AGROCLUSJER .. |
RIBATEJO A BT

WEB MARKETING

PUBLICIDADE ONLINE & SOCIAL MEDIA

Professor Paulo Rita
prita@novaims.unl.pt

E-AGRO E-AGRO = S
é% INNOVATION @i}) MARKETS ~ CSMPETE (95520 e



AGROCLUS
RIBATEJ0

-
A.

1.

Ne i

it F de Online
1al Media

WA\ E-AGRO EAGRD o
@ INNOVATION @ MARKETS ~ CSMPETES 19020 i =T



Digital Commerce Marketing and
Advertising: Strategies and Tools

* Features of Internet marketing (vs. traditional)
— More personalized
— More participatory
— More peer-to-peer
— More communal

* The most effective Internet marketing has all
four features
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Multi-Channel Marketing Plan

Website
Traditional online marketing

— Search engine, display, e-mail, affiliate
Social marketing

— Social networks, blogs, video, games
Mobile marketing

— Mobile/tablet sites, apps
Offline marketing

— Television, radio, newspapers
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Multi-Channel Marketing Plan

Main elements of a comprehensive marketing plan and
their related platforms are:

Web site (traditional Web site)

Traditional online marketing (search engine marketing,
display advertising, e-mail and affiliates)

Social marketing (social networks, microblogging sites,
blogs/forums, video marketing, and game marketing)
Mobile marketing (smartphone and tablet sites and
apps)

Offline marketing (television, newspapers and
magazines)
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Multi-Channel Marketing Plan
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Multi-Channel Marketing Plan

Blogs

* over a decade

* part of the mainstream online culture

* In US, 29/80 million people write/read blogs

* play a vital role in online marketing

* Twitter and Facebook have not replaced blogs
(often point to blogs for long-form content)
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Multi-Channel Marketing Plan
Blogs

* Blog readers and creators tend to be more
educated, have higher incomes, and be
opinion leaders
— blogs are ideal platforms for ads for many

products and services that cater to this kind of
audience

* Blogs are based on the personal opinions of
the writers

— they are an ideal platform to start a viral
marketing campaign
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Multi-Channel Marketing Plan

Blogs

Advertising networks that specialize in blogs
provide some efficiency in placing ads, as do
blog networks, which are collections of a
small number of popular blogs, coordinated
by a central management team, and which
can deliver a larger audience to advertisers
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The Digital Marketing Roadmap

TABLE 6.3 THE DIGITAL MARKETING ROADMAP

AGROCLU
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Mobile Marketing

Offline Marketing

Visual marketing
Video marketing
Game marketing

Mobile site

Apps

Television

Newspapers

Magazines

TYPE OF
MARKETING PLATFORMS EXAMPLES FUNCTION
Website Traditional website Ford.com Anchor site
Traditional Online Search engine Google; Bing; Yahoo Query-based intention
Marketing marketing marketing
Display advertising Yahoo; Google; MSN Interest- and context-
based marketing;
targeted marketing
E-mail Major retailers Permission marketing
Affiliates Amazon Brand extension
Social Marketing Social networks Facebook Conversations; sharing
Micro blogging sites Twitter News, quick updates
Blogs/forums Tumblr Communities of

Pinterest/Instagram
YouTube

Chipotle Scarecrow
Game

m.ford.com

Ford Mustang
Customizer app

My Ford

Apple/The Human
Family: Shot on
iPhone

American Airlines/The
World's Greatest
Flyers Fly American

Apple Watch/Vogue
Magazine

interest; sharing
Branding; sharing
Engage; inform
Identification

Quick access; news;
updates

Visual engagement

Visual engagement

Brand anchoring;
inform

Brand anchoring;
inform

Brand anchoring;
inform

—
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Total Online Ad Spending (in billions)

Online Advertising spending Worldwide

$120 47% | 50%
45%
40%
$100 37% 40%
33%
$80
30%
$60 20%  22%
17% 20%
$40
B l I )
$0 - 0%

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020
- Total online ad spending @ Percentage of total media

based on data from eMarketer, Inc.,© 2016
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TABLE 6.4

ONLINE ADVERTISING SPENDING FOR SELECTED FORMATS
(IN BILLIONS)

"

AVERAGE

GROWTH
FORMAT 2017 2021 RATE
Search $36.7 $56.1 11.6%
Banner ads $16.1 $248 11.7%
Video $132 $222 15.8%
Rich media $103 $179 17.6%
Sponsorships $2.1 $26 6.4%
Lead generation $2.0 $23 438%
Classifieds $2.0 $26 7.7%
E-mail $034 $0.46 8.1%

