM@GCHA NB?G

*L E?N?LM B? =JCN;FGPF IH NBCM @2 GI>? | @ >@@MCIH @
G?MM;A?M & >CP=NE N;IA2NCHA Gd@H2LM QBI ;L? JLN 1@
=IHMOG?L HRRILEM ;H> #GGOHONC?M QBC=B BANVIOFNTTH NB?
?RJIFIMCIH @ CH@PH2L G;LE?NCHA ;H> NB? LCMCHATH?®@ GCEL
CH@?H2LM 1BS B;P? ;FMI >PP?FIJ?> =;J;=CNC?M MO=B ;M MI=C;F
G?>C; GIHNILCHA NI C>REB@G?LA?HN >CM3LM?M [H ;H> ;UOH>
NB?CL #>M QBC=B MIGICG?M IGIJF?N?E [2CHN?LIEN <tH>
G?;HCHAM
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https://academic.oup.com/jcr/article-abstract/42/5/727/1856841

1B? incr eased power of consumers CH =2; NCHA GI>S@HA ;H>
>C@OMCHA G?MM;A?M IH ;i3HE <L;H>M B;M F2 @ ? R;GJF? NI
NB? =R; NCIH @loppelg énger brand imag es,\; @;GCFl @ >CMJACHA
CG;A?M ;H> G?HCHAM ;<ION ; sH> NB;N =GIOFN? NBOABION
JIJOF;L =OFNQL 1BIGIJMIH /CH>@?CM=B ;H> LM?F ,L NI
MCGJIFC@HMOG?LM HD =L?; N? ;FN?LICP=,GJ;CAHM NBY N;LHCMB
NB? Qi#PH>2 CG;A? CHNC;BF=I?; N? <S < H>M IHMOG?LM OMCHA
1QAW?L NI >@@®M? ;FNNBP <L;H> G? ;HCHAM IL AQIM 1@
=IHMOG?LM MO=B ;M =B;H ENCHA ;>P?LNCMCH&G%CAHM ;L?
?R;GJF?M @ NBCM #ICL@V NB? CHM?> LIF? | @ EHHMOG?LM CH
NB? =; NCIH ;H> >@@DMCI® G?MM;A?M B;M CGIHN CGIFANCIHM
@ P;FO? =R; NCIH @GMIQ B;P? NI =l[HMC>?L HIN IFF-BIQ NB?CL
G?MM;A?M;H <? ;GIJFC@? <S dHMOG?LM <ON ;FMI@INBB =OF>
<? = IIN? > L?MB;J?> ;H>L?MCMN?

HINB?L NEHM@G; NCIH <IOABN ;<ION <S NB? Q¥PLHR Cktedia
and audience fr agmentation & NB? M All in the Family Q;M
@ ; @?Q S?;LM NB? NIJ QN=B2 13 MBIQ CH NB? 20 N BM JE N
Q;M Q;N=B2 <S; @B I@ NB? JJJORCIH1B? @ CH;F? @ NB?BC
M?LCallas Q;M Q; N=B2 <S__ GCFFCIH PQ2LMIL GIL ? NB;H
| @ NB? 20 NFEMCIHD>C?H2 QBCF? NB? F;MN ?JCM@WI1A*S*H
Q;M Q;N=B2 <S_ GCFFCIH JPJF? 1B? F;MNG#;F? NI G;2 NB? NIJ
__FCMR;M Friends CH iM NB? ;>IINCIH | @ dt><;H> CHN?LHR
;= =?F?LN?>

IHMOG?LM BP? ;H CH=R;MCHA HOG<?L@ IINCIHML@5? >C;
<M?> ?HN?N;CHG?N 1L,>ONCIH;F G2C; dGJHC?M ;L? HIQ
=IGJ? NCHA ;A;CHNBér-g enerated content @H> IH MI=C;F G2C;
Q?<ME?M MO=B ;MHMN;AG #,= ?<IllE ;H> 1CElIE 6I0OHA?L
=IHMOG?LM B? G| P?> ?H G;MM? NI NB?M?@%G?>C; 4GJFCs NCHA
NB? =; NCIH @ ;#?LNCMCHB&XCAHM *?>C; @QAG?HN;NCIH ;H> NB?
LCM?@ GRLHR CH NB?BZRD HIMOG?LM B;M #NI NB? ?G?lA?H=2
| @ NB?H=?JN |@ NBRten tion econom .

1BCM CM HIN ;pi12IH=?IN & 0 CGIH Q;M ;FI?;> S >CM=OMMCHA
Bl Q \CHI@G; NCIH EHMOG?M _ NB?NN?HICIH @NBA2=CICNHYI;H>

CFF $?M M1 MNNCHA CH  NBN ¥IH N?HN CM EGHB? CGJFCHACIHM
@ >CADN;F G;LE?’NCHA B;> <H I?=IAHC?> ;M ?LF’5 ;M NB? GC> M
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https://www.smithsonianmag.com/arts-culture/history-working-class-families-american-sitcom-180968555/
https://www.nytimes.com/1995/05/07/arts/television-when-j-r-was-shot-the-cliffhanger-was-born.html?pagewanted=all
https://www.jacksonville.com/zz/entertainment/20190521/10-most-watched-series-finales-of-all-time
https://www.jacksonville.com/zz/entertainment/20190521/10-most-watched-series-finales-of-all-time
https://www.jacksonville.com/zz/entertainment/20190521/10-most-watched-series-finales-of-all-time
https://en.wikipedia.org/wiki/User-generated_content
https://en.wikipedia.org/wiki/Attention_economy
https://digitalcollections.library.cmu.edu/awweb/awarchive?type=file&item=33748
https://medium.com/@HeathEvans/content-is-king-essay-by-bill-gates-1996-df74552f80d9

QB?H *;H>?F ;H> 3 ;H >?L )?0H G?HNCIH2 CH NB?CL <IlIRules of
the Net BIQ \; N?HICIH CM NB? BfOLRPH=S |@ NB?S<?LMJ;2]
$IF>B;<?L QIOF> ;>> NBN M NB? #N <2ZIG?M ;H
CH=;,MCH& MNHA JL?M?H2 CH NB?R?LFF 2IHIG S NB? @Q | @
; NN?HICIH QCFF HINSHANC=CN? NB?F#) | @ GIHB <ON P?HNO;H-
L?JF;=? @® ;FNIARB?[ 1BCM B;M ¥NI ; >L ;MNC="NBCHECH® IBD NI
>| G;L E?NCHA IHFCH? ;H> QMLCHIVRES: NC2?NI NB? LCM@inbound
mar keting ;H> content mar keting .

11 L?=Jd ; @?Q >?=>?M <;=E CHI@&5; NCIH @M L, NB?L ME=?
J?1IJF? @ NB? GIMN J;IN #HMOG? CH@5; NCIH @.IHF S ; @Q
MIOE?M ;H> 4GJ;HC?M 4OF> I;NB?L MCF N;I AN +HMOG?LM NI
>C@OM? NB?CIP?LNCMCHA G?MM;A?MQ;>: SM CH@; NCIH CM
JF?HNC@OFAMOG?LM ;2 >C@OM? P?L ; F;LA?E @QAG?HN?> G?>C;
?=IMSMN?G ;H>NCB;M <2IG? GIL ? >C@=0OFNL @IGJ;HC?M NI
>C@OM? NB?CR?(NCMCHA G?MM;A?M NI ; GBIMHMOG?LM QBC=B
=H QILE ;A;CHMN NB?G 1B;>@OBN,H> NB? >P?FIJG?HN 1@
N;LAPZNCHA #BHIFIAC?M NR; BP? NEHM@G? > BIQ Q? =H M?H>
G?MM;A?M NIIHMOG?LM B?? F2 NI NQI CGJIL N;HN NHM@G; NCIHM
@ G;L E2N?LM ;H> BD Q? OH>?LMN;H> ;FO? =R;NCIH 1@
=IHMOG?LM

Finding Consumers vs. Beimyfd

1B? @LMN ;NM@G; NCIH @M ; Gl P?G?HN ,Q;S @G finding
consumers NIQ;L> being found by consumers.

4 B;N >I1?M NBCM B?

& Q L?QCH> BCMBIIM OM2NI <? NBN G;LE?N?LM @F> \@H>]
=IHMOG?LM 1B3 QIOF> OM? G;E?N PM7L=B L?JIL NM CH 3RL NI
OH>?LMN;H> QB?L=IHMOG?LM BOHA ION MI ;M NI JF;= P?2LNCMCHA
NB?R QB;N NB3 Q; N=B2 MI NBN NBS =lOF> LOH ;>M >OLCHA NB?CL
@RPILAN? MBDM ;H> OH>?LMN;H> NB?CLPZZ?HNM CH ; NMSCMI ;M
NI JON ;>M ;H> <GHfE >M CH NB? BNAJF;?M FNBIOB NBCM MNCFF
@OMCIHM IHFCHRY =;H \@H>] #MOG?LM NEAB [HFCH?
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https://firstmonday.org/article/view/519/440
https://en.wikipedia.org/wiki/Inbound_marketing
https://en.wikipedia.org/wiki/Inbound_marketing
https://en.wikipedia.org/wiki/Content_marketing

N;LAPNCHASJF;=CHAISL ;>M IH L?FP.HN Q*><MN?MYNB?IB;M <??H
;H CGJILN;HN MQG-B NQ;L > consumers finding companies

IHMOG?LM @H> #5J;HC?M NBIOAB NB?CL HILG;F P?LS>; S
M?2L=B?M K& NB? =B;JN?L IH HMOG?LM ;H> NB?CL DIGR.HY? ;L?
AICHA NI M?BI Q @H>CHAGJ;HC?M RJ;H>M NB? MM @ sH>M NBN
=IHMOG?LMIHMC>?L <A@ G;ECHA ; JOEB;M?

% Q >I?M NBCMIQE

1IBCHE @ ; H?>IL ; JL I<F?G SIO GCAN BP? % Q >1 S10 OMO;&-
Al ;<ION ;HMQ?LCHA NBCM>HRL L?MIPCHA NBCNKBRG *; S<?
SIO QCFF ;ME ; @LC?H>S5¢? 30 QCFF Al NI ; MNIL;H> NLOMN NB?
M;F?MJ?LMIH L J?B;JM ;M GCFFCIHI® EHMOG?LM >| P?LS >;S
SIO QCFF NOLH NI NB®?CHY NI >| ; M?L=B ;<ION SOL H??> IL
SIOL JLIKF?G This is how thousands of consumers discover new
brands and products every day! 1BCM B;M NH#A CGJIFCAICIHMIL@
>CAN;F G;LE?N?LM IH? @ NB? GIMN CGBIEN <?CHAI N?H =R2; NCIH
& IL>?L NI <? @H> <S 4HMOG?LM I9 H??> NI =L?; N? #H N?HN NBY
>>L?MM?M NB?ClkBeGM 1BCM CM ; NIJC=QCFRRIFI? CH GIL?
>?N;CF QB?H >CM=OMMCN2H =2; NCIH

& MBIIN 8 OM#?NI <? NBN #GJ;HC?M QOF> @H> tHHMOG?LM ;H>
NIS NI ;NNt=N NB?G NI NB?CL MMIILL =BIIM? NB?CL #>M NBIOAB
NE>ONCIH;F G2C; ;H> ;> PPLNCMCHAQ:>; SM IOL DI< B;M GP?> NI
=1?; NCHAIH N?H NBY CH@M ?>0=s N?M ;H> ?N?N;CHMEMOG?LM
MINBN NB2® =sH @H> OM QB?H NBR2? M7L=BCHAI@MIFONCIHM NI NB?
H??>M NB® B;P? IL CMMO?M BB?? @;=CHA

Representing the Company vegresenting the
Customer

1B? MZIH> NLHM@G; NCIH B;M <H ; GI P? @G L ?2JL?M?HMICHA
SIOLM?F@ ;MIGIJ;H S NI [2JL?M?MICHA NB? =OMNIG?L

4 B;N >1?M NBCM @&?

& OM?NI <? NBN QB?H @H>CHAHMOG?LM I6J;HC?M QOF>
N;FE ;<ION NB?GMPPM 1E? @ ? R;GJF? NBCM >1@&6 1G? 1?JIN
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https://www.youtube.com/watch?v=YdA-z3mevpw

QBC=B ?GJB;MCM BIQ \%IG? !?JIN CM GIL ? NB;H ; MNI2 _ ON CM
?P?LSNBCHA OH>?L NB? MOH _NFERO;LHN?> FIQ JLC2] QB?L? SIO
=H M;P? IH @lILCHA ;H> QB?R2 NBB B;P? ?P?LSNBCHAL@IOL H??>M
& MBIIN NB? ;> CMZ2U?NCHA NB®&G3;H S ;H> ?RJF;CHCHA QBIB?
=IGJ;H S ;H> QM J=0=N ;1?2 NB? <?MN =BIZ& NB? 4HMOG?L1B?
;> represents the company.

[ 2JL?M?HICHA NB? =OMNIG?L ;Hd? MQG-BCHA NB?P=@GM NI
=IHMOG?LM[ H2M ;H> AIFM ;H> NB? JeF?GM NB3 ;L?
?RJ?LC?H=CHAY;H> B?FJCHAMOG?LM ;>>BEMM NBIM? IHF?GM
1B?L? ;L? HOG?UOM QSM NI > Ml IGJ;HC?M | @?H =2; N?
L?MIOE?M MO=B ;M NONILC;FM ;HALCH@=M NI B?FJIHMOG?LM
MIP? NB?CL F?GM IL ;=BCP? NB?CL Al;FM #ILR?GJF? +CE B;M
>?P?FIJ?> ;H ?RN?HMCHN |@ PCwP NI B?FJ #+HMOG?LM Q E ION
;N BIG? NLCH @ LOHHCHA IL;'N <NN?L;FF I@ QBC=BH<? @OH>
IH NB?CBEIO10<? =B;HH?F1BCM IPCIONH?IL?M?INM IJJILNOHREIZ?M
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;H> QNM J=0=NM ;2 & CM NI B?FIHMOG?LM ;=B®? NB?CL Al;FM
| @ NCTHCHA LOHHCHA ;HNCHANSMNCFRPMPINB? ISJ;H S Q?FF
NBIOAB 4 B?H ; =IHMOG?L CM M2BCHAI@ N BIG? ? R’?L=CM?M NB?
GCAN #G? ;=L IMM +CE =IHMOG? NB?CL NONILC;FM ;H>NB?H RB?H C
CM NCG? NI 3B8tM? ; H?Q J;,CL 1@ MHE?LM IL ; N? NI ?R?L=CM? CH <?
GIL ? FCHS NI <G5 @G +CE? L, NB?L NB;H ; ¥5J? NRIL
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L @LM N?HMal NONILC;FM IH NB@QIO&? =B;HH?FIBCM G;EM M?HM?
MCHANB? BIG? CGJL P?G?HN MNRM?FFMI3O=NMIIGMO=B JID>=NM

S AICHA ; MN?J @IBRL ;H> RIJL?M?MICHA NB?MM I@ NB?HMOG?L
%IG? 1?JIN = ;H <LCHA JIN?NC;F =OMNIG?LM NI NB?€MK QB?H
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&INL>O=NCIH NI |C&;F *;L E’NCHA)


https://www.youtube.com/user/nike
https://www.youtube.com/user/homedepot
https://www.homedepot.ca/en/home/ideas-how-to/outdoors/outdoor-living/how-to-build-a-fire-pit.html

A Transformd Consumeralirney

4 B;N CMconsumer journe y? & CM NBRJ?LC?H=| @ ; +HMOG?L
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FNY CG;E£H? ® Q;HN ; HQ J;,CL |@ MHR?LM 60 GCABN BP? ;H
?RCMNCHA J9@LQ MNCE@Q?L? SO QONB NBY J,CL & I® Q?L?
BCRIS MNCRI#&;H> SIO MNCFIPFNB? <lH> SIO GCABN Al <C5 NB?
M;G? J;CL 1BCM CM Bi& QBS 94GJ;HC?M NE NI <OCF>FF =OMNIG?LM
NI @IN?L J?; N M;F?M@&® Q?L? OHMNCE®& NBCM GI>?F CM HIN
; PCF,<F?;I3GIL? IL SIO Q;HN MIG? PLC5 SIO GCABN Al ;H> FIIE
@ ;HINB?L J;,CL |@ MHE?LM 60 QCFF NB?H Al NBAB >C@L?HN
MN;A?M 9RBCHAXEIAHCP> ; H? ?> SIO Q ;HN NI ;HMQL SIO QCFF G¥?
NI >CM=P?L IINCIHM NI ;HMZ. NBN H?> ?P,FO;N? NB?M? IINCIHM
G;E? ; =BIC=? ;H> <0S ; H?Q J;,CL |@ MH2?LM ;H> NB?HPFO;N?
Bl Q GO=B SO FCEIL >CMFZEBCM J;CL

M Q? QCFFRJIFIL? CH NB? RN =B;JN?INB?M? MM@&G; NCIHM ;H>
NB? H® >CA&;F 2IMSMN?G CH QBC+BMOG?LM RFP? B;P? F2 NI
; >L;MNCEB >C@2?HN QS NI ?HN?L CH?ENCIHMBCJIMNBGIH>M
IHMOG?LM HIQ >CM=P?L <LH>M L.NB?L NB;H <?CHA S>> <S
NB?G ;H> NB3 MNjN NB?CPPRNCIHMBCIMNOM\BIM? <H>M QGIB
IHFCH? M2=B?M ;FCAM®QMB NB?CL M Al;FM ;H> JI<F?GM 1B?
I<D2=NCPI @ K5J;HC?M >ICHA G;IE?NCHA IHFCH? CM NBOM NI 2? NB?L
QB?H 4AHMOG?LM H? NB?G 47? QCFF N;FE CH NBNHB;JN?L ;<ION
Bl Q Q? =H =IH=?JNO;FCTMO=B =B;HA?M CEHNI@&G; NCIHM CH NB?
DIOLH8 4HMOG?LM NEQB?H <CGBCHA JEO=NM NBXQ;HN
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https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey

Understanding the Digital
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M?AG?HNM #IL NBCMMIH Q7 ;L? AICHA NI ?GJB;MCT; N;LAN?
;JIL ;=B CH NBCNIGLM?
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https://open.lib.umn.edu/principlesmarketing/chapter/5-1-targeted-marketing-versus-mass-marketing/
https://www.bcg.com/en-ca/publications/1989/strategy-segment-of-one-marketing
https://www.bcg.com/en-ca/publications/1989/strategy-segment-of-one-marketing
https://www.adviso.ca/en/blog/tech-en/is-mass-marketing-dead/
https://en.wikipedia.org/wiki/Market_segmentation
https://en.wikipedia.org/wiki/Persona_(user_experience)

Figure 2.1 Rrsona

- 2LMIH;M;[2 CGJILN;HN <%, OM? NE?2B?FJ 80 OH>?LMN;H> QBI ®©OL
C>% 4HMOG?LM ;2 QB;N NB?CL =B:IN?LCMNC=M ;1> Bl Q NI
N;FE NI NB?G 1B? H2M >?MeM ;H> JU<F?GM 1@ I®L J?LMIH;M
IL M?AG?HNM GI? A?H?LFIS MBIOF> <? NB? MNCHA JICHI@ ;I$
G;LE?NCHA NINRS M ; L?GCH>?L @1 =B;JN?L IOL AlF ;M
G;L E?N?LM CM NPA\W? FFO? ;H> CH >@AF G;LE?NCHA;GJ;CAHM
Q? =L1?; N? BFO? <Srepresenting the customer. 1B? IHFSJIMMC<F?;Q
NI > MI CM NI OH>?LMN;H> QBI NBCM =OMNIG?L CM ;N>NGB;
H??> - ?2LMIH;M :H ;MMCMN CH ; QCtER6 | @ G;E?’NCHA NCRC?M
@G =L ?; NCHA;GJ;CAHM ;H> ;>M NI AOC>CHA>D=N ;H> M?PC2
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MBIING
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http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/01/DMB_Ch2_Fig1.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/01/DMB_Ch2_Fig1.png
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JMSBIAL,JBC=MM? #CACL @ ; <LC?@ MOGGZIL @ ; N?RN
>?M=LCJINCI@I NBT@ER ~IH N?HM=EC=E B?L

Figure 2.2 Types of Segmentation / From Univer sity of M innesota® Principles
of Marketing / Text Description
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https://open.lib.umn.edu/principlesmarketing/chapter/5-2-how-markets-are-segmented/
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch2_Tab1.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch2_Tab1.png
https://open.lib.umn.edu/principlesmarketing/chapter/5-2-how-markets-are-segmented/
https://open.lib.umn.edu/principlesmarketing/chapter/5-2-how-markets-are-segmented/
https://kpu.pressbooks.pub/introconsumerbehaviour/chapter/needs-wants-goals/
https://kpu.pressbooks.pub/introconsumerbehaviour/chapter/needs-wants-goals/
https://kpu.pressbooks.pub/introconsumerbehaviour/chapter/needs-wants-goals/
https://kpu.pressbooks.pub/introconsumerbehaviour/chapter/needs-wants-goals/

?;NCHA BENB 2H>?LISCHA ;FF@ NB?M? Al;FM NHBOA
Chvhoti vation IL NB? JMSBIFIAC:#+ >LCPCHAL® NBN
?H;<F?M ;ACIH CH NB? JODMN@MNBE Al;F )?QCH

* INCPNCIH H MN?G @ NQI JF;=?M #CLMN i =1G?
@G NB? <?H?@IM ;MMI=EZ? QANB NB? JE ?MM @ JOLMOCHA
; ALLF intrinsic moti vation #IL ? R;GJF? 90 GCABN <?
>LCPH <S NB? >?MENI B;P? ; @OEEFCHRJ?LC?H=QBCF?
QILECHA IH ®L *;LM GCMMCIH 8> GINCR NCIH #H ;FMI
=IG? @LG NB? <?H?@IM ;MMIFC?> QQ\B ;=BCRPCHA ; Al;F
extrinsic moti vation MO=B ;M NB? @;G? ;H{ @OH? NBL
=IG? QCNB <?CHA NBGL&N J?LMIH IH *LM !2C /S;H

,H? 2 :MS QS NI JHMC>?L GHCHMC= ;HRN2L.CHMC=

GINCPNCIH CM NBAB NB? &M I@ ; MNO>SH!I?M NB?
MNO>MH QLE B;L> IH ;MMCAHGMM <2 OM? NB? N 1@
F?2LHCHA CM ;MCHAintrinsic motivation ,L >I1?M NB?
MNO>NHQL E B;L> NI AN All> AL;>?M QBC=B QCFF B?FJ F;H> ;
All>DI<  extrinsic motivation

IHMOG?L <?B; PCIL sH <? NBIOABN 1@ ;M NBPG<CH;NCIH
| @ @NM ;H>PMOFNRFIN? NI NB? #+HMOG?LYI H?> NI MIP?
JLIKF?GM  IHMOG?L JU<F?G MIPPCHA CM NLCAAZE NB?
C>?N@@NCIH @ MIG2inmet need @;GCE4AHMOG?M ;FF@
NB? GCFE CH NB? BIOM? IL NBMNEINB? @;&CEL Q?;L
ION IL NB? <IQFCHA {&?CM JF;HHCHA ;H ?H>A@\B? M2MIH
JC=HC= NB?M?NIZ?M tHMOG?LM QB ; JU<F?G QBC=B GOMN
<? MIP?> -LI<F?GM zH <? PC®?> CH N?LGMA@ @ NSJ?M 1@
H??>M JEBSMCE MO=B ;M ; H?> @ @> IL JMS =BIFIAC:;F
@ ?R;GJF? NB? H?> NI <? ;==?JN? <S INB?LM

FNBIOA NB? >@&?H=? CM ; MO<NF? IH? NB@M MIG?
<?H?@ CH >CMNCHAOCMB@?AH <M?>M ;H> QHNM

need CM ; <;MC=>C@Z?I$ACPH ; J;,L NC=0OF;L ?MMCHNCG
610 H??> @> Q ;N?L;CL MZOLSs ;H> Ml @_LNB want CM
JF;=CHA 2N;CH J?LMIH;F A C; ;M NI BD NBN H?> GOMN
<? @CERF?1B?L?@. 7 QB?H Q? ;L? BOHAE Q? | @?H BP?
; MJ?=C@ I® CN?G CH GCH> IHNKO?HNS ; N??H;A?L QCFF
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F;G?HN NI ; @LOMN® J;L ?HN NBY NB7ZACM HINBCHA NN?
MN;H>CHA CH®L@ ; @ OP@LCARIL

* IMN I@ G;E?’NCHA CM CH NBN@GEFCHA <OMCH?MM HIN
NB? H?> @OEEGFCHA <OMCH?MM JJF? >I?M;HHWN$Q NI
<OS DOMNSHD; N=B NE2 Q;HN $O NI Q;HN NI <@ ;H JJF?
4 ;N=B )CEQCM? /;FIB) OI?H Q;HNMI® NI Q;HN -IFI QB?H
SIO MBIJ @ =FINB?M ,H NB? INB?L B;H> ; HIH JU @ MO=B
M NB? G?LCH ;H= ?L MMI=CNCIH @DF> FCESIO NI @?F ;
H??> @ ; =B? =EQOJ ;H> >I1?M HIN =;L? ;<ION QBC=B >INIL
SO Al NI &H NB? ?H> BQ?P?L G;LE?NCHA CM GB/INF
CINI?RMN® CH =P; NCHA ;H> MCEBIEHA ®INM

,@N?H >CM=OMMCIGHE H??>M QCFF M?2N? NB?G CH
NBIM? QBC=B 7Lutili tarian practical and useful in natur e
;H> hedonic luxurious or desir able in natur e

11 NBCM FCMN>Q NB? HINCIH I@&halleng es <S QBC=B QG?;H ;H
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NI B?FJ NB?G ;HM@. =B;FF?HA?M 1$B@;2 CH NB?CE?2S>; S FCIM
QB?NB?LNCCM BI NI =B;HA? ; NCR BI Q NI B; P? NB? J?L@N #LC§
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NB? #H1MOGJINCIH @ IHFCHRHN?HN

%?H=? QB?H =I?; NCHA ; J?LMIH; I® =L?;N? ; M?GC@XCIH;F
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Figure 2.3 R/ Betty / Cr edit: BBH Singapore (@bbh_singapore) / Text
Description

;H S 10 @H> NB? OH@ NCIH G?NCIH? ;<I P? CH NBCM NBIL
J?LMIH;

Rethinking the Consumeourney

consumer journe y CM NB?DENILS | @ RJ?LC?H2M NBOAB QBC=B
; =IHMOG?L AI?M @LHIN EHI QCHA NB2Q;HN MIGNBCHA NI SCHA
NBCM MIGBCHA NI JIL@CHA JIMN JO£B;M? ;=NCRC?NNB? GIMN
I< PCIOM <?CHAIMOGCHA NB?I130=N -ON GIL? NBPL ?NCES NB?
=IHMOG?L DIOLK? CM;N QN?LNCP JLI=?MM NEAB QBC=B NB?
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http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch2_Tab2.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch2_Tab2.png
https://en.wikipedia.org/wiki/Customer_experience#Digital_customer_journey
https://journals.sagepub.com/doi/abs/10.1509/jm.15.0420
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2H>?LMN;H>CHA NBRMOG?L DIOLF?’CM CGJIN;HN <Z; OM? >ICHA
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Figure 2.5 Consumer durney: The Cir cular M odel
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Figure 27 Four Types of ZMOT
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Journey Mapping
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Figure 3.1 Rid vs. Organic Search
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Why is SEO Important?
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A YouTube element has been &cluded from this ver sion of the
text. You can view it online her e:
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So, How @ You Rank High?
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@™ CM ;FMI QB; @ OM? NI N;FE NIHMOG?LM ;H> G;E MO®R IOL
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OM NI NBCHE ;BRQB?H =L?; NCHA J;A?M ;<IOMhat ar e the keywords
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FIIECHAI@

1B? UF? | @ N2=B ?HACH?M CM NBOM NI?:?RBP <?MN?MOFN
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Understanding $ech Algorithms to Rank High
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Note: Abacklink is a link back to your website fr om another domain.

For example, www .othersite.com has a link somewhere on their
website that links to www .your site.com.
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Figure 3.2 Top Ranking Factors
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User Experierec
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Figure 3.3 How Meta Tags Are Displayed on Google SERPs
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M2ZNCIH

1B? L?MN @ NB??BQIL>M @MNILM ;2 =IHNLFF? <S NB? Q<Mg?
| QH?L

Keywords in body L?@LM NI NB?7SQIL >M OM?NBLOABION 3$OL
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NRN CH ;@PH Q?<J;A? &7?;FI5 SIO Q;HN NI =R; N? ; N@BN M?G;HC=
H?NQILE | @ BSQIL>M NBY 2FN? NI IH? ;HINB?L #IL ? R;GJF? FNH
M;S SO ;L ? =L?; NCHA ; J;A? NI JHE IH NB? SQIL >M \<?MN 2MM?M
yNNB? M= ;LM 11 CH>CAN? NI M2=B ?HACH?M NB;NBCM CMNQB;
SIO QB; N NI tHE IH SIO =;H JON NB?M? G;CHE&QIL >M CH NB? 2/)
J;A? NGIF? ;H>IH? IL GIL? B?,>CHAM ON 2J?; NCHA NB?M&EIL >M

| P?L ;H> | P?L ;A;CH CH NB? <& 1@ NB? R QH [N @F HNOJF ;H>
QCFF BCH>?L OMRI?IC?HE= M ; L?MOFNIG =;H =1G? OJ QCNB
MSHIKSGM NI OM? CH NB? 8I%?L? ;L? ; @Q ?R;GJF?M I@ BSQIL >M
;H> JIMMC<F? MSHIBM

A <?MN NIJ N;RPE ;<ION @;MBCIH;<F?
N SL?2MM?MNWCL LU<?M ION@IM
N M=LM =376 S;QL>M B> =LJ?7 N MINORN?

