What should you know about

DIGITALe g
MARKETING

Digital marketing strategy is a combination of marketing tactics
that assist in achieving business goals.

Sounds pretty simple, right?

However, digital marketing is dif-
ferent from traditional marketing
in one key aspect - digital helps you
quantifiably and qualifiably mea-
sure your campaign’s success and
ROI, real-time, anywhere, with
plenty of data to support it.

Depending on the technologies and
tools employed, digital marketing
can provide a window into user be-
haviour, interaction with the cam-
paign, direct and indirect impact
on sales, the efficiency of your ad
copies, peak times and much more.
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In a 2015 survey by Smart Insights, it was identi-
fied that:

16% of surveyed businesses had a digital marketing
strategy,

34% had a defined and integrated marketing strate-
gy, but specific digital tactics weren't defined,

50% of surveyed businesses had no integrated
strateqgy, digital or otherwise.

Global direct online sales
Each year we all define a mar- (currently 1.771 billion $)
keting budget - how much
should we invest in SEO, creat-
ing buzz, building brand loyal-
ty and recognition online.
Each year’s online trends are
increasing - people buy more
online, they search more and,
of course, they find more. Com-

petition i1s on the rise.

1.505 bn.

1.251 bn.

1.058 bn.

o 3
2013 2014

3
2012

Many choose online - our clients
are looking for goods and ser-
vices online, and continue to the
buying process too. Therefore,
many choose to develop and im-
prove their B2B or B2C plat-
forms, logistics management
systems, and supply chain man-
agement by choosing innovative
web solutions or software that
increases the effifiency. Howev-
er, doing it is one thing, doing it
right 1s an entirely other playing
field. Are you happy with your
digital performace? Are your
business goals aligned and inte-
grated? Do you feel like a little
digital flair would benefit your
online presence? Then read on.
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Let's begin with the key questions:

Can your target audience access information on the digital medium
and is it an acceptable form for them?

Can your goods and services be adequately marketed online?
Do your goods and services require physical presence to close the sale?

People who use the internet at least once a week
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Can the goods or services you offer be
categorised? Maybe it's something spe-
cial? What could be the best method to
convey your unique selling proposition
to the potential customer? Is your offer
customised with each sale?

Can digital marketing help you reach
your target audience? What pages do
they normally visit? Do they use social
media? What type of information are
they interested? Can they be engaged
into public discussions?

Each customer is a valued customer, but some are valued more than others.
It's a simple fact of business. Investing in the target audience
(and understanding it first)
helps achieve the set milestones, goals and improve the business in the long-term.

Worth taking note...

PEPPERIT team has had opportunities to work with different industries,
integrating exceptional solutions tailored for niche markets.

We've noticed a tendency that persisted in all these projects:

your customer wants to know as much about your business,

as you want to understand them. Being easily accessible

won't be enough - it is vital to convey

your trustworthiness and reliability 5 G

to your customers. Online reviews, >

additional resources, white papers, ©

KOL support, endorsement from
other business all point to

good practises that

clients appreciate.

Better informed user looks for
information using various channels,
making decisions and relying on:
Friends’ opinions, social media
recommendations (60%)
Customer reviews (49%)
General information about the business
on public domains (47%)

Media articles and resources (44%)
Company'’s provided resources, like
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User segmentation
Information targeted towards an
interested user group will help achieve

books, news, white papers (43%)
Crowd-type reviews, such as
Quora, TripAdvisor (22%)
Sales people (18%)

business goals better than undefined
information spread. Yes, it will create
buzz, but will that translate into
conversions? It is important to keep
in mind that users are many
and like their information served
differently, so get to know them
and serve the dish they like.
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Quickly filtered content
With changing technologies and more
advanced search algorithms, it is easier
to control the content that reaches us
online. Advanced privacy control,
personalised search results and
the abundance of information
keeps users on their toes
and filtering their content.
Stay relevant.
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User-expert
Better informed users are becoming
user-experts, whose opinions are valued
by everyone - the businesses and other
users. Youtube channels dedicated to
picking at each flaw or perk of provided
good or service, may be a nightmare to
some, but it's a gold mine to clever
businesses. It can be the best
feedback or it can be your
undoing - it all depends
on you.
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Exchanged information
Actively maintaining customer relations
1s a high-resource task, but it pays off
handsomely too. As markets are
becoming more and more
customer-centric, we often choose
the more premium option due to the
better customer-service.
Have that in mind when you
consider whether or not

your business needs
a CRM.
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Content accessible
at convenient time
No. Downtime.
Ever.