SOURCE: Based on data from eMarketer, Inc., 2017h, 2017i; eMarketer, Inc. © 2017, used with permission.
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Types of Display Ads

120 x 60 pixels

Micro Bar
88 x 31 pixels

S
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Establishing the Customer Relationship

* Website functions to:
— Establish brand identity and customer expectations
 Differentiating product

— Anchor the brand online
* Central point for all marketing messages

— Inform and educate customer
— Shape customer experience
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Marketing functions of a Web site

Establishing the brand identity and consumer
expectations

Informing and educating the consumer
Shaping the customer experience

Anchoring the brand in an ocean of marketing
messages coming from different sources
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Online Marketing and Advertising

* Online advertising

— Display, search, mobile messaging, sponsorships,
classifieds, lead generation, e-mail

— By 2018, online advertising expenditures will
exceed TV advertising

— Advantages:
* 18-34 audience is online
* Ad targeting to individuals
* Price discrimination
* Personalization
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Traditional Online Marketing and
Advertising Tools

e Search engine marketing and advertising
* Display ad marketing

* E-mail marketing

» Affiliate marketing

* Viral marketing

* Lead generation marketing
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Lead generation marketing

e uses multiple e-commerce presences to generate
leads for businesses that later can be contacted
and converted into customers through sales calls,
e-mails, or other means

* involves a specialized subset of the Internet
marketing industry that provides consulting
services and software tools to collect and manage
leads for firms, and to convert these leads to
customers
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Search Engine Marketing and
Advertising

e Search engine marketing (SEM)

— Use of search engines for branding
e Search engine advertising

— Use of search engines to support direct sales
e Types of search engine advertising

— Paid inclusion

— Pay-per-click (PPC) search ads

* Keyword advertising
* Network keyword advertising (context advertising)
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Search Engine Advertising (Types)

There are at three major types of search engine

advertising:

1. keyword paid inclusion (so-called “sponsored
links”)

2. advertising keywords (such as Google’s
AdWords)

3. search engine context ads (such as Google’s
AdSense)
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Search Engine Advertising (Types)

Paid inclusion programs (also called sponsored
link) for a fee guarantee:

e 3 Web site’s inclusion in its list of search
results

* more frequent visits by its Web crawler

e suggestions for improving the results of
organic searching
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Search Engine Advertising (Types)

keyword advertising

* merchants purchase keywords through a bidding
process at search sites

 whenever a consumer searches for that word,
their advertisement shows up somewhere on the
page (usually as a small text-based advertisement
on the right, but also as a listing on the very top
of the page)

* The more merchants pay, the higher the rank and
greater the visibility of their ads on the page
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Search Engine Advertising (Types)

Network keyword advertising (context advertising)

introduced by Google as its AdSense product in
2002, differs from the ordinary keyword advertising
described previously

* Publishers (Web sites that want to show ads) join
these networks and allow the search engine to
place “relevant” ads on their sites

* Ads are paid for by advertisers who want their
messages to appear across the Web
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Search Engine Marketing and
Advertising

Search engine optimization (SEO)
Google search engine algorithms

Social search

— Utilizes social contacts and social graph to provide fewer
and more relevant results

Search engine issues
— Paid inclusion and placement practices

— Link farms, content farms
— Click fraud

E-AGRO CSMPETE
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Search Engine Advertising (Issues)

* Search engines have the power to crush a
small business by placing its ads on the back
pages of search results

 Merchants are at the mercy of search engines
for access to the online marketplace (access is
dominated by a single firm, Google)
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Search Engine Advertising (Issues)

Other practices that degrade the results and
usefulness of search engines include:

 Link farms
 Content farms
 Click Fraud
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Search Engine Advertising (Issues)

 Link farms

— groups of Web sites that link to one another,
thereby boosting their ranking in search engines
that use a PageRank algorithm to judge the
“usefulness” of a site
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Search Engine Advertising (Issues)

e Content farms

— companies that generate large volumes of textual
content for multiple Web sites designed to attract
viewers and search engines

— profit by attracting large numbers of readers to
their sites and exposing them to ads

— content typically is not original but is artfully
copied or summarized from legitimate content
sites