2MCHA NBCM ¥R QCFF HIN IH-B?FJ 80 =L?; N? ; Q?<J;A? NB;N
@:BM <M?L CH N?LGI® IOM?RP?LC?H2= <ON KT QCFF ;FMI B?FO S
B:P? <INB ; BCB >?HME E2SQIL>M CH NB? <6 C? : BCGR L NCI
| @ BSQIL >M NI NIN:F HOG<?L@ @ >M :H> ; BCAB NIN:F HOG<?L ®
E?SQIL >M

Keywords in meta L?@LM NI BPCHA NB2EQIL>M CH NB32?2N;
2E2G?HIM @ IBL Q?<J;A? QBC=B [@NB? M:2 | @ NBAMIL:M? QCFF <?
L2JL?M?I? <S J;A? NEF? ;H> GN; >?M=LCJINCIH

11 L?=J M?.L=B ?HACH?MIEMC>?L GI2 NB;H @;:= NILM <ON
NB? NIJ @NILM OM?NI LHE Q?<ME? =H <? ALIOJ? > CII NBR?
= N?AILC?M

A OM?LRJI?LC?HE
A <:=EFCHEM
A E2SQIL>M

4 B?H >ICHA 0", SIOL LUF? CM NI 2LN? @<J:A?M NBN >CI=NS
>>L?MM M3®@ MR=B KO?LC?M 1BCM QCFF IB?EL;@N #H N?H
NBN QCFFIRC>? ; AR; N OM?LRI?LC?HE;H> NC? DL Q?<J;A? NI

MJ2=C@ ESQIL >M ;MMI=Gt? QW\B ; ML=B KO?5 & NB? QLF> 1@
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M7L=B IINCGCNCIH NBCM @®LI?> NI ;M on-page optimiza tion ,
QBC=B CM ;=822 <S G;ECHA =B;HA?M NI NB? J;A?>2 =IHN?H
IL MNLOYOR | @ NB?R®ME? NI G;E? O GIL? ;==?MMC<HR @?L=B
?HACH?M ;H> CGUP? NB? OM?IR3?LC?H=

1B? INB?L $J? 1@ IINCGANTIH N;PE ;<ION CMoff-page
optimiza tion QBC=BI@DM?M IH CGJLIPCHA NB? JIJOFNBC?RJ?LNCM?
; ONBILES NLOMN ;H2EPH=?1 @ ; @<MB? #IL R;GIF? Gl CH=FO>?M
<OCF>CHA <;=EFCHEMCHA2 #> G?HNCIHM ;H> CHsMCHA MI=C;F
G?>C; MB;RM NL.N?A?M NI CGUP? <;=EFCHEM @&BDB? NI > QCNB
=1?; NCHA BB MB;R2;<F? 4H N?H ;H> JO<FC2ENCIHM NCRC?M NI
<LCHAMNN?HICIH NI NB?IHN?H $O B; P? =L?; N> #IL ?R;GJF? ;
MNIN?A Q? OM2 CH ; @LG & Q@ E?> CH QM NI =I?; N? <?H=BG;IE
MNO>C?MNO>C?M NIBtGJ;L ? =IGJ? NRILM <M?2 IH ; M?N 1@
P,.LC;<F?M ;H> JLPC>? MIG? <;M?FCHB?M? @L? B?, P(F-MB;R> <S
@LGM ;H> >CM=OMBM? NB? GXC; QBC=B *P? ; FIN | @ N@&= NI IOL
Q?<ME? IGJ;HC?M FCE* =(CHMS ;L? =IH NCHOIO8/HI>0=CHA @1
=IHN?H FCENB?CL#?; NOP> SHMGNMQ ?7<MiE? MENCIH NI A?H?N?
>CM=OMMCIH®HE NB?CIC@G

Understanding How ConsumerseJ
Keywords

0CH2 OM?L RJ?LC?H=CM2HNEF NI LHECHA BBA®I <2ZIG?M KOW®?
CGJILN;HN NI OH>?LMN;H>@81J?1JF? M2L=B @ MNG@IHFCH?24L?
AICHA NI N;FE ;<ION NBLQ; SM i@ NBCHECHA ;<ION NBCM

@CLMN; Q | @ NBCHECHA ;<1OQ B?IJF? M2ZL=B CM NIIHMC>?L
NB? I<D2NCPI @ NB?CLLMB 1BL?? N6J?M 1@ M?=B?M ;I2 NSJCFS
L?@L1?> NI<S 0", JL | @MMCIH;FMA * IT #CAOCL

IHMOG?LM J?LI@G informational sear ches QB?H NBS3 ;L?
FIIECHA 1@ CHI@G; NCIH ;<ION ; MJ2CE@ NIJC= "R;GJF?M GBM
CH=FO>?
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N \%l QNILOH ; E]
A \4 B;N;? <?ACHH?M LOHHCHA MBI?M ] IL
A \?MN <?/ACHH?L LOHHCHA MBI?M

IHMOG?LM J?LI@G tr ansactional sear ches QB?H NBS ;L? FIIECHA
NI J?L@&G ; NL;HM;=NCIH LHM;=NCIHM B? <??H <INB H;LL QS
>?@H2 C? <OSCHA ; JI>O=N ;H> GIL ? <U;>FS >?@H2 C?

J?LAAGCHA ;H CN?I=NCIH "R;GJF?M 1@ NM;=NCIH;F NM?=B?M
GCAN <?

N\ B? ;J <?A CHH?L LOHHCHA MBI?M]
A\ UIEM $BIMN TIL
A\ 08 MC=MUIEM $BIMN ]

IHMOG?LM J?LI@G navigational sear ches QB?H NBS ;L? FIIECHA
@ ; MJ?=C@ Q<ME? ®=B; ML=B GCAN FIIE FCE

A \0JIL NM "RI?NM]
A OIN)IZE 2L]IL
A\ UIEM Q?<Mig7

IHMC>?LCHA NB? |<DMM 1@ JRF? J?LA@ GCHA MR=B KO?LC?M CM
B?FI@OR.@M ;M >CH;F G;LE?N?LM <2 OM? T ;FFQDM OM NI 2LN?
Q?<J;A?M NI ;HMQL NB?M? MJCE I<D2NCMM 1B? ECH>@ BSQIL >M
IH ? ;=B J;A? QCFF <?;RIN& >C@.?HN

1B?M? I<D2NCMM H ;FMI <? JF;=?> CH ; JU= ?MM QBZAMIG?IH?
Gl P’M @& H? ?>CHA CIH@ NCIH ;<ION ; MJ2C@ H?> IL =B;FF?HA?
NI Q;HNCHA NI JAL@ CHN?t= NCIHML ; NL;HM;=NCIHNI ;>>L ?MM NBCM
H??> NI Q;HNCHA NI PEM@JZCEC Q<ME?

1B? E?S C>?B?L? CM NR; ;M >QW;F G;LE?N?LM EKICHA QB
J?1JF? ;L ? M2L=BCHAI@GMIG? NBCHA ;FBIM 8O NI =L?; N? J;A?M NBy
GIL ? >CR=N§ ;FCAH QB8 NB?CL;M:B?M 1BCM B?FI®I SGJU P? OM?L
?RJ?LC?H2=;H> =BIIM? NB? LCBN ESQIL>M <INB i@ QBC=B MBIOF>
;FFIQ SIOL Q?<J;A?M NI LHE BCR?L
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Figure 36 Types of Seacch

M?=IH> Q; S NI NBCHE ;<ION GBJ?IJF? ;L? M?L=BCHA CM NI MN;L
QQ@IB NB?CLM =B;FF?HA?M ;H> Al:FM 1BCM BAQ Q@JFCNCIHM
#CLMN :MP@;P? M?H QGIB /3 ? N8 >C@.?HN M?AG?NM?LMIH;M
B;P? >C@L?HN H?>M =B;FF?HA?M ;H> AI;FM MNBG2HM NBN $O
QCFF B2 NI =L?; N? >@?HN @<J;A?M NI ;\NEt= N >@@?HN J?LMIH;M
NI SOL Q?<M? QB?R ?:=B Q?<J:A? MBIOF> :>>I?MM ; MJC@
H??> =B:FF?HA? IL ALF ;H> J?LB:JM =OF> > Ml <S N;IA?NCHA
>C@L?HN M. =B I<DZ=NCMM 1BOM QB?H =2; NCHATXJ;:A?M NB?@MN
KO?MNCIHM NBJBIOF>I&2 NI S IOL GCH> ;12 NB? IBFIQCHA 4B;N
:L? NB? H?>M 1@ G J?LMIH; 4 B;N Al;F ;L? NBB NSCHA NI ;=BE?

4 B;N =B;FF?HA?M?;NBB @;=CHA QB?HSSHA NI ;>>2MM NB?CL?H?
IL ;=BC?P? NB?CL Al;F  HMQ@LCHA NB?M? KO?MNCIHM MBIQFSICFFI
NI A?H?LN? G;HS >C@?HN #H N2l C3M @G QBC=B SO =;H NBCHE

| @ M3D@ MR=B KO?LC?M %QCFA £?L NBCM CH G£?N;CF QB?H
Q7? N;FE ;<ION #H N?H G;LE?NCHAH&NBCNICLM? @ QCFF ?GJB;MCT
Bl Q =IHMOG?LM[ M=B?M RS >?J?H>CHA IH QB?LNBS ;L? CH NB?CL
DIOLHS
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A "L B IH CH NB?CL DICGGHHHMOG?LM ;2 FIIECHA NI@H>
CH@5; NCIH <ION ; JU<F?G NBB ;L? @;=CHA IL ; H> NBB ;L?
NISCHA NI ;>>PMM? A \BI Q NI LOH ; E]\NL?; NCHA ;=H? @}MN
\?;MS Q SM NI A;CH GOMIR2\ AZNNCHA ; DI< N@L #F?AP

A M =IHMOG?LM GP? NI ;= NCHS P,FO;NCHA NB? IINCIHWCF;<F?
NI ;>>L ?MM NB?CI?HNBB QCFF MMNI PCR >C@L?HN IINCIHM
? A \<?MN NLHCHA JF;HL@ ]\L?NCHIF PM <M8F PM M;BEEE
\CM =, NCH? NB;AlI> ] IL\ MBIOF> &BCMN?L IH FESHEH

A ) ;MNE& IH=? NBB ;L? =FIM?L NI G;ECHA ; JGB;M? NBS QCFF
FIIE ; N PFO;NCHA IL ;=?MMCHA NB?#Cf& JI>O=N NBZ
=BIIM? ? A \M;F?M dEM ABIMN ]\QB?L? NI <CS <?HT SH
\=L?; NCH? IHFCH? :BP\FCHE-CH JIGI = 1>?]

OCGCHE& NI NB? NBR I<D>=NCM 1@ N?-B?M EHQCHA NB}
=IHMOG?LM G@MNIH=?HNLN? IH JU<F?GM NB?H IH JIN?NC;F
MIFONCIHM ;HEHZFF-IH NB? JI>O=N IL M?BC2 NBB ;L? CN?RMN?
CH CM NEZLMN MN?J NI;NCHA ; G;E?’NCHA;GJ;CAH ( ??JCHA CH
GCH> NBY IOL Al;F CM NI 2IN? FFO? @ = IHMOG?LM S [2JL?M?HMICHA
NB?G L, NB?L NB;H N;FECHA ;<ION IOEEH S NBCM GIM NBN @
QCFF B2 NI =L?; N? ;>M ;H>3+H N?H NBY CHI@5 = IHMOG?LM ;<ION
NB?CL kF?GM  B?FJ NB?G P,FO;N? NB?CL IINCIHM ;H>JIMONCIH
IOL JLI>O=N ;M NB? <?MN IL?2N? JI>O=N IL M?BC2MJ?=CE&*
CH@5; NCIH 4B?H Q? CNIL>O=? NB? #H P?LMCIH <;M? @G? QILE
CH NB? RN =B;IN?LQ? QCFF ®BI Q ?;=B | @ NB?M? MN;APMEMI
<? OM2 @ >C@L?HN MNN?&L= Al;FMH;G?FS ; N\NI=NCHA PEIM@
=IH P?LNCHA PEIMZ NI E3M ;H> =IH P?LNCHA B™M NI =OMNIG?LM
1BCM CM PCBIOHPM?? CHICAGL ~ <?FIQ

Figure 37 burney and Searches
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4 ? QCFFI 2L NB? F;MN; ® NI NBCHE ;<ION ;M2B?M PLS <LCT®
MCH=Q? >CM=OMM® CH NB? F;MN =B;Ji&iogle ZMOTs M Q?
MQ $IIA F? JWIM?M @L 7* , 1M & @GN NI EHQ & QHN NI Al

& QHN NI >| ;H> & QHN NI <G 0IG? | @ NB?MPALF;:J Q@B QBN
Q? DOMNQI&Q ;HN NI EHIQ M2L=B?M ;I? CH@5; NCIH;F N2=B?M
&Q ;HN NI <OS MZ=B?M :H <? NBIOABN 1@ ;M MiM;=NCIH;F NI?=B?M

: <L1;>?L >?@CHICIH @ NM;=NCIH;F M2=B?M OF> ;FMI CH=FO>? &
Q;HN NI > M?;L=B?M 1B?M? GIG?HNM ;A;CH AM?H 1JJIL NOHE?M
NI =L2; N? #H N?HN $IIA F? J2M?IM HOGPOM Q SMI@G;L E?N?LM NI
=JCN;FCTIH &Q :HN NI >I GIG?H NM B7L

Using Keywords to Analyze Competitors

4 ? =IH=FO>? NBCM =B;JNA.R;GCHCHA B E?SQIL>M 5H <? OM?2

NI ;H;FST? SOL =IGJ? NBCIH L@tG? QB; N ®BFIQM @ QCFF ;MMOG?
NBN #GJ? NRILM EHQ ;H> @FFIQ NB? M;G? LOF?M ;MOSMBIOF>
QB?H =I?; NCHA®XJ;A?M ;H> =BIIMCHA ZSQIL >M

A BIOL =IGJ? NBILM ;P =L?; NCHA M3e@ @<J;A?M NI LHE IH
MJ2=C@ MR=B KO?LC?M

A 1B?S EHIQ QB?L? NI JON NB?Z5QIL >M NI #GGOHC= N? QNB
J?1JF? ;H> M2L=B ?HACH?M

-;A? NQF?
* ?N; >?M=LCJINCIH
-;A? 2))
%?;>CHAMNB? NE?MH NB? 2<J;A?
1B? <I> S NB? NRN
A 1B?S QLE? NB?CL JAMNYC 2/) ;H> G? N; >?M=LCINCIHMMPKF]
NB?CL®J;A? NI J? IJF? IHO"/- M

1BCM CM OM?@®F @1GJ? NSBCP ;H;FSMCM RAGICHN <% OM? I\C
G?;HM $0 =;H ?;MCF MNC>3O0L =IGJ? NRCIH <;M? IH MJ?=C@
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E?SQIL>M B CM ;FMI CGMIHN NI OH>?LMN;H> B?NBN $O MBIOF>
NBCHE@ ;HECHA IH MR=B KO?LC?M CH;;SNBN CM MCGCF;L NI M?FFCHA
JLI>O=NM I® H??> NI @H> ; JIMECIHCHA MBJINCG:F Ii@SIOL
Q?<J:A? 1B; N G2HM @H>CHA ; M2B KO?5 NBN CM HINPPLIS

=1GJ? NECP :H> IH QBC=B 30 <?FCR? ®l CM FSENBN $O QCFFHE

BCB %?H=? ; @LMN MN?J CM NI OH>?LMNHNIBH;FST? NB?

=IGJ? NECR?MM @ M3T@ ESQL>M ;H> :MMI=Qy> M?L=B
KO?LC?M

Keword Competitive Analysis

4 ? MBIOF> OH>?LMN;HRF N NBCM JICHNBN @ L? =L?; NCHA
Q?<J;A?M QGIB NB? Al;F @ HECHA BBAH MJ?=C@ MR=B KO?LC?M
4 ? ;FMI OH>?LMN;H> NBHIN ;FFIHMOG?LM QCFF OM? RBNM;G?
M2L=B KO?5 NI ;>>L?MM ; MJ20@ H?> )? NM Al <;=E NI NB? MR=B
KO?LC?MP@M$ NI CHIL>0=? NBCM =B;JN?L ;H> ;MMOG?;[)? NISCHA
NI =L2; N? ; Q?<J:A? NB;N QCFF :>M NBPHMOG?L H?> | @ GINCHA
NI EHIQ BIQ NI <;NB? ;5N M ; L2GCH>?LNBIM? KO?LC?NILQ NB?
@FIQCHA

A \BI Q NI<;NB? G5 = N]

A \2;MC?MN 8 NI QMB GS = N]
~ \Q;MB; = N]

A \=; N QMB MI;J]

1B?M? ;1?2 >C@L?HN MR2=B KO?LC?M ;H> BI=IGJ? NRCPNB®S ;L?
QCFF NBOM <@fHNl @Q ?;MS MN?JMHB?FJ 30 OH>?LMN;H>
Bl Q FCHS 30 ;L ? NI LHE BCR IH ; MJ?=C@* MR=B KO?5 1B? @LMN
MN?J CM NI OH>?LMN;HZ B> NB? >IG;CHM NBt MBD OJ IH NB? @LMN
0"/-;L ? 1BCM CM=<®@M? NB? IF>?L NB? >IG;CH NB? GINCG? NB&?
B; P? B;> NI <OCF>IH N?HN ;H> <;=EFCHEM ;H> NB?BL NB3 QCFF <?
NI >CMJFZ@G NB? @LMN 0"/-1B? IF>?L NB? >IG;CHM IH NBT@MVN
0"/- NB? GIL? =IGJ? NRCPNB? MR=B KO?5
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11 EHI Q BI Q IF> >IG;CHM ;L? JC=E NB?75QIL>M 8 Q;HN NI
LHE IH 0?;L=B NB?M?7Z5QIL>M IH ; M2L=B ?HACH?? A S$IIA F?
1B?H OM?; QBICM MPC2 ? A QBI CMH>=B?=E NB?M?ACMN2%IH ]
> N? #IL R;GIF? @ NB? M2=B \BIQ NI <;NB? G5 5 N NB? GLMN
>|G;CHM ;L?

A QCECR) =IG L ?2ACMN?:CH
A <BA 4G L ?2ACMNZ:CH
A = NMN2AG L ?2ACMNZ:CH

& M2GM NBN GIMN >IG;CHMI@NBCM NM2B KO?E5 B;P? <??H
L?ACMNZE JLCIL NI QBC=B G;PM R FCE NI <?; =IGJ? NRBCP
M7L=B KO?E >>CNCIH;E=GIMN |@ NB?M?2<J;A?M M?G NI B; P?
<??H =12;N?> NI LHE IH NBCMR=N MR=B KO?5 IL MIG? NBCHA
=FIM?% [?FN?>

A 1B? 4CECBQ J;A? NGIF? CMI\@NI <; NB? ; 5 N]
N 1B? BA J;A? NRF? CMI\@ NI <; NB? ;5 N]
N 1B? = NMN2IG J;A? NCNF? CMI\@ NI <; NB? ; 5 N]

1BCM I6<CH;NCIH @ Q<J;A?M =F2F JIMGICIH? IH MJ?=CE
E?SQIL >M NBY #GJ? N? ;A;CHMNE.M ;H> IF>?L >IG;CHM GHM NBN
NISCHA NI;HE ; Q ?<J;A? IH \BI Q NI <; NB? G5 = N] GCBN NBOM <?
; L; NB?L >@ROFNR2=CM? N&>I1?MIN G?H QN CNNH JIMMC<F? NI >I|
<ON N QOF> I?KOCL; FIN |@ @ E NI =I1?; N? <;=EFCHEM ;H> ; J;A?
NBN ;HMQLM #HMOG?L H?>M <MN?L NB;H INB?L J;A?M LSCHA NI
JIMQICIH NB? %xJ;A? IH INB?L E?SQIL>M GCBN <? ;H 2MC?L JNB
610 =;H L?J?; N NBCN?2=CM? QB H® E?SQIL>M ONCHG @H> ;
M7L=B NBN 80 <?FCR? =IHMOG?LM QCFF <? OMCHA ;H¥ ©8;HIN
| P?LIS 94GJ? NRCP

HINB?L ;JJL ;=B NI MNO:SCHAZSQIL >M CM NI;M2B @ Q ?<J;A?M
NBN ;L? ?R;=N§ JIMGICIH2 IH NB? E2SQIL>M 8O ;L ? ;CGCHAIl@®
@Q Boolean sear ch oper ator s =;H B?FJ SO B?L?

A allintitle ? A ;FFCHEF? BQ NI <; NB? ; 5 NL?NOLHMMOFNM
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QB?L? NB? BESQIL >M ;|2 CH NB? J;A? NE?

A allinurl ? A ;FFCHBBIQ NI <; NB? ; 5 NL?NOLHMMOFNM QB?L
NB? ESQIL >M ;l? CH NB? J;A? 2/)

A allinanchor ? A ;FFCH;H=BIL B} NI <; NB? ; 5 NL?NOLHM
L?MOFNM QB®Q?<J;A?M ;L? FCHE& NI NB? ESQIL >M CH NB?
;H=BIL N?RN

1B?M? ;1?2 OM?@OF=<0M? ;M @ DOMN R2L?> 0", MBIOF> F?>
Q?<G;MN?LM NI JON NEBBIL >M IH QBC=B NBZQHN NI tHE CH NB?
J;A? NGIF? ;H> J:A? 2/) ;H> <? = OM? <?CHA FEHEI E?SQIL >M CH
‘H=BIL N7RN B?FJM IOLHECHAMH&MBIIN < OMCHA NB?M? IjA?
M?L=B 1J2L;NILM B =H A?N ; =F FCMN@ R;=N§ QBI SIOL
=1GJ? NRCIH CM @1J? =C@ MR=B KO?5 1BCM <2G?M OM?@QCE @
?R;GJF? C@CBQ ;HN NI OH>?LMN;H> QBECH>@ Hi N?H NB?CL J;A?M
| @L BIQ NB? J;A?M ;2 MNLO{OR> QB?NB?L NE® B;P? GOFNCJF?
N8J?M I@ G3C; ;H>MIIH ,L JON >@@?HNS SIO =;H ;H;F ST? NB?
Q?<J;A?M 1@ I®L =IGJ? NECIH NI =2; N? ; A?H?tF <?H=BG;LE NI
<?;N ;H> =I?; N? ; <?NN?L @<J:A? NB:N QCFF GIL=F7LFS ;H> @CFF
:HMQL SHMOG?LM[ M
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Backgound Fersona

610 ;L ?; L?;F ?2MNN? #GJ;H S FIs N2 CH *IH NE2;F NBN
MJ2=C;FCM CHC@MN NCG=RM

)? NI ;MMOG? ; KOC=E@L 1@ ; J?LMIH;

CFF ;H>H? ;L ? H2QFS Q?> :H> ;L ? FIIECHA NI MNyL;
@;GGEF1B?S QHN NI BP? MIG? MJ;=? <?=; OM? NB®;L?
JF;HHCHA NI B? NQI EC>M ;H> C3RIS ; <,;=ES;L> 1B?S
QIOF> ;FMI FCENB?CL BIOM? NI<&? NB? @;GEBIOM? &
INB?L QL>M NB2 QIOF> FCENB? @;GE&RI AlLQ CH NB?
BIOM? &?;FIS NBN G?2HM @H>CHA ; @;S@L.C?8>F
H?CRB<ILBII> QB?L ? NB? M=BIIFM 2AIl> ;H> ;= =?MMC<F?
1B?CL <O>APCM MI®@B; N FCE& <?=, OM? NEB?;L? KON?
SIOHA QBC=BH <?; JL I<F?G QB?H Q;HNCHA NC@&> ;
BIG? ) ;MN&NB?B ;L? ;FMI @LMN NCG? BIOM3AM™ ;H>
NB® ;L? KON? OHQ;L? | @ NB? QBIF? 3L?MM @ <SGCHA ;
BIG?

U- F;HHCHAL@!CA @©;F *;L E’NCHA ;GJ;CAH



Understanding $eches

610 ;L ?; L?;F ?MNN? #GJ;H S FIs N2 CH *IH NR;F NBN
MJ2=C;FCM CHC@MN NCG=ROM

A &?HNGGH CH@S; NCIH;F M2=B SOL N;LA?N G;LE?N
GC/AN >|

A &?HNG@NLHM;=NCIH;F M2=B SOL N;LA?N G;LE?N
GC/BN >I

N &?HNG@H; PCANCIH;F M2=B SOL N;LA?N G;LE?N
GC/ABN >I

Creating Content Wh SEO in Mind

-C=E IH? M2.=B ION 1@ NB? NBIM?L=B?M B B; P?
C>?M@@ JLCIL #IL NBCM M2B =2G? OJ QCNB ;H C>2@L ;
Q?<J;A? =IH=?HNLNCHA IH NBF@QCHA ?F?GNM @ NB?
Q?<J;A?

A A2 NEF?

A % 9N; >?M=LCJINCIH

A 9%2;>CHAM

N 2/)

A (?SQIL>MSHIKSGM CH <IS

Backlinks
%l Q =;H Q? <IIMN <;=EFCHEM @L L?;F ?MN\I? #GJ;H S
&?HNG@@PR =IH=L?N? Q SM NI >| MI
Competi ti ve analysis
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[ ?P?LM? ?HBH?L NB? 0", ?@® NM ;H> #H N?H G;LE?NCHA
MNIN?A | @ KJ? NRBILM A;CH HMC>?L NB? J;A?N&?
>?M=LCJINCIH 2/) B2CHAM ESQIL>M CHIH N?H\ ;H>;FN
N;AM

1B?H Al NI H?QM MBOJ®HEIG ;H>J C=E NBR <FIA
;LNC=F28"?HNG@

A NB? ESQIL >M IH QBC=B NB?MNC=F?M;MOJJIM?
NI LHE ;H>

A QBISIO NBCHE NBZA? N;LAZNCHA

Finding no vel com peti ti ve spaces
;M? > |[H NB? M2.=B?M @ JL?PCIONRN;F&> ;<ION @H>@P
;EN?LHNCP F?MMGEJ? NECPM?ZL=B?M NI {HE IH
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Introduction to Digital
Strateqy

PIERREYANN DOLBEC

Overview

& NBCM =B;JNR? >CM=OMM MIGZSHI= ;<OF;LS ;MMI=Q\? Q@B
>CA\;F G;LE?NCHAI £?LCHAIH=?JNM MO=B ;M CH<IOH> ;H> ION<IOH>
G;L E?NCHA ;H> J;C> QH?> ;H> ?;LH?> G?>C; ;=NCRC?M 24 NB?H
NOLH IOLMN?HNCIH NI NB?;@2 QILE Q? ;L? AICHA NI £P?L @ NB?
L?MN @ NB? M?G?MNMR? / " @LG? QILE 4 ? <LC#® = P?L NB?
@L MN;A?M@ NB?;@2QILE <?@ ? NOLHCHA IONN?HICIH NI BQ

NI FCHE J?LMIH; DIOISHMH> MNIN?AS 4 ? =IH=FO>? NB? =B;JN?LX
OH>?LMN;H>CHA@BNB? / " @LG? QILE sH MOJJILN #GJ? NSCP
:H;FSMCM

Learning O bjectives

2H>?LMN;H> S N?LGM ;MMI=3C2> QANB IHFCH? VINR/AS
NB? I<D2NCM 1@ NBTa@ MN;A?M@ NB? /" @L;G? QILE
Bl Q M FCHEM NI J?LMIH;M ;H> DISMHH> BIQ NI OM?ICNI
MOJJILN #GJ? NSCP,H;FSMCM

&INL>O=NCIH NI IC&;F DNEN?A U



Inbound and Outbound Maeiting

&<IOH> ;H> ION<IOH> G;LE?NCHAIL?M?M RQI <L ;> ;JIL [|;=B?M
NI =IHH?=NCHA @8 #HMOG?LMnbound mar keting ;CGM N <LCHAA
PCMCM \CH>L; QCHA NB?G NIISL =IGJ;H S PC; SUC:#5 =IHN?H
G;L E2NCHA MI=C;Fx&2 ;H> Q?FF IINCGE¥ Q?<MR?M HNBCNL@IN
:JIL ;=B = IHMOG?LME@®> B <?=; OM? © L?JL?M?M NB?G

Outbound mar keting CM QBY @ NSJC+#IS NBCHE® QB?H @NBCHE
| @ ;P?LNCMCHA NBGINCIH | @ J>O=NM IL MAC2M NBOAB
;> P?LNCMCHA ;H3GINCIHM & NBCNM? ; G?MM;A? AI?MION] @G
SIOL =IGJ;H S ;H> MNIIM HMOG?LM CH QBP?L NBS Q?L? >ICHA
? A ; =IHMOG?L CNNIJJ?>] <S ;H ;> QB?H M=IFFCHA IHHMN;AG
IL L?;>CHA NB?CL #£<IlE @??> NBB ;L? MNIJJ? <S ;H ;> ; N NB?
MN;N |@ ; 6010<? PCA?IL NB?S ;L? MNIJJ? <S ;H ;> QBC=B =ONM ;
H2QMJ;J?L ;LNC=F? IL ; <FIA JIMN G} N

&<IOH> G;L E?NCHA CM ;FMI ;MNIZ@ @\ Bpermission mar _keting
QB?L? ;> P?LNCMCHA @M@? > <?=; OM? J?LGCMMCIH NI <P2ENCM?
NI B:M ;F2;>S <??H I<N;CH? ;H> ;> P?LNCMCHA ONC#IN2 ? A
?G;CF G;LE?NCHA ;Htwo-w ay comm unica tion G?;HCHA NBJ NB7L
=H <? ;H CHN?(=NCIH <RQ??H 4HMOG?LM ;H> NB? &> ?A
=IHMOG?LM ;H =IGG?H N IH MI=C;F G2C; JIMNM ;H> IH <FIA
;LNC=F?Ma?Q @B?L =B;l= N?LCMNG@NCH<IOH> GE2NCHA ANBN
@I CM

A MIOMBN G?2HCHA NBy #HMOG?LMG@> B

N H? 1 @ NB? @;MN?MQIGHA MNN?A?N®. G;L E?NCHA IHFCH? ;H>
B;M <??H | P?L NB? F;MN=2?

