
DIGITAL MARKETING



15 years of digital  revolution

Our life has gone through a massive revolution over the past fifteen years almost 
without we realising it.
Today our entire life passes through the screen of our mobile phones. 
Each moment is recorded. We live online, laugh online, love online.
Marketers have tried to follow the steps of the evolving society, trying to – slowly 
– adapt to this new way of life.
We are still not entirely familiar with the possibility coming from this new society 
but one thing is becoming clearer in this environment, digital is not another –
cheap – channel. 
Our life is a constant “on / off” from online. As marketers we don’t have to learn to 
do digital marketing. We need to learn to do marketing in a digital world, to 
paraphrase the CEO of Diageo.

“

“	



Customer behavior is changing.... and business is having to change

Be yo nd Digita l :  Busine ss Tra nsfo rma tio n



Almost every aspect of our life has been touched from the digital transformation





THE DIGITAL MARKETING 
EVOLUTION







Cu
st
om

er
	d
em

an
d	

M
ar
ke
tin

g	
so
lu
tio

ns
Mobile	life

2014-2016

• Most	access	online	is	through	
mobile.

• Massive	growth	of	Social	media,	
YT	and	IM	becoming	the	
destination	for	every	aspect	of	
life.

• Digital	revolution	fully	scaling	up	
to	offline	life:	UBER,	AIR	BNB,	
LINE

Digital	disruption

• Brands	providing	online	
solutions

• Content	marketing
• Social	media	ads	drive	

communication	as	organic	is	
reduced	 to	minimum

• From	ads	to	online	VDO
• Influencers	



WHAT TO LOOK AT TODAY



What’s new in digital  marketing?

Not much, to be honest. If this is about marketing effectively in the digital 
world, most of the concepts are still the same, except they have changed 
name.



5 steps with fancy names



IN DETAIL S



5 steps with fancy names



1.  Digital  objectives

Digital objectives refer to what we want to achieve with our online 
activities. Because of its nature, digital can be used in a number of 
different ways therefore there’s a big variety of possible objectives. 
Amongst the most frequent:
• Create awareness of new products / services
• Create engagement through digital activation or social media 

campaigns
• Build credibility and authority

In order to measure those objectives we will have to set in advance 
what is the action we want them to take when exposed to our digital 
activities. 
For example we will want to create awareness simply by serving them 
a video ad or we might want to build credibility by directing them to 
our website through google adwords advertsing. 
Whatever the objective, we want to make sure to associate to it a 
specific digital action in order to be able to monitor the outcomes of 
our campaigns.



In doing this BIG review, Airbnb uncovered 
some key facts about their business… 

X Firstly, many customers were worried 
about the ‘host’ families and problems 
staying with them/in their place

ü On the other hand a key benefit of 
Airbnb was the feeling that in staying in 
an apartment they didn’t feel like a 
typical ‘tourist’

T h e rea l  c a s e o f

Wanted to target the following objectives: 

1. Improve perception of ‘Airbnb
hosts’ amongst millenial target 
market in the next 12 months

2. Increase in overall bookings in 
millenial/Gen X by 10%

3. Increase returning customers by 
20%

CHALLENGES OBJECTIVES



5 steps with fancy names



2.  digital  persona

There are many types of targets, depending on the context 
we are looking at, as we discussed in the target section.

When it comes to digital, target is usually called digital 
persona. The digital persona is a description of a specific 
target and its behaviour in the digital landscape.
• What is the normal consumption of digital of this 

target? What to they do online? What type of things 
they normally try to accomplish? 

• What are the platform where they interact the most?
• Are they actively engaged or passive receivers of 

digital communication?
• How does this person use digital in relation to our 

category of product? This is called “digital journey” and 
it is a crucial tool to understand what is the role of 
different digital touchpoints to influence their decision 
process when buying a specific category of products.



Define who your key target customer segments are –
start with the big picture 

Then decide which customer or segment is going to 
be a focus

Within this segment are their different types of 
customer based on needs/behavior?