SAGRO CSMPETE
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Search Engine Advertising (Issues)

e Click fraud

— occurs when a competitor clicks on search engine
results and ads, forcing the advertiser to pay for
the click even though the click is not legitimate

— Competitors can hire offshore firms to perform
fraudulent clicks or hire botnets to automate the
process

— Click fraud can quickly run up a large bill for
merchants, and not result in any growth in sales
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Display Ad Marketing

Banner ads

Rich media ads
— Interstitial ads

Video ads
— Far more effective than other display formats

Sponsorships
Native advertising
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Rich Media vs. Display Ads

click through rates are much higher (1.0% to 2.0%
as opposed to 0.03%—0.3% for banner ads)

rich media ads can boost advertiser site visits by
as much as 300% compared with banner ads

with video added, consumers are six times more
likely to visit an advertised Web site

with interstitial rich media ads (which appear
between Web pages as a consumer browses)
consumers are less able to avoid or tune out the
advertisement
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Native Advertising

e Native ads are far more influential with
consumers:

— consumers look at native ads 53% more frequently
than display ads

— native ads raise purchase intent by 18%

— consumers are twice as likely to share a native ad
with a family member as a regular ad
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TABLE 6.5 TYPES OF VIDEO ADS

FORMAT DESCRIPTION WHEN USED

Linear video ad Pre-roll; takeover; ad takes over video Before, between, or after video
for a certain period of time

Nonlinear video ad Overlay; ad runs at same time as During, over, or within video
video content and does not take over
full screen

In-banner video ad Rich media; ad is triggered within Within web page, generally
banner, may expand outside banner surrounded by content

In-text video ad Rich media; ad is delivered when user ~ Within web page, identified as a
mouses over relevant text highlighted word within

relevant content

—
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Display Ad Marketing

Content marketing
Advertising networks

Ad exchanges, programmatic advertising, and real-time
bidding (RTB)

Display advertising issues

— Ad fraud

— Viewability

— Ad blocking

E-AGRO CSMPETE
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Ad Viewability

* 56% of the impressions served across Google
display advertising platforms (including
DoubleClick) are not viewable

* 54% of display ads, and 57% of video ads, are
not in fact seen by people, even though
advertisers were charged for generating ad
impressions and serving ads (ComScore)
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E-mail Marketing

* Direct e-mail marketing
— Messages sent directly to interested users

— Benefits include
* |[nexpensive
* Average around 3% to 4% click-throughs
* Measuring and tracking responses
* Personalization and targeting

 Three main challenges
— Spam
— Anti-spam software
— Poorly targeted purchased e-mail lists

E-AGRO CSMPETE
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Spam

* Unsolicited commercial e-mail
* Around 53% of all e-mail in 2016
* Most originates from bot networks

* Efforts to control spam have largely failed:
— Government regulation (CAN-SPAM)
— State laws
— Voluntary self-regulation by industries (DMA)
— Canada’s stringent anti-spam laws
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Other Types of Traditional Online
Marketing

» Affiliate marketing

— Commission fee paid to other websites for
sending customers to their website

* Viral marketing

— Marketing designed to inspire customers to pass
message to others

* Lead generation marketing

— Services and tools for collecting, managing, and
converting leads

SAGRO CSMPETE
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Social, Mobile, and Local Marketing
and Advertising

* Social marketing and advertising
— Use of online social networks and communities

* Mobile marketing and advertising
— Use of mobile platform
— Influence of mobile apps

* Local marketing
— Geotargeting

— Display ads in hyperlocal publications
— Coupons

SAGRO CSMPETE
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Other Online Marketing Strategies

Multi-channel marketing: Message integration

Customer retention strategies
— One-to-one marketing (personalization)
— Behavioral targeting (interest-based advertising)
— Retargeting

Customization and customer co-production

Customer service
— FAQs
— Real-time customer service chat systems
— Automated response systems

7 ™ e
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Retargeting

* Retargeting involves showing the same or
similar ads to individuals across multiple
websites

* Retargeting has become a popular tactic, in
large part due to its perceived effectiveness
— For instance, marketers often use retargeting in an

attempt to reach users who have abandoned a
shopping cart
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Retargeting

* Over 90% of marketers believe retargeting ads
performs equal or better than search
advertising or e-mail

* The ability to retarget ads across devices is
also becoming a topic of great interest to
marketers
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Average time spent per day UK adults in major media
Desktop/L aptop