A M?H ;M =B2J?L NI J?L@ALG MCH2 =IGJ;HC?M >| HIN H??> NI
CH?MN CH ;>MNBIOAB NB?2 ;L ? =IMNM ;MMI=XC? QMNB 4 N?H\
=L?; NCIH ;H>

N ,CG?>; N =OMNIG?L OCMCIH

IH P?LM?F ION<IOH> G;LE?NCHA CM ;MMN2CQQ\B @&erruption
marketing QB?L? G;L E?’NCHA @@NM MO=B ;M ;>MN@H.OJN QB

U&INL>O=NCIH NI |C&;F ONEN?/S


https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwjgh-2x7vfrAhWlUt8KHZnxBZUQmhMwHnoECAwQAg&url=https%3A%2F%2Fen.wikipedia.org%2Fwiki%2FInbound_marketing&usg=AOvVaw0Q-RZIfPGb2FHpcLIM9u3x
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwjgh-2x7vfrAhWlUt8KHZnxBZUQmhMwHnoECAwQAg&url=https%3A%2F%2Fen.wikipedia.org%2Fwiki%2FInbound_marketing&usg=AOvVaw0Q-RZIfPGb2FHpcLIM9u3x
https://en.wikipedia.org/wiki/Interruption_marketing
https://en.wikipedia.org/wiki/Interruption_marketing
https://en.wikipedia.org/wiki/Permission_marketing
https://www.martechadvisor.com/articles/content-marketing/why-content-marketing-is-set-to-be-an-industry-worth-41288-billion-by-2021/

; =IHMOG?L CM >ICHA ;Hone-way communication <?= OM?
=IHMOG?LM;HHIN N;FE NI ;>M ,ON<IOH> G;IE?NCHA CM ;FMI

N CGIIM2 <?=;, OM? HHMOG?LM > HIN ;AR? NI <? ;> P?LNCMNI

N >?=12;MCHA CH JIJORBCFNBIOA NBCM CM 3P;

N ?RI?HMCP<?=;, OM? NB?LL? @?M ;MMI=Gt?> QB JONCHA ;>M
IHFCH? ;H>

N CG?>; N Q;L?H?MM 2LNCIH ;M B;MNC: S <??H NB? :M?
Q@B NEONCIH;F ;#?LNCMCHA

"R;GJIF?M | @ CH<IOH> GH?NCHA CH=FO>? <FIA JIMNAL GBE&&M ?

<llEM QBMN?J;J?LM MI=C;F GT; JIMNM NONILC;FM ;H> NB? FCE
"R;GJF?M | @ ION<IOH> G;E?NCHA CH=FO>?INCMCH® I3 MIIN

QBC=B @ ;L? AICHA NI £P?L CH GII? >?N;CF CH NBRN2>B;JN?L

Paid, Owned, and EarreeMedia

4 ? >C@L?HNOY? <NQ??H NBR? N8J?M 1@ G2C; IHFCH? J;C>QH?>
H> 2?2 LH?>

Paid media ;L? G?>C; ;=NCRC?MG&J; S@ 1B?M? G?>C;;=NCRC?M
;L? NBJCH#S J?LA@G? > IH ; NBCE J;L N6 =B;HH?F C? HINGL | QH
Q?<ME? NBN CM J;C8<80L =IGJ;H S NI 4H>0=N NB? ;NCR&6I0L
=IGJ;H S 4HNLFM NB?1H N?Hl <ON NB? NBCL Ns 94H NLIFM QB?R
NBCMHN?HM CM MBH "R;GJF?M CH=FO>?;M®B ;>M >CMJ§E;;>M
J;C> CH@®?H2LM J;C> I N?H JUGINCIH MI=C;F G?C; ;>M JU>0=N
JF;=?G?HNM ;H>NB? PCE

Owned media acti vities ;L? G?>C; ;=NCRC?M NB;L? BIMN2 IH
=B;HH?FM NE; 80 | QH C? IH $OL | QH JFN@®GM 1B?S CH=FO>?
SIOL Q7?< JLIJ?L NC?M A <FIA JIMNM IH I®L Q?<MR? ;H> MI=C;F
G?>C; =B;HH?FM

Earned media acti vities ;L? G?>C; CGJRMMCIHM NB$ ?;LH
<?=, OM? ©L =IHN?H CM MB:L %?L? =IHMOG?LM;H> MIG? NCG?M
JLI @MMCIH;FM?=IG? NB? =B;HH?F OB;P> MI=C;F G2C; JIMNM

&INL>O=NCIH NI IC8;F DNEN?A U


https://www.ft.com/content/cd1722ba-8333-11e5-8e80-1574112844fd

L?PCQM ;H> INB?L #HMOG?LA?H?L; N2 =IHN?# MO=B ;M NCHAM
MI=C;F 2=IGG?H>; NCIHM IEN?M =BR;N? IH QCECM ILIL@G
>CM=OMMCIHM?R;GJF?M 1@ 2H?> G?>C; ;=NCRC?M 1B P?LA?
@ ®L =IGJ;H S <S DIOLH;FCMNM ;FMI @;FFM (QH23LGZ>C;
;=NCRC?M

37LS CGJILN;HNE ;FNBIOA NB?M? ;2 =IH=?JINO;FF>CMNGCHSJ?M
| @ G2C; ;=NCRC?M ;H CBP?=GJ;CAH QCFF KM\IN? NB?G #IL
?R;GJF? SO =;H =L?; N? #H N?H IH SOL Q?<ME? ;H> MI=C;F G=C;
=B;HH?FM NH; 80 QCFF ;FMI JOMB < P?LNCMCHA [H MI=C;PG?
Q?<MR?M ;H> INB?L @&<ME?M OMCHA <;HH?L ;>M ;&> & ? G;ECHA
NB?M? @@NM CH NB? BIJ?M NIBOL =IH N?H QCFF <? QG-MB;2>
<S INB?LM 1BCM CM BBC:#N MNIN?/AS OH>?ESCHA PELG;LE?NCHA
=GJ;,CAHM

1,E? @ ?R;GJF? NB? QC>38RMO="MM@OF & @.C NIM >OLCHA
NB? 0 OJ?L<IQF NILCNIM =B; N? ;H ;> NB; N NB® BIMN? IH
NB?CL &xXME? ;H> MI=C;F G2C; =B;HH?FM? A 6/010<? 1B? ;>
Q:M JOMB2 ;M ; J;C> G?>C; ;=NCRE>0OLCHA NBOI?L<IQF NI NB?
NOH? @ NP?LF GCFFCIH >IFF;IMQ&/ ;FMI ;MMI=Q?> QANB,_1CE 1IE
B:MB\;A 5GJ;CAH = lIFL;H=B>;H=? QBC=B @O2F2LH?> G?>C;
CGIPMMCIH& CM NBAW2IOWNCIH @ J;C> QH?> ;H>?;LH?> G?>C;
;=NCRC?M NBF?M NI NB? =2; NCIH @ ME2MM@OF IHFCHEZBICHA
=GJ;,CAHM

Objectives, Goals, and KPIs

,<D?=NCMM ALILFM ;H> (-& ;I? NB? HRN M? I@ H=?IJNM @ QCFF
=| P?L Objecti ves L2JL?M?M QBN $ Q;HN NI ;=BCR? @ SIOL
=IGJH S &7?;FS I<D?>=-NCM MBIOF> < /1

N MIZCEE

N G?;MOL<F?
N NN CH;<F?
N L?2;FCMNC=

U&INI>O=NCIH NI IC&;F ONEN?/5


https://www.youtube.com/watch?v=4yKf0jhB9y4
https://www.youtube.com/watch?v=4yKf0jhB9y4
https://www.youtube.com/watch?v=OBDo4u-2eEI
https://www.youtube.com/watch?v=OBDo4u-2eEI
https://www.mobilemarketer.com/news/doritos-lets-mobile-fans-create-super-bowl-dance-videos-with-ai-app/571361/
https://www.mobilemarketer.com/news/doritos-lets-mobile-fans-create-super-bowl-dance-videos-with-ai-app/571361/
https://en.wikipedia.org/wiki/SMART_criteria

A NCG? <IOH>

Goals ;L?;=NCIHM NB:30 Q;HN OM?LM NI R;E ? OM? NB2®;<OF;LS
| @ Al;FM NI >?MCRPIOMNI[;=NCIHM MCHBCM QUA¥-S BIQ Al;FM
;L? JIMQICIH2 CH Q@< H;FSNC=M?A $lIIA F? H:FSNC=M
ICMNCHAOCMBQOW)®R? I<DZNCMM QB; N $0 Q;HN NI ;=BCR? ;H>
Al;FM QB;N 30 Q;HN $OL OM?LM NI ;=BE? DOMN G781 NBCHAM
=F7L?L

(-_&¥key perf ormance indica tor sY;L? G?NLC=M OM#H ?P,FO;N?
NB? J?L@G;H=? 1 @ I®L =IGJ;H S <;M? IH ; J,L NC=OF;L I<ENCP
IL ;= NCRE (- & RJIC#S B;P? N;LAMNM M3TE@ FFO?M NBt $OL
=IGJ;H S CM ;CGCHA NI ;=BOQ@IBCH ;2LN;CH NCG? J?LCI>

1B?M? #=?IJNM QE NIANB?L NI B?FJ 16 JFH =GJ;,CAHM
,<D?=NCRM 3H <? OM?2 NI C>?NG@\I;FM @ OM?LM NI ;=BE€2 QBC=B
=H <? G? ;MOR> OMCHA @M #CACL

Figure 4.1 vjective / Goal / KP |

#IL ? R;GJIF? ;H I<D?>=NCP@ SIOL =IGJ;H S GCABN <? NI CH2IM?
JLI>O=N ;Q;L?H?MMHSIL>?L NI ;=BCP? NBCM I<ENCP SO GCABN MY
0OJ AI,FM @ SIOL OM?LM MO=B ;M MO<M=LC<CHA NI ?G\CMCGH>;
?HA;ACHA CH MIG??& @ NORM 8O <?FCR? QCFF B?FLCM? JI>O=N
; Q;L?H?MM N&CM NB?H JIMMC<F? NNG&ZH&M NI GZMOPR SOL
MO=?MMII@NB?M? OM?L Al;FM MO=BHRIG<?L |1@ K N;=N [@GM

&INL>O=NCIH NI ICA;F DNEN?AS U


https://support.google.com/analytics/answer/1012040
https://en.wikipedia.org/wiki/Performance_indicator
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/01/DMB_Ch4_Fig1.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/01/DMB_Ch4_Fig1.png

MO<G@®I?] IL \ OM? @ NB??E @ NOR | @ NB? RCLF GCIl} M?
#CAOL @ ;H? R;GJF?IL @ NB? NRN PLMCIH=EC=E B?L

Figure 4.2 KRs Example / Text Description

Strategy and Rctics

ONEN?& ;H> N;=NC=M 2LNB? F;MN?& N?LGM @ H??> NI <?NN?L
OH>?LMN;H> NB? /' @L,G? QILE Str ategy L?JL?M?IIM NB? BB 80
CINI?H> NI N;ENI ;=BCP? ; MJ?=C@ I<D2NCP 1BCM ;FCAHMIB{THM
OH>?LMN;H>CH@&IMNN2/ ;M \NB? J\NN?LH [@ G;DIL I<DNCRM

JOLJIM?M ;H> Al;FM ;H> ?MMRB;F JIFC=C?M ;H> JFJHNEBC?PCHA
NBIM? ALLFM MNR CH MO=B ; & ;M NI >?@H? QBN <OMCH?MM NB?
=IGJ;H SCMCHILCMNI{?CH

& NBCMGLM? @ ;L? AICHA NI ?GJB;MCGTBIQ NI CGJF?G?N
; MNIN?& ;H> ;=BCP? MJZCE I<DNCMM ; dGJ;H S >?JFISM
tactics YNIIFM OM?NI G??N I<D2NCMM "R;GJF?M @ NIIFM QQCFF
>CM=OMM CH=FO>? <HHM®?’LNEMCHAGX(CAHM MR=B ;>
=,GJ;CAHM ;H> NB? OM7@ B N?H G;LE?NCHA IH MI=C;F &C;

U&INL>O=NCIH NI |CA&;F ONLN?/5


http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/01/DMB_Ch4_Fig2.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/01/DMB_Ch4_Fig2.png

)? N1 #G<CH? NB? = ;<OF;LS Q? DOMNNIHO=?> CH ;H R;GJF?
Objecti ve

N &=12;M? MF?M NBIAB IOL ? IGG?L =? JEEN@G <S QC NBCH
NB? HRN MCR GNBM

Tactics

N 0?;L=B ;>P?LNCMCHAJ?L =FC=E - = ;GJ;CAH OMCHA MIX&
E?SQIL>M QBB ; <O>AN NCG?;@2 ? N=

N 0I=C;F G?C; 5GJ;CAH OMCHA NB? 24IE <L ;H> J;A? QCNB
G;L E?NCHA §?LC;F

KPls per tactic
N 0?7;L=B ;>P?LNCMCHA =FCE€ENBL;, N? 1/ <IOH= ?1L; N?
N 0I=C;F G?>C; 5GJ;CAH =FC=ENBIKB L; N? MB;2L; NCI
;GIFC@=NCIH IN?

Targets per tactic

N 0?7;L=B;>P?LNCMCHA 1/®@5 <IOH= ?L N?1@5
N 0I=CFG?>C;5GJ,CAH 1/1 @5 MB;L?LNCII@ 5

4 ? =H HI Q NOLH IOLIN?HICIH NINB? /" @L,G? QILE

RACE Famework

B;@@SM RACE framework CM ;conversion-based @G? QILE

Conversion mar keting CM ; MNN?A= ;JJU;=B NB; N RIJFCNE ;CGM
; N CH2IMCHA =OMNIG?LM 1BB®@QIL E Q? QCFF MS@2I? CM J;N
| @ ; AR; N?L M? 1@ MNN?A= ;JJU;=B?M MO=B ;M @<0JIN[M ILCE&H;F
\; WNt=N3HP?LN =FIM? >?FGN] MNN?A QBC=B <2G? NB?CL

&INL>O=NCIH NI IC@;F INEN?A U


https://www.davechaffey.com/digital-marketing-glossary/race-marketing-planning-model/
https://en.wikipedia.org/wiki/Conversion_marketing

\@QB?F <OMCH?MM GJ>?E NB? ALH>@NB?L @ H{P?LMCIH
G,LE?NCHA ;JJd;=B?M NB? VYCELN? GNLC=MPARRR model
;= KOCNCIH ;=NCRNCIH EN?HCIH RE@LLF L?P?HO? MBIQH CHCACL
__ NRN PLMCIH;H <? @OH> B?L?

Figure 4.3 AARRR / Text Description

1B?M? >@@?HN @&? QIL EM JUIIM? MN;A?M Q@B >@#&?HN H;G?M
<ON NB??HNIF C>? 1 @ NBCM; NIMC= ;JJU;=B CM NB? M;G? 11
=IHP?LN $0 H??> NI GI P? J?1JF? NBLOAB @L MN;A?M

N PCME J?1IJF? =IG? NI S IOL Q?<MR?

N E?Z> PCMNEM ;2 =IH P?LN? CHll ; KO;FQ@ JIN?HNC;F =OMNIG?L
C? MIG?<I>S QBI CM GFEMN?CH BL JLI>O=N ;H> CM ;FMI
MIG?<I> S SO ;L ? CN?RMN2 CH M?FFCHA NI

A =OMNIG?L

U&INI>O=NCIH NI |IC&;F DNLN?/5


https://www.hubspot.com/inbound-marketing
https://www.paldesk.com/aarrr-pirate-metrics/
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/01/DMB_Ch4_FigX.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/01/DMB_Ch4_FigX.png
https://en.wikipedia.org/wiki/Lead_generation

A 12J?; N =OMNIG?L

610L Al;FM ;N 72=B MN;A? ;12 ;M @ FIQM

N Visitor s: 8 <LC?@0C5=L?; N? 3GJ;CAHM NI ;\NNE=N JAJF? NI
SIOL Q?<ME?

A Leads: ,H= ? NBB ;L? IH SIOL Q?<ME? 80 Q;HN NI @H> QSM
NIM? C@ NBL? CN?EMN?CHE @CH>IONCI@ & ?
CIN?RMN2CH NB?G C? QBB?L NE?=H <?; =OMNIG?L |@
SIOLM <Z; OM? HIN ;FF RAMZ ;2 J?1JF? QBI = ;H <OS SOL
JLI>O=N IL M?BC2 ;H> C@ NS NB?M®N=; N?AILC?M ;H>
NB?R CM ; GONO;FNCABMN  @H>; Q S NI 4H NCHO? NB?
=IH P?LMNCIH Q@B NB?GOMO;B=S 4FF2NCHA NB?CL ?G;CF
;>>L?MM IL G;ECHA MONBB3 @&FIQ SIO IH MI=C;F G?2C;

A Customer s: ,H= ? SO B; P? C>?N@® ; GONO;F Q¥?RMN I1®
Gl P? NI';==1GJ;H S J?IJF? IH NB?CL DIOLEMI NBN $O =;H
=IH P?LN NB?G @L; F? ;> NI ; =OMNIG?L | @ I®LM

N Repeat customer s: @N?L NB?CL ¥B;M? 30 =;JCN;FCTIH NB?CL

BIJ?@OBRIMQICP?RI?LC?HEQMIB $OL =IGJ;H S MI NBN NB®
=H=I=L ?;N? IH SOL <?BF@ A QLE? RPCQM ;H> =IHNCHO?

NB?CL DIOLHM ; =OMNIG?L @ I®LM

1B? / " @LG? QILE JL?M?HNIMI@ MN;A?M NB;B?FJ OM JFHL@
;H> =IIL >CHN? >@@?HN G;LE?’NCHA NCRC?M NI ;=B&? NB?M?

I<D?>=NCMM

R stands for REEH

IOLCHA NB?7;,=B MN;A? 8L =IGJ;H S B;M RI I<D?=NCM
A NI <OCF>Q;L?H?MM ;<IONISL <L;H> JLI>0O=NM ;H> MPAC2M

NBIOAB | @CH? ;H> IHFCH? 82; ;=NCRC?M ;H>
A NI >LCPNL@@= OMCHA CH<IOH> ;H> ION<IOH>E3NCHA
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;=NCRC?M ;H> J;C31H?> ;H>1 QH?> G?>C; NIO=BJICNM

N NBCM MN;A@ QCFF GIMBEH=?HNLN? IH ;>>L?MMCHAI1JE?M
JLI<KF?GM

A stands for inter&T

IOLCHA NB? N MN;A?ISL =IGJ;H S B;M RI I<D?=NCRM

A NIA?H?LEN? JIMBCPCINI?L= NCIHM [HIBL | QH?> G?>C; ;H>

A NI=L2;N? F2M C? C>MES@IN?HNC;F =OMNIG?LM ;H> G;HOR
NB® sH <? SIOL =OMNIG?LQ? QCFFFF NB?MRO;FG@HA] BESM
FN?L IH CH NB? M?G?MN?L

N NBCM MN;A? ;I AICHA NI ?GJB;MCTBI Q Q? MBIOF>I€DM IH
;>>L ?MMCHAMMOG?LM[ JKF?GM ;M Q@FF ;M B?FICHA NBRFQO;N?
NB?CL IINCIHM

Cstands for CONVER

IOLCHA NB? IHP?LN MN;A? ISL =IGJ;H S B;M IH? I<DZNCP
=IH P?LNCHA B® CNI M;F?M

N NBCM MN;A2;Ic» AICHA NI ?GJB;MCTBI Q Q? MBIOF>I€DM IH
N;FECHA ;<ION @BEOL <L;H> JLI>O=N IL M?BC2CM NB? <?MN IJNCIH
@ =IHMOG?LM 2 QCFF ;FMI NIO=B IH ®INI IINCGCTIOL | QH?>
G?>C; IL>?L NI G;RCGCT =IHP?LMCIHM ; JE?MM NB;, CM;F2
\=IH P?LMCIH;IN? IINCGCRCIHl

U&INI>O=NCIH NI IC&;F ONEN?/5



E stands for ENGGE

IOLCHA NB? "HA;A? MN;ATCR =IGJ;H S B;M RI I<D?=NCM

A NI <OCF>=OMNIG?P= ;=S ;H>
A NI @IN?L 2J?; N PO ;H> M;F?M

N NBCM MN;A? NB? CM? NI <OCF> FIHAN?LG ?HA;A?N?KE
=IH NCHOIC8/1EH NLC<ONCHA MIMOG?LM[ RGPS =1?; NCHA;FO?
4 ? ;FMI GQHN NI C>MNSa?HA;A? =OMNIG?LM CH>RL NI @IN?L
NB?CL JMNC=CNCIH ;H> ?HA;A? NB?G CH=L ?; NCIH ;NCRC?M NI
J;L NC=CN? CH IOL;€J;CAHM ;H> MOJJIIN IOL G;LE?NCHA @aNM
#CACL JL?M?WMIM BD NB?M? I<D'NCRM PIFP? | P?L NCG? QB
?;=B 1 @ NB? MN;ARMRN >?M=LCINB#?

Figure 44
RACE
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From Rersona andodirney to Stateg

M Q? >CM=OMMPOLCHA NB? F;MN #B;JN?LM NB? A;FM R2M
GINCPNCIHM ;H> =B;FF?HABI EHMOG?LM JLPC>? NB? Q G; N?LC;F
@G QBC=B NI =[2; N? #HN?H @ ? ;=B J?LMIH; ' IOLH?SM N?FFOS
QB; N $OL =IHN?H| MBIOF> <? ;<ION JKF?G MIFONCIHM ;H*C&

&INI>O=NCIH NI !C8;F DNEN?A U



JLI>O=N ;H> Bl Q O ;>>L?MM?M @@N MN;A?M@ NB? DIOISH0??
#CAOL @ ;<LC?@7%=J| @ B;IN?L

Figure 4.5 durney and Searches

)? NM N;E NB? R;GIF? | @ G;ECHAIEEN?H ;H> ;MMI=Qy?> M7L=B

>M C? =2, NCHA ; <FIA JIMN ;H> NB?H=¢2CHA NI F2LNCM? NBCM
<FIA JIMN IH $IIA F? 0"/- M M @ >CM=OMMZH JRPCIOM =B;JN?LM
SIOL Al;F QB?H IINCGCTCHROSE Q?<J;A?M CM NI CRE&E?SQIL >M
=IHMOG?LM QCFF OM? NIILGL@?;,L=B?M IHFCH? 1B? Cx?BCH>
G,ECHA MR=B ;>M CM MCGU@FL=I P?L?> ; @Q Q; SM NI B?FJ >I Ml
CH=FO>CHA

A =][HMC>?LCHA QBI NB2? QB; N NBSH®> J?LMIH;

A BIQ NBB Al ;<ION MIFPCHA NB?CI2+@ DIOLHS ;H>

A QB;NNB3MZL=B CH IE?L NI >I Ml DIOLHS 7* , 1 N5J?M ;M
Q?FF ;M

A <?H=BG;LECHA ;A;.CHMG3? NECIH

,H="? SIO[P? C>?N@@ E?SQIL>M NBY 3L =IHMOG?LM ;2 OMCHA
NBIOABION NB?CL DIOBHSIO =;H MN;IN =R; NCHAIEN?H IL ;>M
<;M?> IH NB?M? ESQIL >M MI NBY 8O0 MBIQ OJ IH ; M?;L=B ?HACH?
QB?H ; =IHMOG?L >I1?M NBCMLMB
1B? =IH=?JN 1@ ; J?LMIH; B?FJM CREA?H?IF E?SQIL >M <;M?2
IH =OMNIG?LM[ B2M GINCMNCIHM =B;FF?HA?M IHMC>?LCHA NB?CL
DIOLHS B?FJM C>REBaMJ2C@ ESQIL>M <;M2 |H Bl Q OM?LM Al
;<ION ;HMQ@Q?LCHA H2M GINCINCIHM ;H> =B;FF?HA?MIOVERBION
NBN DIOLH®%?L? ;L ? NQI ? R;GJF?M
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N & ; #HMOG?L B;M J;CH CH NB?QI?EK;=E NB3 GCAN J?LI@G
; $IIA F? MR2=B NI @H> ION BD NI ;>>L ?MM NBCM J;CH 1BCM
JL?M?HIM ;H 1IJJILNOHS NI =1?; N? ,Q;L?H?MM JOH> ; <;=E
J;CHXPFN? JLI>O=N $O ;L ? M?FFCRA ;J,CL| @ MH2?LM

N & HMOG?L QHNM NISJI;L ? MHE?LM NI OH>?LMN;H> QBC=B
J;CL |@LM NB? <?MN MOJNNI ;>>L?MM <;=E J;,CH NBCMRL>?M
SIO QANB ;H 13JIL NOH6 NI H4GJ;L ? SIOL JLI>O=N NI NBIM?@
SIOL =IGJ? NRILM
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Table 4.1 burne y:

From Awareness to Post-Pur chase

Stage of Journe y

Awareness EVQICL};\;SJn Pur chase Post-Pur chase
=NCIH $I?M NI = NCIH $I?M
$IA F? NI = NCIH $I?M NI NI $IIA F? :H>
M?2L=B @ $IIA F? NI NSJ?M NB?
A?H?LF ZAGIL ? H:G? | @ NB?
CH@S: NCIH  :FN?LHNCRM  <LH> :H> = NCIH 4.GI?M
Concrete  <IONNB2CL JLI>O=NNB®  JLI>O=N
s JLI<F?G 0?:L=B Q:HNNI<@  L?PCQ IH
CH@G; NCIH:F L?2N:CFN[
0?;L=B \MBI?M PM 0?;L=B Q?<MK?
CH@G; NCIH:F JIMNOR PM NEHM;=NCIH;F
\%I Q NI 2RIL=CM? <;=E \ LH>5 67
L?7>0=2 <;=E J:.CH <?MN JL@=
J;CH M;FP
L?2;N? #HN?HU L ?2; N? 3H N?HU
NICH@S ;H>  NICH@S ;H> - IMGICIHBL )? PPLA?
ooportuni 1y >0FN? 2>0= N? JLI>0=N ;M NB? ?HA;A?>
pporunt ¥ - IyMOG?LM ~ =IHMOG?LM  <?MN IINCIHIL@ =IHMOG?LM NI
:<ION <;=E :<ION <;=E <:=E J:.CH =1?; N? RPCQM
J;CH J;CH MIFONCIHM
L ?2; N? M?LF
<FIA JIMNM NE;
=IGJL ?S0L  0?,L=B ;>
L?;N?;<FIA  JLI>O=NPM  =GJ:CAH IH
JIMN QEB NB? =IGJ? NEILM  E?SQIL>M
E?SQL>M\BIQ CH=FO>? \ LH>567 o
NIJ\L?>0=2]  L2FPHN MBI?M\<?MN %f'_:?@'b?,\fé’c‘?
. ;H>\<;=E J;CH] E?SQIL>M?A JLCZ] ;H> o
Tactic \<?MN MBIZM  JF:=2 :H :> NI JOL=B;M?
_ ’ : = QB?H QLNCHA :
L7?2;N? - \JIMNOR] | @L : 2PCO
=GJCAHIH  \<=E J:CH| L?2<;N? @ :
MMI=ON> @LMN NCG?
E?SQIL >M L2 N? - =FCMM IH 8L
=GJCAHIH  Q?<MK?
‘MMI=ON>
E?SQIL >M

From a durney Map to a ConversioatR

journe y map CM ; PCMOBL?M?HINCIH [@ NBAHMOG?L DIOLH?
1B? G;J NL;HM@GM ; L; NB?L ;<MMN QS 1@ OH>?LMN;H>CH@ BI

U&INL>O=NCIH NI |C&;F ONEN?/5



=IHMOG?LM JGIB;M? JU>0=NM C? Q;L?H?MM IHMC>?INCIH
JOL=B;M? ;H> FIS;FI$ NI MIG?NBCHAKE=L?N? QRSB MJ2C@ ;;NCIHM
:H> NIO=BJICHNM NB ; <LH> =;H OM? NI =2;N? ; G;LE?NCHA
MNIN?AS

conversion path CM BD ; <L;H> CM NBCHECHKA 1H;NCHA NBCM
MNIN?A & NC?M NNB?L GOFNCJFNGE ;=NCRC?M A MZ1=B ;>M
;H> =IHN?H G;LE?NCHA N&sH <? >?@H?2 ;M ; >?M=LCJINCIHa NB?
MN?IM NB; FGJ;H S QHNMEMOG?LM NI NZBVII NBN NB® ;=BCP?
; >?MCP> AlLF 8H NB? >QW;F G;LE?’NCHAIP;<OF;LS ; conversion
==0LM QB?H ; HHMOG?L ;=BC”?M ; Al;F SO Q;HN? NB?G NI
;=BCP? 1B? H;NOR| @ NB} Al;F sH P;LS QC>% @l #0F> <? PCNICHA
: J;A? =FC=ECHA IH ; FCHE M?H>CMAE’CL ?G;CF ;>3MM <8&CHA
; JLI>0=N MJ?H>CHA GNB;H ; MJZC@* ;GIOHN I@ NCG? IH IH?
| @ I®L J;A?M PQOQCHA ; 2LN;CH HOG<?L@ J;A?M >OLCHA ; M?MMCIH
OMCHA ;75 @ NORYNB? FCMN AI?M [H=L?; N? ; 9HP?LMCIH J\B
=IGJ;HC?M JF;H ; MN |I@ MN?JM NIBNBZ QHN #HMOG?LM NI NE
CH I>?L NI ;=BCP? NB? >?MCAR®Z Al;F 1B? MBILN?MNIEP?LMCIH
J; NB NBY CNBDC:#1S JL?M?MI?> CH >Q;F G;LE?NCHA;B™M @G ;> NI
=IH N?H NI F;H>CHA J;A2CACL
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Figure 46 Conversion Path

