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Class Discussion

Video Ads: Shoot, Click, Buy
o) pda ¢ JA3) ¢ 1) gV déb.\ _ﬁgﬂ\ <ldle |

What advantages do video ads Gilidle ) g adali Al L el L
have over traditional banner ads? S alde) Jde gaidl)
Where do sites such as YouTube ?z“»‘émf
fit in to a marketing strategy & s S 63‘*‘}"%5 &
featuring video ads? SBle) Gali (G gt 4‘“:"":;

Y g

What are some of the challenges Ay claatl G L L
and risks of placing video adson  ,\ 4y ciiyie) g & Al

the Web? feugl o
Do you think Internet users will G AN addiea ¢ AT (A

ever develop “blindness” toward — $4dll Gdle) " o™ G gh
video ads as well? flayl




® Two main purposes: Ol (L8N
4 o il Gilapall Cilana

Sales—promotional sales

L YLty
communications el Aileiall Y Laiy)
Branding—branding ) Akl
communications K& Ay gl LAY

ERPAy

® Online marketing 5 i< vl aaly
communications 3yl g e 1Y) e Gldle Y
Takes many forms Aalad) ClESad ‘c..f'ﬁf‘ﬁ‘?”
sl a8l sas

Online ads, e-mail, public

lati Web si
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Online Advertlsmg HJJAA

= $37.3 billionin 2012 ale & Mg Ll 37.3

m Advantages: 2012
Internet is where audience L) e
is moving sl & yaty Eua i Y|
Ad targeting Cldle Y Calagial
Greater opportunities for Jel@ll ,<&f a8
interactivity o A 0

= Disadvantages: dxdiall d;ls.q 3;55_4\
Cost vs. benefit s I Cq\_uj\ (lid 48,
How to adequately measure oy s SU g3
results GLSle YY)
Supply of good venues to
display ads
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Figure 7.1, Page 428 SOURCES: Based on data from eMarketer, Inc., 2012a, 2012b




Online catalogs
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‘ Formsof Onlme Advertlsements —
Gl Al e clide Y Jdd

Display ads Ay gual) ey
Rich media 4id) Jailu gl
Video ads Sudl) alidle)

Caqll & e (Be)

Llaal) g Adaital) cilidley)
e Laiay) Cludl) albde |
el gaall g dsslalial) cluidl

Search engine advertising
Mobile and local advertising

Social network advertising:
social networks, blogs, and

games ::ai\lb;
Sponsorships ey

o &) ge Al
eferrals - .

| | S ASTY) bl e (G el

E-mail marketing i Al Ao cla giugyy



Dlsplay Ads ‘UJJ-\AM uu):-'i\

= Banner ads Al alidle)
May include animation A4S yatal) & gyl Jadii 8
Link to advertiser’s Web Crall cu g a8 gal Lol
site a2 iual) Al Sy
Can track user <l) Glald )
[AB guidelines Adial) clidey)

® Pop-up ads ol addiisall 3 g n (1 9a yelad
Appear without user calling Al Sletivall il ima 3 )
for them Aokl Ay ) Clidle ) LS dllad (4
Provoke negative consumer
sentiment

Twice as effective as
normal banner ads



R|ch Med|a Ads -4.119\ DJM\ .hal.ujl\ uh)s\

Use Flash, HTMLS5, Java, BH L al i HTMLS Bl «
JavaScript i S Bl
About 5% of online advertising & (le¥) Clidi (e /5 Al s
expenditures <l _adyy
Tend to be more about Jdsa ASI 0S8 ) () Joad
branding 4y jlail) ciladlad)
Boost brand awareness by 10% M Z‘%J‘éﬁ‘ ‘L‘MQ 4;9‘93‘ 83l
Far more effective than banner . .. . /10
ads CUBle ) 458y e i dlleg s
Interstitial .." )
nterstitials

Full-page ad between Web Gladia [ dadiall JdS Ole)

pages sl



Vldeo Ads ymﬂ uu).G\

Fastest growing form of online X DY) (b e JSE £yl
advertising < Ay
IAB standards ) ulaa
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L_;EAJ.\Q)AJ.\S u)\.c\
Al G s (Ole