Internet
18% .
’ | \( 473(%)
..... Mobile
25.6%
TV
33.9%
" Other digital

3.6%

Other T Radio
319 Print (Newspapers/ 11.9%
Magazines)

3.9%

based on data from eMarketer, Inc.,© 2016
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TABLE 6.7 MARKETING METRICS LEXICON

DISPLAY AD METRICS DESCRIPTION

Impressions
Click-through rate (CTR)
View-through rate (VTR)

Hits

Page views
Viewability rate
Unique visitors
Loyalty

Reach

Recency
Stickiness (duration)
Acquisition rate

Conversion rate
Browse-to-buy ratio
View-to-cart ratio

Cart conversion rate
Checkout conversion rate
Abandonment rate

Retention rate

Attrition rate

Number of times an ad is served

Percentage of times an ad is clicked

Percentage of times an ad is not clicked immediately but the website is visited within 30
days

Number of HTTP requests

Number of pages viewed

Percentage of ads that are actually seen online

Number of unique visitors in a period

Measured variously as the number of page views, frequency of single-user visits to the
website, or percentage of customers who return to the site in a year to make additional
purchases

Percentage of website visitors who are potential buyers; or the percentage of total
market buyers who buy at a site

Time elapsed since the last action taken by a buyer, such as a website visit or purchase
Average length of stay at a website

Percentage of visitors who indicate an interest in the website's products by registering
or visiting product pages

Percentage of visitors who become customers
Ratio of items purchased to product views
Ratio of “Add to cart” clicks to product views
Ratio of actual orders to “Add to cart” clicks
Ratio of actual orders to checkouts started

Percentage of shoppers who begin a shopping cart purchase but then leave the website
without completing a purchase (similar to above)

Percentage of existing customers who continue to buy on a regular basis (similar to
loyalty)

Percentage of customers who do not return during the next year after an initial purchase

VIDEO ADVERTISING METRICS

View time How long does the ad actually stay in view while it plays

Completion rate How many viewers watched the complete video

Skip rate How many viewers skipped the video

E-MAIL METRICS

Open rate Percentage of e-mail recipients who open the e-mail and are exposed to the message
Delivery rate Percentage of e-mail recipients who received the e-mail

Click-through rate (e-mail)
Bounce-back rate
Unsubscribe rate
Conversion rate (e-mail)

/a h E-AGRO

Percentage of recipients who clicked through to offers
Percentage of e-mails that could not be delivered
Percentage of recipients who click unsubscribe
Percentage of recipients who actually buy

Copyright © 2018 Kenneth C. Laudon and Carol Guercio Traver
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Figure 6.11: An Online Consumer Purchasing
Model

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

Communications

Search engine _

Display ads Page views o
E-mail Website hits Stickiness Acquisition;
Affiliates Site design Conversion
Social networks

Blogs

Mobile ads

Apps

1,000 50 purchases 12 loyal
‘ Unique visitors (5% rate) customers
180088032%?;:(32 (1% of impressions) (25% retention)

1,500 Likes
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How Well Does Online Advertising
Work?

Jse ROI to measure ad campaign
Difficulty of cross-platform attribution
Highest click-through rates: Search engine
ads, permission e-mail campaigns

Online channels compare favorably with
traditional

Most powerful marketing campaigns use
multiple channels, including online, catalog,
TV, radio, newspapers, stores

<
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TABLE 6.8 ONLINE MARKETING COMMUNICATIONS: TYPICAL ‘
- CLICK-THROUGH RATES

MARKETING METHODS TYPICAL CLICK-THROUGH RATES
Banner ads 03%—25%

Google enhanced search ads (Product 2.8%3.6%

Listing Ads)

Google AdWords search listing 1.35%3.4%

Video .34%—.85%

Rich media 13%—35%

Sponsorships 1.5%3.0%

Native ads .80-1.8%

Content marketing .25%—.40%

Affliate relationships 20%-.40%

E-mail marketing in-house list 3.0-5.0%

E-mail marketing purchased list 01%-15%

Sodal network display ads 15%—.25%

Mobile display ads _09%—1.25%

SOURCES: Based on data from Chaffey, 2017; eMarketer, Inc., 2017, 2016d; Sizmek, 2016; Wordstream, 2016; Viant,
2016; Polar, 2016; industry sources; authors’ estimates.
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The Costs of Online Advertising

Pricing models

— Barter, cost per thousand (CPM), cost per click (CPC),
cost per action (CPA), hybrid, sponsorship