1B? JF;,HHCHA® NB? MN?JNMOG?LM ;2 AICHA NI N;E NI ;=BCP?
QB; N $0 Q;HN NB?G NI ;=B®? CMZHNLF NI =1?; N? >0B\;F G;LE?NCHA
=GJ;,CAHM 47 >| HIN MCGJ§& =1?; N? #H N?H ;H> ;>M CH NB? BIJ?M
NBN #HMOG?LM ;2 AICHA NI POMIOL ?<M? IL =FC=E IH IOL ;>M
QQ@IBION ;% C>?1 @ QBY QCFF B;JJ?H RR /;NB?L NB? <?MN
MNIN?L?P> =,GJ;CAHM ;B; SM ;HMQL NB? KO?MNCIHBAN #G?M
H?RN #IL ?R;GIJF? C@GCHL? =L?; NCHA ;H ;> NI ;JJ?L ; N NB? NJ @
; 0"~ QB; N #G?M H?RN 4B;N ;I? SO ?RJ?=NCHA J2F? NI >|
4 B?1? ;L? SO F?2>CHA NB?G4 B; N MBIOF> NB%? >ICHA |IH= NBB
AN IH NBCM J;A2 BS HMQ?LCHA NB?M? KO?MNCIHID G\ Bi;H
=L?; N? B 4H P?LNCHAGJ;CAHM <%, OM? ® B; P? ; =F?L C>7
| @ NB? A;HEMOG?LM MBIOF> ;=B2?H> SIO =;H NB?P@. ? =L?; N?
J;A?M ;H> ;>M NBN QCFEHRB?G NI ;=BCP? NB?M? Al;FM
1?J?H>CHA IH QBI SIO ;ME G N;EM <PMRQ??H ;H> NIO=BJICH NM
IL CHN?t=NCIHM @8 8L <LH> NI A?H?L N? ; KO;FC@ M;F?M
L?;>S F?> 0O:F2M@=? HFECH? *;1 E2NCHAHRINION? 47

U&INI>O=NCIH NI IC&;F ONEN?/5


http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/01/DMB_Ch4_Fig5.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/01/DMB_Ch4_Fig5.png
https://www.salesforce.com/blog/2015/04/takes-6-8-touches-generate-viable-sales-lead-heres-why-gp.html
https://www.onlinemarketinginstitute.org/blog/2013/10/why-it-takes-7-to-13-touches-qualified-sales-lead-part2/

QCFRG? <;=E NI NB? HINCIH I@ualified lead C? ; F? NB;N $O
<?F@ =H <? SIOL =OMNIG?L;H> sales-ready C? ; F2 NB;N CM
;N NB? JGIB;M? MN;AF;N?L >OLCHA NB? M?G?MN?NBCM =B;IJN?L
QB;N CM CGNLHN NI OH>?LMN;H> CMNNBRBION JF;HHCHA ;B7?
CH ;>P,H=? QB; N NB?M? NI NIO=BJIONM QCFF ¥? CFF <? KQC
>C@=0FN NI?N? M;F?M 1B? N;M@ |; >CGHN;F G;LE?N?L CM NBOM
OH>?LMN;H>CHA@NI <LCHA JJ3F? NBLOAB ; MN |I@ MG;FF?L Al;FM
FCEPCMCHA ; <FIA JIMN MJ?H>CHA GCHQONTHRA NB? JIMNCGRCHA
NB? #GJ;H S ;H ?G;CF ;>>1?MM [J?HCHA NB2L@&N ?G;GH> Ml IH

NBN QCFEFRB?G NI ;=BCP? =?LN;CH GCF?MNIH?§;IN+ G;ECHA ;
JOL=B;M? ,NB?IQCM? ; 5J;H S QCFF <fS@HA CH NB?E;IQGIB HI
=F7L MNIN?4 ;M NI BIQ NI G;E ? M;F?M ;J;IN @& JONNCHA ;>M IHFCH?
;H>=L?; NCHAHE N?H\

#IL SIOL N?LG JUD?>=N $OL Al;F CM NI &, N? ; =FL =IH P?LMCIH
J; NB #GJIM? > | @ NBR CH<IOH> ;H> NB1? ION<IOH> G;LE?NCHA
;=NCRC?M 1B?=H <? J,L N I@ NB? M;G? BB M? NB? R;GJF?
CH#CAOL IL JJL N 1@ >@@HN J;NBMM? #CACL IL NRN
>?M=LCINCIKON 8 H??> NI NBCHE ;B2 NI ; M?N |@ NNC=M ;H>
MMI=ON? G;L E?’NCHA NCRC?M NB;L? =F7LFS FCHE NI G;ECHA
J?1JF? \Q ;FE] ;FIHA NB? JNB 8O[P? =L?; N2> @ NB?G &7?;F5 SIOL
J; NB MBIOF> CHXCZQBN 30 ;L ? >ICHA C? ISL N;=NCsH> QB; N
SO ?RJ?=N HMOG?LM NI >l C? ; AlLF
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Figure 47 Conversion Path B 1st Example
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Figure 4.8
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Text

Description

RACE for Competitive Analysis

1B?/ "@LG? QILE #CAOL  NRN >?M=LCINCM BB8K OM?@OF CH
=L?; NCHA ; MNI?/& @ >CAN;F G;LE?’NCHAGJ;CAHM Bl B?FIM ;HNMOQM
KO?MNCIHM MO=B ;MINBRGHA
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NIIF NI AOC>?16J? NRCP;H;FSMCMIG =;H NOLH NB?M? KO?MNCIHM
;LIOH> NI <?NN?L OH>?LMN;H> NB?GIEAG;LE?NCHA NINRS | @ IBL
=IGJ? NEILM

N1 ?2;=B %l QCM S 4GJ? NBCIH <LCBAA PCM® NI NB?CN®MC
A =N H=? NBB B;P? PCNCM IH NB?CL?Q JLIJ?L NC?M BI>I?M
> NB?S =12; N? JIMBCPCIN?t= NCIHM %0 >I NB?S NIHM@G

PCNIM QH F?>M

A IH P?LN % Q >I NB?S =H P?LN F2M CNI =OMNIG?LM

N "HAA? %1 Q >INB?S ?HMALL?J?; N JOEB;M?M %Q >l NB?S
@IN?L QL>1 @sIONB ;H>INB?L =I =L ?; NCIH ;-;NCRC?M
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Figure 4.9 RACE / Text Description
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N % Q @RKO?HNG ;L? SOL =IGJ? NRILM LOHHCHAGINCIHM
4 B; N <?H?@M >| NBIM? JGINCIHM JU PC>? NI NB?CL =OMNIG?LM
;H> JIN?HNC;F MBIJJ?LM ;MEF ;M NB?CL <OMCH?MM

A L?NBB LOHHCHMN?MNM IHFGHB; N ECH>

N %l Q;L? NBB OMCHA NB?CL MI=GE;GB;HH?FM §6€ > NB?S
>LCPJ?IJF? @IG NB?CL MI=C;F G€; =B;HH?FM NI NB?CG<RIE?

N 4 B;N CH@; NCIH CM CH=F@+?NB?CL &EPNCHA <;HH?LM ;H>
=FFIONM

Act

OCGCH& ;H ;H;FSMCMa I®L =IGJ? NRCIH MBIOF> CH=FO>? N\N&2.
OH>?LMN;H>CH®INB? OMPRJ?LC?H>=IH NB?CL @<ME? #IL NBCM
MN;A? ® =;H ;HMQ?L KO?MNCIHM MO=B ;M

N % Q;L? NBB =1?; NCHA JINCPCHI?t= NCIHM IH NB?CILJAL NC?M
;H> NLHM@GCHA PAMOM QH F7>M

N4 B?L? ;L? NB?CLEFM NI ;NCIH NBRABION NB? 4JLOQMCHA
?RJ?LC?H=4 B;N ;L2 NB? sFFM NI ;NCIH ;<ION

A IINB? SB;P?; <FIA %Il Q @!XKO?HNE >I NB?S JIMN 4 B; N 8J?
| @ AH@ NCIH > NB3 N;=EF?

N 4 B;N CM NBRP2I @K N?H IH NB?CLRMIE? %1 Q >I?M NB?CL
=IHN?H >@D @G S IOLM

Convert

1B? H?RN MN;A? CM NNNL OH>?LMN;H> @I SIOL =IGJ? NECIH
=IHP?LNM NB?CL>KP CNI =OMNIG?LM [10H>?LMN;H> NBCM M
CGJILN;HN NI N;E2 NB? M;G? MN?JM ; =OMNIG?I08> /?ACMN?LL @
SIOL =IGJ? NSILM[ HQMAN?LM OH>?LMN;H> @BB;JJ?HM IH=2 ;

SsLN CM <H>IH2 ;H> H;FST? J?LMO;MCIH NN?GJNM - QIBCH
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Q?<J;A?M 1l ;MMCMNGS KO?MNCIHMOSMBIOF> <? ;<F? NI ;HM@L
CH=FO>?

N %l Q >I NB?S >CMJIB;NB?CL HO=NM ;H> EGOHC=s N? >'N;CFM

N % Q >?N;CE2,L? NB?CL J£O=N >?M=LCINCIHMB;NN CH@; NCIH
>| NB?S CH=FO>® B;N CH@; NCIH CM GCMMCHA

N4 B?L? ;L? NB?CLEFM NI ;HCIH NBRABION NB? JLOMCHA
?RJI?LC?H=4 B;N;L? NBIM? ;FFM NI ;NCIH ;<ION

~ 4 B;N B;JJ?HM CH I@MAN?LM MNB7L; =F7L JF;HH?> J; NB
=L?; N? NI G;RCGCTM;F?M 4B;N CM N\BJ;NB

A IINB? SB;P? ;H ;<;H>IH? >=;LN MP?L @ NOR &@ MI N QBN
JICHN > NBB M?H> NB? ?G;CFM ;H> QB|? NB? G?MM;A?M CH
NBIM? ?G;CFM

N &M BOL =IGJ? NECIH2N:IAPNNCHRCMEIM ;M?>H QB; N
PLC;<F?M

Engge

11 = IH=FO>? $OL =1GJ? NRCP;H;FSMCM =&? ; =OMNIG?L | @ I®L
=IGJ? NRILM 2H>?LMN;H> QR; B;JJ?HM IH=2 SO <OS ; JLI>O=N
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Figure 5.9 Landing Page b Atention Ratio
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;H;FSM?M NI B?FJ CANRHANB? IINCG;F JF?6?HN |@ ;>M NIZ=B
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https://en.wikipedia.org/wiki/Advertising_network
https://en.wikipedia.org/wiki/Advertising_network
https://en.wikipedia.org/wiki/Ad_exchange
https://medium.com/swipe-mag/what-is-the-difference-between-ad-exchange-and-ad-network-e6714f950132
https://digitalmarketinginstitute.com/blog/the-beginners-guide-to-programmatic-advertising

MJIZCE@r I<DNCAV #,=2<llE >M @IL ?R;GJF? ACPM ;>P?LNCM?LM
IINCIHM MO=B ;M;£B ; Q;L?H?MM IL E? A?H?L; NCIH £J;CAHM
BIIMCHA ; MJ?=C@r I<D2NCPQCFF EB@Hz QB?L? ;>M QCFF <? JR=
C? QBI QCFFMNB? ;>MNI G;RCGCT NB? ?@=NCH?MM@® NB? ;>
=GJ;CAH

4 7? HIQ NOLH IOL MN?HICIH NI >@&HN QSM @ 7;=BCHA
=OMNIG?LM H_? JL?=CMSFQ? QCFF <LE?@®P?L <;HH?L ;>P?LNCMCHA
M7L=B ;>P?LNCMCHA MI=C#F5?P?LNCMCHA@? G;LE?NCHA ;H>
CH@?H2L G;LE?NCHA

Banner Advertising

Banner ads ;L? CG;A?M IL ;HCGNCIHM NB; ;>P?LNCM? #>M
JLI>O=NM ;H> MPIC2M IH Q?<ME?M 1B8 =H <? FCEH?> NI NB? ;>M
IH? Q IOF> @H> CH BMJ;J?LM ;H> G;A;TCH?M *;HS I$J?M 1@ <;HH?L
;>M 2RCMN CH=FO>CHWNBTZT@A

A standar d banner s: MN;H>;& MCZM G?;MOPR> CH JCIRMdL
MNYC= ;HC®I? ;H>LC=B G?C; <;HH?L ;>P?LNM

A inter stitial banner s: MBIQH <?NQ??H J;A?M IH ; Q ?7<Mig? IL
GIL? 1 @?H <RQ??H M=P?HM IH ;H ;JJ

N pop-up ads: JIJOJ IL OH>?L NB? @<J;A? <?CHA P@Q%> 1J?H
CH ; H® MG;FF?L QCH3I

A floating ad verts: ;JJ? ;L CH; FS?L | P?L NB? #H N?Hl <ON HIN CH ;
M?J;L; N? QCH>)

N wallpaper ad verts: =B;HA? NB? <;=EAIOH> | @ NB?J;A?
<?CHA PQ?> G; S <?=FC=E;<F?

A map adverts: JF;=?>IH ;H IHFCH? G;J MO=B ;M $IIAF? *;JM
OMO;BK;M?2 IH E?SQIL >M

A native content ads: NB? IHFCH?BEMCIH® ;P?LNILC;FM QB?L
NB? ;>P?LNCM?LI3O=?M #4 N?Hl NBN CM CH FCNBQB8?
?>QIILC;F IER? 1@ NB?NWMPGON CM MJIHMILL CH MIG? Q S
JLI>O=N ?H>ILM? <S NB? <{H>
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#CAGL  MBIQOM ;H R;GJIF? | @ ; MN;H>3<;HH?L ;>

Figure 5.11
Banner Ad

#CACL MBIQM ;H R;GJF? | @ ;H Q¥ LMNCF <;HH?L ;>

Figure 5.12 hter stitial

#CACL MBIQM ;H R;GIF? 1 @ ; JIJ OJ ;>
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http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch5_Fig12_v2.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch5_Fig12_v2.png

Figure 5.13
Pop-Up Ad

#CACOL MBIQM ;H R;GJF? 1 @ ; B; NCHA ;>

Figure 5.14
Floating Ad

#CACL MBIQM ;H R;GJF? | @ (FFJ;J?7L ;>
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Figure 5.15

Wallpaper
#CACL MBIQM ;H R;GIF? 1 @ ; G;J ;>

Figure 5.16

Map
#CACL MBIQM ;H R;GJF? | @ ; HNCP;>

Figure 5.17

Native
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Sarch Advertising

& 4GJ;,LCMIH NI 0", search advertising ?HN;CFM A;CHCH@&®¢ IH
0"/- M & <C>>CHA IH?BQIL>M 07L=B ;>P?LNCMCHA CM F@lL2>
NI ;M -- ;> P?LNCMCHAOM? @ NB? GI>? @ JSG?HN >P?LNCM?LM
NSJCH#IS J; S ML =B ?HACH?ML@ ;=B =FC=E NB?CL 2=PCPM

0?;L=B ;>M ;L? MIF> ;H> >?FCE?> |H NB? <,MCM@ BESQIL>M
> P?LINCM?LMEE2? [H MM @ BSQIL >M NB® QIOF> FCENB?CL ;> NI
MBIQ OJ @ ;H> QB?H OM?LM 2B @ NB?M? N?LGM NB?CL ;>RBCA
MBIQ OJ ( ?SQIL>M ;2 MIF> NBOAB ;H ; O=NCIH JI=?MM M ; 2MOFN
CH>OMNLCINB@CS BCB =OMNIG?L FSI@G?:FO? MO=B ;M CHMBI?
ILGIL NAA? GLGM ;HJ; SOR;L>1 @ J?L=FC=E

11 <? \N?L OH>?LMN;H>@INI <C> @ E?SQIL>M HIN QN=B NB?
@FIQCHA PCHTBC=B RJF;CHM BI NB? $IIA F? M2=B ;> ; O-NCIH
QILEM

A YouTube element has been &cluded from this ver sion of the

text. You can view it online her e:
https:// opentextbooks.concordia.ca/digitalmar keting/?p=348
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https://en.wikipedia.org/wiki/Customer_lifetime_value
https://opentextbooks.concordia.ca/digitalmarketing/?p=348#pb-interactive-content

2MCHA NM2B ;>M IPKOCIM #G<CHCHA NBL G;CH ?F?G?NM NB?
E?SQIL>M 80 Q;HN $OL ;> NIMBIQ @ SIOL ;> C? ;B?;>FCH?IL
NI ; 2/) ;H>; >?M=LCJINCIH ;H> ; F;H>CHA J;A? & MBIIN $O
<0S E2SQIL>M NBY QCFF <? OM3 ; M7L=B ?HACH? NI >CM$30L
;> QB?H J?1JF? M7L=B @ NBIM? ESQIL>M 60L ;> H??>M NI <?
L?FP,HN NI NB? M2=B ;H> ; \Nt=NCPNI NB? #HMOG?L 4 B?H SOL
;> CM =FC>E SIO >CI2=N tHMOG?LM NIIOL F;H>CHA J;A?

1B? AOC>?FCHRMXBINCHA @aNCPM 7L =B ;>M ;L? MCGCF;L NI NBIM?
@ QLANCHA @aNCPJ;A? NGIF?M ;H> A®;, >?M=LCIJNCIHM 1BCM CM NB?
IHFS ?F?G?HMl NBY OM?LM QCFF IN0"/- M ;H> @ CM NB®@L.?
CGJILN;HN NI G;E? ®l ;M NNE=NCP;M JIMMC<F? #CLMN NB? ;> MBIOF>
C>FB N;JAN ; =FL H??> IL AlF NB; N #HMOG?LM B? >?J?H>?HN
IH QB?L? NB3 ;L? CH NB?CL DICRH®¥ NB? IHMOG?L FIIECHAIL@
CH@5; NCIH IGJ,LCMIH NIIFM 1 1 JOL=B;M? MIGNBCHA6I Q =;H
SOL ;> B?FJ NB? H+HMOG?L ;=BCR? NB?CL Al;F 02H> NB? ;>
MBIOF> B?? ; =F?L =;FF NI ;=NCIH

0?;,L=B?M I@FIQ ; long-tail distribu tion #CACL NRN
>?M=LCINCBPL? 1BCM B;M CGJASSIHM QB?H >ICHA;IMB ;>M
* IMN #+HMOG?LM G@BN <? OMCHA A?H?LC BIESG? E?SQIL>M
QBCF? INB?LM @BIA<? OMCHARBLJL ?=CM? BIPIFOG? E2SQIL>M
FNBIOMA <C>>CHA IH BERIFOG? E?SQIL >M GCBN M?2G FCE; All>
MNIN?/A @ #FG?M QANB >L.Q<;=EM #CLMN NB?RE8QHE. >M ;|1? FCHS
GIL ? ?RJ?HMQGP0?=IH> NB?S ;L? F?MM FBSENI <LCHA KONBEQN|@@ =
Squality tr affic & G?2H PCNMIOLM QBI 5H ?P?HNO;F-<?=IG? S IOL
=OMNIG?LM 1BCM CMIGHOFE CGJIIN;HN @ M?L=B ;>P?LNCMCHA
<?=;0M? 2B PCMI. CM ;MMI®NZ QB ; MJ2CEx #MN !?PCMCHA
?@=-NCP M7L=B ;>P?LNCMCHAGECAHM NBOM NKCFM <;F;H=CHA
PFOG? ;H> KO;F6 LCHBHA CH ?HIBAPCNICLM NBy 5H <OS 3OL
JLI>O=N IL M?BPC2 <ON G;ECHA MONBN POMCM QBI QH[N <SG @©l
>|H [N =FC=E [H®&._ ;>

11 > MI @CLGMNC+#IKE 4G<CH? BCB PIFOG? ;H> FIQ PIFOG?
E?SQIL >M NI N;CFIL NB?CiL&® ;>M NI PCNICM QBI sH JIN?HNC;BF
<? =OMNIG?LM 1BCM B?F3ARR?L; NCIH 2@ NM >QH NB? FCH? QBCF?
?HMOLCHA GII=IMN ?@=NCPM?7L=B ;> =;GJ;CAHM
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https://en.wikipedia.org/wiki/Long_tail

Figure 5.18 Longtail Keywords and Conversion Rate / Fr om
https://www _.semrush.com/kb /685-what-ar _e-long-tailed-k eywords/ Text

Description

@N7?L >2C>CHA IHBQIL>M $0 =;H =BIIM? Bl Q E?SQIL >M QCFF <?
G; N=B2 NI MJZ=CE* MR=B?M #IOL G;CH3N?M I@ GN=B RCMN I&L
G; N=B JBIM? G; N=B R;=N G;N=B ;H>H?ANCPG; N=B
broad match MBIQM $OL ;> @L ;H S MZ1.=B NBN #H N;CHM NB?

E?SQIL> MSIO ;L ? <C>>CHA IH ;H> ;8 INB?L BSQIL> CH ;K5 IL>?L
;M Q?FF ;M ;ECNCIHM IH ISL E?SQIL>M MO=B ;M GCMMJ?FFCHAM
MSHIESGM MCHAOF;L ;H> JFGRGM MN?GGCHARA ; M?7L=B @
\@IILCHA] QCFFgsB \@IL] L?FN? M?2L=B?M ;H> INB?L 2C;NCIHM

#IL ? R;GJIF? FRAII ;MMOG?GS ;L ? <C>>CHA IH NB?&QIL > \ECN?H
OMCHA ; §& G; N=B HS MA.=B 94H N;CHCHA ;l’C;NCIH IH \ERN?H
QIOF> MBQ SIOL ;> MO=B ;M \B®&I?HMEGN?H JBINIM IL \ ;>IN ;
EGN?H

MMI=CN? QQ\B <L;> G; N=B ;I? broad match modifier s, QBC=B
;FFIQ GIL ? =IH NIF | P?L G; N=B?MSCH=FO>CHA MIG? INB2t2NM;§
E?SQIL> #IL ?R;GJF? C@CGQ;HN $OL ;> NI <? MBIQH IHFS @
M7L=B?M NBy #H N;CH <INB;¥IJN] +! \EC MNN?H SIO =;H MJ?=C®&)
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http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch5_Fig18_v2.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch5_Fig18_v2.png
https://www.semrush.com/kb/685-what-are-long-tailed-keywords

NBN 80L ;> =I0F> NB?H MBI @ M?L=B?M MO=B ;§+LN ; ECNN?H
\BI Q NI';>IIN ; ECNN?H IL \<?MN B®I?H NI ;>IJN]

Phrase match MBIQM $OL ;> IHFS @ M?L=B?M NBy CH=FO>? NB?
?R;=N JBLM? IL =FIM? PLC;NCIHM@ NBt R;=N JBLM? QGIB ;>>CICIH;F
QIL>M <?@7? IL ;@N?L #IL ? R;GJF? FR} ;MMOG?IS ;L ? <C>>CHA
IH NB?E?S JBLM?\BI Q NI ;>IIN ; ECNN?H 6I0OL ;> = I0F> MBQ @
M?L=B?M MO=B ;M \BINI ;>IN ; ECNN?H HDR] IL \<?MN Q SM BR NI
;>IN ; ECNN?H

Exact match IHFS MBQM $OL ;> @L M2L=B?M NBy OM? NBR2ZN
JBL,M? IL =FIM? BLCNCIHM@NC ;H> HI INB?L QL>M #IL R;GJIF?
NB? BS JBLM? \;>IIN ; ECNN?H QCFF Gy=B NB? M?2>B?M »>IJN ;
EGN?H;H> JIN?HNC;F GCMMJ?FFZAANFIIN ; ECNN?H

Negati ve match JL?P?HNMIBL ;> @LG <?CHA MBQH QB?H 2LN;CH
E?SQIL>M ;1?2 CH=FO>? MO=B ;M ESQIL>M NBY GCBN N?L NI
=OMNIG?LM M2BCHAII@ >C@@L?HN JI>O=N #IL R;GJIF? FANJ MS
SIO[L? ;H IINIG? NLCMN QBI M?FRPMFMM?MH &BCMM? 30 G; S
Q;HN NI ;>> H?ANCPE?SQIL >M @ M?L=B N?LGM FORCH? &;MM?M]
;H>\>LCHECHE; MMM

@Q G?NLC=M NB;? CGJILN;HN @ ? P,FO;NCHAISL MO=?MM
QB?H >ICHA MR=B ;>P?LNCMCHA CH=FO>FREXC&A

A clickthr oughrate (CTR) NB? J?E?HN;A? |@ CGIMMCIHM NB;
NOLH GH=FC=EM-C=EB}GJIL ?MMCIHM

A conversion r ate NB? J?E?HN;A? |@ =FC=EM\N\NBDLH IOIH
=IH P?LMCIHMIH P?LMCIHM-C=EM

A cost per click ( CPC) NB? ;GIOHN I@ GIHB SO[L? MJ?H>CHA |H
?;=B =FC=BVMJ?H>=FC=EM

A cost per acquisi tion (CPA) NB? ;GIOHN I@ GIHB SO[L?
MJ?H>CHA IH;2B =IH P?LMCIHVIJ?H>= |IH P?LMCIHM

Social Mdia Advertising

0I=C;F G?C; B;M <ZIG? = ?HNIF NI GIMN #HMOG?LM[ RGP R MIG?

/ ;=B $?H?L; NCHAQ;L?H?MM ;H>NNi= NCHA 3GM®IU


https://www.semrush.com/blog/keywords-key-phrases-keyword-phrases-is-there-a-difference/
https://support.google.com/google-ads/answer/2453972?hl=en

=IOHNLC?M MI=C;F>G? HMNQIL EM BP? <?=IG? MSHIHSGIOM Q@B
NB? Q¥PLHR NI NB? JION QB?R \G;H S OM? NB? \CHLHR QNBION
L?;FCTCHA]C ?2Q 0I=C;F G?>C; B;M ;FMI @O2F2IHMOG?L
=IHN?H #=L ?; NCIH 2@ NMIL \ OM?IA?H?L; N2 =IHN?H] ;H> Q?
=H HI Q JO<FCMB IOIQH =H N?H ;H> MB;R NB? #H N?H |@ INB?LM
*H S MI=C;F G2C; <OMCH?MMZRS! [H NB? QLE | @ HMOG?LM? A
Q@IBION OM JIMNCHANZHN ;H> CG;A?M NB?RIOF> <? HI L?;MIH NI
OM?HMN;AG IL #,= ?<IIE

1B?L? ;L? G;H S JFNI@GM @& ;> P?LNCMCHA IH MI=C;FG?QGIB
H2Q IH?M ;==OGORNCHA GCFFCI@NdM?LM BHL®IBILN?HCHA J?LCI>M
| @ NCG? 1TEX?CHA ; JLCG? R;GJF? | @ NB?NR?L M Q? @RIL
; MNIN?&= IONFIIE ; PPCQ | @ ;FFREMNCHA MI=CHCGIFN@GM
CM IONMC=® NB? Nr2| @ NBCM =B;JN@N NBARBIQCHA FCHEDPA
JL?=CM? CHMNIGDEM IH BD NI JIMN ;H ;> 1H ? ;=B | @ NB? G;DIL IH?M

N #=2<IIE
N HMNAG
A 1QAWN?L
N -CHEN?PMN
N JCHE>&
N 0H;J=B; N

1B? PLCPS | @ MI=C;F J@GM B;M ;H CGJILN;HN CGIFNCIH QB?H
OMCHA NB?G NP2LNCM? NB? CANJH=? | @ OH>?LMN;H>CHA MI=C;F ;H>
PCMO;F HILGM CHAL NI =I?; N? CGJ;N@Ofs3;CAHM Social norms
L?@L NI QB;N CMHMC>72> ;= =?JN;<F? <?BPCIL IH ; MI=C;F IN@G
2H>?LMN;H>CHA NB? MI=C;F =OMNIGM>NBNCIHM ;H> <?BCILM
NBN ;2 MN;H>E @ ; JF; N@G CM ;FMI CGJIN;HN *L E?N?LM NB;
OH>?LMN;H> NB?MPB<??H ;<F? NI =I2; N? MG2MM@QBECAHM
;LIOH> NB?G MO=B ;M NB®?MM CHG>?HCG=;GJ;CAH NBN OM?
NB? \NHM@G; NCIHNPH> NB?)l 1CEIE B;FF?HA?NBN OM?NB?
=B;FF?HA? =OMNIGM ;H> NBEZ NIM 1lIF /;H=B ! ;H=? =GJ;CAH
NBN FR?LA?> 1CEIE >;H= ?M ;H> NB? 3;<CFQC?M@ NB? JR@G | @
OMCHA MIHAM

1BCM ;JIL=B | @ SCN;FCTCHA IH HILGM ;H> =OMNIGMCEM™ @
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https://www.pewresearch.org/fact-tank/2019/05/02/in-some-countries-many-use-the-internet-without-realizing-it/
https://blog.hootsuite.com/how-to-advertise-on-facebook/
https://neilpatel.com/blog/instagram-ads-cost/
https://blog.hubspot.com/marketing/how-to-set-up-twitter-ads-campaigns
https://blog.hootsuite.com/pinterest-ads/
https://blog.hootsuite.com/linkedin-ads-guide/
https://blog.hootsuite.com/snapchat-ads/
https://en.wikipedia.org/wiki/Social_norm
https://www.tiktok.com/tag/inmydenim
https://www.billboard.com/articles/columns/latin/8551400/jennifer-lopez-tiktok-challenge-videos
https://www.elitedaily.com/p/lil-nas-xs-cool-ranch-dance-in-doritos-2020-super-bowl-commercial-might-rival-tiktok-21760888

NBLOABION MI=C;F GSC; JFN@GM ,F>0JC2 @ ?R;GJF? N:CFR>
@M ;P?LNCMCHA@2@1 NI 2B JF;N@G ;H> | @LM G;HB All>
?R;GJF?M 1B? <|H> =L?; N? IH? | @ NBT@INIES= ;> =GJ;CAHM
<S ?GJB;MCTCHAINYD ;S CN?t= NCIHM ;H> PA:MB;LCHA 3;<CFRC?M
IH 61010<? QGIB ; l?MJIHM? :GJ;CAH ;MMI=ON? Q@B NB?CL ;>
\1B? *H 6 10L *H I0F> 0 G?FF )CH 1B?S NJHMFN? NB?1QQ\=B
- F;SM 4E WGIH JB?HIG?HIH QB?L ? NBIOM;H>M@®& OM?LNM2=SIIPC*?
A:G?LM NI J?L@G =?LN;CH ;NCIHM NI 2IN? ; =GJ;:CAH QB?L?
1QN=B OM?LNOE> FHNIF NB? ;:;NCIHM@ ; G:H @ NBI?? >; SM
@ NB?+;NOP > P?HNOPR =,GJ;,CAH H> NB?S OM? NB? C371 @\C@
Q.LMIH &GAOL ;H> NB? JAJ@G M OPIN? =J;<CF68 NI =I?; N? NB?
0G?FFGG2HN=;GJ;CAH

1B?M? =GJ;CAHM ;FFIRBIQ?> NB? M;G? J2=2JNM 1BS ?HA;AZ
QMB NB? HILGM ;H> =OMNIGM® INB? JR@G NB?S OM? 1B?S
=12; N2 ;>M NBN ;CG? NI A?H?L.N? ; 2H PPLMNCIH Q@ OM?LIMB?L
NB;H MIFE N;FECHA :<ION NB?xD=N H> NBB FP?LA?> NB?
NZBHIFIACF MJZCE@IC?M@ 2B JF;N@G ? A MIHAMI@LCEIE
NOLHCHAGS?H NM GH =IH NLIFF?L CHJONM @CN=B ;H> OMCHA
OJPIN?M IH &AOL

Social Mdia and RAE

0I=C;F G?>C; B;M ;FMI <2IG? IH? | @ NB? G;CH JCFRILM @LNCMCHA
;H> QN sH MOJJILN GIMN @ NB? I<BCAM |@ NB? @@HN MN;A?Ma
NB?/ "@LG? QILE 1B;N CM OMCHA MI=GE;@ ;> P?LNCMCHHA =
B?FJ QN8B CH2IMCHA Q;L?H?MM <LGCEAA PCM®1 =P; NCHA B®
=IHP?LNCHA BM NI =OMNIG?LMIMB?LCHA FFI$ ;H> ?HA;ACHA
=OMNIG?LM CH=t ?; NCIH ;NCRC?M 1BCM @nF ?GJFCER <S NB?
MI=C;F G2C; ;> I<D?=NCM NBY GIMN JN@GM ;ME $O NI =BIIM?
@G QB?H MN;INCHA ;H ;P?LNCMCH&ECAH 1;E? @& ?R;GJF?
#.=?<IIE ;> 1<D? =NCMM #CACL NRN >?M=LCINBH#?