Linear video ad
Non-linear video ad

In-banner video ad Ual i g e
In-text video ad daadiall guadl) cilidle) Clud
Specialized video advertising =~ ¢diaa sS) (A Ad il &-‘-‘5‘ &2 5
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Searcﬁ Engme Aavertlsmg Tl & aa 5]

® 46.5% of online ad spending = e 3WN) (s 7.46.5

in 2012 2012 ale A i A

= Types: gl s

Keyword paid inclusion et uwﬁ‘ UM:j

Advertising keywords e M s Jij:dﬁ\

Network keyword A<l A ) el e |

advertising or context Sl clidle )

advertising G gel) Allia Cpa L La

= Nearly ideal targeted A8ag il
marketing




Search Englne Advertlsmg (cont )

m Social search LY
Reviews friends cBraY) Cilua i al il
recommendations, Slelay) cdandl Cillae
searches, Likes, and sl e <l L35 ealae Yl
Web site visits Gl @ e EHISE

m Search engine issues: Caada gl 5 laall Sl jles
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placement practices LLi ¥ gl
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Link farms Sl I
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Click fraud
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Aaall ey g Jisal

I12t2 millti:n users acice;s ) Ssas atiius () sals 122
tr;bci;r:: rom smartphones, 551 g AuSHl) Ll sl (e ?:f_‘»g:
Messaging dgl.jj\

= Very effective for local el Sle DU Jas Alad
advertising i geall e
Display ads Eany
Search j—*ﬂ-ﬁ
Video dalaal) ey
Local advertising Aliie Aaie (ja (Sl
Enabled by mobile platform Jlsall SiBle) g 450

50% of mobile advertising
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= Social advertising deslaal) alidey)
Uses social graph to promote  claia¥) Alull s )l aositi
message Al Y 3yl
Many-to-many model OS] S 0 g

m Social network advertising doe LaiaY) el elidle )
Social network sites are & aeldial) QL] «8) ga
advertising platforms e ) Cibaia

m Corporate Facebook pages S Ll QM\ Calad o

= Twitter ads g GliBle )

< Promoted tweets led s Al &5 Al il il
<Promoted trends L sl &3 Al clalasy)
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Soual Advertlsmg (cont )"

= Blog advertising 45 gaal) cilidle |
Top tactic B
72 million read blogs 43 gaa (ysala 72
Blog readers are ideal paibadll (ha b 45 gaall 6] B )
demographic Aallial) 48 yraaal)
® Game advertising ol dad
In-game billboard display da ol [a e AUDe ) dual 8
ads ClaMall 3 dpal 5iY) ol
Branded virtual goods a el
Sponsored banners ey plll Glbidle )
Branded games 4l ladlad) cld Y|
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Sponsorshlps and Referrals
<lay) g alle

® Sponsorships

Slile )

Olaall ansl day )l o g0 20 2ga J2
Otra OlSa s Can 5 Dl slaa
Aoladll AaBlall ) et 43y ha
Agile Cul LSl s dlag) 48 )y

Paid effort to tie advertiser’s
name to particular information,
event, and venue in a way that
reinforces brand in positive yet
not overtly commercial manner

m Referrals &f‘j“ Ky

&) e
Py oY AN - -
Permits firm to put logo or T m“\s‘{“d‘ zjfﬂ \d:‘)ﬂ-‘{‘
banner ad on another firm’s A o=
Web site from which users of B s s e U oAke )
that site can click through to (odiual AR e (S 5 A
affiliate’s site Bl adse Ao ) a8 sall 124

Affiliate relationship marketing



Marketlngl’zﬂght%lfde;yeﬁasa ﬁsémWeb in the
Age of Social Networks

dclaay) ClGEl pas B cugll JWlY 3 gl

® Why is online marketing to children a controversial practice?

® What is the Children’s Online Privacy Protection Act (COPPA) and
how does it protect the privacy of children?