Let’s develop a detailed picture of each of these 
customers so we can make them REAL

Developing Customer Personas



Airbnb defined 3 
example customer 
personas and 
focused on one 
Grace Spelling.
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3.  Digital  journey

Once defined the digital persona, we want to understand his/her digital behaviours when it 
comes to shop our category of products.
The consumer journey is a constant switch between online and offline activities. Mapping 
those activities helps understanding what influence with what action.



Grace: the Adventurer

awareness consideration purchase retention advocacy

Grace customer journey



Grace
• Adventurer
• 24 yr old
• Online savvy
• Likes real experiences
• Not the usual tourist 

stuff
• Open to new people 

and experiences



5 steps with fancy names



4.  Key content in key platforms

Our customers don’t think about ‘digital’ and ‘non-
digital’ touch points. 
They are using a series of media for their own benefit. 
And this happen both offline and online.
When it comes to define online activities therefore, we 
must think about how to use all the digital assets we 
have available and make them work consistently 
under the same content.
Key content in key platforms.

We call the combination of digital assets, digital 
ecosystem.

Digital Core

TV Ads

Brochure

Event Call Centre

In-store

PromotionPrint

Outdoor

Experience

PR



Digital  ecosystem

The digital ecosystem is the 
map of the digital and social 
assets of a brand. The map not 
only shows the assets but also 
how those assets interconnect 
and interact. 
In the digital landscape there 
are many platforms that can 
be produced, from websites to 
social media, therefore it is 
important to understand how 
they play together and what is 
the role of each one.

In some cases the brand will need to develop new assets, in other cases it will need to 
redefine the ones that already owns and make them work differently; it all depends on the 
objectives of the digital campaign.
There’s a strong correlation between the objectives and the ecosystem.



Grace	– Key	Moments
1. Inspire – the	right	

‘adventure’	story
2. Decide – Social	and	

web	site	content
3. Participate – the	

localized	experience
4. Validate – Social	

sharing	and	
experiences



Key Moments – ALL Media & 
Content



Inspire Consider/Participate Validate

Key Moments – How Digital  Works 
Together



Web/Mobile Site

Mobile App

Social Media

Partner MediaOnline/Search Ads

Online Video

• ‘Live	there’	thematic
• Tactical	Videos

• Display	banner	ads
• Google	search	ads

• Book	places	to	stay
• Learn	about	hosts
• Discover	

neighborhood

• The	trip	plan
• Local	discovery

• Host	stories
• Travel	stories

• Travel	blogs
• Travel	stories

C a m p a i g n  E c o - S y s t em – Wo rk i n g  To g et h er
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5.  Integrated campaign

The preparatory strategic work has helped defining all the elements that led to 
integrated campaign in the relevant elements of the digital ecosystem.

https://www.youtube.com/watch?v=1AtjOKph7-k

LIVE	THERE,	
DON’T	GO	
THERE.









WHAT T YPES OF DIGITAL 
AC TIVITIES



Types of digital  activit ies

With 4.7h spent online from laptops everyday and 3.9h from mobile, Thailand is 
one of the top countries in the world for time spent online. 
During such a long time, people do many things online, as consequence there are 
many different type of activities that brands can set up to communicate with their 
targets.

SEO, SEM
Search
Email mktg

Digital ads
Banners 
Rich media

Online PR
Key Influencers
Forum (Pantip)

Social media
Facebook
LINE
YouTube
Instagram
Twitter
Snapchat

Digital activation
Contexts
Sweepstakes



SEM - SEO



SEO: what*

This is the practice of optimising a website 
to rank higher on the search engine 
results pages for relevant search terms. 
SEO involves creating relevant, fresh and 
user-friendly content that search engines 
index and serve when people enter a 
search term that is relevant to your 
product or service.

SEO has a key role to play in acquisition, 
as it ensures your organisation’s offering 
will appear in the search results, allowing 
you to reach potential customers. A site 
that is optimised for search engines is also 
a site that is clear, relevant and well 
designed. These elements ensure a great 
user experience, meaning that SEO also 
plays a role in retention.