1 2;=B $?H?L; NCHAQ;L ?H?MM ;H>NNt= NCHA 3GIM®IU


https://en.wikipedia.org/wiki/The_Man_Your_Man_Could_Smell_Like
https://www.theverge.com/2014/2/17/5418690/play-this-twitch-plays-pokemon-crowdsourced-gaming
https://www.theverge.com/2014/2/17/5418690/play-this-twitch-plays-pokemon-crowdsourced-gaming
https://www.theverge.com/2015/4/11/8388797/old-spice-twitch-nature-adventure-marketing-stunt
https://ls2lnm.wordpress.com/2018/02/05/gif-wars/
https://ls2lnm.wordpress.com/2018/02/05/gif-wars/
https://shortyawards.com/8th/imgur-old-spice-make-a-smellmitment
https://www.facebook.com/business/ads/ad-objectives

Figure 5.19
Facebook Ad
Objectives /
Text
Description

#;=?<IlE B;M >CPC>2 QM ;> I<D2NCMM Al NBR? =; N?AILC?M N¥B;
;FGIMN J?L@NS ;FCAH Q8 NB? / " @L,G? QILE \ Q;L?H?MM] CM
;MMI=ON? QQ\B /?;=B \ IHMC>?, NCIHQQ\NB =N ;H>\IH P?LMCIH
Q@B IH P?LN )?NM R;GCH? ?=B I<D?=NCPCH GIL? >?N;CF

2H>?L NB? Q;L?H?MM ;¥?AILS brand awareness \CH=2;M?M
| PPLFF Q;L?H?MML@BIOL <L;H> <S MBRCHA ;>M NI J3F? QBI ;L ?
GIL ? FCHES NI J; S ;NN?HICIH NI NB?{5H> reach \MBIQM ;>M NI NB?
G;RCGOG HOG<?L I@ JBF? CH 8L ; O>C?HxQBCF? MMCHA QIBCH
SIOL <O>AN

4 B;N CM NB?@C®=? 4 BCF? <INB ;FCAHNBC?;=B I<D?=NCmM
<LH>; Q;L?H?MM CM >?MENHB?FJ ;>P?LNCM?LEH@ NB?Q>C?H2M
GIMN FCE NI [?=;FF NB?CL ;>M 1B? Al;F CM NITQMzkLH> L?=FF
;H> NBCM NC?M NP#IHE \"MNCG;N? ;> L ?=;FF Rg¢@7?;=B G;RCGCPM
NB? HOG<?L @ OHCKO?JR? QBlI QCFF MBOL ;> QBCF? JJCHA NB?
@KO?HS | @ CGIMMCIHRMA [H?;>; S

,<D?=NCA CH NB? IHMC>RICIH =N?AILS | P?LF;J Q@B ;FF NBL
MN;A?M

Traffic ;>>L?MM?M ; 7,=B I<D?=NCP ;M @© ;CGM NI AQ \NB?
HOG<?L I@ JRF? QBI ;L ? PCMCHAIGL MS? ;JJ IL * ?MM?HA?L
=IH P?LMNCIH <ON I€ CM ;FMI ;MMIN@&; Q@B =N <Z; OM?NC;CGMN
\CH=£;MCHA NB? F&EBII> NB3[FF N?E P;FO;<F? ;=NCIH QB?H NB?
AN NB?]

Engagement =;H <? M?H ;M <INB ;H =N ;H> ;H "HA;A? ;= NCRE G
Q;HNM NIA™N GIL? J?1JF? NI @FIQ SIOL J;A? IL ?HA;A? QCNB L
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JIMNM NERAB =IGG?H NM MB?M ;H> FCEl 60 =;H ;FMI =BIIM? NI
IINCGCT@ GIL ? ?P?HN EMJIHM?M IL @L =F;CGM

App installs =H <? M?H ;M <INB =N ;H> IH P?LN ;=NCRC?M
>?J?H>CHA IH NB? MINRA= Al;F |@ BPCHA J3F? CHMN;ABS;JJ C@
NB? ;JJ CM @LH> JOL=B;M?M B;JJ?H QEBCHNOI ; F2> A?H?L; NCIH
;=NCREC@® CM; J;C>;JJ N} ; =5H P?LN ;=NCRE

Lead generation CH=FO>?M ; G?HO QBAM?LMHK >CP=N§E ?HN?L
NB?CL J?LMIH;F CB@NCIH N.CM ;H N ;=NCRENBN ;CGMN =R; NCHA
F7>M

&1 NB? F;MNIN?AILS Conversion ads ;FCAH QB NB? IHP?LN MN;A?
<S B?FJCHA PPLNCMCHA M BE?LN OM?LMNCHOMNIG?LM

1B?M? =N?AILC?M OM? NB? ?¥HE ;> >?FCP?LS ;FAILGIBG
>C@L?HNS Q@B Q;L?H?MM I<BRC™ N;APNCHA ;>M NI IIF? GIL ?
FCHS NI 1?MJIH> NI Q;L?H?MM A?HMCIH ;H> IHP?LMCIH
I<D2=NCAM NI J2JF? GIL ? FCHES NI 94HP?LN 0IG? I<D?=NCR ;FMI
| @L MJZCE SU?M 1@ ;>M MO=B ;M ;N;FIA = N;FIA M;F?M @LG
F2> A?H?L NCIHIL ; L ?>CR=NCIH NI ;JJ CHMN;FBMCHMN;FFM

1B? F;MN CGJIN;HN MNN?A= JG22 NI =l P?L ;MMI=QN?2 QB MI=C;F
G?>C; CM NB?2@tgeting capabilities IL Bl Q NBB ;FFQ SIO NI
>CMJB; ;>M NI MJ2C@& AIDIM 1@ JRBF? FF JFN@GM QCFF ;RFI
SIO NI N;LA™N $OL ;>M <;M? IH E?S =OMNIG?L ;BC;<F?M MO=B ;M
>?GIAL;JBC=M FINCIH ;H> Q¥?EMNM ;H>;2B ;FMI B;M MIG?
MJIZC@ NANCHA (E<CFAC?M #ILRGJIF? )CHE>& ;FFQM $O NI
OM? CHB& ;0O>C?Hz M?AG?HIM NI JAL;GG; NCEBS 1?;=B
JLI @MMCIH;FO>C?H2M <;M2 IH NB?CL I6J;H S MCT M?HCINE
JLI @MMCIHM ;H> INB?REIU @MMCIH;FLE;<F?M

* IMN JAN@GM ;FFQ @ behavior al tar geting , QB?L? ;>M ;L?
>?FCR?> <;M?> |IH JOL=B;M? <?B;PCILM IL QIPHM IL JPIF? QBI
B;P? ; MJ?=C@ ECH>@ HIH?=NCIH NI ®L J;A? ;JJ AL I0J IL
?P?HN #IL R;GJIF? ;>P?LNCM?LMDE> N;IA?N ;HS OM?LM NBBP?
?HA;A?> Q@B NB?CLHN?H ;=UMM NB? #;2<IlE @;GCBE | @ ;JIM ;H>
M?PC2M

@N7?L #,2<IIE CHNL>0O=?> NB? BBS OM?@ekalik e audience
IINCIH CH INB?L G;DIL ;> P?LNCM?LM MO=B ;M $PABFIQ?>
MQC)IIE;FCE? ; O>C?H2M OM? JRI@GM[ ;FAILEBGM NI ; N? AlIOJM
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https://en.wikipedia.org/wiki/Targeted_advertising
https://en.wikipedia.org/wiki/Targeted_advertising#Behavioral_targeting
https://en.wikipedia.org/wiki/Lookalike_audience
https://en.wikipedia.org/wiki/Lookalike_audience

IH MI=C;F HRQIL EM NBY PM?G<F? INB?L ADJM 1BCM CM ;i H>
OHCKO?;@ NI N;JAPN NBY QM HP?L <?@ ? JIMMC<F? ;H>;4 B?FJ
=IGJ;HC?M OHANB MIG? AlIOJ | @ EHMOG?LM QBI QOF> <? BCBFS
KO;F@® <ON BP? HIN N <?H C>?N@® <S NB? #5JH S
FIIE;FCRE ; O>C?HZ=I0OF> <? <;M? IH ; JL ?PCIONSFBCBS ?HA;A>
; O>C?H=C? @H>CHA ;HINB?LIAL | @ HBHMOG?LM NB;MB;2M MIG?
=IGGIH;FCNC?M NMB;QCFF ;FMI GENB?G B ?HAAZ IL ;H
?RCMNCHA M?AG@H=OMNIG?LM

-; SG?HN MNLRERM [@ MI=C;F G2C; ;>P?LNCMCHAR NSJC:FI5 IH?
| @ NBTFEIQCHA

N CPM (cost per thousand) -;S ?P?LS NCG? OM?LM PC® SIOL
>

N CPC (cost per click ) -; SQB?H ; OM?L =FC=EM IBILS>

N CPA (cost per action or cost per acquisi  tion) -; S IHFS QB?H
;H ;> P?LN >?FCBEM ;H ;=KOCMCIH ;&?L NB? OM?L =FC=EM IH NB?
;> P?LN >?@HCCIHM@ ;K OCMCIHMIPS >?J?H>CHA IH NB?N/C
;H>=;GJ;CAH ;H>G; S <?; OM?LE@FFCHA AHG @I QHFI;>CHA
; @F? IL <BCHA ; JI>0=N

Influencer and Affiliate Markting

Influencer mar ketingV; @LG | @ MI=C;F &€; G;LE?NCHA N¥B;
=JCN;FCM IH J?2JF? IL IL A;HCTNCIHM Q8 FA? @FIQCHAM QBI
?R?LN MIG? MIN 1@ CH@PH2 | P?L INB?LM <2, OM? [@ NB?CRJ?LNCM?
IL =B;LCMG;YB;M <2IG? <INB ; G;L E?’NCHA ;H> ; MI=GF
JB?HIG?HIH 1B?L ? Q?L? GIL ? NB;H GCFFCIH ;>M5<CH@?H2LM
IH 8HMN;AG CH ;H> MIG? ?MNCG; N? NBY NB? G;E?N QCFE+B
20 <CFFCIH & 4CL?> +CHMs J?L=?HN 1@ KMN;AG
=:GJ;CAHM CH OM? micr o-inf luencer s CH@?H2LM QBI B;P?
MIG?QB?L? <?NQ??H H> @ IFFIQ?LM %0<0JIN

*C=U CH@O?H2LM RIL?M?H! ;<ION | @ NBHEIN;AG OM?L <;M?
IL;<ION GCFFCIH J?1JF? * ?HNCIH K5 4 BCF? GIMN GC=L
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https://www.wired.com/story/what-is-an-influencer/
https://blog.hubspot.com/marketing/micro-influencer-marketing
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=&cad=rja&uact=8&ved=2ahUKEwjX2IfS05PsAhXxguAKHRHZD4MQFjACegQIAhAC&url=https%3A%2F%2Finfo.mention.com%2Fhubfs%2FInstagram%2520Engagement%2520Report%25202018%2520%257C%2520Mention.pdf&usg=AOvVaw23ZLs-bPkX5mOm4zE9fyvf

CH@?H2LM =B;A? ; @Q BOH>R> >IFF;LM J?L JIMN NIJ IH?M;
=B;LA? OQ;L>1 @ 20

FNBIOAB CH@?H2LM H <? OM?2 NBLOABION ;FF / " MN;A?M
NBB BCMNILES B;P? <??H OM?2 ;M ;H ; Q;L?H?MM A?HMCIH
=B;HH?F "PH NI>;S GIMN |@ NB? G;CH I<ENC™ RJIL N? <S <L;H>M
@ NB? OM? @ CH@PH2LM RFN? NI NB? ?;=B MN;A? MO=B ;M
CGJLPCHA<H>; Q;L?H?MM MRL@IE=? L?;=BCHA HQ ; O>C?H2M
;H> G;H;A CHARIONNCIH#CJJ ,P ?L NB? F;MRQ@5?;LM NB7L
B;M <??H ; NI?H> NIQ;L> Gl PCHA G;E?NCHA <O>MMQ; S @G NIJ
CH@?H2LM NI GC+CH@O?H2LM QBI ;L? <?FG®> NI B;P? ;
MNHA?L =IHH?=NCIH Q@B NB?CUFFER?LM ;H> NBOM A?HRR
MNHA?L ?HA;A?G?HN 4CL?>

&7?;F5 QB?H JF;HHCHALGH CH®O?H2. =GJ;CAH @LGM MBIOF>
;CG NI =BIIM? CHE&D?H2M QBI #4LL?MJIH> NI NB? MZT @ NB?CL
<OMCH?MNI GMMC?LIMG;FF?L@GM NI 2t N? RPFNCIHMBCJIJMNQC
GC=LCH@O?H2LM ;H> NB?M? CH>CPC>0O;BN GQAJIN NB?G@GM[
Al;FM C@ ; NLOMNENCIHMBCH=<? ?MN;<FCMB1| @;=CR{DI? NB?
CHI?LH;F G;H;A?G?HN |@ CH@PH2L =5GJ;CAHM B sH <? OM?@OF NI
=1?; N? CH@?H2L J?LMIH;M C ? J?LMIH;M NB2JL?M?M NB? ECH®&I
CH@?H2L NB? @.G MBIOF> ;CG NP+LOR @ NB?CL;6J;CAHM #CLGM
MBIOF> ;CG NI@®#> CA@?H2LM NBy ;FCAH RB NB?CL;HdE C>?HNIS
=H L?MIH;N? QNB NB? sH>[M =OMNIG?LM ;H=H:B?FJ NB? @G
;=BCP? NB?CL I<BRCM C? JR;JM >C@L?HN CH@?H2LM :H B?FJ
;=BCP? >C@L?HN I<D2NCMM QBMWNB?LINCCMEBCHA ; QC>? HOG<?L
| @ HMOG?LM A?H?NCHA B®M IL =IH P?LNCHA B® NI =OMNIG?LM
#CLGM MBIOF> ;FMI MOWNILCH@?H2LM[ Z@NM S8 JU PC>CHA
G;L E2NCHA y?LC;FM 0IG? ¢Gta@H2LM GN QHN NI QLE Q@B
@LGM NI ;FCAH NBR@ QOWPRMNM ;H> I<BRCAM QBB NB?CLM #IL
?R;GJF? GHS CH@®?H2LM RJILN IHE N;ECHA IH =FCMNH NB
L2JL?M?IH NB?CLFP?M IL QBIM? JI>O=NM NB?;FI?;>S FCGE4 B?H
=BIIMCHA CH@?H2LM ;MEISLM?F@

N 4 Bl;L ? NB?CURBIQ?LM L? NB?CIRBIQ?LM G5 N;IAPNM
N~ L?NBBI?F
N IINB? S I2F?2M? KO;A® SIHN?H  1B; N 3H <? G; N=B2 Q@\B
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http://www.fipp.com/news/chart-of-the-week-top-10-goals-influencer-marketing/
https://www.wired.com/story/logan-paul-micro-influencers-youtube-instagram/?GuidesLearnMore
https://igaudit.io/

SIOL JLI>O=N
N %; P? NBB QIL E?> QQNB BOL =; N?AILS 4CNB ; 4GJ? NBIL
A IINB? S JUGIN? JL [>0=NM @?H%I Q >I NB?CLIEFIQ?LM
L?;=N
N 4 B;NJFN@GM ;L? NBB IH
N sH'S 10 OM? NB?CLHN?HN
N % Q FIHA >1?M NB?CIHN?H MI$; IHFCH?

1Q! G;CH LION?M RCMMN. @?=LOBCHA GI@@-H2LM OMCBARD?H2L
A?H=C?M_HQILEM IL JFN@GM QBC=B 2HNLFCT CM?t= NCIHM
<?ND??H ; @LG :H> G;HS CH@?H2LM IL 3H N:=NCHA G@@-H2LM
>CR=NS & 2;=BCHA ION >@N§ G;E ? MOR NI M?H> J?LMIH;FeT
G?MM;A?M NB:=F2 5 MBQ NBN $0 OH>?LMN:H> QBI NB? GIO@H2L
CM ;H> QB SO M2 ; @ <NQ??H SOL <L;H> :H> NB? CH@?H2LM
<L:H> IC@L?HN CH@?H2LM BP? >C@L?HN Al:FM MIG? GAN QHN
NI JOMB JI>0=NM NBMNHAFS <?FC? CH MIG? GAN QHN NI <? ;
JIMOCPCH@?H2 IH NB?CLRFIQ?LM ;H> MIG? GCBN <? CHNG®NB?
GIH? S (ITCHNMN :F 1BCM MBIOF> $F;LIF? CH BQ SIO \ M?FF]
SIOL =;GJ;CAH NI ;H CHED?H2L

1B? G;CH J;SG?HN MNLRER @ CH@D?H2LM Cihy per post
QBC=B £C?M >?J?H>CHA IH NB? >IG;CH IL NB?RCHE2L &
'==IL>CHA NICHE@?H2=| J; SG?HNM P?LA?> 20 J?L JIMN
QBC=B IOF> <? <lIE ?H > QH ;M @BFIQM QNB CIR@?H2LM QB @7L
NBH @ IFFIQ?LM{GG;H>CHA  J?L JIMN ;H>NBIM? QCNB GL ?

NB;H @ IFFIQ?LM J?L JIMN - IMNM G2CN? <S 1B?
&E@O?H2 A?H=S AMN GIL? LHACHA @L NI J?L
JIMN € CH@?H2LM QOB GIL? NB;H @ IFFIQ?LM FIA

=IFF;<IL; NCIHM 2JLC2> <S NB? HOG<?L®@ GIHNBE CGIRMMCIHM NB?
<FIA [2=?CPM

n GIH NB%CGJEMMCIHM
n NI GIH NB& CGIJEMMCIHM
" GIH NB%CGJPMMCIHM NI

,NB?L J; SG?HN MNLREBM CH=FOp&y per lead, pay per
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https://influencermarketinghub.com/top-influencer-marketing-platforms/
https://influencermarketinghub.com/top-influencer-marketing-platforms/
https://journals.sagepub.com/doi/10.1509/jm.74.2.71
http://blog.influence.co/instagram-influencers/

engagement QB?H ; OM?L J?UE@EM ;H ;=NCIH ;MMI=B2 QQ\B ;
JIMN MO=B ;M ; =FC=EIG&?H N IL ; MB;L? IL pay per view .

&A®O?H2LM FCE7I?FF; | @?H =P;N? ; L?P?HO? MNIG <S
J;L NC=CNCHA C#ifilia te programs ;H \;AL??G?HN CH QBC=B ;
<OMCH?MMSH¥| ;HINB?L <OMCH?MM IIFCHH@. ZNB? @FNP ;
=IGGCMMCIHILGM?H>CHA _ M;F?M NB?(C8%] QoO<MJIN 1B?L? ;L?
GHS >C@?HN ;JJL;;=B?M NI ;@@FR? G;LE’NCHA MO=B ;M
=IGJ;,LCMIH MBIJJCHA Q@<ME?M ©JIH Q ?<ME?M ?G;CF FCMNM IL
L?Q;L> Q?<ME?MONBILCS %=E?L Q@@FN? G;LE?NCHA @@
@G CH®O?H2L G;LE?NCHA CH NBS CMPPLOB?FGCHB ®&OM? IH
NB? [HP?LN MN;A? @H2 J; S CMSNC:#E ;MMI=QN? Q@B G;ECHA
M;F?M @FN?M ;CG NIIH P?LN J2JF? NI M;F?M 1B7;L? Bl Q?P?L
;@@FN? JUIAL;GM NBN J;S J?L F2 ;H> B?H=? J;L NC=CQ¥7? CH NB?
= N MN;AH> INB?LM NBY J;S J?L PCNIgH> B?H=? J;L NC=CN? CH NB?
| ?;=B MN;A?

Q@@F8? G;LE?NCHA IQEM ;MIEFIQM H ;>P?INCM?L=IGJ;H S
NBN M?FFM ;I30=N IL ; M?IPC2 | @LM NI JS ; NBCLJLNS ? A
; <FIAA?L IL ; =I0JIH Q ?<ME? NI B?FJ NB?G JIGIN? ;H> M?FF
JLI>O=NM ;H> MPIC2M 1B? ;@FQ? #H>0=NM IHFCH? NERC?M CH
IL>?L NI M?FF IHO=NM IL MAC2M #IL R;GIF? #CACOL MBIQM
; <FIA JIMN CH QBC=B 7I?FF; 2M?HIM B?L_\M=;LS [?;>M] @
%FFIQ??H "=B <IlE CM ;MMI=CN? QMB NB? @FR? JUAL;G
[?Q:;L>0NSF?)? NM MS ; L?;>?7L L?;>M NBCM <FIA JIMN? OB ? MIOH>
| @ ; <IlE =FC=EM IH NB? FOHEEGN <IlIE ;H> JOL=B;M?MNC 71?FF;
QCFF NB7H2CP ; MG;FF J?E?HN;A? | @ NB? M;? B?FIJCHA G;E NBCM
M;F? B;JJ?H
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https://zoella.co.uk/2020/09/30/10-scary-reads-to-sink-your-fangs-into-this-halloween/
https://blog.hubspot.com/marketing/best-affiliate-programs
https://www.authorityhacker.com/successful-affiliate-websites-examples/
https://zoella.co.uk/2020/09/30/10-scary-reads-to-sink-your-fangs-into-this-halloween/
https://zoella.co.uk/2020/09/30/10-scary-reads-to-sink-your-fangs-into-this-halloween/
https://about.rewardstyle.com/

Figure 5.20
Affiliate
Marketing
Example

610 =;H NSJC:FS 2MCFC>?NES@BNB?L ; FCHE CWII@ H ;@FR?
JLIAL;G IL HIN #IL ? R;GJF? @ 7I?FF; NB? FCHE FIIEM?FEBCM
BNNJM LMSF?G?2 57B; 6! 3@MZ0 SE_ 4 ? =H NBOM M?
NBN 8 CM ;MMING: QOB NB? ?Q;L> ONSF? JUAL:G @ @FN?
JLIAL;GM QCFF 2IN? >@?HN 8J?M I@ FCHEM QBS3G:NIS CH=FO>?
NB? JO<FCMBZBBFN? Q?<MIg? &! IL - & NB? ;> C> & ;H> NB?
MBIJJ?L IL PCNMIL & IL 0& 1BCM ;FEIM NEECHA @ M;F?M MM
JO<FCMB?LM ;>M MBIJJ?LM 2> ;@@FR2M ;=IL >CHRS

1B? NQI G;CH J; SG?HN MNLRERM NBY RCMN. @@FN?M ;2 NB?
@FIQCHA

N PPS (pay per sale): 1B? ;> P?LNCM?LSM NB? JO<FCMB?L ;
J?L=?HN;A? |@ NB? M;F? NQM =I?; N> <S ; =OMNIG?L R@LL?>
<S NB? JO<FCMB2P?HO? MB;LCHA GI>?F

N CPA (cost per acquisi tion /cost per action /cost per lead): 1B?
;> P?2LNCM?LSM IHE QB?H ;H ;>P?LN >?FCPM ;H ;=KOCMCIH
;@N?L NB? OM?L =FC=EM IH RBIN>? @HCIHM@ ;X OCMCIHM
P,LS >?J?H>CHA IH NB?NFGH> 5GJ;CAH & G;S <?; OM?L
@FFCHA AHG @I QHFI;>CHA ; @F? IL <8CHA ; JI>0=N
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https://rstyle.me/+U7XZh4aYDVf0s7elU5SykA

M CH NB? APCIOM =B;JNM[R?L=CM? IS ;L ? ; @H?MM
=?HN?L =B; NCHA ;;&J;CAH @ J? I1JF? QBI Q ;HN NI AN
<;=E CHI MB;J?