= How do companies verify the age of online users?
= Should companies be allowed to target marketing efforts to
children under the age of 13?
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E- mal'qI' MarIZetl'ngﬁanEI tﬁe Spam Explosion
Sl e Sall 3l (8 gedll g (A g RS bl

® Direct e-mail marketing il g S a5l e (g gad
Primary cost is purchasing el il aglie a4l ) Aall)
addresses Q) slead s pal) e il
® Spam: Unsolicited commercial e- 4l Qe el e g il (g ASY)
mail 0l e (0 72 0 o
: )
Approximately 72% of all e- AL
mzl?l y 72% el e Jil ) AailSa 3 ge
o
Efforts to control spam: (sl ) ) Lo 5153
m Technology (filtering software) ol g e{-’“-d\s) 45‘. < N“ 1l
® Government regulation (CAN- ) . i (;\;y S
SPAM and state laws) L . v v
Gleluall d.\a Ca GGJ.LJ\ u_a\ﬂ\ ?.Ja.\.d \
= Voluntary self-regulation by i i ' (L)

industries (DMA )




Percentage of E ma|I That Is pam
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Spam Rate %
. Norway
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oo oo0 '.'\
° po, ".....‘ . Ac .:' ....,... .“,' A o,
sote . o "oa'.."oo°»... o ._...'
\ A See 72.3%
o ob‘.‘ ped
2006 2007 2008 2009 2010 2011 i 2012
Sources - O Saudi Araixa 25.7%
- - QO India 15.2%
O Turkey 5.3%
O Canada 4.9%
© United States 46%
Brazi 4.2%
Viet Nam 2.0%
Russian Federation 14%
Korea (South) 14%
I Argentina 1.3%)
August 2012
Figure 7.5, Page 450 SOURCE: Based on data from Symantec, 2012.




Behaworal Targetlng uSJM\ u\-\e-u\l‘
m Using consumer offline and online o5 daladl g Llla dligiveal) aladiul
behavior to modify advertising eyl Al ) Jaaedt el 53y
message Crilaal pLE Al duadlll) Cila glaall

m Personal information sold to third  Os&a_ a2 (udlly o A Cilgad (el
party advertisers, who deliver ads (i) calal) ) faliia) clibley)

based on profile gy el & e GlaDlatial
Search engine queries, ge Lia V) Al Glily g (il
browsing history, social Llls Sl
network data, offline data Adle ) el

= Ad exchanges: Gl Y A g 3ale ) (e Gilaall (Sl

Enable advertisers to retarget peadia’ Ul readiual) die

ads at users as they browse CSapad) Gpilaall a1 75 paddey

m 75% of U.S. advertisers employ S oled) i) 8l Ga S8

some form of behavioral targeting
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Most successful marketing A8y gl claal) alina Cpaials
campaigns incorporate both s i A o cilgass daalil
online and offline tactics Lhstia
Offline marketing Juail &9 (G2 gl

Gusll @dlse Al L & e

Drives traffic to Web sites Lol Galaiy) iy e ol 520 )

Increases awareness and i jladl
builds brand equity adria A Fha JSd dllgtaal) ¢ glu
Consumer behavior increasingly <) g8l
multi-channel i yEY) e &gl Sleiial 780
80% consumers research Ll o) i J8

online before buying offline




Insight on Business: Class Discussion

Are the Very R|ch Different from You and Me?
oL g il u—ﬁ“éﬁ“‘h@&@

Why have online luxury s B ALY 4G jadl jlad ls 1kl
retailers. had a .difficult time ?@L‘j“ ;\_QJ; L L8 g el i)
oot ™
shops into Web sites? Tl e s B AW el
Why did Neiman Marcus’ ; Quﬁ‘w
first effort fail? Cous la Olas 3¢ JJE Jud |alal
Why did Tiffany’s first effort ?u‘u.-.a AGA Js! S8 13kl
fail? sl o el adiga 5l b
Visit the Armani Web site. flia aad il
What do you find there?




m Audience size or

Online Marketing Metrics: Lexicon

aara 1Y) e (G geudl) sl

market share (8 gad)
Impressions Sile Llaiy)
Click-through Dselall ) sl A
rate (CTR) (UX)
View-through Jame IO (e A )l
rate (VTR) )VTR)
Hits ddlal)
Page views 3aalia Ol yo 22
Stickiness dadall
(duration) (32all) Blsaily)
Unique visitors O O yd o )
Loyalty aes
Reach el
Recency Jaad
44)as

2\.«4;\93)‘9@.&91\@9;

® Conversion to
customer

Acquisition rate
Conversion rate
Browse-to-buy-
ratio
View-to-cart
ratio
Cart conversion
rate
Checkout
conversion rate
Abandonment
rate
Retention rate
Attrition rate
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Online WIarRetlng WIEtrICS (cont)

m Social marketing
Gross rating points
Applause ratio
Conversation ratio
Amplification
Sentiment ratio
Duration of engagement