* SOURCE: eMarketing - The essential guide to marketing in a digital world
5th Edition By Rob Stokes and the Minds of Quirk



Paid search:  what

In pay-per-click or search advertising, the 
advertiser pays only when someone clicks 
on their ad. The ads appear on search 
engine results pages.

The beauty of search advertising is that it 
is keyword based. This means an ad will 
come up in response to the search terms 
entered by the consumer. It therefore plays 
a role in sales, acquisition and retention. It 
allows the advertiser to reach people who 
are already in the buying cycle or are 
expressing interest in what they have to 
offer.

* SOURCE: eMarketing - The essential guide to marketing in a digital world
5th Edition By Rob Stokes and the Minds of Quirk



EMAIL MARKETING



Email  mktg:  what

Email marketing is a form of direct marketing 
that delivers commercial and content-based 
messages to an audience. 

It is extremely cost effective, highly targeted, 
customisable on a mass scale and completely 
measurable – all of which make it one of the 
most powerful digital marketing tactics.

Email marketing is a tool for building 
relationships with potential and existing 
customers through valuable content and 
promotional messages. It should maximise
the retention and value of these customers, 
ultimately leading to greater profitability for 
the organisation as a whole. A targeted, 
segmented email database means that a 
brand can direct messages at certain sectors 
of their customer base in order to achieve the 
best results.

* SOURCE: eMarketing - The essential guide to marketing in a digital world
5th Edition By Rob Stokes and the Minds of Quirk



DIGITAL ADVERTISING



Digital  ad

Online advertising covers advertising in all 
areas of the Internet – ads in emails, ads on 
social networks and mobile devices, and 
display ads on normal websites.

The main objective of display advertising is 
to raise brand awareness online. It can also 
be more interactive and therefore less 
disruptive than traditional or static online 
advertising, as users can choose to engage 
with the ad or not. Online advertising can be 
targeted to physical locations, subject areas, 
past user behaviours, and much more.

Display ads
Video ads
Native advertising
Sponsored posts
Banners

* SOURCE: eMarketing - The essential guide to marketing in a digital world
5th Edition By Rob Stokes and the Minds of Quirk



Banner ads

Banners
A banner advert is a graphic image or animation displayed on a website for 
advertising purposes. Static banners are in GIF or JPEG format, but banners can 
also employ rich media such as Flash, video, JavaScript, HTML5 and other 
interactive technologies; these allow the viewer to interact and transact within the 
banner. Banners are not limited to the space that they occupy; some banners 
expand on mouse-over or when clicked.

Popups and pop-unders
As the name suggests, these are adverts that pop up, or under, the web page 
being viewed. They open in a new, smaller window. You will see a popup straight 
away, but will probably become aware of a pop-under only after you close your 
browser window.

Floating adverts
This advert appears in a layer over the content, but is not in a separate window. 
Usually, the user can close this advert. In fact, best practice dictates that a 
prominent close button should be included on the advert, usually in the top right 
hand corner. 

Wallpaper adverts
This advert changes the background of the web page being viewed. It is 
sometimes possible to click on an advert of this type, but not always. The effect of 
these adverts is difficult to measure as there is often no clickthrough, and its chief 
purpose is branding.

* SOURCE: eMarketing - The essential guide to marketing in a digital world
5th Edition By Rob Stokes and the Minds of Quirk



CONTENT SEEDING AND 
INFLUENCERS



Online PR:  what

Word of mouth has always been 
more influencing than advertising 
at convincing people. Nowadays it 
travels online through a series of 
“influencers”.

There are several grade of 
influencers, all of them have a 
positioning and a number of 
followers (IG, FB, blogs, video 
channels).

Influencers are paid by brands to 
support their products either 
through reviews or just to create 
talk.



SOCIAL MEDIA MARKETING



Social  media marketing

Social media marketing is the big thing of 
the marketing landscape in the last 5 years.

Although the way brands are using social 
media has been changing over time, over 
the last 5 years we have witnessed a 
massive increase in advertising investment 
in social media advertising especially in 
parallel with a sharp decline of the organic 
reach that platform like FB guarantee.

From a space where brands could have a 
social presence, the platforms are 
increasingly becoming another 
communication channel.
The system is expected to further change 
and evolve.