,H? 1 @ NB? J?LMIH;NMOSL ? N;LAPZNCHA CRPLS

P?LS CM ; J?LMIH FCPCHA CH ; G;DIL ;H;>Ch\B =XEIN?L
1B?S ;L? NB?CLIR? R?HNC?M NJLFS NBGIC?M ;H>1.CH NB?
NIJ CHL ?P?HO? CH NB?OIS=LCNB CH2IM?>
L?MJIHMC<SECGMN;QL E ;H>; H? Q<ILH P?LS B;>JON
?RPL=CMCHA ;MCt? @Q S?;,LM 1BS @’F MFOBKB F;=E
?H?LAS ;H> GCMM BPCHA ; MIMA?L =[HH?=NCIH QB NB?CL
<I> S 4CNB ;A? NB?CL <&B;M ;FMI MN\2 NI NEHM@G
;H>NBS B;P? MN;N? NI @?F M?E@IM=CIOM ;<IONNC1
L?G?>CN? NBCM SEXHN NI AR <;=E CNI ?R?L=CMCHA
Q??EB 1B?S >IH[N BP? GO=B NCG? ;H> NB?2FMI >IHN
EHIQ GO=B ;<ION QIL ECHA ION IL NB? GE2PNY&. ? R;GJF?
QB?L? NI QILE ION IL BIQ NI QIL E ION
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Text Description

#CLMN %IN? ; ML =B ;> B?;>FCH? >?M=LCJNCIH ;H>
>CMJK;2/) QC NB ; =BIC2 | @ BSQIL>M @. NB?
; Q;L?H?MM MN;AM2 FIHAN;CFIRIL >M

1B?H @ NBCM ;> MBE=B ; F;H>CHA J;A? OMCHA NB?
@P G;CH ?F?G?NM Q=I P?L?>
610 MBIOF> <? ;MECHOEM?F@ NBF@CHA KO?MNCIHM

4 B;N CM NB? |I<DNZP,MMI=O\?> QQ\B
; Q;L?H?MML@ IHMOG?LM %Q >I?M NBCM
CH@?H2GS M1.=B ;>

4 B;N MN;A?@ NB? /" @L,G? QILE >I?M
; Q;L?H?MM ;FCAHNBE B; N ;L? NB? I<D2NCRM
@ G S @LG N NBCM MNAPRQ >I?M NBN
CH@?H2G S F;H>CHA J;A? >?MCAH

+?RN OMCHA NB?IG SL?; N2 CH NBTEVMN I\LI@
NBCMR?L=CM? NBCHE®M Q ; SM NI NHM@G S IOL ;>
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NI @ NBARFIQCHA MI=C;F 6€; JFN@GM

&MN;AG
)JCHE>&1

&?HNG@BC=BN? | @ JSG?HN ;JJLI;=B ? A -
IL - SIOMBIOF>AI @;H>JL | PC>?; 2;MIH QBS
#CH;-F@H> ; 40JF? | @ CH@H2LM |H &MN;AG
NBN #0F> B?FJ 80 QONB NBCNB3;CAH "RJF;CH BRQ
SIOP @H> NB?M? EBI@2LM ;H> QS NBS ;L? C>%F
@ SIOL =;GJ;CAH ;H>>?=C>? QBC=B $G?HN GI>?F
NI;>1IIN NI =L?; N? ; 5GJ;CAH QQ\B NB?G
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Act: Creating Content

PIERREYANN DOLBEC

Overview

& NBCM =B;IJNR? =l P?L MIG? =?HNLF ;=NCRC?M ;MMING; QQ\B
=IHN?H =BR; NCIH 4? CHIL>0=? NB? =B;JN?L 8 7RJF;CHCHA NB?
CGJILN;H=2 | @ B N?HN =R; NCIH ;H> BIQ =IHN?H# =BR; NCIH MBIOF>
L?M?G<F? QBN $OL =IGJ? NBILM ;2 >ICHA <ON ;FMI <? 3@@HN
@G NB?G <?=, OM? @ I®L | QH OHCKO? #> PIC=? 4 ? NB?H NOLH
IOL ; NN?HCIH NI MNIMGBL CHAHN?HN =R2; NCIH ;NCRC?M 24?R;GCH?
Bl Q =IHN?H =R; NCIH {H <? AOC>2 <S NB? / " @L,G? QILE NB?
>SC@L?H=? <?NQ??H A;N? ;H> OHA;N? =IHN?H ;H> QB?H NI OM?
?,=B ECH> QB ;H> Bl Q NI <OCF> NIJE=?FP,H=? ;H> Bl Q JCFF;L
J;A?M sH B?FJ OM > MI #CHFFQ? =IH=FO>? NB? =B;IJN?LX
>CM=OMMCHANQB{H N?H =R; NCIH {#?H>;L CM ;H> BD QN MOJJINM
=IH N?H =R2; NCIH 2@ NM

Learning O bjectives

2H>?LMN;H> NB? <;MC=@®H N?H\ =R; NCIH BQ @ NC?M CH
Q@B NB?/ " @LG? QILE A;N? ;H>OHA;N? =IH N?H\
JCFF;L J;A?M ;H>H N?H =R; NCIH #?H>;LM

U=N L? NCHA IHN?H



The Importane of Ceating Content

IH N?HN =R; NCIH CM CGNIIEN @ NQI G;CH L?;MIHM #CLMN E?FIM
<OCF>; &<MEM RFP,H=? ;H>; ONBIL® =IH NLC<ONCHANN;BECHA
IHM?L=B ?HACH?MY =L >CHA NI GIMN GE?N?LM IH N?HN G;LE?NCHA
CM NB? GIMN @&MN 0", N;= NC= M=?H> =C N2 CH
G:L E2NCHAI @MG_ 4 ?<ME?M QB <FIAM ;FMI B? @L NCG?M Gl
J;A?M CH>R?> IH M?7L=B ?HACH?M G;ECHA NB?G GIECHS NI MBR
0OJ >OLCHA MI2B?M#IL<?M

IH N?H CM ;FMI JIZH?LMNIH? @ =OMNIG?LKOCMCIH MNN'?A?M
;H> QN CM IH? @ NB? GIMN QPL@OF NIIFM @V? CH NB? [/
@G? QILE ==IL>CHA NI @<0JIN ; = IHMOG?L #HMOFNM RBINI
@P JC2?M |@ HIN?H >OLCHA NB?CL DBLWMQ,L> G;ECHA ;
JOL=B;M? )?;>M A?H?L.N? OMCHA CH<IOH> GANCHA @aNM ;R ;FMI
F?MMIMNE <S ;<ION B;F@ I&J;L ?> NI F?>M A?H?LN? OMCHA
ION<IOH> ?@ NM H<IOH> F?>M ;L? ;FMI NCG?M GI2? FCHES NI
=IHP?LN PM ION<IOH> IH?M;H> MNO>C?MMB; MBIQH NBN $H N?H
G;L E?NCHA @aNM <IIMNI&J;H S [?P?HO?M 8 ;H ;PPLA? | @
%0<MJIN

Creating Content

?@L ? MN;NCHAH N?H =R; NCIH 2@ NM ; #GJ;H S MBIOF> B? CH
GCH> ; =F2 J?LMIH; ;H> ;MMI=CN? DIOLHS OH>?LMN;H-N® QH
Q?<ME? ;H> C>FB OH>?LMN;H> B QIMISJ? NRILM ;2 JIIMGICIHCHA
NB?GMP2M IH M2=B ?HACH?M C? R, J?L@A.G? > ; =1GJ? NBCP
E?SQIL > ;H;FSMCM

L ?; NCHAIHEN?HN CM ; <;F;H=CHAN=#CLMN @M ; <;F;H=CH NBJ
SIO GOMN <? MCGCF;L ?HBOA =Z1GJ? NRILM NI ;>>PMM NB? A?HPL
H??>M |@ NB? GHE?N ;H> FIIE FCE; NLOMNL NE5 ILA;HCTNCIH QBCF?
<?CHA >@@HN ?HIOM NI ; NNt=N =OMNIG?LM 1BCM IC& MN;H>CHA
ION QBCFBECHA CH CM N2L@fzimal distincti  veness]
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http://www.marketingprofs.com/charts/2015/27941/marketers-favorite-seo-tactics-and-metrics
https://www.forbes.com/sites/johnrampton/2016/09/21/why-you-cant-afford-to-ignore-blogging-as-part-of-your-online-strategy/#4f0134912ab7
https://www.hubspot.com/marketing-statistics
https://en.wikipedia.org/wiki/Optimal_distinctiveness_theory

0?=IH> ON CM ; <;F;H=<?NR??H QB;N $O =;H | @L ;H> QB;N
=IHMOG?LM (N 4B?H =I?; NCHAIEN?H @LGM H?2 NI E??J CH
GCH> NBY NB3® MBIOF> AJL?M?M NB? =OMNIG?ILBCM WCFM
OH>?LMN;H>CHA @B;OMNIG?LM?,EIIECHAI@<;M?> IH NB?CL H>M
;H> =B;FF?HA?M ;H> E) QB; N NB® H?> ?PIFP?M NBOABION NB?CL
DIOLHS

L ?; NCHA OHCKO? ;RFBHN #H N?HI NBOM RKCFM OH>?LMN;H>CHA
NB? G;LE?N ;H> EHIQCHA NB? I=?M NBN ILA;HCP =IHN?H
JLI>O=NCIH EHDCHA QBN MJ2C@&FIS ;<ION SOL <L,H> ACPM B
; OHCKO?IB=? IL \ brand voice] ;H> =IG<CHCHA NB?M? 32 1@
EHIQF2A? NI =1?; N? MIGNBCHA OHCKONNBCFRNCEMN EHMOG?LM
;H>CM <;M#2IH SIOL =,J;<CFEC?M C? QBPO;L ?;<F?NI>l #CAOL

Figure 6.1 Content Marketing

)? NM RJIFIL? NBCM ®B2L NBDAB NB? R;GIF? | @ =, NCHAIEN?H
IH &8HMN;AG

U=N L? NCHA IHN?H


https://sproutsocial.com/insights/brand-voice/
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/02/DMB_Ch6_Fig1.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/02/DMB_Ch6_Fig1.png

Understanding the Competition and the Matrk

0IG? NBCHA NPEJ CH GCH> QB?H 2INCHAEB N?H @ MI=C;F G?C;
JFEN@GM CM ;MMI2 QQ\B prototype and ex emplar theories
4CNBION ANCH@MI NIl GO=B >?N;CF NB?HNLF C>?B?L? CM NR;CH
IL>?L NI MN;H> ION IS @LMN GOMNG#&

1B? C>? AI?M ;M @&FIQOM ";=B =; N?AIlS B;M MIG? MIN I@ ;
\MN;H>;E] G?G<?L ; \ JLININSJ?] NB;N JAJF? G?;MOR QB; NP?L
CM CH NBAWPAILS ;A;,CHMNL @G ;H ? R?GJF;L J?LMJZNCP ?;=B
= N?AILS B;M ¥IGCH;HN R;GJF?M IL ? R?GJF;LM NB\ ;[? OM2 NI
?PFO;N? QBNP?L CM CH NBONZAILS #CAOL & IL>?L NI @
CH MO=B ;M NI <MHMC>72> F?ACGN? ;M ;H BMN;AG ;= =IOHN
IH =IMG?NC=M;3M IL N)\WNIIM SO GOMN MB?L; \NLC<ON?MNBQIB?
JLININSJ? IL ? R?GJF;L 1BCM ;FRIM 80 NI @ CH

=N L?;NCHA IHN?H U



Figure 6.2 Exemplar and Pr ototype

#IL ? R;GIF? @IH?MM=3OHNM N?H> NI MB#*B;L;= N?LCMNC=M CH N?LGM
| @ QBN CH@?H2LM FIIE FRE>L?MM? CH @H?MMWICA;H> ?QNB?L
FIECHA @ IL 1?;FS L?;FB @ NB? MNCHA CH QBC=BSN&?; N?
NB?CL PAA?NSJIC;FIS ; ASG NB? ECH>M@ NBCHAMSNE@AN BIQ NI
?R?L=CM? >RJIMNM GINONCIH;F JIMNMN2 ;H>MI IH

6?N QNBCH NBM@E?MM; N?AILS NB?R ?RCMN MCNZAILC?M
ILA;HCP> ;LIOH> >C@L?HN MOSN?M 1@ ®@H?MM EB@H2LM  @LMN
?R;GJF? CM NB®@?MM NB?8 JU @F? ; 80? | @ @@H?MM 3OHN
PRRGIFQ@® <S CH@?H2LM MO=B ;M;=BCP?@H?MM<IMNIH
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http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/02/DMB_Ch6_Fig2.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/02/DMB_Ch6_Fig2.png
https://www.instagram.com/achievefitnessboston/

MKONOHECPME ;H> DINB?LJ S 1BCMN? | @ ;=IOHN RJC;FB
?GJB;MCPM M=C?M=;M?> EHIQF?>A? ;H> CHMNLNGIH;FM IH BD NI
JLIJ?L IS JL=NCE@H?MM ;H=2¥l P?LS
MNLCEGBA>C@?HN 8J? | @ JL@F? MNCHBQE NBTWE?MM

= N?AILlS CM NB? Q@&@?MM GINGEIH;F] ;=IOHN R’GJFCZ? CH
;==IOHNM MO=B ;M;=; SHM? DI?MNB&C=MGMM;HH;G;LC; ;H>
;HH;:>?F SF;

(HI QCHA QBC=B MOQON2AILS ; @LG QHNM NI J;NC=C¥? CH CM
CGJILN;HN <Z; OM? HIN ;FF J?LMIH;M QCFR;*ZHA ;FF MQN?AILC?M
| @ @H?MM #OHNM N ;FMI ;FRDM ; <?NN?L OH>?LMN;H>CHA NB?
= N?AIS ;M ; QBIF? ;H> BIQ NI JIN?HNC;BFGCR ;H> GN=B
;JIL ;,=B?M ;M ?R?GIFQCE&? <S G:MMSLC:M

,H=?390 B; P? A;CH2 G?G<?LMBCJ S @NCHA CHOE DI< CM NC@&>
Q; SM NI >CMNCHAQOMB?F@GINB?LM & MBIIN 30 Q;HN NI @&
CH DOMN ?HBOMBN $O ;L ? J,LN 1@ NB?, N?AILS <ON Q;HN NI
>C@L?HNQY? SOLM?F@ ?HIBAIBN J1JF? QCFF ;&N NI ®FIQ SIOL
&MN;AG ;= =IOHN LNB?L NB;H IH? @ I®L =IGJ? NSILM 1BCM CM
QB?L? NB? OHCKO?H?NIMBL <L;H> =IG?M CHlI JF;S

Using Yur Brand to Ceate Lhique Content

brand CM ; H;G? N?LG >?MCAH MSG<IF [[HINB?L @?; NOR ? A
@@ BQ@OI? ;H> @@ B®@OI? KOIN?M I= ; IF; ;H> NB? IE ? L?>
IN N?A; 3?H?2NN; ;H> QM @, P? >?MCAHNB;N C>7RE@M ; K5J;H SM
JLI>O=NM IL MAC2M ;H> >GRA?HNMY?M NB?G I@INBIM? | @ INB?L
=IGJ;HC?M

,P ?L NB? F;MN RBI>?=>?M JL=NRCIH?LM ;H> ;>?GC=M BP?
>?P?FIJ?> G;H'S N?LGM NI B?FJ OM\N?L OH>?LMN;H>;dEM  #IL
?R;GJF? Q? HIQ EHIQ QB;N <tH>M :L? GIL ? IL F?MM A?HFAS
OH>?LMNII> CH NB? M;G? 8 <S 4HMOG?LM QBI BP? ; =?LN;CH
CG;A? |@ NB? #>M CH NB?CL GCHirbhd image 1B? >?M=LCJINCP
@; NORM NBY #HMOG?LM OM? NI >?M=LC<? NB?M? CGA2AFER
brand attribu tes 4 ? ;FMI EHIQ NBN G;LE?N?LM;H JF;S IH NBCM

=N L?;NCHA IIN?H U


https://www.instagram.com/squat_university
https://www.instagram.com/joetherapy/
https://www.instagram.com/zacaynsley
https://www.instagram.com/joesthetics
https://www.instagram.com/mssannamaria
https://www.instagram.com/anna_delyla/
https://www.instagram.com/massy.arias

<S ;MMCAHCREAN;CH INLC<ON?MYJ?LMNM;NICNMYNI sH>M brand
personality . *;L E?N?LM ;FMI MRLGP JIM®ICIH NB?CL;Ht CH ;
G;,LE?N CH ; QS NBN CM >CMNCHt= PFO? <S 4HMOG?LMbrand
positioning

1B? G;CH G?MM;A?M B2LL? NBN <tH>M M7 NI >C@L?HNCY?
JLI>O=NM ;H> MPIC2M ;H> CH IOL ;M? d4HN?HN =R2; N> IHFCH?
@G INB?L =IGJ;HC?M NBN #HMOG?LMIE@ CG;A?M 1@ <sH>M CH
NB?CL GCH>M ;H> NBM >CH;F G;LE?N?LM @MBIOF> MNN?LHS
NBCHE® BQ NI OM? <jH>M NI JIMACIH IOLMPEM 0L JI>O=NM 0L
M?PC2M ;H> CGJIIN;HNE IOL =IH N?H\

%?H=? IH=? SO B; P? >?P?FIJ?> ;H OH>?LMN;H>CH&I| NB1=?M
OM2 ;LIOH> =IHN?H =B;NCIH CH ; GE?N ;H> BIQ SIOL
=IGJ? NBILM ;2 OHCKCBRIMGICIH? NB? HRN MN?J CM NP; N?
=IH N?H NBY QCFF OHCE®IIFE NI =IHMOG?LM>&;FI5 SIO QCFF,@ N
NBCNHN?HI NI 2@2N QBI SO ;L ?;M;=IGJ;H SC? NIR@ZN 0L
<LH>

2N N;E NB? R;GJF? |@ <sH> J?LMIH;FGIC?M ;E?L
C>?N@2 @P >CG?HMCIHM NI NB? J?LMNB;F@ <H>M

A sinceri ty BIH?MN A?HOCH? 2B@OF

N excitement >;LCHA MJGIX CG;ACHNCP

N competence L?FC;<F??MJIHMC<F? >?J?H>;<F? @@&CM
N sophistica tion AF;GILIOM JI?N?HICIOM =B;LGCHA

N rug gedness NIOA MNHA ION>IILMS LOAA2

4 ? QIOF> RJI?-N NBY <tH>M NBN ;CG NI MBD ; LOAA?> CG;A?
QIOF> =I2;N? FHN?H >@@?HNE @G NBIM? ;CGCHA I@ ;
MIJBCMNGE IH? 1BCHE I@? R;GJF? | @ NB?NF?MNP?J ;> NB; N $O
GCABN BP? Q; N=B2? ;H>BI Q M\ #GJ;.L ?M Q8B NB? R?MN ?L=7>?M
;> NB;N $0 B; P? M?H ,P ?L NCG? GFL=NCIHM 4??H AHMOG?LM
;H> NIO=BJICHNM E2 NB?G NI >?P?FIJ ;H CG;A? | @ I®L <L;H>
[ 2JL?M?IMICHAGL <L,H> CH QSM NBY ;FCAH RBNB? CG;A1G Q;HN
NI =L?; N? CHIHMOG?LM[ GCH>M CM NmB{DIkF=

%?H=? NI =L?; N? OHCKO?HN?H ;ME ®LM?F@ BtN >I?M G5
<LH> MN;H>I@ 4 B;N >l & QHN #HMOG?LM NI NBCH& QB?H NB?

U=N L? NCHA IHN?H



B?L G 'S <LH> H;G? %I Q =;H G S 3H N?HN JILJ?L 'S MBR=M? GS
<L:H>

1;E? 4 ?H>SM @ ?R;GJF? QBC=B B;M <2G? CH@;GIOMII@ BIM
M;MMS=B?2?ES CH $OL @;2 <IL >?LCHA IH NIEFCHA MI=C:F &2
JL2M?H2 & @2 R;GJF? =B:FF?HA?; N??HNI AN ; GCFFCIRND??NM
CH R=B;HA? @ ; FCENCG? @ =BC2E HOAARMNB? HOAAM@=;L N?L
=GJ,CAH & =P;N? : 0JINC® JFSFCMN;ECHA MBINMN ;BM
=IGJ? NBILM ;M NB? #5J;H S L?2AOF:E >I?M IH 1QQN?L FF 1@
QBC=B ;=IL>CHA NI #H>SM BC?@ *E?NCHA @=L (OIN (;H? \CM
- H; NOJE 2RN?HMCIH@ NB? ZH>SM <tH> ! : P? 1BIG;:M @OH>?> CH

] #MN IGJH S

Keeping Consumers in Mind

);MN ;H> NI R;@@LG QBN B;M <?H M;C> NBRABION NB? F;MN
=B;JN?LM ®L G;CH UF? ;M ; =IGJ;H S QB?H =R; NCHAIEN?H CM
NI L2IL?M?I NB? =OMNIGZB; N G?2HM NI OH>?LMN;H> NB?CP>NI?
;H> =B;FF?HA?M K QB; N J1JF? FIIE @L P;LC?M NERABION NB?CL
DIOLH8 NB? BNJ?M 1@ M?-B?M NB® > ?A CHId@5; NCIH
NEHM;=NCIH HPCANCIH;F ;MMI=E?> QANB 7*, 1M FCREQGQB NB?CL
H??>M ;H> =B;FF?HA?MH> Bl Q SIO =;H ;HMQ?L 4HMOG?LM &
JLI PC>CHA NB?GNBGH N?HN NBY CM-®= NCIH;F ;H> ?N?N;CHCHA

Structuring Content Gaation

& NBCM-#?> M?>=NCIH Q;L? AICHANINIO=B IH ; @ E?S N?LGM ;H>
;JIL ;,=B?M NI B?FJ MNLREPR =IHN?H =R; NCIH AN?> PM OHAN?
=IHN?H ;H> NB?CPMJIZNCPLF?M CH GE’NCHAGJ;CAHM BIQ NI
<OCF> NIJEH?FP,H=? ;H> JCFF;,L J;A?M
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https://table.skift.com/2018/10/15/wendys-marketing-formula-know-your-brand-better-than-anyone-else/
https://table.skift.com/2018/10/15/wendys-marketing-formula-know-your-brand-better-than-anyone-else/
https://table.skift.com/2018/10/15/wendys-marketing-formula-know-your-brand-better-than-anyone-else/
https://www.cnn.com/videos/living/2017/04/12/teen-wendys-nuggets-twitter-campaign-church-intv.cnn?iid=EL
https://money.cnn.com/2017/05/09/technology/nuggs-for-carter-tweet/index.html
https://www.chicagotribune.com/dining/ct-food-wendys-mixtape-20180326-story.html
https://medium.com/swlh/a-tribute-to-wendys-awesome-social-media-strategy-7f55a66bcf94
https://www.fastcompany.com/90330377/behind-wendys-epic-social-strategy

Gatad and Uhgated Content

Gated content CM;MS I$J? | @ I N?H NBN PEP?LM :H IHFS ;==?MM
;@N?L R=B;HACHA NB?CL IIGBH@ICIH "MMR;EFNB? #H N?H CM
BC>>?H <?BCH> L@ IGJ;HC?M OM? A;N? =IHN?H NI A?H?IN?
F?>M ;H> OFNC@E?E M;F?MPoO<MJIIN &4 9H NEMNung ated con tent
CM ;B 4HN?Hl NBY OM?LMH= @2?FS ;==?MM QNBION BPCHA NI
?R=B;HA? CHI@5; NCIH

H ?R;GJF? 1@ AY?> =IHN?H CM MBH CH#CACL QB?L?
=IHMOG?LM ;2 ;ME?> NI\l QHFI;> IOL ? R=FOMZREH> [?JIL NW

Figure 6.3
Gated
Content
Example

$; N2 =IHN?H MBIOF> <? GIR ?RN?HMCRB;H OHAN? =IH N?H
B;L>?L NI @H> ;H> LNB?L OHCKO? MI ;M NNZZOM?LM NR2B;HA?
NB?CL J?LMIH;F ILB@NCIHI@ON "R;GJF?M CH=FO>? ; QBCJ;J?L
sH?<IE ;L 2JILN MO=B ;M NB? IH? 8EACL i N?2GJF;N? IL ;
Q?<CH;lYCH INB?L @ >M B@\PFO? ;H> LL?L 3H N?H

610 GCMABN ;ME QB SO MBIOF> AN? #HN?HN ;H> NB? SUC;F
JHMQ?L CM NI A?HANL? F2M MO=B ;M CH ;;#A?H?L, NCIH F;H>CHA
J;A? $; N2 =IHN?HN MBIOF> <? NBIBN 1@ ;M NB? ?H>JISH@ ; F2?
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https://blog.hubspot.com/marketing/ungated-content-free

A?H?L.NCIH J;CAH QB?L? =IHMOG?LM QCFFRC>? NB?CL J?LMIH;F
CH@5; NCIH QBC=B QCFF NB?H) ;FRECLG NI ?N?L OH F?>
HOINOLCHA@@M QBC=B’GI P?L CH NB? RN =B;JN?L

1SJIC5FS ; @LG QCFP7N? OHAN? JC2?M I@ B N?HN ? A MI=C;F
G?>C; JIMNM ;H> <FIA JIMNNBN QCFF >2GMHMOG?LM NI ; JG2?
@ A2 =IHN?H 8 INB?L QL>M NB? HN?H MOJJINCHA NB?
=,GJ;CAHM CM OHN®- ;H> NB? ?H>JICH QB?R ; PCNNIL CMH P?LN?
CHI ; F?>CM AN?Z M2 #CACL QB?L? ; <FIA JIMN CM FCHEI ;H
?<IIE

Figure 64
Ungated
Content to
Gated
Content

Building Topical Relevane@

,P ?L NB? F;MRQ@-B;IJN?LM Q =l P?L?> NB? <;MC=NMal 0", BIQ NI
NBCHE ;<IONIEN?H =R; NCIH ;H> ;>M <;M2 IH = IHMOG?LM[ H2M
;H>=B;FF?HA?M Bl NI C>?HNIG@IJIL NOHC?M <;M™H NB? 4H=L?N?
;=NCIHM >OLCHA NB?CL BIQHH?BI Q NI L?MJIH> QGIB ;> BI=
G;L E?’NCHA RCRC?M

Building topical r elevance CM J;)N 1@ ; @GV FIHA?N?LG MNIN?/AS
@ JIMONCIHCHNM?F@ ; INMOR< JLIJ?L NC?MN @HN;CFMXECHA >QH
NB? A?H2E H??>M ;H> =B;FF?HA?M NBIHMOG?LM ;2 ?RJ?LC?H=CHA
CHII E?S NIJC=M NB;QCFF ILCPIDL G;LE?NCHA @aNM

#IL ? R;GIF? C@2Q;HN? NI <OCF> NIJEA?FP,H=7 IH NB? NIJC=
| @ BH N?HN G;LE?NCHA ®QIOF> 4G? OJ QCNB JIN?HIC;F M2Z=B?M
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H> ;L 2;M 1@ CRERMN NI 2. N? G;HS <FIA JIMNM MI=C;F &Z, JIMNM
H>JC2=?M |@ A2 =IH N?HN IH NBCM NIJEEACL

Figure 6.5 Topics

11 MN;IN <OCF>CHA ?<QJL?M?H2 ;LIOH> =?LN;CH B NIJC=M @
CIN?EMN NIISL =IHMOG?LM NBTZI@IN MN?J CM NNG&BC=B NIJC=
SO ;L? CH?EMN?2 CH @LMN =OMNIGRCPH Q;S NI C>?NG@
NIJC=M CN8 €IIECHA N NB?N? | @ NI?=B?M <?CHALEC? ION <S
=IHMOG?LM QBC=BH=<? >IH? OMCHA NIIFM MO=B ;M $HA 1?H>M
IL 0?;L=B /?JIL NM CH $II&? H;FSNC=M #CLGM FMI MOR?S ;H>
CN?PCQ =IHMOG?LM NI <N?L OH>?LMN;H> QBCMEP,HN NI NB?G
QB; N NB?CI?& H?>M ;H> =B;FF?HA?M?,L;H> Bl Q NBB NOLH NI
NB? @< NI B?FJ ;>>?MM NB?M? #R> Q;S NI C>?NGANIJC=M CM
NBIOAB E?SQIL > ;H;FSMCM ;M QCM=0OMMHB;IJN?L

,H=?; NIJC= B;M <PH C>?N@@ ? A =HN?H G;LE?NCHA C&GGM
QCFF JF;H NB?C{NMLNI MRDFS <OCF> NB?@ER,H=7 IH NB;N NIJC=
3CRN?> @G NBCM J?LM3RCP 7,=B JC2=? | @ B N?H ? A ; <FIA
JIMN ;CGM N ;>>1?MMCHA IH? RIN?> M7L=B #IL ?R;GJF? ; <FIA
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Figure 6.13 Content Calendar / Text Description
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Q?<J:A?M CH NB? GC>>R®t <FIA JIMN ILN NB?<INIG | @ ; #H N?H\
J;A? 1B? S GCRN ;JJ?;L ;M ; Q ?F4G? A; N? ;JIJ OJ NB; N ;JJ?;LM
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:GIOH N 1@ NCG? IH ; NILM4EFCHA NI ; M38@ MNCIH @ ; J;A? @
?R;GJF? M=IEFCHA ;FF NBBQI QH IH 7I2FFM <FIA JIMNNPHN?LCHA
- MJ?=C@ J;A? IL POQCHA ; MJ2CE HOG<?L® J;A?M IH ; @<ME?
Opt-ins =H <? =B;L;=N?LEF <:M?> IH NQI >CG?HMCIHM QREB?L
=IHMOG?LM RIFCNE EHIQ NBN JIL PC>CHA NB?CL ?G;CF?MM. QCFF
?HN?L NB?G CH ;;FHOLNOLCHAGJ;CAH ;H> QB?NB?L NB? IJN CH CH
=IH@&LG? <S NB? @G ;MIEFIQM @G *L_E?NIM [2@HICP$OC>?
NI "G:CF *L E?NCHA
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SIOL ME? MO=B ;M NI &IHFI;> ; = IH N?H ;MM IL [2ACMN2L @
Q?<CH;L6I0OL Q?<MEMM JLGPS JIFCS GOMN M, NBY
J?L@.GCHA NBCMWNEIH ONIG; NGES IINM NB? OM?INCHS;CF
G;L E?NCHA 1BCM IINCIH QK@ N <ON ;FMI B;M NBQRMN
FP?F 1@ ?HA;A?G?N

AN Explici t opt -in: 1B?S \L?KOCLNB? OM?L NIFOHN;LG-MCAH OJ
;H>ACP NB?CL J?LMIH; OH&@ NCIH ,@?H NBCMNVENBAI@
| @ ; RACMNUCIH <R IL J;A? NB;N 2;>M MIG?NBCHA PCGEQHN
NI L?=?CP H?QM ;H> OJ>;N?NI|[

N Single opt-in: \4 B?H ; H?Q MO<M=LC<?INZ{M BCM ?G;CF
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=GJ;CAH]
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Lead Soring

Lead scoring CM ;H ;JJI=B NI L ;HECHA M <;M? |[H NB?CL;PO? NI
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;:JJL ;=B CM NI 3G<CH? RIFCNCH> CGJFQ+-MIECHA ;H>ME ? ; F?;>

| P?L NCG? ;M NBTN?I=N QNB ; @QLGM Q<ME?

