DIM| |

DiGITAL MEDIA INSTITUTE

Thomas Koch

Digital-Out-of-Home im Marketing Funnel: Jetzt funnelt’s!

Hamburg, 23. Marz 2017



DIM| |

DiGITAL MEDIA INSTITUTE




M

DiGITAL MEDIA INSTITUTE




N

DiGITAL MEDIA INSTITUTE

Awareness N _ _
Traditional media or  General online

WoM stimulus research
In-store
¢ / shopping &
- mobile price
comparisons

More online

research
(reviews, pricing,
mfg sites
Purchase (mostly & )
offline; sometimes  nMore offline/ Social media
online) mobile shopping interaction about

product or with brand







DM| |

DiGITAL MEDIA INSTITUTE

Awareness Consideration Purchase Advocacy
{(One brand) (Several brands)

e e

- R R R S S e o = om o omom

Lo TR R e




DiGITAL

M

MEDIA

INSTITUTE

e

MARKETING
feeah ideas that make senae

INBOUND MARKETING

I'UNNEI..

ﬁﬁ
PROFESSIONAL SERVICES

CONNECTION

COMMUNITY

(2]

Generate target
traffic.

Captivate with
rich content that
makes a human
connection.

Offer valuable
advanced content.

Create a
connection.

Nurture prospective
clients

LT

Capture the
opportunity and

build a community
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7Phases

of the Hourglass

Know

Your ads, articles,
and referred leads

Like

Your web site, reception,
and email newsletter

Trust
Your content, social media participation,
white papers, and sales presentations

Seminar, evaluations, audit,
and nurturing activities

Buy
Fulfillment, new customer orientation,
delivery, and transaction processes

Repeat
Post customer survey, cross sell
presentations, and quarterly events

Refer
Results reviews, partner introductions,
peer 2 peer webinars,and community
building
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How are you moving clients down your

marketing funnel?
Clear planning and direction from an experienced professional is available to

help you create sales. ... = Frogens
PPC Reviews Forums J

Community
Engagement

Newsletter

Social
Network

Blog

Online Ads . Media

| » Consideration Purchase Retention Advocacy p

Direct Mail
Word of Email FAQ
Mouth Knowl_edge Base Promotions
Radiq — Ecommerce
PR print FREE ONE HOUR MARKETING PLANNING SESSION AVAILABLE.

Simply email hello@dpmarketingcommunications.com or inbox us on social media quoting
FREEPLAN217 to receive yours!

DP Marketing Communications are a creative marketing consultancy supporting start ups and small to medium sized businesses in
Northamptenshire and beyond! We offer a marketing agency experience...without the marketing agency price tag

DP MARKETING hello@dpmarketingcommunications.com @ @ @ @ @ @ @
L]
» [ COMMUNICATIONS www.dpmarketingcommunications.com
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Content is the fuel that drives your online promotion and
TH E ultimately drives online sales performance.
Y Therefore should be at the heart of everything you do.

ON L‘ NE MAQKETIN Z:: \ Reaching out “f,r your polterltiail w:ﬁprpefs,fincreasmgibrand i P
FUNNEL awareness, offering relevant and interesting news pieces a : j

make up defining your brand, attracting buyers to your
marketing funnel.
Lead nurturing and your sales team play an important part
and ultimately lead to repeat sales and increased revenues.

oogle=

3

57% of B2B marketers say SEO has the biggest
impact on their lead generation goals.

25% of PPC clicks will come from mobile
devices by the end of the year.

34% of marketers have generated leads using
Twitter, and 20% have closed deals.

6 ways to make
great content

-Tell a story 807
65% of businesses consider phone -Keep it simple e
calls their highest quality lead source, -Be creative
according to BIA/Kelsey & ConStat -Inform and educate
Commerce Monitor. -Show expertise

-Be transparent

. . (D
B IGeneramwe wos e
CONVE RTWG u:&os:t' § &

ANALYSE
VANNY

G()ug[e Call Tracking
Analytics

Twitter and LinkedIn can be used as
sales aides, keeping people in the
sales cycle and nurturing leads

Your sales team can use
LinkedIn discussions as a way
to network and create sales leads.

It is important to track all your leads and conversions, ,mc 4 o
particularly phone calls which often get missed to see | : &ﬁwm@é
which marketing channels are working and which - : -
need optimising.