Measuring issues
— Correlating online marketing to online or offline sales

In general, online marketing is more expensive on
CPM basis, but more efficient in producing sales

Effective cost-per-thousand (eCPM)

SAGRO CSMPETE
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The Costs of Online Advertising

* CTR click-through rate or percentage of
people exposed to an online advertisement
who actually click it to visit the site

* CPM cost per 1,000 impressions

— Advertisers originally purchased online ads in lots
of 1,000 units

SAGRO CSMPETE
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The Costs of Online Advertising

e CPC (cost per click) is a later pricing model in
which the advertiser pays a prenegotiated fee
for each click an ad receives

* CPA (cost per action) cost structure where
advertisers pay a prenegotiated amount only
when a user performs a specific action such as
a site registration or purchase

<
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TABLE 6.9 DIFFERENT PRICING MODELS FOR ONLINE ‘
- ADVERTISEMENTS
PRICING MODEL DESCRIPTION
Barter Exchange of ad space for something of equal value
Cost per thousand (CPM)  Advertiser pays for impressions in 1,000-unit lots
Cost per dick (CPC) Advertiser pays prenegotiated fee for each click ad received
Cost per lead (CPL) Advertiser pays only for qualified leads or contacts
Cost per action (CPA) Advertiser pays only for those users who perform a speafic action,
such as registering, purchasing, etc.
Hybnd Two or more of the above models used together
Sponsorship Term-based; advertiser pays fixed fee for a slot on a website

Copyright v 2019 Kenneth C. Laudon and Carol Geercio Traver
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TABLE 6.10 TRADITIONAL AND ONLINE ADVERTISING COSTS COMPARED

TRADITIONAL ADVERTISING

Local television $1,500-$15,000 for a 30-second commercial; $45,000 for a highly rated
show

Network television $80,000-$600,000 for a 30-second spot during prime time; the average
is $134,000

Cable television $5,000-$8,000 for a 30-second ad during prime time

Radio $100-5$1,000 for a 60-second spot, depending on the time of day and
program ratings

Newspaper $120 per 1,000 circulation for a full-page ad

Magazine $50 per 1,000 circulation for an ad in a regional edition of a national
magazine, versus $120 per 1,000 for a local magazine

Direct mail $15-520 per 1,000 delivered for coupon mailings; $25-$40 per 1,000
for simple newspaper inserts

Billboard $1,500-$30,000 for a large billboard for a 4-week period, with a

minimum of 5-20 billboards

ONLINE ADVERTISING

Banner ads $5-510 per 1,000 impressions, depending on how targeted the ad is
(the more targeted, the higher the price)

Video and rich media $20-525 per 1,000 ads, depending on the website’s demographics

E-mail $5-515 per 1,000 targeted e-mail addresses

Sponsorships $30-575 per 1,000 viewers, depending on the exclusivity of the
sponsorship (the more exclusive, the higher the price)

Social network ads $0.50-$3.00 per 1,000 impressions, with news feed ads at the high end
of the range

Mobile display ads $1.50-$3.25 per 1,000 impressions, including media costs, charges for

first- or third-party data, and service fees

—

Copyright © 2019 Kenneth £, Laudon and Carel Guercio Traver
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Marketing Analytics

Software that analyzes data at each stage of the customer
conversion process

— Awareness

— Engagement

— Interaction

— Purchase activity

— Loyalty and post-purchase

Helps managers

— Optimize ROl on website and marketing efforts
— Build detailed customer profiles

— Measure impact of marketing campaigns
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Figure 6.12: Marketing Analytics and the Online
Purchasing Process

Copyright © 2018 Kenneth C. Laudon and Carol Guercio Traver
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Introduction to Social, Mobile, and
Local Marketing

* New marketing concepts
— Conversations
— Engagement

* Impact of smartphones and tablets

e Social-mobile-local nexus

— Strong ties between consumer use of social
networks, mobile devices, and local shopping

SAGRO CSMPETE
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Fig. 7.1. The rapidly changing
trajectory of Worldwide online Ad
spending
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Fig. 7.2. U.S. Social, Mobile and Local
Marketing (2017-2020)
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Figure 7.3 Online Marketing Platforms

Location-based
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Social Marketing

* Traditional online marketing goals

— Deliver business message to the most consumers

* Social marketing goals

— Encourage consumers to become fans and engage
and enter conversations

— Strengthen brand by increasing share of online
conversation

E-AGRO CSMPETE
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Social Marketing Players

 The most popular sites account for over 90%
of all social network visits

— Facebook, Google+, Twitter, LinkedIn, Pinterest,
Instagram, Tumblr

— Unique visitors vs. engagement

 Engagement measures the amount and intensity of
user involvement

 Facebook dominates in both measures

— Dark social — sharing outside of major social
networks (e-mail, IM, texts, etc.)