=N )?>$?H?L; NCIH ;H>)?2> +OLNOLCHA


https://optinmonster.com/progressive-profiling/
https://optinmonster.com/progressive-profiling/
https://blog.hubspot.com/blog/tabid/6307/bid/34155/how-to-capture-more-and-better-lead-intel-with-progressive-profiling.aspx

Lead Nurturing

,H=?; @LG B;M ;XKOC> F?>M ;H> KO;F@@ NB?G C? ;M* )M O
?HN?LM ; JI= ?MM @ E2 HOLNOLCHRead nurturing L?2JL?M?HIM NB?
\JOLJIM?@OR3ILPMM® ?HA,BHA ; >?@H2 N;LAN ALOJ < S JU PC>CHA
L?FPHN CH@; NCIH N 72=B MN;A? i@ NB? €M DIOLH®
JIMQICIHCHAG. =IGJ;H S ;M NB? <?MM> M;@MN=BIC=2 NI ?H;<F?
NB?G NI ;=BCR? NB?CL I<BRCRV] %60<MJIN

)? NP R;GCH? MIG? I@ NB?E ;MJ?=NM @ NBCMCH@IH

#CLMN ;*MOLNOLCHA CM ; JOLJIM? @OPVIM FRNBCM =B;JN?L ;H>
NB? HRN @ ;L? AICHA NI ?GJB;MCTBI Q NBCMNCHN NHMFN?M NI
;FQ; SM BPCHA ; =F? C>2? | @what comes next @ NB? #HMOG?L
4 B;N B;JJ?HM QB?HI® L?=?CP ;H ?G;CF ;>>L?MM @L, = IHMOG?L
4 B;N #G?M H?RN 4B; N ?G;CF MBIOFKO8M?H> NB?G4 B; N MBIOF>
<? CHNBCM ?G;CB;N ;=NCIH MBIOF> NB%? ;ME> NI J?L@.G NB?H
4 B;N MBIOF> NB?*%? ;=BC?PCHA NB?L1BCM NC?M =FEVNPFNB?
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=IH P?LN NB?G NI =OMNIG?LM
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N @KO?HS C? BRI @?H NB? B?B;M CH>GN? NBB QOF> FCE
NI L?=?CP ?G;CFM

N F7> M4L? ;H> ;MMOG? DIOLHS MN;A? QBC=B MBIOF> B?FJ N;CFIL
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IL ; JCFF;L J:A? IH NB? NIJC=@ 2\<;=E J;GHBIG NB? Q?<ME? 1@ ;
MBI? G;HO@;NOBL MJ2C;FCTCHA CH <;=E J;€3F& NBCMHMOG?L
MBIOF>?=?CP CH@5; NCIH NB| CM ¥B@HN @& ;HINB?L = IHMOG?L
QBI MCAH® 0J ;@?L =FC=ECHA;LMB :> NB:N |@L?> \=IG@IL N:<F?
MBI?N 1B? <?NN?L NB? CH& NCIH ; @LG JLPC>?M N?LM NI ; ES[M
H??>M GINGMNCIHM ;H> =B;FF?HA?M NB??GRCES NBS ;L? NI
2HA:A? CH ; #H P?LMNCIH :H> OFNQ@S <G8 ; JLI>O=N

1B? G;CH C>?B?L? CM NE;IH? MCTdoes not @ ;FF )?» HOLNOLCHA
=GJ;CAHM MBIOF> <? =ETS N;CFR> NI J?LMIH;M ;H> NB? MN;A?M
NBB :L? CH

1B? G?NLC=M OM{ ;H;FST? G;L E?NCHA;@J;,CAHM CH=FO>? NB?
@FIQCHA

A bounce r ate: NB? HOG<?L @ ?G;CF ;>2MM?M NBB;> ; <IOH="?
<;=E @IG NB? &0-M

N openrate: NB? J?E?HN;A? |@ ?G;CFM IJ?HPON 1@ NB? NIN;F
HOG<?L I@ ?G;CFM M?H

A clickthr ough rate: NB? HOG<?L @ MO<M=LC<?LINIBJ®, =FC=&
IH; N FMN IH? FCHE QalS?G;CF

A click -to-open r ate (CTO): NB? J?E?HN;A? | @2=CICNM QBI
IJ?H? > NB? ?G;CF G?MM;A? ;H> ;FMI =RE4H ;H S FCHE CH NB”?
?G;CF G?MM;A?

A unsubscribe r ate: NB? J?E?HN;A? |@ MO<M=LC<?LM QBI4JN?
ION @G S IOL FCMDHMO<M=LE¥OG<?L?G;CFM >?FCP?> V

OHMO<M=LC<2L; N?

1B?M? G'NLC=M MBIOF> B?RJIA®, NB? P?F I@ ?HA;A?G?N 1@ EM
Q@B I0L ?G;CF G;E?’NCHA;GJ;CAHM ;H> QB?I? NB?R GCMABN <?
CMMO?M #IR;&JF? C@ IOL IJ?H;, N? CM AIN <ON IOL =FC=HOBB

L N? CM SMG;F NBCM<JkFS CH>CN?M NB; NB7ZLCM MIGYBCHA
QLIHA QONB NB? (B NB? ?G;CF CNM@{2 IL NB;N NB? lH N?H >I1?M
HIN ;FCAH Q8 NB? MO=RFCH®@ NB? ?G;CF

U =N )?>%$?H?L; NCIH ;H>)?2>+OLNOLCHA



What Happens OmrcYou Get a Lad?

&?;F5 ;=KOCLCHA ;;¥M ?G;CF ;>>2MM MBIOF> MW;LMKO?H=2
| @ JFHHB? ?G;CFM ;H> INB?L G;E?’NCHA NCRC?MMO=B ;M ;>
L?N;LAINCHA QBC=B QCFHR £?L CH NB? RN =B;JN?L1BCM M®D?H=2
| @ JF;HE??G;CFM MBIOF> ;CE NHM@GCHA ; G;L E?NCHA KO; 2@
F?> NI ; M;F?M KO;FC@F?2> * . )NI0. ) OMCHA MEN? =IH N?H
NI GI P? NB? F2 @IG CH@GCHA NB?G ;<ION NB?CLI<IE?G NI
B?FJCHA NB?GP,FO;N? NB?CL MIFONCIHRNFZHCHA B @L@M
JLI>O=N CM NB? <?MN MIFONCIH

1B? @LMN ?G;CF CH ;H ?G;CFE®NCHA;GJ;CAH MBIOF> <? ;H
IH<l;L >CHA ?G;CFH onboarding email MBIOF> AOC>?;& ;H>
?>0= N? NB?G ;<ION QBN CM ;<ION NIG? 1BCM ?G;CF MBIOF> B?FJ
G;E?; F?> N;E? NB? HRN MN?J CH NB? M?I@IA;HH?;= NCRC?M ;
@LG B;M MKD?H2> ,@N?H IH<I;L>CHA ?G;CFM QCFF NRFRBMN NI
?RJ?=N MO=B ;M NBHN?H |@ @ON®E;CFM ;H>BR | @?H NERQCFF
<? M?H

)2 NI N;E ; FIIE; N BMN;AG M IH<I,L >CHA ?G;CF

#CLMNHMN;AG ;MEM QBNB?L @ CH>?> =L?; N? ;H ;==IOHN QNB
NB?G C? NB2L=NCz>IO<F? IJN CH#CACOL

=N )?>$?H?L; NCIH ;H>)?2>+OLNOLCHA


https://sendpulse.com/support/glossary/onboarding-email

Figure 75
Double

Opt- In on
Instagram b
Part 1

0?=IH> NB?S JOMB I® NI N;E? NB? HRN MN?J CH-HAL NI G;RCGCT
SIOL ?HA;A?G?HN IH NB?CL JH@G &H NB? :#M? |@ MI=C;F GG;
HMNRILEM ; NBEMBIF> ?@N BM <?H @H> NI G;RCGCT
?HA;A?G?HN QB?R @FIQCHA ; GCHCGOG HOG<?@IJRF? AL?; N&
<lIMNM NB? =B;H=NBN ; OM?L QCR6Z=<,=E &N NBOM G M?HM?
NBN NBCM CMV@NEIH NB| BMN;AG JL 1IJIM?M OM?LM NI ?HA;A? CH
#CACL

U =N )?>$?H?L; NCIH ;H>)2>+OLNOLCHA



Figure 76
Double

Opt- In on
Instagram b
Part 2

):MN BMN:AG N?FFM OM?LM NINMSMCHA NBR-Q=N #CACL
QBC=B CM :FMI KOQ@FF :FCAHRMB QBN @ QIOF> RJI?=N JAIF?
NI Q;HN NI >l [H=? NBB B;P? MCAB0J @ ;H &HMN;AG ;= =IOHN

=N )?>$?H?L; NCIH ;H>)?> +OLNOLCHA



Figure 77
Double

Opt- In on
Instagram b
Part 3

%?L? CM ;HINB?LR.GJF? NBCM NCG® @E? ;> I<N;CH?> @ ;
=IH N?H 1IN CH HQMAN?L MO<M=LC<?L QBV@;>CHA ; <FIA ;LNC=F?
IH BLCMNG;M >4L; NCIHM IH NB? ;IN? ;LL ?F <FIA @JIL N;HN&
Q? =H M2 BIQ L;N? ;LL ?F #HNCHO?M NBP E2LMNCIH NB{
MN;N? IH ; BLCMNG;MI?FN? <FIA JIMN & |@LCHA GIR
CH@5; NCIH IH BLCMNG;M=i2 ; NCIHMICACL

U=N )?>$?H?L; NCIH ;H>)?> +OLNOLCHA



Figure 78
Drip E mail
Sequence
Example

=N )?>$?H?L; NCIH ;H>)?2> +OLNOLCHA



#CLMN NB? IH<BCHA ?G;CHHAL; NORN?M NB?;#7@L MCAHCHA AJ @
NB? HOMAN?L ;H> RJIF,CHM QR;NB? E? QCFF <?2&?CPCHA CH NB?
@ONDILB?H NB? @Q.MNNCEIH [@L?> NI =IHMOG?LM CM RJFIL? HQ
;LNC=F?MFINCHA NI BLCMNG;MI:?NCIHM 1B? ?G;CF NB??;EM
> QH JLU>0O=N N?AILC?M N\B; OM?L GBN <? ON?RMN2 CH

1B? IH<I;L >CHA ?G;CF MBIOF> <? NB2M®& ?G;CF CHK@PH2 | @
?G;CFM GHMN NI #H P?LN F2M NI =OMNIG?LM QBC=B MBIOF#B>?
@FIQ =IHMOG?LM CH NB?CL D®LEI? GIPCHA I@LIL I<F?G NI
MIFONCIH NI HO=N 1BCM ?G;CF kO?H2 CM ®?H R@LL?> NI ;M ;
>LCJ ?G;CF M@?H=2 IL >LCJ ?G;CF &J;CAH %?L? CM BD %O<MJIN
?RJIF;CHM ;H ?G;CF >LG3ECAH

H email drip cam paign CM ;1@ | @ ONIG;N? M;F?M
IONI2;=B &Yl #GILCM? | @ ; M?LC?® I1?G;CFIONIG; NCEBS
M2 NI ; MJZCE O>C?HZ;@N?L NER N2 ; MJ?=C@ ;-NCIH
#IL ?R;GIF? C@ ; B2 QHFI;>M ; QB®I?J;J?L IH L?=LORCHA
<?MN JENC2M NB® GCABN <? JF;2> CH ; >LCJ ;&J;CAH
MB;LCHA?EP,HN RP=LORCHAIEN?H 1B? @H;F ?G;CF GBM
CH=FO>? ; 1 NI L?KO?MN ; >?Gl @ SIOL L?=LONCHA
MI@D;L ?

1BCM OR2LS MCGIL?IL?M?M?> CHtCACL NRNB?L? 1B? ?R;=N
MN?JM ;H>IH N?H QOF> >?J?H> IH NB? MN;A™N QBC=B ; HMOG?L
MCAH?0J #IL ?R;GJF? Q?L? NBB [?;>CHA ;H ;Q;L?H?MM JIMN IL
L?;>CHA ;<ION JIN?HNC;F MIFONCIHNEBCL JkF?G

Figure 7.9 Drip Sequence

4 ? =H M? Bl Q ?;=B ?G;CF MT?M ; >?>C5N? @OHNCIH 1B? @MN

U =N )?>$?H?L; NCIH ;H>)?2> +OLNOLCHA


https://blog.hubspot.com/sales/drip-emails-opens
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/02/DMB_Ch7_Fig9.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/02/DMB_Ch7_Fig9.png

?G;CF CM ;H IH<I;ECHA ?G;CFR3F;,CHCHA NBFG? |@ MCAHCHA OJ
@ NB? HOMAN?L 1B? ?G;CF NBY @FIQM GCBN <? ; JLU<F?G
IL MIFONCIH®&®M? ?G;CF >?J?H>CHA IH QB?LNB? #HMOG?L CM CH
NB?CL DIOIHMCH=Q?[L? ; N NB? E? A?H?L; NCIH MN;A? A?HRPIB
NB? #HMOG?L MBIOF> <? @BRL >QH NB? @OHH?F ? 2CBCHA
NB?CL IINCIHNMIB? NBCL?G;CF CM ; JGINCIH;F JLI>O=N ?G;CF NI
=IH=FO>? ; M;F? NBAQ®NB ?G;CF CM?2GCH>?L C@ NB? M;F?[B;MH
<??H 4H=FO>%2 ;H> NB? F;MN ?G,;CF G2&l MOLNBN NB? EHIMOG?L
MNCFEH@M NI 2=?CP ?G;CFMMCH=NB? M;F? MNCFF [¥8;MPH
=IH=FO>?

MCGJFC® ;JJFC=NCIH @ NBCMK®@PH2 ;M JUPC>2 <S
>LCIM=LCIBWM; MRBIQM

N "GCF LS;H FF&HM;SCM 1% +(6, 2 1B;HE SI0 ?G;CF
N "GCF O IH N?HIQ- 0 * ?HNCIH@ @L 1H N?HN ?G;CF
A "G,CF IC>SIOA?PNSOL OJI @I? -L IGI?G;CF

AN'GCE D 6)'#1 1?MH - SIH? ?FM? BP? NB?M? KO?MNCIHM
J?LMO;MCIH ?G;CF
N "G,CF 8ICM;JJ?;LM *C>HCABN | @ G HRQ 0?F@

-O<FCMBCHA IOLM? _JFOM?@L

N <IHOM?M-L IGI ?G;CF

N "G,CF ) 01 ) X0?F@ -O<FCMBCHACHCHAOH>F? FIMCHA
CH BIOLMFIMCHA ?G;CF

/ 2;F FG@NBIOB CM HIN ;M MMBN@Q,L> ;M?> IH QB; N @
F2LH?> CH E® MHLCHA @ =IOF> :FMI F?LA? B?L? NB? C>7 @
<?B; PCILF MELCHA ;H> =R; N? >2CMCIH23M NI B?FJ MMANB?H 10L
=B;H=?M I@ I P?LNCHA B !C> NBS IJ?H NB? ?G;CF FC=E IH NB?
FCHERJLI PC>2 / ?;> NB? <FIA JIMN "G;CFM ;H> INB?L GE?NCHA
:=NCRC?M MBIOF> <L@%@ <S QB;N NB? EMOG?L B:M >IH? QEB
NB? F;MN NCRE NBS CN?L=N? QB *L E?NCHAQNIG: NCIHB;M
B?FJ? =L?; N? GIL? =IGJF? R G;LE?PNCHAGJ;CAHM <;M2 IHBI Q ;
OM?L QCFPBCI?t=N? QB ; JL?PCIOM G;E?NCHA NCRE#CACL
___ NRNB2L? MBIQM ; @IQ =B;LN @; MCGJF? R;GJF? @G ':=I<M
)2 P?HA?L 0G:L N BIMEBANM

=N )?>$?H?L; NCIH ;H>)?> +OLNOLCHA


https://dripscripts.growthtools.com/s/AdJeDVDvuYXApNx
https://en.wikipedia.org/wiki/Marketing_automation
https://blog.jacobsclevenger.com/using-email-marketing-automation-in-direct-response
https://blog.jacobsclevenger.com/using-email-marketing-automation-in-direct-response
https://www.smartinsights.com/email-marketing/behavioural-email-marketing/how-to-plan-event-triggered-email-campaigns/

Figure 710 Enail Automation / Text Description

A Few Tips for Witing Emails

1B? CH@5; NCIH MBIOF> <?72QF BCREBCT> QQB NB? G;CH G?MM;A?
;H> NB? 3FF NI ;=NCIH ;MMI=82 Q@B NB? Al;FI® Q;HN #HMOG?LM
NI ;==IGJFCMB FIN? <| P? NB? Iz C? <?@? ;HS M=IEFCHA
B;JJ?HM "G;CFM MBIOF> <? MBILQRB RSF? NI HI MHEFCHA 1B?
MO<BR FCH? MBIOF> CH=FQFF N} ;-NCIH ;H> <? NHMJ;L?HN ;<ION
NB? #H N?H |@ NB? ?G;CF "G;CFM ;CGOCHA;P?LMCIH QB ; =F%
AlLF @ =IHMOG?LM PL NB? =FCst <?H?@ @& <?CHA ;MMI=Qy?>
Q@B ; F;H>CHA J;A? C? NB? =FC=EMRB? OM?L NI ; F;H>CHA J;A?
;H> INB?L F;H>CHA J;A?M NCIJM MO=B ;M\(ZBBHA ; @l; \N?HCIH
L NCI :H <? OM?@OF NPAW? BAS 4HP?LNCHA ?G;CFM *,CF=BCGJ
JLI PC>?NN®I NIJ NCJIM ;H>RPE2 ;M Q?FF ;M >?MCAH KIXXHNB?CL ?G;CF
>?MCAH AOC>?B?L

U=N )?>$?H?L; NCIH ;H>)?2>+OLNOLCHA


http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/02/DMB_Ch7_Fig10.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/02/DMB_Ch7_Fig10.png
https://en.wikipedia.org/wiki/Above_the_fold
https://mailchimp.com/email-design-guide/
https://mailchimp.com/email-design-guide/

610 ;L ?-J?2L ECE; =IGJ;H S NBN MJ2C;FCM CH ;H &

M=R?H JUN?=NIL NBN RIFCN?M NB? J;J?LRI?LC?H=
,H? 1 @ NB? J?LMIH;NMOSL ? N;LAPZNCHA CM FCMN?L ;H> FC=

M ;L ? CFFOMNLM A?LFS ;Q;ONCHA NB?CDKE?> CL
QC NB NB?2?2H=CF 1B3 CN?H> NI OM? NB2=L?; N?
:JJ NI MN;N >ICHA >@&F >LQCHAM ;H> >?MCAHMSIRB?
H?2Q NI CFFOMMNIHA CH ; T4 ?IRAHG?H N ;H> NBS B;P?
H?P?L OM?; >? PC2 FCENBCM NIXD <?@ ? 1B?S;L?
L?FON;HN NI GIP? ; Q; S @G J?H ;H> J;J?L <ON <?FCP? NBN
NBCM GEMB?FJ GP? NB?CLIQE IHFCH? GIR ?;MCF

Soring Leads

AN

4 B;N ;1?2 NQI >C@L?HN G;LE?NCHA RCRC?MCs
=IOF> >l NI A; NB?L E2M

610 ;L ? =L?; NCHA 1I@ ;MMI=CN? Q@B ; JC2? | @
A;N2 =IHN?H % Q QIOF> SO M4L ? JIN?HNC;F BM

AN

4 B; N QOF> <? NB?@MN RBKO?MNCIHNDS
QIOF> ;ME

4 B; N QOF> <? ;H ;>>ONCIH;FQI KO?MNCIHM

AN

4 B;N 2OF><? : @Q Q: SM NI ME? F?>M

=N )?>$?H?L; NCIH ;H>)?2>+OLNOLCHA


https://paperlike.com/
https://procreate.art/
https://procreate.art/

<?B;PCILF5 C? <;M?IH CGIJFCHNGB;L=N?LCMNC=M

Email Campaigns

610 B; P? =L?; N2> F2>M QGIB M OMCHA ; <NIG| @
=IHN?H IIN CH 1B? <FIA JIMN CNKR?G ILC?HN? 1B? NNF?
I @ NB? JIMN CMAGCHA ; >CA\;F ;INCRI> QN ;>>1?MM?M
MIG? | @ NB? BHF?GM CFFOQMNIM @?>=QB?H Gl PCHA NI ;
>CAN;F ?IRAHG?HN

1BCHE @ ; M?LC?@ @@ ?G;CFM

A 4 B;N QCFF <? NB? ATH@>?1 @ ;2B ?G;CF
A % Q=HSIO ML ? NB? E2 <?B; PCILFIS
A % Q>1SIO HOINORNB? E2 NI Q;L> ; M;F?

U =N )?2>$?H?L ; NCIH ;H> )2> +OL NOLCHA



Convert: Conversion
Optimization

PIERREYANN DOLBEC

Overview

&1 NBCM =B;IJN®? =l P?L QB;N #H P?LMCIH CM ;H>@INI IINCGCT
Q?<J;A?M NI 4HP?IN <MNN?L 11 NB;N ?H> @ >CM=OMM BR?LMCIH
L; N? IINCGCNCIH BQ NI C>?MG@RB;N NI IINCGCTQB?H J?IIF?

Gl P? @G IH? Q ?<J;A? NI ;HINB?L MIG? =IH P?LMCIH 2HN?>

JLCH=CJF?M  N?MNCHA ;PN IAPNCHA

Learning O bjectives

2H>?LMN;H> QBN #H P?LMCIH;IN? [JNCGCNCIH CM ;H>
MIG? ;JJL I;=B?M NI IINCGCTCHARQJ;A?M ;H> Q?<ME?M

Convert

1B? convert stag e CM&@®M? IH CH=R;MCHAIH P?LMCIHM NI G;RCGCT
M;F?M N& ?GJIB;MCM <INB G;RCGCTCHM R?LMCIHM ;#UM NB?
DIOLHS 1@ HMOG?LM ;H> CGJIPCHA IHP?LMCIH @LF?;> NI
=OMNIG?LOCH?2 IOL G;CH I<DZNCPCM NI CH-M4? =H P?LMCIHM $

IH P?LN IH P?LMCIH
,JNCGCTNCIHU



CH>CHIL ;MMI=Qy?> Q@B G2MOLCHA ;H> CAIRCHAIH P?LMCIH
M?E? M ; (- & B?R >?J?H>CHA IH QBN R;=NS§Q? ;L? NISCHA NI
=BCP? "R:GJF?M | @ (-8 CH=FO>? M;F?M=Z9 #H P?LMCIH @ E?
NI M;F? P?LA? IL >?L =IMN J?L #HP?LMCIH J?L =B;HH?F P?PLA?
=IH PPLMCIH NCG? ;<;H>IH9=LNM :H> M:F?M J?L MHOL

Conversion Rate Optimization

Conversion r ate optimiza tion CM NB?I3L.?MM®@ CGIPCHA @<J;A?M
;H> Q ?2<ME?M NI CH:M? 4H P?LMCIHM conversion L?@LM NI ; OM?L
;=BCPCHA ; AI;F & N;ECHA ; >?MEL;=NCIH IHP?LMCIHM;H
NB?R@ ? B;JJ?H IH ;H S Q?<J;A? | @ ; @<ME? NBY B;M ; Al;F NBN ;
@LG QHNM OM?LM NI ;=BC?

Conversion r ate CM NB? J2PHN;A? |@ JRIF? NB;N POMCJ;A? ;H>
;=BCP? ; >?MCP> Al;F IL ;= NCIH=IHP?LMCIH;IN? =IHP?LMCIHM
HOG<?L |@ PCMM™ V

Figure 8.1 Convesion Rate

FNBIOAB Q? GCAN N?H> NI NBCH@ I P?LMCIH ;M ; EHHMOG?L
=IGIJF?NCHA ; JGIB;M? G:H S INB?L AlLFM=H <? M'N OJ [@ NB?G
MO=B ;M MO<SICHA ll@ =FC=ECHA IH ; FCHE=BCHA ; J;LNC=0OF;L
J;A? IL MJI?H>CHA ; 2LN;CH ;GIOHN |I@ NCG? IL RIHA ; 2LN;CH
HOG<?L 1@ J;A?M IH ; @<ME? >CMNQ¥GIH N?H>M NI <? G;>?
<?NQ??H ALLFM NBY F?2 =IHMOG?LM NI ;=B€? =?LN;CH =NCE&
;=NCIHM NDJ & ; @LG ;H> Al;FM NB| #HMOG?LMISJIF? N? CH NB?CL

UIH P?LN IH P?LMCIH ,JNCGCNCIH


https://blog.optimizely.com/2013/01/16/what-is-a-conversion/
https://blog.optimizely.com/2013/01/16/what-is-a-conversion/
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/10/DMB_Ch8_Fig1.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/10/DMB_Ch8_Fig1.png
https://support.google.com/analytics/answer/1012040?hl=en

DIOLHS NI ;=BCPCHA NBIM? NG& ;=NCIHMJNCGCTF N;FEM ;<ION
=IGGIH ;H> OFNCG;N? AI;FMS$IIA F?>CM=OMM?M GEHLG;=L |
=IH P?LMCIHM

IH P?LMCIH;IN? IINCGCNRCIH CM CGNIIEN <2; OM?NCB?FIMC@5EM
CGJLL P? NB? HOG<?L @ OM?LM QBI @BA=BCR? MJZ=CE&x Al;FM N
=H F?2> NI ; BCAB?L HOG<?L @ EEM FIQ?L ;=KOCMCIH BMINM ;H>
CH=;M?> L?P?HO? @7? R;GJF? & CM ;FMI OM®:#B2J?L NI =1H P?LN
GIL ? PCMIM NB;H NINNE=N GIL? PCNMCM G;ECHAIH P?LMCIH;IN?
IINCGCTNCIH NB? GIR=IMN ?@=NCPQ; S NI CGILP? ; <OMCH?MM

OM?@OF NI NBCHE ;<ION GC#> G;=L | Al;FM IL =IH P?LMCIHM
CM NI ;ME NB? KO?MN@IHB;N ;I NB? NSF? ;NCIHM ;FIHA NB?CL
DIOLH3 NBN #HMOG?LM H? NI N;E? GC=L Al;F = IHP?LMCIHCH
IL>?L @ NB?G NI ;=BCP? QB; N & OFNGIBE Q;HN NB?G NI >| G;=L 1
Al;F = IHP?LMCIH

1B?M? 3H P;LS >?J?H>CHA IH NB?SH? | @ Q<ME? NBY ; @LG
CM LOHHCHA #IL IB&?L =? Q?<M@?M JGIB;M?M ;2 NB? G;CH
CH>CHNIL |@ QBIB?L NB? MICCM JIL@CHA Q@FF 2;OM? MI=C;F
G?>C; Q?<ME?M GIMEF5;E? L?P?HO? <;M2 IH ;>M ;H> < S G;ECHA
MOR NBN OM?LM?,LJ;L NC=CNCHA ;H>2NOLHCHA NCG? MJPHMC?
JH> ?HAA?G?HN L?FN? ALLFM GCBN <? GIL? CGJILN;HN +?QM
Q?<ME?M GE@BA BP? ; GCR |@ <INB 1BOM AI;FM @CNWOLM R.S
>?J?H>CHA IH NB?3N? | @ Q<ME? ;H> NB? <OMCH?MM GI>@F @.G

0CH2 =IH P?LMCIHM 7L.=F=ORN? <;M?> |H QB? NB?L OM?LM ;=BE€?
; ALF NB? @LMN KO?MNCIHM NI ;ME;NNCE =IH P?LMCIH ;IN?
IINCGCMNCIH ;2 \4 B;N ;L2 NB? Al;FM &;&@N OM?LM NI ;=B2PMH G S
Q?<ME? ;H>\ 4 B;N ;L? NB? Al;FM OM?LM MBIOF> BBIEPMJI?=C@x
Q?<J;A?M CH MRC2 | @ ;=BCTHA NB? B2L Al;F]*;H S MO=B Al;FM
=H <? ;=BCP?> ;H>;M ; L ?MOFNHP?LMCIH;IN? IINCGCNCIH G@EN
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Understanding What to Optimize
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Figure 8.2 Funnel / Text Description
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; NN?HICIH M IOL #H P?LMCIH;IN? @& PCMOL NI F2 All> 4  B;N
;<ION IOL =IH P?LMCIH;IN? @& 0. ) NI =OMNIG?L

JIECHA ; N NB? J?U@;H=? | @ ; @G NBOABION 8M Z@®NM

UIH P?LN IH P?LMCIH ,JNCGCNCIH


https://www.trewmarketing.com/smartmarketingblog/what-is-a-lead-conversion-funnel-and-why-your-company-should-have-one
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/10/DMB_Ch8_Fig2.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/10/DMB_Ch8_Fig2.png
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https://medium.com/analytics-for-humans/how-to-set-up-a-goal-funnel-visualization-report-on-google-analytics-to-identify-cart-abandonment-9f63d46ec4df
https://medium.com/analytics-for-humans/how-to-identify-the-right-micro-conversion-goals-for-your-website-using-google-analytics-d58bad9d7690
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CGJIL P?G?HN NI GCHCGCHHMOG?LM QBI RE NB? Q<ME? ;@7L
B; PCHA JONITEM CH NB?@IN=?RN @ M? NBN ION [@ NB?
OM?LM QBI?2,=B?> NB? <CFFCHA ;H> MBCJJCHA J;A? ;FGIMN ;FF
=IGJF? N2 NB?CL JNIM;=NCIHM 1BCM INBHNI ; @QFF IINCGECY¥ <CFFCHA
;H> MBCJJCHA J;A?

A/B Testing

,H? I @ NB? G;CH NIIFM CH NB? ;LM@HH P?LMCIH IINCGQICIH CM

N?MNCHA

A/B tests \=IHMCMMl ; IH>IGCT?> ?RJ?LCG?N QRSB QI P ;LC;HNM
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J?2L@GH=? 1 @ <INB JA?M IH QBYP?L AlF =IHMOG?LM Q.
MOJJIM2 NI ;=BCP? IH NBCM J;A? CNB3L 2>
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>C@L?HN B?>FCH? Q@ ; =F2.?L SFF NI ;=NCIH 1LHM@G SIOLM?F@
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Figure 84 AIB T est

1B?S N?MN <INB J;A?NFIL ; J?LCI> | @ ; @Q?E @N?L NB? @PE ?H>M
NB® dAGJ;,L ? P?LMCIH ;H> PLMCIH ;H> @H> ION NB; PLMCIH
J?LAG? > <?NN?L1B?S NBOMPEJ P?LMCIH ;H> GIP? IH NI N?MNCHA
INB?L ?F?G?NM @ NB? F;H>CHA J;A?

IH P?LN IH P?LMCIH ,JNCGONCIHU


http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/10/DMB_Ch8_Figx.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/10/DMB_Ch8_Figx.png
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A/B Differences

@ with A/B Testing
Without A/B Testing

Figure 8.5 AB Diff erences @dapted from Optimzely )
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http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/10/DMB_Ch8_Fig5.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/10/DMB_Ch8_Fig5.png
https://www.optimizely.com/optimization-glossary/ab-testing/

N BIQ 02=L2N "M=s1?M  N?MN?>; G;H>; NILS MCAHOIL @1 ;JJ
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J;A?M note: 1GO= IL? OM2 GOFNER;N? N?MNCHRB?L NB;H
;H  N?MN < S N?MNCHARBILC,NCIHM@ NB?CL J;A?

