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Started my career in the HITACHI Software Development Center

Main focus on: Process Improvement Projects / Cost Saving projects
Change Management, Market Entry Strategies, Project Management,
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B2B vs B2C Marketing

@ B2B B2C
I Target Audience ‘

000000 | | EENFEYNLENX eI [ [ [ I [ I [ @
000000000 Small audience of groups (11! 00000

i

Marketing Drivers

Focus on products and services
Focus on Relationships
Single step purchasing decisions
Multi step buying cycle
Rely on merchandising and POP
Rely on education/awareness
Marketing department
Sales team
Emotional trigger
Solving problems, reducing risk

ENDEAv::BC ©2018 POP=Point-of-Purchase
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B2B vs B2C Marketing

B2C

‘.

i

Content Strategy

Video
Online Tools/Apps/Games
eBooks/Whitepapers
Web Pages
Webinars
Online Press Releases

Social Tools

Facebook, Instagram
Twitter
LinkedIn
YouTube
Blogs

—=
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What is Digital Marketing?

“Digital marketing” is the process of building and maintaining customer relationships through
online activities to facilitate the exchange of ideas, products, and services that satisfy the goals

of both parties.
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The Digital Marketing

(how companies attract and
retain customers via the web)

vty 1

Banner / Display Advertising Reputation Management  Video Advertising PR

e y Blog Search Engine Advertising WeChat Marketing TV/ Radio / Print
‘ \ v Email Marketing SEO Whatsapp Advertising Word-of-mouth
Forum Seeding / Marketing  Social Media Advertising
Mobile Advertising Social Media Presence

Awareness Stage
of the funnel » are often focused on consuming content and tearning more about the

5. At some point, a visitor becomes a potential customers as they

consider whether the product offered is a match for their needs.

Blog Responsive Website Social Media Presence
Forum Seeding / Marketing Responsive Website Video Advertising
Remarketing Advertising Search Engine Advertising WeChat Marketing

Reputation Management Social Advertising

!
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Bl Purchase Stage Email Marketing Responsive Website
of the funnel Remarketing Advertising Search Engine Advertising
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Blog Remarketing Advertising
Forum Seeding / Marketing Reputation Management v
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Digital Marketing Strategy

"
Marketing SEO Mobile Advertisin Social Media Email Website Content
Foundation Marketing 9 Marketing Marketing Optimization Strategy
\ / v
\ 4 A\ 4 \ 4 A\ 4 \ 4 \ 4 \ 4
)
Link Page Site Technical Segmentation Content Publication
Buildin Optimization ||| Architecture ||| Roadblocks strategy Personalization Schedule
\ 4 ) 4
Campaign Social Content
l Strategy Development
\ 4
Understanding Audience Managing & Measuring Creat ~ v
& opportunities Campaigns Benefits Corporate [?ﬁk;;: Promotional
oriented Blog Strategy
Assets \

Personas

Positioning

Display
Advertising

Search
Advertising

\ 4

\ 4

\ 4

&
Managing LMuItivariant [
Testin
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Usability Exlfa&e'”' Web
Testing Survgevs Analytics

\ 4
[ Click ]
} Analysis &
Heat Maps
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What does digital marketing consist of?

Key components

Website design (user experience
N and analytics)

DIGITAL MARKETING Search engine optimization (SEO)

A

YouL.ﬂ £® O Linked ] Social Media Optlmlzatlon (SMO)
tw.&er f||¢kr ' o Content Marketing

You

aﬂler @ Email marketing
"a £ Pay per click (PPC)

-.l
@ You
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Website Design

Many tools are on the market to make website
design easy and good looking

WIX_ Com M Body I section

M Header M Footer
W Navigation [ Paragraph

G (0] Dad dy com W Article M Aside
Weebly.com ......

They all use so called WYSIWYG (What You See
Is What You Get) Editors

Important is that the website nowadays should
support Mobile devices
Keywords: responsive design, HTML 5, CSS

Most important with websites is that you regular
update the content. Nothing more boring than an
old page....