What activit ies and content

Bosomworth. Content Matrix.

Social media marketing is a combination 
of paid advertising and branded content.
In buzz-words: campaign and always-on.
Because of the “social” nature of the 
platform, brands traditionally invested 
time and effort in creating lot of different 
content in order to attract fans to their 
pages and engage them.
Today brands are realising that the reach 
that those activity guaranteed has 
sharply declined, therefore the platform 
is transforming into another paid media 
channel with its own kind of advertising.
Hence the brand activities that are on 
social media are a combination of 
curated content and paid advertising.



Role of campaign and always on

Campaign A Campaign B

Always ON

TIME
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Paid	advertising.

Organic	content	
created	by	the	
brand.



EXAMPLE SOCIAL MEDIA CAMPAIGNS

FB VIDEO POST

POST

CAROUSEL

IG POST

TWITTER ADS



VIDEO



Video marketing (YouTube)

Video marketing involves creating video content. 
This can either be outright video advertising, or 
can be valuable, useful, content marketing.

Since it is so interactive and engaging, video 
marketing is excellent for capturing and 
retaining customer attention. 

Done correctly, it provides tangible value – in 
the form of information, entertainment or 
inspiration – and boosts a brand’s image in the 
eyes of the public.

See the specific section on video marketing and 
viral videos for more information.

* SOURCE: eMarketing - The essential guide to marketing in a digital world
5th Edition By Rob Stokes and the Minds of Quirk



YOUTUBE CHANNELS - TUTORIALS



DIGITAL PROMOTION AND 
AC TIVATION



DIGITAL PROMOTIONS



DIGITAL ACTIVATION



METRIC S



Basic KPI ’s
ADVERTISING
Clickthrough A click on a text ad link that leads to a 
website.
Clickthrough rate (CTR) The total clicks on a link 
divided by the number of times that ad link has been 
shown, expressed as a percentage.
Conversion rate The number of conversions divided 
by the number of visitors, expressed as a percentage.
Cost per action (CPA) The amount paid when a 
certain action is performed by a user.
Cost per click (CPC) The amount paid when a link is 
clicked on.

WEBSITE
Number of unique site visitors. How many first-time 
prospects are discovering your website? Modify your digital 
marketing plan to increase brand visibility.
Opt-in registrations. How many are signing up? Offer a 
compelling reason for site visitors to give you their contact 
information, such as a free e-book, white paper, or newsfeed 
subscription.
Return visits to website. How often do your prospects come 
back to your site? Increase return visits by providing 
valuable information and updating it regularly.
Time spent on website. How long do prospects stay on your 
site? Ensure your pages load quickly and make your site 
interesting so they’ll stay longer.
Popular pages and navigation paths. Applications such as 
Google Analytics can track visitor traffic patterns and tell 
you which site pages are most popular.



Basic KPI ’s
SOCIAL MEDIA
Clicks: Link clicks are reflective of the quality of the title and image included on your post. Of course, your raving fans will 
click on everything you share, but the majority of people (especially new people) are only going to click on posts that 
interest them.
A large number of clicks with very few likes and shares shows that your post got their attention but didn't deliver the 
exceptional quality needed for the viewer to engage.

Likes: Likes lead to more attention because people naturally gravitate towards things that are popular. More likes also 
signal to most platform algorithms that this particular content deserves a higher spot in search results.

Shares: Sharing is a conscious decision. When someone shares your post (or retweets, re-vines, etc.) they are giving a 
personal recommendation to their friends, colleagues, and family. Because of this, shares are a great indication of the 
quality of your work. 

Comments: Interesting, relevant content sparks a conversation. Even if people leave critical comments, you're better off 
than having no comments at all. Praise, criticism, and general discussion are all helpful for improving your marketing, but 
silence is not. Getting comments on your comments is a reliable sign that your content is hitting all the right points of 
interest.

Brand Mentions: Tags or mentions show that people are having a conversation about your brand even when you're not 
even in the room. 



www.yawp.agency
info@yawp.agency
mob: 0891402336
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