SAGRO CSMPETE
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Figure 7.4: Engagement at Top Social Networks

Average Minutes per Visitor to Social Network Sites (monthly)

64
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Tumblr

Facebook
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Figure 7.5: The Social Marketing Process

Fan Acquisition Engagement Amplification Community  Brand Strength (Sales)
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Facebook Marketing

* Basic Facebook features
— News Feed
— Timeline (Profile)
— Search

* Social density of audience is magnified

— Facebook is largest repository of deeply personal
information

— Facebook geared to maximizing connections
between users
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FEATURE

TABLE 7.1 BASIC FACEEDOK FEATURES

DESCRIPTION

Profile

Friend search

Timeline

Tagging

News Feed

Groups

Status update
Reactions buttons

Messenger

Third-party Apps

Open Graph

Search

As part of account creation, you create a profile that includes certain personal information. The profile
may alse include photos and other media. Establishes baseline information that will be shared with
friends.

Helps you find friends who are already using Facebook, as well as friends who are not, typically by
searching your e-mail contact list. Creates your baseling social network based on prior contacts.

A history of your actions on Facebook, including photos, history of posts, and comments to your News
Feed, as well as life events that you post and want others to see as a part of your profile. Additions you
make to your Timeline may appear on your friends’ News Feed. Creates additional links with friends.

Ability to tag photos, status updates, check-ins, or comments with the names of friends. Tagging links to
that person's Timeline and News Feed. Your friends are notified they have been tagged, and you are
linked to their Timelinz. Friends of your friends may alse be notified. Whenever Facebook detects the
person in a new image, it notifies all those who have tagged the photo that this friend appears in a new
photo that you can link te. The tagging tool is designed to create additional connections among users.

Facebook's News Feed is a continuously updated list of stories from friends, Groups, and Pages that you
have liked on Facebook. Ads running in the News Feed are a major ad revenue producer for Facebook.
Mews Feed stories include status updates, photos, videos, links, app activity, and Likes. Provides a
continual stream of messages from friends and advertisers.

Facebook Groups provide a platform for people with commaon interests to share content with one
another. Any Facebook user can set up and manage a group. Groups may be public or private {only open
by invitation) or secret (not able to be searched far).

A way to post your comments, observations, and location to all your friends.

In 2018, Facebook redesigned its Like button functionality to add five additional buttons and rebranded
it as Reactions. In addition to the familiar Like button, users can now register additional reactions, such
as Love, laughter {Hzha), surprise (Wow), sadness, and anger.

Facebook's instant messaging app, used by over 1.3 billion people every month. Offers a variety of
marketing options, including sponsored messages from chatbots, in-box video and display ads, and
broadcast messages from small and medium-sized businesses.

Third-party apps add functionality to Facebook. Apps run the gamut from games (Candy Crush Saga;
FarmVille) to photos (Instagram, now part of Facebook), music (Spotify), and publications (Washington
Post Social Reader). Your personal information and that of your friends is shared with apps that you
install Most apps are free, and most rely on revenues from advertising.

A feature used by app developers to integrate their apps into the Facebook pages of users who sign up
for the app, and in that sense, it opens the Facebook social graph to the developer, who can then use all
the features of Facebook in the app. For instance, this feature allows your performance on game apps to
be sent to your Friend's Mews Feeds. Supports the development of social apps and increases links among
LISErs.

In 2013, Facebook introduced Graph Search, a “social” search engine that searched your social network
for answers to queries. It was a semantic search engine insofar as it provided a single answer rather
than a list of links based on an algorithm's estimate of user intentions. It was also a hybrid search
engine that relied on Bing to supplemeant results. In 2015, Facebook significantly expanded its Search
functionality. it now focuses on keywords and includes everyone’s public posts, Likes, photos, and
interests {including posts by brands), and makes them available to all users of Facebock, friends or not.
In 2018, Facebook reported that users were doing 2 billion searches a day of 2.5 frillion posts.

—
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Joey Flynn
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Tagging
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l fl Search Facebook

©* General Timeline and Tagging Settings

3 Security

Who can add things to my
timeline?