Integrate analytics in your webpage e.g. Google Google anayics
Analytics

tcan e Do 208 12002100
—= Mm PagosVist
ENDEAVOR SBC Dec 1,206 -Dac 31, 2008: .08 (5.57%)
uuuuuuuuuuuuuuuuuuuuuuuuuu © 2018

P 38,81% Bounce Rate

- Dec 31, 2008: 35

Anayic stinga | View Repors: XTI RS

WiX com mw %Go Daddycon

<IDOCTYPE html PUBLIC “-//W3C//DTD XHTML 1.0 Transitional//EN" “http://www.w3.0rg/ TR/
xhtml1/DTD/xhtml!-transitional.dtd">

<html xmlns="http: -w3.0rg/1999/xhtmI">
<head>
content —— <meta http-equiv="Content-Type” content="text/html; charset=UTF-8" />
title —— <title>Box Model</title>
keywords —— <meta name="keywords" content="Barbara Ambach, HTML Tutorial IsC<STl mj Digital Port
folio Design, Web Design, anlu Des ng Architecture, College of Architectur
description —— Planning, Unives mlyofcnlor d nm />
head <meta name=" fons to HTML, CSS, D FTPand
Flash Integration for l d ls p parl ing Web-Based Portfolios in Architecture
and Graphic Design”
€SS ——  <link href="main.css” rel stylesheet” type="text/css” />
favicon —— <link rel="icon" href="http:
</head>
<body>
<divid="wrapper™>
<div id="header">
header [ <p>The header may contain text and images at the top of the page.</p>
</div>
indin <divid= Nav™>
P |: <p>The mainNav includes primary links to other primary pages.</p>
</
left <d Sidebar”>
Sidebar [ <p>The leftSidebar may contain secondary navigation, images and text.</p>
</di
body| wrapper| .o div d="mainConteat’>
Cortent p m mainContent may contain images, text and navigation.</p>
dl ide “breakBar™
hreak |: <p>The breakBar maybeusedl separate a series of floats from other inline content.</p>
<idiv>
<div id="footer
footer |: <p>The foo(er ‘may contain other navigation and copyright information.</p>
</div>
<(div>
</body>
</html>
My Account | Help | C ontact Us | Sign Out

Jan 1, 2007 - Jan 31, 2007

14



What kind of website
do you want to create”

Business >
Online Store »
Photography »

Music >

=
ENDEAVOR SF(

Designer >

Restaurants & Food »

Music

Accommodation > Design

Events >

HOLISTIC BODYWORK

Pick the Health & Wellness
website template you love

Begin You:
Journey to

Tips & Updates:

Get Subscribers to Your
Website

WSCTEST@endeavor-sbc.com

https://wsctest.wixsite.com/wsctyo
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Search engine optimization (SEO)

SEO ON PAGE

On-page SEO consists of all the elements of SEO you can control best. If you own a website, you can control the technical issues and the quality

of your content. On-page SEO is the practice of optimizing individual web pages in order to rank higher and earn more relevant traffic in search
engines.

How to optimize:

Query
Satisfaction

Keywords

Quality of Host User Technical &

, . Personalization
Domain Experience Crawl

SEO OFF PAGE

Off page SEO refers to techniques that can be used to improve the position of a web site in the search engine results page (SERPs). Many people
associate off-page SEO with link building but it is not only that. In general, off Page SEO has to do with promotion methods — beyond website design
—for the purpose of ranking a website higher in the search results.

How to optimize:

- Create Landing pages

- Create backlinks from other pages (e.g. Twitter, Facebook, etc....)

-=
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SOCIAL MEDIA OPTIMIZATION

= Social media optimization (SMO) is the use of a number of outlets and communities to generate publicity to increase the awareness
of a product, service brand or event. Social media optimization (SMO) is a form of internet marketing where one can generate
publicity through social media. The SMO process helps content get more widely distributed through social media networks.

6 Tips for SMO:

Integrate Social in your website
=  Social Sharing tools should be integrated in your site architecture.

= Include direct web links to your social media channels from your
website and from your social profiles back to your website.

=  Social Links are higher ranked by search engines

=  Consistency is key to SMO

= Same messages on website and social media. Fill in keywords on
social Media in not spam way to link back to your page

= Use keywords in your posts

=  Be social on Social Media

= Use branded cover images

=  Stay in Control - always use company email for social media

—=
ENDEAVOR SRS © 2018 .