LY (B guil

® E-mail metrics
Open rate
Delivery rate
Click-through rate (e-mail)
Bounce-back rate
Unsubscribe rate
Conversion rate (e-mail)

A IASTY) 2yl (e

llaay) Caiiaill Lalas Z sie Jaza
A A 3aY ol Jaxa
= i sl selall ) il s
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J‘;w‘ :\_1.»..»4.1 c—\JJS\ ‘_A\ alad Y| Jaza
N ) @J\JMY\ ;\.’J\ dm
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An Onlme Consumer Purchasing Model
cu Y\J&J@M‘ ;’-buté\g.u

Awareness — Evaluation Post-purchase
Need Search of Purchase Behavior —
Recognition Alternatives Loyalty

Market
Communications

Search engine _

Display ads Page views —
E-mail Web site hits Stickiness ~ Acquisition;
Affiliates Site design Conversion
Social networks

Blogs
Mobile ads

Apps

1,000 50 purchases 12 loyal
; Unique visitors (5% rate) customers
10000 Searcholeks (1% of mpressions (25% retention)

1,500 Likes

Figure 7.6, Page 463
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How eII Does-OnIme Advertlsmg Work'-’
Tlaa i A o odleY) Jangy (i

Use ROI to measure ad campaign Alaal) (bl i) aile RECW
Highest click-through rates: Search ’ 4dle \JE
wy W . » “ o .
engine ads, permission e-mail Cliis) I B ﬁ'm salZad
_ ol YY) CBlaa g cduand) & jaa
campaigns A
paig Q,UJ.\SS\;J\
Rich media, video interaction rates high Jelil) cNama g cdpiad) Jailas gl
. ddle gl
Online channels compare favorably Lula) 45 LB g ) e i gl
with traditional Jatal 2

Most powerful marketing campaigns 568 AV dLd, gudtl) cidlaald) PREG
il g8 Y A Lay (Basatia &) 5id
G528k g 7 oISl g o STy e

Jaliall g ciaall g 4o 1Y) g

use multiple channels, including online,
catalog, TV, radio, newspapers, stores




Coparaie etu[nson Invetmen
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Mobile ads

Magazine

Radio

Social network display ads
Newspaper

Display ads

Web site (catalog)

Search engine

E-mail (in-house lists)

Television $6.50
0.0 1.0 2.0 3.0 4.0 5.0 6.0 7.0
Returns on Investment (dollars)
Figure 7.7, Page 465 SOURCES: Industry sources; authors’ estimates



'1 TheCosts ofOnImeAdvertlsmg ’
G AN e SleY) aallss

Pricing models ) GM
garter ) 1 (CPM) R

ost per thousan e
Cost per click (CPC) (~S) Dseh ul‘“d% “-33543‘
Cost per action (CPA) (<L) 38l 4alSs
(LS) &) 2 Y) Aals

Online revenues only

Sales can be directly o bt i AY) e il )
correlated B_pilie ddasi o (5SS ) Sy Cilaaall
Both online/offline revenues . &.\4\#\;\ e Jf" 1 i;\-uu\!\ .
Offline purchases cannot & el dll Allee 585 o) Lala Sy Y
always be directly related to  4lasy 5 yilae 4dadi o Juai¥) a2 aa g
online campaign ERGON WS
In general, online marketing more S| < i) e (41 guadll g cale JS
expensive on CPM basis, but ddlad <) &l P il e adi<s

more effective



Web Site Activity Analysis <) a2 ga Jald Jalas

4,400
4,000
3,600
3,200
2,800
2,400
2,000
1,600
1,200

800

400

Counts

Shopping Cart Executive Counts Summary

Visits

Shoppers
Buyers

Shopping Cart Executive Summary
Total visits 24134
Engagement rate 16.7%
Total shoppers 4,031
Abandonment rate 97.4%
Conversion rate 0.4%
Total buyers 103

Sun Mon Tue Wed Thu Fri Sat

Sun 02/14 - Sat 02/20 (1-Week Scale)

Shopping Cart Executive Summary - Help Card

Abandonment rate — The percentage of shoppers who did not become buyers. This
includes both cart abandoners and checkout abandoners.