] Timeline and Tagging
@ Blocking
u Language

@ Notifications
[ Mobile
Followers

B8 Apps

[f3 Ads
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&3 Support Inbox
& videos

Who can see things on my
timeline?

News Feed
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Groups

Discover Groups

Pending Invites

INTERNATIONAL TRAV...
Invited by Michael J. Connolly Il
10 friends - 3,501 membet

@RS

+5

Your Favorite Motivation...
Invited by Akansha Gauta
104 friends - 9,575 members

VeIV

Your Favorite Quotes

Q Invited by Akansha Gautam
'

2020

Decline

Decline

Decline

UNWAO EUROPEIA
Fundo Europeu
de Desenvolvimento Regional

+ Create Group

Social Media Dominator
Invited by Akansha Gautam

131 friends - 3 0 members

e @.@ i Decline

+126

Quote Of The Day
Invited by Akansha Gautar
92 friends - 8,049 memb

?0i0

+87

Your Favorite Inspiration...

Invited by Ak Gauta
124 friends ,8: nembers
¢ 1 o6 JoLC ) e

+119
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Status Update

3 update Status  [] Add PhotosVideo Create Photo Album

1 I love playing in the snow! |
. \” e

Messenger

Reaction Buttons

P Monie! Tell s more atout you
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et
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Third Party Apps

s
L. Stephen
€3 Security and Login
ogged in with Facebook
[B Privacy 99
2] Timeline and Tagging
@ Blocking
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Show All v

https://www.youtube.com/watch?v=q3b94kFBah§8
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https://www.youtube.com/watch?v=q3b94kFBah8

Facebook Marketing Tools

Reactions Buttons

Brand Pages

News Feed Page Post Ads
Right-Hand Column Sidebar Ads
Facebook Life

Video Ads/Mobile Ads
Facebook Messenger

Facebook Exchange (FBX)

E-AGRO CSMPETE
2020




TABLE 7.2 BASIC FACEBOOK MARKETING TOOLS

MARKETING TOOL DESCRIPTION

Reactions Buttons Amplification. A feature that allows users to express
support (and as of 2016, other reactions as well) for
content on social sites to their friends and friends of
friends. The one tool that marketers cannot control.
Currently free.

Brand Pages Engagement and community building. Similar to a business
web page, but much more sodal by encouraging user
interaction and response; ongoing discussions ameng the
community of fans. Brand pages are currently free. Shops
tab for brand pages allows companies to feature products
and services for sale.

News Feed Page Post Ads Fan acquisition. Paid brand messages can be inserted into
the News Feed. Requires payment. Buy button can also be
embedded in Mews Feed Page Post Ads.

Right-Hand Column Sidebar Ads Fan acquisition. Display ads in the right-hand column
isidebar) similar to display ads elsewhere on the Web.
Requires payment.

Facebook Live Fan acquisition and engagement. Video streaming service

within Facebook. Cam be used to stream live content that
followers can interact with by commenting, liking, and
sharing. Video can be saved on a brand's page and
followers can continue to interact with it. Free.

Video Ads Fan acquisition and engagement. Video ads autoplay in
silent mode on both desktop and mobile News Feeds.

Requires payment.

Facebook Watch Fan acquisition and engagement. Pre-roll and mid-roll
video ads. Requires payment.

Mabile Ads Fan acquisition. Mobile News Feed Page Post Ads are
delivered to smartphones and tzblets. Requires payment.

A\ E-
fa_ ¥ o) E-AGRO Sponsored Messages/Broadcast Fan acquisition and engagement. Messages to customers
ﬂ.G‘EE'CL IUE’IE R Sy who had previously engaged with them via Messenger
chatbot o, in the case of small- and medium-sized
businesses, directly from the company. Requires payment.

Facebook Exchange (FEX) Facebook's real-time ad exchange, which sells ads and
Cafinsiciads pon retargets ads through online bidding. Advertisers place
\ PORTUGAL ) cookies on user browsers when they visit a site, and when
C SMPETE ” 20 2 O - :‘;‘:o‘: they return to Facebook, they are shown ads on the right
2020 'a

de Desenvoivmento Regonal side from the site they visited. Requires payment.

—
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Facebook Marketing Tools

Reaction Buttons

Brand Pages
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Facebook Marketing Tools

News Feed Page Post Ads

facebook search

Q Bryan Nagy Home
Like - Comment - 3 minutes ago near Southfield - 3 Becommended Fages S
FRIENDS .
Camping
Olivia Solomon and 15 other

[# Close Friends 20+ I d

@ Family 2 Mike Rizza likes Samsung Mobile USA. friends like this.