CONTENT MARKETING

Content marketing means attracting and transforming prospects into customers by creating and sharing valuable free content. The
purpose of content marketing is to help companies create sustainable brand loyalty and provide valuable information to consumers, as
well as create a willingness to purchase products from the company in the future. This relatively new form of marketing does not involve
direct sales. Instead, it builds trust and rapport with the audience

7 Tips to better content marketing:

At a glance readable content
oupons

A mixed bag
Case Studies
User generated content

Create evergreen content

Reach out to influencers and experts

Leverage social media presence

CTA - Call-to-Action for every content

=

webinars

Sttt usess concuig 18



E-Mail Marketing

Email marketing is the best performing online marketing channel: 53.6% of marketers rate its
effectiveness as either excellent or good. Second came social media marketing (50.9%), and
search engine optimization (45%) ended up third.

Rating of effectiveness of digital marketing channels

EMAIL MARKETING PROCESS
m Poor
i W Average 5

Social PPC (paid advertising in Facebook R REPORT
ocial paid advertising in Faceboo e ~
Twitter, Linkedn etc) > 185% L% %
Content marketing 7.5% 1.7% 1322% 9%
Direct mail 14.9% 0% 9.9%
Affiliate marketing 11.7% 16.5% 39.0% 235% 9.3%
Search Engine/Pay-per-click advertising 10.2% 17% 385% | 252% 9.1%
‘ 7.9%

i 12.9% 20.4% 38.4% >
Display advertising m % GetResponse

Tools: WC@“’WP

=
ENDEAVOR S5C 215
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Players in the market

MARKETING EXPERIENCES

MARKETING OPERATIONS
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1. PERSONALIZED CONTENT

Personalized shopping cart
recommendations influence
92% of shoppers

to complete a purchase.

3. THE RISE OF VIDEO

79% 79% of consumers
would rather h a video
to learn abo product,

than read a text .

5. ARTIFICIAL INTELLIGENCE

75% of mare than
200 business executives
said Al will be actively
used in their businesses
within the next three years.

7. INTERNET OF THINGS

The total business
spending on IoT tions
is expected to reach

$6 trillion by 2020.

trillion

9. THE 5G REVOLUTION

86% of executives

>
g claim that mobile technelogies
P are critical to ensuring

a good customer experience.
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2. PRIVACY PROTECTION

55% of consumers
said they had decided
against buying something

due to privacy concerns.

4. OPINION LEADERS

3 70% of millennials
& are influenced by the

i, . )
x » recommendations of their
= peers in buying decisions.

6. BIG DATA

=\
(‘{ $46.34 billion
S X ted worth

of Big Data by 2018.

8. MEASURING ROI

Email delivers
the highest
ROIin
marketing.

11. LIVE CHAT
51% of consumers
Gz

say a business needs
to be available 24/7.

13. MICRO-MOMENTS

82% of consumers
consult their phones

in a store when deciding
which product to buy.

15. SHORT-LIVED CONTENT

Number of da
Instagram u
(in million)
after launching
Stories.

17. SOCIAL COMMERCE

% of internet
who use
social media
to find

new products.
2017

. CROSS-DEVICE MARKETING

A% of post-click
desktop
transactions,

come from another device.

12. CHAT BOTS

The size of the
global chatbot
market in

2015 and 2024
(in million U.5. $).

14. USER-GENERATED ADS

The UGC-based
ad! t 4x higher
click-through
rates.

16. THE GROWTH OF AR & VR

150 billion are ex| ed to generate
w $150 billion

in revenue.

18. FOCUS ON GEN Z
" Gen-Zers are
@ expected to constitute
& S 40% of all
consumers
L i.\ by 2020:

20. CRO & LANDING PAGES

Only 22% of businesses
are satisfied with their conversion rates.

22%

21. THE POPULARITY OF MOBILE PAYMENTS

1,100

Total revenue
of glgbal mobile
payment market
from 2015 to 2019
(in billion U.S. dollars)
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“You can’t connect the

dots looking forward...”
- Steve Jobs
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