Linkedin generates more leads for
b2b companies than Facebook,
Twitter or blogs.

Yet only 47 % of b2b marketers
say they are actively using

Linkedin vs. 90% on Facebook.

It makes sense to set up a visitor
level call tracking system which links
visitor data to phone calls your
business receives. This allows you to
identify which marketing campaign
has made them pick up the phone.
As some channels have more than
one campaign e.g. more than one
newspaper ad, different kinds of
banner ads efc.

Sources
mindjumpers.com
neboagency.com
visibilitymagazine.com
mindjumpers.com
socialmediab2b.com
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DiGITAL

Awareness

Consideration

Preference

Advocacy

Paid Ads, SEO, Social,
Blogs, Offline

Online Research, User Reveiws,
Testimonials

Social Network, YouTube,
Local Search, Word of Mouth

Opt-in, Download,
Purchase online/in-store/mobile

"Friending” (FB, Twitter, Email),
Repeat Purchase, Up-sell

Reviews, Referrals, Links,
"Likes", Social Buzz
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THE PURCHASE FUNNEL 7~

SEO

Yelp
Websites

Display

Facebook Mobile Ads
Blogs Local Search SEM
Deals/Offers

Emall

Hrecommendations

Campalgn
AY Check a

Recommendations
B]I warc.a # Ve P
WOM Coupors

Newspaper Maps Advocacy
Direct Mail Transaction

Radio Consideration

Awareness

Lower RETENTION & VALUE DELIVERY Higher
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TRADITIONAL

Radia/print, promotional Consideration
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Consumer & offline community Optimization
Offline Advocacy

Sales person, POS, upsell

Cash register: cashier, POS

Consumer only experience

MARKETING REVOLUTION

PR, event, experiential, media

QR code, augmented reality

WOM, social referral

Geolocation, shared experience

Social experience, photo
sharing, value add

WOM, shared experience, social
recommendations

Blog, social profiles

Jud{ Samiiels
Wi thelemanbwist. wordpress com
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The Consumer Purchase Funnel

Advertising (Online/Offline), Email

Awa reness Marketing, Viral Marketing, Social
Media
Consideration Paid Search, SEQ, Viral Marketing,

Mobile, Social Media

Preference Paid Search, SEQ, Email Marketing, Viral
Marketing, Mobile, Social Media

Purchase Website (User Experience), Mobile, Web
Analytics

Retention CRM., Social Media

Ad vocacy CRM, Viral Marketing, Social Media
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100,000

10,000
(10% CTR)

-5,000
(50% bounce rate)

= 5,000 readers

1,000 leads
(20% of readers)

500 prospects
(50% of leads)

100 sales
conversions (20%)

40 repeats (40% of
customers)

33 advocates
(33% of customers)

tal Marketing Funnel (Analytics)

Reach, Ad Impressns,
Keyword Searches

SEO/SMM/PPC

(eg AdWords, FB ads)

Click-Throughs
Bounces
(ie. leaves)

Visitors, Page views
(landing page/ website)

Percentage which
immediately leaves

Content readers

Leads (opt-in via form)

Prospects

Loyalty
ustomer Advocates

121 0. o CTRr
2136 0. ~
1899, {

Prospects (respond to
email call to actions)

Customers (ie actual
sales)

Loyal Customers

Advocates

M?' fee 0.
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Rethinking the Marketing Funnel

OLD: Broadcast NEW: Customer Networks

TV, radio, out-of-door Search, buzz, blogs

Direct mail, brochure Online research, user reviews

Social networks, YouTube,
local search

Product test, comparison

In-st hase Group discounts, purchase
At on-line/in-store/mobile
Reward points Loyalty “Friending” (FB, Twitter, email),

customized up-selling

- Reviews, links, “likes,”

social buzz

From “The Network Is Your Customer,” by David Rogers
(Yale University Press, 2011) www.davidrogers.biz
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Digital Media Institute

Maximilianstrasse 13
80539 Miinchen

Fon: +49 (0) 89/76 70 28 50
Fax: +49 (0) 89/76 70 28 49
info@dmi-org.com
www.dmi-org.com

VIELEN DANK FUR IHRE
AUFMERKSAMKEIT !