Conversion-Cented Rinciples
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Q?<ME?M ;H> GIL? NI >| QCNB =R; NCHATXME?M NB;B?FJ G;[E?N?LM
;=BCP? NB?CL I<BRCM

1B? JLCH=CJF?M? ;M @&FIQM

Create focus !?MCAH J;A?MI@ MCHEK? Al;F ;H> GCHCGET

; NN?HCIH INCI

Draw atten tion 2 M? >?MCAH NCIJM MO#BM=CR=NCIH;F =O?M
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Build trust 2 M? N?MNCGIHC;FM ;H> MI=IC; EXHA NI =, N?
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https://www.optimizely.com/customers/secret-escapes/
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https://unbounce.com/conversion-centered-design
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<? >ICHA
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NI =BIIM?; GI PC%6l| Q FIHA QOF> ® BP? N;E?H SO C@GS IHFS B;>
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https://www.ted.com/talks/barry_schwartz_the_paradox_of_choice/transcript?language=en
https://unbounce.com/conversion-centered-design/#1__create_focus

#CACL F?;LFS NB? GIL? FCHEM IH ; B?A?H?L NCIH F;H>CHA
J;A? NB? F?MMBBE @LG CM NI%IN? ; F?> 1BOM NI =R; N? @OM
IH F;H>CHA J;A?M G&GM MBIOFE=@M IH ; ; NN?HCIH INCI 1

;==IGJFCMB NBCM F;H>CHA J;A?M MBIOF> ;CG RI RERCM
;==IGIJFCMB IH? Al;F ;H> IH? Al;F IHFS

Attention Ratio Works

Conversion Rate vs. Number of Links on the Page

. average # of

13.80% links is 4.39
11.74%
10.32% 9.58%

9.17%

8.70%

CONVERSION RATE

7.62%
6.86%
5.86%

1 2 3 4 5 6 7 8 9 10 # OF LINKS

With the average number of links sitting at 4.39, it appears that a large number
of businesses could increase conversion rate by testing the removal of links.

Figure 86 Attention Ratio W orks
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ICM#_ > :H> *CHN?GJFIS NB? M;G? NNC= 1E2| @L PCNICM IH?
IINCIH ;<I P? NB? I8 NBN CM NI OM? IL MCAHLONB@CL JEO=N
?F1 Q NB? @ NB? MNN?/S | @ <INB @<MKE?M CM ;FMI NB? M;G? 9.B?
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Figure 8.7 Encapsulation Ex ample
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Figure 8.10 Directional Cues
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Figure 8.11 Bading Flow

White spae

) ;MNE& white space CM ;FMI ; >?MCAH NIIFNNBM OM?@OF, QI MB?
 NN?HICIH @ PCM® NI M¥C@ Q<J;A? ?F?G?HNM ;M MBH CH
#CACL

IH P?LN IH P?LMCIH ,JNCGOYCIHU


http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/03/DMB_Ch8_Fig11.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/03/DMB_Ch8_Fig11.png

Whitespace

No whitespace Whitespace
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<?=; OM?NCB;M <?H ;>IIN? > <S INB?LM

%?L? ;L? ; =I0JF? | @ NLC=EMPIL>? <S 2H<IOH=? QB?H =[?; NCHA
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Consider Congruemlc

Congruence CM J;NC=OF3.I?FP,HN QB?H >?MCAHCHA F;H>CHA J;A?M
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NBLOABION ; Q?<M@? ==IL>CHA NRH<IOH=? [HALO?H=? L?@LM

NI

1B? ;FCAHG?N 1@ R?LS F;H>CHA J;A? ?F?GRHQRB 8L
MCH”AR 5GJ,CAH AIF IHALO?H=? CM ; BG¥P?F
=IH P?LMCIH 2HN?R> >?MCAH JLCH=CJB?; 8C? | @ B S IL
CG;A? IH SIOL J;A? CMEN ;FCARHQMB 8L =,GJ;,CAH QM
AICHA NI sOM? @NCHH ;H> BOW $OL =IH P?LMCIH;IN?

4 B?H >?MCAHCHA F;H>CHA J;A?M 2H2IOHAM?M MH.CHA ; J;A?
<;M?> IH NB? 4HALO?H=Z | @NB1 CH>CPC>O;F ?HIGTMB NB? Al;F
NBN #HMOG?LM MBIOF> ;=822 ? MQ NBN F;H>CHA J;A?IC:F 5
JIMM?MM MIG?1=? ?F?G?HNMY; OHCKO? M?FFGHIMAONCIH ; B?L
MBIN ; <?H?@ MMN?G?HN MI=C;F UL @HA ;H> ; FCHE QBC=B CM
NSJC#B ; =;FF NI ;3NCIH 1B?M? IE? ?F?G?HNM ;2 OMO;BF
CGIF?G?N?> CH J;A? ?F?G?NM MO=B ;M;BPCH?M MO<ECH?M
JCNORM QWIL>O=NCIH J;LAL;JBM <OFRPJICHIM ;H> FCHEM {13

Q; SNIPFON? NB?HALO?H=? | @ ; @<J;A? QONBRM Al;F CM NI <OCF>
; MFLCHA MBPN @ ?;=B | @ NB?M? ?F?GRH E? NB? F;H>CHA J;A?
MBIQH CHCACL M ;H ?R;GJIF?
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https://unbounce.com/conversion-glossary/definition/continuance/
https://unbounce.com/lead-generation/post-conversion-strategy-for-lead-gen-landing-pages/
https://support.google.com/google-ads/answer/2453998?hl=en
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https://www.facebook.com/business/help/170456843145568?id=2469097953376494
https://support.google.com/google-ads/answer/6379332?hl=en
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Retargeting
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Figure 8.21 Rtargeting
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http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch8_Fig18_v2.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch8_Fig18_v2.png
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https://www.google.com/search?q=creation+of+deep+connections+with+customers+that+drive+purchase+decisions%2C+interaction%2C+and+participation%2C+over+time&oq=creation+of+deep+connections+with+customers+that+drive+purchase+decisions%2C+interaction%2C+and+participation%2C+over+time&aqs=chrome..69i57.179j0j1&sourceid=chrome&ie=UTF-8
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https://hbr.org/2020/01/the-loyalty-economy
https://www.forbes.com/sites/neilpatel/2014/11/17/how-to-make-more-money-without-making-more-sales/?sh=6de663ba23aa
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https://en.wikipedia.org/wiki/Churn_rate
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?RJ;H>M <BH> NB?CLGEMN JR;M? QOB ; @LG 4N IHFS >I?M NBCM
PLS <MNQ??H J?LMIH;M <ONNGSCBN ;FMI .S <MNQ??H G;LE?’NM K&
MIG? G;L E’NM MO=B ;M R8#3? = IHMIF?M IL B?Q?;L JLI>O=NM
;L? M?F>1G MIF> Q@ ;H RN?H>2 J?LCI> <MNQ??H JOI=B;M?M NBt
GC/BN ?H#OL;A? =BOLH B INB?L G;LE?NM FZCALl=?LC?MIEMOG?LM
;L? =IH NCHOIO8/E;ECHA JCtB;M?M P?L NB?CLACE? M CM NBAZ
CH NB? GH?N @ >C;J?LM INB?L G;IE?NM G®N M? ; MCAHCE&N
OJNC=EN NB? MMU@ NB? =OMNIGPIHZQQB ; 4GJ;H S ;H> NB?H
>?=FCHCHA M;FPM. NCG? ;M CH NB¥IZ|1 @ >C;J?LM NB? §;sA?M
CHI ; =BCF> FNBIGNB? H®Q ;JJL |;=B CMIL?>CHNCP,H;FSMCMIG?
?,LFC?L ;HINGE NIIFM MO=B ;M /#* ;H;MCMCM=0MM? NB? HRN
M2NCIHJLI PC>? CH@, NCIH®A;L>CHA MIG? @ NB?M? ;MMM 1B3
;FMI B?FJ OM OH>?LMN;H> NB? <;M@5M;BTCHA =OMNIG?L <P&IL
NI G;E ? MNIN?&L= >2CMCIHM

RFM Analysis

RFM QBC=B MN;H>M @=?H=S @KO?HS ;H> GIH? N;LS RFO? CM
; FIHA MN;H>CHA ;HINGE G?NBI> NBN B?FIM ;HF? ;H> M?AG?HN
=OMNIG?L <?B2CIL <;M2 IH NB?recency| @ NB?CL F;MNBM? NB?
frequency | @ NB?CL 3B|M?M ;H> NB?Q@honetary value C? BRQ
GO=B NB8 MJ?H> QB NBGRG
S B?FIJCHEIEEM OH>?LMN;H> NBZ=BOMCHA <?BCIL I@ ;KOC2>

=OMNIG?LM /#* ;H;FSMCNH=B?FJ CHZM? I?N?HCIH ;H> JOtB;M?
J?L =OMNIG?LC>?NE@BC=B =OMNIG?LN HIN MI AR; N <NN?L;H>
<?MN QBeB~?L @ ;L? ?RJ?LC?H=CHA CMMO/BV ®C2CE J?LMIH; CH
N?LGM @ 2JOL=B;M? <?B;PCIL;H> MI IH

11 =IH>0=N ;H /#* ;H;F SMCM @LG MN\NM QB KM =OMNIG?L
>; N;<;M? 1B? @LMN MN?J CM NI ;MMOARHNP=OMNIG?LM ;MMNE;
QMIB NB?Cl?#?H=S @KO?HS ;H> GIH? N;LlS BPFO? (@CH2 /#*
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https://en.wikipedia.org/wiki/Predictive_analytics#Business
https://www.blastanalytics.com/blog/rfm-analysis-boosts-sales

JH;FSM?MH <? >IH? < S IJ?7L; NCIH;FCTCHA NBAN?<E?M >@@HNS
FNU ;MMOG? B?LNBN R=?H=S 1?@LM NI NB??E?H=S |@ NB? F;MN
JOL=B;M? CH 8M @KO?HS NI NB? @LO?HS 1@ JGIB;M?M P?L
NBR? GIH NBML ; KO;L N?L ;H>GIH? N;LS BFO? NI NB? NIN;F ;GION
MJ?HN >OLCHA NBCM J?LCI>

#CLGM QCHB?H MN\L<S CH>CNCHA NBR;2N HOG<?L ;MMI=R?
Q@B ?=B P;LC;<F? ;H> GIP? NI =L?; N? N?AILC?ML@ ;=B #IL
?R;GJIF?

Recency Frequency Monetary
value

1 3?LS 3?LS 9CB
L?=?HN @KO?HN PFO?

2 /7=PHN #L?KO?HN * ?>COG
PFO?

3 +IN &@KO?HN )l Q P,FO?
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1B?S QCFF JAL@NB?CL ;H;EMCMNENB?M? N?AILC?M

4 ? =H NB?H =R; N? M?AGNM 8 G<CHCHA NB?M? NWS?L1B?
@ FIQCHA N;<F? MBI R;GJF?M i@ MO=B M?AGINH QB7L\x] MN;H>M
@ ;HS HOG<?L C? NM;FO? CM HIN CGNIHN @ >?@HCHA NB;
M?AG?I

Segment  Recency Frequency Monetary
value
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1B?H ?2:=B =OMNIG?L QCFF 432> <:M?> IH NB? = N?AILC?M ZIN?
:<I P? ;M MBRH CH NBPFBIQCHA N;<F?

Customer Recency Frequency Monetary
value
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CFF
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1BCM ;FOIM @LGM NI;N?AILCT=OMNIG?LM KIHNB? =N?AILC?M DOMN
=L?;N? ?A  <?MN =OMNIG?LMS;FI =OMNIG?LM N2 1B?M?
= N?AILC?M @ =OMNIG?LNH=B?FJ >?=C>? QBC=B M?AG®™ NI
=IH=?HNLN? IH ;H> QB;N ECH> @ MMN2?A NI OM? NI ?HAA?
=OMNIG?LM  "R;GJF?M IGF> CH=FO>? JNL@GCHA BRN?HCIH
=,GJ;CAHM QNB <CA MJ?H>?LREQJI?L, NCHA ;FGIMN FIMN =OMNIG?LM
IL GI PCHA BtF =OMNIG?LM NI CHM? NB?CL GIH®LS BFO? IP?L
NCG? @LG #OF> ;FMI N;AN BM <?MN =OMNIG?L M?AGM?H>
;H;JIL ?=CNCIH RRI?L;H;FST? NB?CL J?LMIH;FI@L?H="M @ GIL ?
J?LMIH;FCP | @LM IL A?HZER >7P?FIJ MNIN?A?M NI ®2J NBCM
M?AG?H BaS MNCH&

FNBIOAB MCGJF? /#* ;H;FSMCM CM ; OM?@OF NIIMNIL @
?HAA?G?HN  GIL ? NBIUOAB ;H;FSMCMGF> 4G<CH? /#* QC NB
J?LMIH;M ;H> P,FO;N? QBAB?L J?LMIH;M ;FMI MB;EIGGIH;FC NC?M
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IL >C@L?H=M CH NB?CL=B)MCHA <?BCILM BEZHA NI NB? 2t NCIH
| @ P?H GIL ? J?LMIH;FC*» =;,GJ;CAHM

Net Romoter Sore

HINB?L ;JJL ;=B NI G? ;MOLCHA =OMNIG?LN@M®GIH ;H>
?HA;A?G?HN NBY CRIC>?60M2 CM NBf®et pr omoter scor e +-0
I?M=LC<2 <S NB2Z6LPL> OMCH?MRPLQ ;M \NB? IH? HOG<?L ©
H??> NI Al Q] +-0 CM ;MMI=Qy? QQ\B ; MCHA H? KO?MNCIH MZ3
<;M?> IH =OMNIG?L ?HA;A?G?N NBY B;M MEDH | P?L NCG? NI <? ;
AL?; N J2>CHIL | @@G MG2MM

11 =;F=0OR\? NB? +-0 ; @LG @MN ;MEM NBRIGCHA KO?MNCIH
NI GIM =OMNIG?LMI @FCHS CMNANBY $0 QIOF> [2?=IGG?H> IOL
=IGJ;H SJL I>0=NM?LPC2NI; @LC?H> IUEF?A0?] + IN? +-0 B;M
;FMI <??H OM2 CH NB? J;,MNIIECINB?L SI?M I@ 2MJIIH>?HNM MO=B ;M
?GJFIS??M IL PM?FF?LM >?J?H>CHA IH QBC=B JNOH ; #GJ;H S
Q;HNM NI GMOPR / ?MJIH>?H\NM ;2 ;ME?> NI ;HMQ@?L OMCHA ; NI

M=;F? QGIB <?CHA RRNRG?FS FCHS] ;H> <?CHA HIN ;N ;FF
FCHS] 1B? +-0 CM NB?H ;F=ORN? <S MO<MN{NCHA NB? JZIHN;A?
| @ >Ni=NILM @LNB? J?L=?HN;A? |@ JGIN?LM 1B? [?MOFNHA?M
@G ;FF >NE= NILMNI ;FFJIGIN?LM #CAOL

Net Promoter Score

not at all likely neutral Extremely likely
0 1 2 3 4 5 6 7 8

Detractor Passive

% PROMOTERS - % DETRACTORS = NPS (NET PROMOTER SCORE)

Figure 9.1 Net Promoter Score

Promoter s ;L? NBIM? QBI ;HMQ@L ;H> 1B?S ;L? MNCNI® FIS;F
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https://hbr.org/2003/12/the-one-number-you-need-to-grow
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/03/DMB_Ch9_Fig2.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2021/03/DMB_Ch9_Fig2.png

=OMNIG?LM NBQCFF €MI’§ 1?=IGG?H> ; <L ;H> NI INB?LM 1B3
;L? =IHMC>72> NI ?RBC&CEFO? =1?; NCHA <?BCILM MO=B ;RU2; N
<CSCHA BB2L ;P?LA? <;ME?N ;H> FIHA?L BEN?HNCIH NCG? 1B?
;==IOHN @ GIMN L?@LLFM I®; <L ;H> #CLGM ;R ;> PCM?NI F2LH
@G JL IGIN?LM 4 B;N G;E?M NB?G M| MICH®;H> ?HA;A?> I
NBB <?FIHA NI ; MJ2C@ J?LMIH; %1 Q Q?L? NBB ;=KOCl>
-LIGIN?LM =H <? OM? NI C>?HNE&@ QCHHCHAL@OF; NBN =H
JIN?HNC;BK? [?JFCAN? QB INB?L =OMNIG?LM

Passives ;L? NBIM? QBI ;HMQ@L ;H> 1B? S ;L? MNCN®&
=OMNIG?LM QBI GIMSH?ONE ;<ION NB?CLRJ?LC?H=QQ\B ; <LLH>
#CLGM 2;> PCMNI QIL E NQ;L> =IH P?LNCHA J;MIARIMNI JIGIN?LM

Detr actor s ;L? NBIM? QBI ;HM@L IL F?MM 1BS8 ;L? A?H?LFS
OHB;JJS =OMNIG?LM NB,QCFF HIR=IGG?H> ; <L ;H> NI INB?LM
1B?S GCABN ?HA;A? CHFO? >?MNLRNEP<?B; PCILM MO=B ;M HREP
QIL>1 @ GIONB 1B®B;P? ; BCAB =BOLH IN? #CLGM 7> PCM?NI
L?=l P?L >Ni=NILM 1BS =H ;FMI ;ME NB?GMRPEM KO?MNCIHM MCGCF;L
NI NBIM? 1@ JLIGIN?LM 4 B;N G;E?M NB?G OHMCHI®& Q@B NB?
<LH> 1l NB? S <?FIHA NI ; MJ2C@ J?LMIH; %I Q Q?L? NBB
;=KOC2> #IL ? R;GJF? C@ ,C@G FRH?> NBN MJ2CE ; J?LMIH;
Q:M PMJIIHMC<FL@IMN >?Nt=NILM NBy MBIOF> @N 8M @ONOL
MNIN?A CH N?LGMRI QB7LNI >?>C=N? =OMNIG?L §OCMCIH 7@ NM

Encgaging Customers in Co-&tion
Activities

Co-cr eation L?@LM NI NB? DICHR; NCIH @ ;FO? S ; =IGJ;H S ;H>
@QIM =OMNIG?LM B;F;> :H> [;G:MQ :HS +1Q;> SM GIMN
G;L E2NCHA NCRC?MH <? =1=L ?; N> QQ\B #HMOG?LM QBIB?L
NBIM? ;-NCRC?M <? GH?N PM7L=B JU>0=N CHHR NCIH ;>P?LNCMCHA
=,GJ;CAHM IL =OMNIG?L MOJIN

4 ? =H =; N?AILCT =IHMOG?LM GHNQI <L ;> = ; N?AILC?M@ E
=1?; NILM 1B? @Q.MNN?AILS CMI&JIM? > | @ser inno vator s IL |lead
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https://www.emerald.com/insight/content/doi/10.1108/10878570410699249/full/html
https://en.wikipedia.org/wiki/Lead_user

users BCBIS CHFP?> ;H> BCABKE 4GJ? N?H #HMOG?LM QBI
J;LNC=CN? CHI=L ?; NCIH ;;NCRC?M NI ;HMQNB?CLQH H??>M IL
>?MGM 1BCM CM NB? E@H=L ?; NIL NBN *&1 JLI @MMIL "LC=I8l
%CJJI?F B;M <ZH MNCBCHA MCHNB? GC> M )? ;> OM?LM B?? <??H
@H> NI ==L ?; N? BFO? QN8B @.GM CH 20R? G;I[E?’NM MO=B ;M
*-H>MOL A?HM CH NB? GZsF CH>0OMNI|G; N?0L ;H> JL@MMCIH;F
;NBAR?M CH MBIM ;M ;EC?> ;M QCH>MQIKA I|EF?L<F;>CHA
MHRQ<I;L >CHA ;H>I>? | E; S;ECHA? A_0OB:B IL =1IGJON?L
A??EM ;H> [J?H MIOE? MI@D;L? CH &131H % CJJ?F

1B? MZIH> =;N?AIlS |@ k=L ?;NILM ChkVveryday consumer s.
1B?M? #=L ?; NILM ;I? J?1JF? QBI ;L ? HIN J;LNC=OF_.CHFP?> CH
; JLI>O=N 5N?AILS IL J;L NC=OF3_4GJ? N?H 1B®5 QCFF I{<F S
HIN <?H?@ @& NB?CL =L ?; NCIH ;NCRC?M 1B?J;LNC=CN? CHI=
=L?; NCIH ;NCRC?M =20M?I CMA?M NB?CL M ? A N;ECHA IH NB?
UF? 1 @ ; =FE.QB?H OMCHA ;H* IL M?F@B?=HON <?=, OM?NCCM
J,LN |@ NB?CINERC?M QB ; 9GJ;H S ? A ==L ?; NCHAIEN?H
QB?H @Q? JIMN MI=C;F GXC; dHN?H IL <? = OM? \C CM @O
J;LNC=CNCHA CH JHN?MN QB?LQ? =H =BIIM? NB? H;G? | @ ;
JLI>O=N IL [?>?MCAH ;H ;>

OM?@OF NIIE @CHECHA ;<ION@EIHMOG?LM # J;L NC=CN?

CH E=L ?; NCIH ;NCRC?M CM NBRP=B;CH 1B¥alue chain CM; NIIF
NBN B?FIMIE=?JNO;FCTQB?L? PFO? CM %IN? CH @.G ;:NCRC?M
#IL ? R;GJF? NB? G;IE?NCHA @Q8# # <? NBIOABN |@ ;M NB? NMR®
;=NCRC?M MBH CHtCACL NRN PLMCIHB?L? NBIOAB QBC=B ;
@LG =£; N?M;FO? @ O(NM?F@ ;HMMC=OMNIG?LM

Value Chain

Figure 9.2 Value Chain / Text Description
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https://en.wikipedia.org/wiki/Lead_user
https://ideas.repec.org/p/ecl/illbus/05-0107.html
https://mitpress.mit.edu/books/democratizing-innovation
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch9_Fig3_v2.png
http://opentextbooks.concordia.ca/digitalmarketing/wp-content/uploads/sites/24/2020/09/DMB_Ch9_Fig3_v2.png

=B | @ NB?M?NERC?M;H =L?; N? FFO? #IL R;GJF? G;LE?N
L?M7L=B =I1?; N?M ;PO? S F2>CHA NI ; <MN?L OH>?LMN;H>CH®& |
=IHMOG?LM ;H> NB?CL?HM EHIP, NCIH B?FIM2IN? JI>O=NM NBt
;>>L ?MM NBIM? P8M -U>O=NCIH =2; N?M;PO? S NOLHCHAIH="?JN
CHNI L?;FCS *L E?NCHA 2IN?M ;PO? S ;MNI=NCHA M;F?M ;H>
=OMNIG?LM ;H> M;F?MP;A? BFO? S G;ECHA NB?M? M;F?M B;JJ?H
;H> >CMNLC<ONCHA3INM NIEMOG?LM OMNIG?L MOJNL=R; N?M
P,FO? S G;RCGCTCHAN?HCIH ;H> MICM@&GIH

1B? P,FO? =B;CH B?FJM OM OH>?LMN®NB#I =L ?; N? FFO? QNB
=IHMOG?LM S ?GJB;MCTCHA QB?NBB =H =L?; N? BFO? )?N|yI M?
BIQ PFO?5H <? =1=L ?; N2 >OLCHA=2B | @ NB?MNERC?M

#IL G,L E?N PM7L=B IH? 1 @ NB? GIMN RCIOM (SM NBy
=IHMOG?LMI=L ?; N? BFO? CMX<MB;LCHA NB?CL IJCHCINR @CSM
#IL MIG? =IGJ;HC?M NBCM EB;HCMG B;M YH @G;FCT> IONMC>?
| @ ;> Bl=PM7L=B 7@ NM #IL R;GJF? !? 4 ;FN M? OJ ;H \&IMBN
IGGOHC N§] QBC=B NEB?OM? NI M?H> R2;F MOP?SM J?L Q?E NI
CN?t=N Q8B #+HMOG?LM S OMCHA NBGBGOHONS L NB?L NB;H
NE>ONCIH;F G;E?N EM7L=B @LGM NB??MNCE? NB® MP?> ;<ION

GCFFECIHKCH G;IE?N EM7L=B AMNMH  ;FIH?  HINB?L ?R;GJF?
| @ ;FO? #=L ?; NCIH CH GH?’N PM?L=B CM £0Q>MIOI=?> G;L E?N
L?M7L=B @LGM MO=B ;M?H>Q; N=BCHA L2H>Q; N=BCHA JO<FCMB?M
L?AOF;L 2JIL NM IH ?G?ACHA RH>M CH X@@HN G;LE?NM [=L ?; N?
NB?M?AJIL NM NB??FS IH ;H CHN?LHNCIH;F EGOHONS | @ RH>
Q; N=B?LM NB;L? J;L N I@NM I?H>4 ; N=BCHA $FI<;HRIBN +?NIL E
NQ CHQBI ;L ? N;ME> Q@B MJINCHA ?G2CHA RH>M ;H> MB;LCHA
NB?G QNB NB?I&J;H S

#IL >?MCAH ;H> CHPINCIH NB?LL? G;H S R;GJF?M I@ K5J;HC?M
QBI B; P? N;ME> =IHMOG?LM QB #GCHA OJ QNB CHH NCPC>?M
"R;GJF?M CH=FO>? R8T QB?R ?P?LS>; S 4HMOG?LM >CM=0OMM
H?2Q JLI>O=N C>®M QGIB @.GM MO=B )RAI &>?:M ;H> _*4 |
L ?2;NCIH )< ,NB?L CHGNCAM J8=B FE2 OM?LM CHGJ? NSCIH
;A;CHMN [H? ;HINB?LMO=B ;M NB&Z?CH?#H ,J?H !?MCAH ;H> NB?
HB?OM?L OM=B \(CHA®@ 2LM

N NB? J2O=NCIH MN;A?R?GJF?M B.S & IOL ?P?LS>; S FCR Q@

;FF #H NLC<ON? NIt 1>0=CHA MI=C;F G€; 4H N?H QBC=B ®QNB?H
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ZIHMOG? @& IH? ;HINB?L OI=C;F G?>C; CM GIMNFE =l =L ?; N>
;= NCRE FNBIOA Q? ;FF IBFIQ =?F?<LNIC?M QB O>C?H2M 1@ R SCHA
MCM #HN?HN JI>0=7LM ;? | @?H INB?L HHMOG?LM FCHO ;H>
G? 1B? <OMCH?MM GI>?BIMI=C;F C; @LGM ;CGM NI IJRC>? ;
JFN@G @L =1=L ?; NCIH;H> GIH? NCTNBCM M@G QCNB ;>M <ON
OM?LM 7L NBIM? QBI JU>0=? QB;N CMIHMOG? #IL G; N?LC;F
JLI>O=NM NB?ICM MIG? BIJ? NBY NB? LCM®@ 1! JLCHICHA QCFEFIRP
=IHMOG?LM <?CHA ;<F? NDE [>0=7? JLI>O=NMN BIG? "P?H NI>;S
>?MCAHNH=<? >| QHFI;>?> IHFCH? ;H> tHHMOG?LM ;2 L?MJIHMC<F?
@ G;HO@;NOLCHA NBP=I=N ;N BIG? 1BCM=BI?M INB?L G;E ?L]
;=NCRC?M MO=B ;\p&HA IL EHNRCHA QB?LG;ECHA MIGNBCHA CM
NB? #HMOGJINCIH ;NCRE ? A G;ECHA ; MBBL@G& ; J; MNN?LH
-LI>0=N =OMNIGANCIH MO=B :ME&! CM ;FMI ;HR,GJF? | @ NB?
=l JL I>0=NCIH @ J>O0=NM MCH¥HMOG?LM ;2 N;ME> Q@B G;ECHA
>?MCAH =ZMCIHM

#IL G;L E?NCHA $IG,LE?NCHAGJ;CAH<M?>>IHQIL>| @ GIONB
MO=B ;M PEIG;L E?’NCHA CRb:cr eated mar keting acti vity. & MO=B
=,GJ;,CAHM #HMOG?LM <AG? =1=L ?;NILM @ NB?;GJ;CAH <S
J;LNC=CNCHA CNMC>@@MCIH O0OB;kF? dHN?Hl MO=B ;MJINC®
S?LES \4 LLJJ? >] IL GIL ? NE>ONCIH;F ?N?N;CHCHA P2LNCM?G R
MO=B ;NC?NT 4 ; NMIH !CRT +ONM=LOR sHMOG?LM QBI <2IG?
=B;HH?FM NIBIAB QBC=B ;>M ;2 >C@OM~?&1 INB?L sGJ;CAHM MO=B
;M B;:MBN:A =GJ;CAHM =IHMOG?LM[IE? ;M 4 =L ?; NIL CM B7BMPH2
;M NBS3 ;FMI 3 JL [>0=7 =IH N?H

O0CGCHE M;F?M;H =1=L ?; N? <S 4HMOG?LM QB?H NBMB;2
JLI>O=N FCHEM ILIGL = I>?M IL QB?H NB3® =HHNLC<ON? NI
=IGJ;HC?M[ M;F?MNEB?MS QLNCHA N?MNCGIHC;FM NCGRRPCRM

) ;MNE =IHMOG?LM2AOF;E 4 =L ?; N? =OMNIG?L MOJNL#ILOGM
QB?? =IHMOG?LM ;HMR. ?=B INB?L KO?MNCIHM MO=BJJ?
00JJILN IGGOHCNC?ML 1?MF; #ILOGM =I=L ?; N? =OMNIG?L
MOJJIIN  [HMOG?LM MCGG&;IHMQL IH? ;HINB?LM KO?MNCIHM CH
>C@?HN QSM MO=B ;M CHEGOHONC?M HIN 2€NS IQH?> <S
<LH>M 1BS ;FMI=R; N? #H N?H IH <FIAM ;H> MI=C;F G€; =B;HH?FM
MO=B ;M I©10<? NI ?RJF;CH BD NBB ;>>L?MM MIG? CMMO?Ns NB?
GCABN BP? @;2>
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Figure 5.18 Longtailekwords and
Conversion Rate
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