Conversion rate — Percentage of visitors who became buyers.
Engagement rate — Percentage of visitors who become shoppers.

Total buyers — Number of buyers who visited your site. Buyers are visitors who reached a
page that you configured as an order complete page.

Total shoppers — Number of shoppers who visited your site. A shopper is a visitor who
reached a page that you configured as a shopping page.

Total visits — Number of times a visitor came to your site.

Figure 7.8, Page 469



Insight on Technology: Class Discussion

It’s 10 P.M. Do You Know Who Is on Your Web
Site?

10 WIP. M. fely paldd) cugll aBsa Ao b (e il J

What are some of the services leadly Al Claddl) (ans A La

o.ffered by Adobe’s ¢ g0 A8yl gy Sy 63 sl
SiteCatalyst? ) L i

22 gal) L puliay Slalain ) G La
Why would yoq as a | eciardll ol@a
webmaster be interested in e xB ol IR LA
these services? &9 @J-d Julad dap u-wa

et s 20 8 \

Why is site analysis and f& AY) e (G guddl) (A8 o land)

customer tracking so important JIJoas gl Cuandlind) oS
to online marketing? P RS JGVUEL i L S ver

How did NBC Universal use
SiteCatalyst to its benefit?




The Web Slte As a Marketmg Communlcatlons TooI
:\,ﬁﬁj‘uﬁ‘ cNLaty) 31als ey @3..4

m Effective use requires Jladl) aladiudy) Callaty
Appropriate domain name Crsliall Glail) ol
Proper Web site design auliall sl o 50 prana

Gl @ e ok
Caanl ‘u\SJM(L\MJ“ X
25 50 iy (3 g ) LIS

Search engine
optimization

m Search engines registration
el

m Keywords in Web site e .
description u.‘ducj el ledlal
_ Aoy ) ALK daa )
m Metatags and page title ST il o Ll
keywords AT @lsal 2l s )

m Links to other sites




Web Slte Functlonallty 9 @JA ‘-NQU

= Main factors in effectiveness of Allad 8 dcii ) Jal gal)
interface LVENY
Utility e

Laxiccy) 4l
Ease of use O J . ) &
. . . &2 5a Alaan (2 Jal g2l o]
®m Top factors in credibility of Web sites i sl
Design look 5yl arena
Information design/structure Gla glaall JSa [ avanas
Information focus ‘ ‘"—’L‘Ju[ BEp
= For first-time users, organization is ¥ Opa | ‘A | Apuailly
key ‘U.u.n\-ua\ WJAS‘ caJA
o Gla gdzal) 232 g2l ug-aéuuuﬂ

® For return users: Information is C e
) Jale (A

major factor




Factors in the Desgn o i

:
Information design/structure 285%

Credibility of " »
WEb Sites Conpny ks 165%

Information usefulness | 14.8%
Information accuracy 14.3%
‘-A &Q ‘ ﬂ ‘ Name recognition/reputation 14.4%
. “ .- Advertising 13.8%
@ ‘ }Q u‘ J-ﬁA.A Information bias l 11.6%
ﬂ‘ Writing tone - 9.0%
Al Identity of site operator | 88%

Site functionality | B6%
Customer service | 6.4%
Past experience 48%

Information clarity _E 37%
Figure 7.10, Page 475 Readabiity | | 36%

SOURCE: Based on data from Performance on'test | | 3.6%

Fogg, et al., 2003. Afiatons | | 34%

0 5 10 15 20 25 30 35 40 45 S0
Percentage of survey participants




TABLE 7.9 WEB SITE DESIGN FEATURES THAT IMPACT ONLINE
PURCHASING

DESIGN FEATURE

DESCRIPTION

Compelling experience
Editorial content

Fast download times

Easy product list navigation
Few clicks to purchase
Customer choice agents

Responsiveness

Provide interactivity, entertainment, human interest; site is fun to
use.

Provide helpful content, opinions, and features on subjects of
interest to visitors in order to increase stickiness.

Quicker is better; if longer, provide amusement.
Consumers can easily find the products they want.
The shorter the click list, the greater the chance of a sale.

Recommendation agents/configurators help the consumer make
quick, correct choices.

Personal e-mail response; 1-800 phone capability shown on Web
site.

Table 7.9, Page 476
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