Let's mix a little tradition into our digital marketing strategy:
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Segmepted digital Strategy isn't the goal: Strategy defines Market insights
marketing strategy it's just a plan how to repetitive tactics should provide added

wastes market insight,

use different tactics to that leads to busines value to business

strategy must have
a set finish line and
goal(s) to be achieved

by this time.
Measure the
success. °
Strategy must be

transferable and
flexible. All teams -
from sales to IT, should
be able to follow the
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that could be useful to achieve goals. success. development not only
all departments - sales, Adapt with to sales or marketing.
PR, IT. Change_ In-te-gra-ted.
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strategy must leave
room for changes
in the market.
Account for
unexpected.

Keep in mind that
strategy connects all
the dots. Integrate as

many aspects and keep
repeating the review

plan. process.
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Useful methods and tactics to include in
the digital marketing strategy

Paid Search (PPC)

32% of those, who particiapted in a Hub-
Spot survey responded that interactive
ads (banners, TV ads) are one of the most
overrated methods of advertisement and
brings in the least conversions. But when
it's integrated into a more extensive cam-
paign, it can help drive the point home.

Search engine optimisation
This component represents around 70% of
Long-term customer relations

digital activities. More than 90% of search
users click on one of the first page results.
Of this percentage, 80% choose one of the
. Gummesson defined long term customer
three first results on the first page. Opti- : _ .
relations method: regular communica-
tions between a business and a customer
helps to better understand the clients

mising your page is the first step to any

digital strategy. If they can't find you - it

will not worlk. needs and deliver the goods and services
with added value for the customer, per-
sonalising the experience and increasing

Relative content the chance of acquiring and retaining a

ici loyal mer.
Participants of a survey (e-shop custom- oyal custome

ers (n=156) and managers and designers : :
Social media

of e-shops (n=34)) were asked to rate
During another survey, businesses were

Research data shows, that information
related to the seller increases PPC clicks
by 14,72% and conversions by 50,6%, how-
ever brand name inclusion most com-
monly decreases clicks by 56,6% and con-
versions by 44,2%. Also, quality landing
page content increases conversions by
22,5%.

aspects of a website according to rele-

vance. Although most aspects were rated
fairly differently (e-shop customers pre-
ferred TV presence, whilst managers and
designers couldn't care less), both
groups strongly agreed that relevant
content was the key to engagint the visi-
tor.

identified by whether or not they use
social media. Out of those who did, it was
reported that businesses experienced
increased customer loyalty by 28,6% (in-
nacurate measurements) and 51.8% (with
accurate metrics). Customer acquisition
increased by 28.1% and 56.1% respective-
ly and overall profits increased by 31.6%
and 49.1%.

So, how can PEPPERIT help you take over the digital realm?

Our strategy is straight forward -
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what's already there, PEPPERIT team is willing and able to step up and provide expert advise and solutions

find the methods and tactics, which help business achieve their defined goals
quantitavely and qualitatively, with a gold mine of useful insights at the finish line,
that then help define future strategies and make it easier to prove ROL.

Our team consists of talented professionals from different disciplines -
from market and business analysts to experienced programmers and designers.
Using the many years experience and know-how, we create beautifully integrated
digital marketing strategies that are easy to understand and roll-out.

We encourage e-commerce:
using innovative business
management systems,
e-commerce platforms, data
integration, logistics man-
agement systems and many
more tools we create empires
built to last. Every aspect is
thought of and developed
with having the core goals in
mind and deployed to work
along with your digital mar-
keting strategy to deliver
insight and maintain coher-
ence of all departments.

We think 5 steps ahead:
All the way from interactive
ads to integrated strategy can
be drafted, prepared, imple-
mented and rolled-out under
the same roof - development
team constantly improving
functionality of your plat-
form, design team drawing
interactive banners, copy-
writers crafting beautiful
copies for your landing page
and administering your
soclal media, business ana-
lysts doing what they do best
with campaing data and pro-
viding further guidance, SEO
specialists monitoring organ-
ic search results and Ad-
Words specialists taking care
of the PPC campaigns.

We create platforms and
websites:

Using 9 years experience,
best practices and our enthu-
siasm to deliver impeccable
B2B, B2C platforms and web-
sites. Our UX design special-
i1sts and developers expertly
connect the function, ease
and beauty, achieving tai-
lor-made, fantastically repre-
sented and intuitively used
solutions.
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If you're planning to start a new business endeavour, grow your business and just improve on

for all things digital. Here's to hoping we will have a chance to prove that all our market
insight, experience and enthusiasm aren't just pretty words on a paper.

peppen.'i.t
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