[2 Family) 17 RECENT POST £ ke
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i Notes The Galaxy $ Il is the ultimate sharing device... "LIKE" if H‘e‘;"é‘?g‘v'd Amadeus Castoe
Photos beaming content will feel like the future! — with Elias A. o Like %
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D Glassd = 4
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d G 2
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[3 Create Group...

MORE~
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&2 Like This Page

Facebook © 2012
English (US)  Privacy  Terms
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Facebook Marketing Tools

Video Ads Mobile Ads

10:36 AM ) °

News Feed

. Red Bull

RedBA ’

Keep, pedalling.
http://win.gs/1gazghb

v
Jasper's Markot

Introducing our new Meal to Door delivery service. Get
ftarm fresh, gourmet meals delivered straight to your
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Facebook Marketing Tools

Sponsored Messages

< Home (4) Qantas

focations are just some of the
attractions

Read article

Asia flights

Have you experienced the Northern
Territory? Now's the perfect time.

Hurry, NT Now on Sale

So much to do any time of the day.
But the best time to book is now.

Learn more

Send a Message

P
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Exchange

4l Facebook
gl EXChange

doubleclick

by Google
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Typical Facebook Marketing Campaign

* Establish Facebook brand page
* Use comment and feedback tools to develop fan comments
* Develop a community of users

* Encourage brand involvement through video, rich media,
contests

* Use display ads for other Facebook pages and social search
* Display Like button liberally

E-AGRO CSMPETE
2020




TABLE7.3 SELECTED FACEBOOK MARKETING CAMPAIGNS

COMPANY MARKETING CAMPAIGN

Lays Asked its Facebook followers to submit suggestions for new potato chip
flavors, offering a $1 million prize to the winner. Now an annual event.

Kla Created a racing video game, GT RIDE, to promote the release of the Kia
GT. The game allowed players to build their own racetracks and send
challenges to Facebook friends, all within a Facebook app. Users were
automatically entered into a sweepstakes to win a Kia GT.

Budweiser Buds for Buds campaign encouraged users in certain cities to buy a beer
for a Facebook friend’s birthday using a redeemable receipt.

Procter & Gamble Launched a video along with the Facebook hashtag #fLikeAGirl displaying
positive representations of “acting like a girl” to promote its Always
brand. The video was the most watched in company history.

Copyright =5 2019 Keaneth {. Laudon and Carol Guercio Traver
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TABLE 7.3 SELECTED FACEEOOK MARKETING CAMPAIGNS

COMPANY MARKETING CAMPAIGN

Lays Asked its Facebook followers to submit suggestions for new potato chip
flavors, offering a $1 million prize to the winner. Now an annual event.

Airbnb Targeted people who had previously viewed listings on Airbnb’s website

by dynamically serving Facebook ads featuring relevant properties in those
same locations. Reached over 235 million people in one month and tripled
Airbnb’s return on ad spending investment compared to a previous

campaign.

SunButter Used a series of Facebook video ads to target health-conscious users likely
to be interested in sunflower seed butter, increasing both brand awareness
and units sold.

Procter & Gamble Launched a video along with the Facebook hashtag #LikeAGirl displaying

positive representations of “acting like a girl” to promote its Always brand.
The video was the most watched in company history.

Copyright © 2020 Kenneth C. Lauden and Caral Guercio Traver
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Typical Facebook Marketing
Campaigns

 Lay’s Do Us a Flavor:
https://www.youtube.com/watch?v=RNdS1tIPsqY&frag
s=pl|%2Cwn

e Kia GT Ride:
https://www.youtube.com/watch?v=hlpllEjl-
M8&frags=pl%2Cwn

e Budweiser:
https://www.youtube.com/watch?v=g4J1H6PiQDM&fr
ags=pl%2Cwn

> - A [\ E-AGRO “, \” PORTUGAL
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https://www.youtube.com/watch?v=RNdS1tIPsqY&frags=pl,wn
https://www.youtube.com/watch?v=hIplIEj1-M8&frags=pl,wn
https://www.youtube.com/watch?v=g4J1H6PiQDM&frags=pl,wn

Typical Facebook Marketing
Campaigns

* SunButter:

https://www.youtube.com/watch?v=KXGCeNo
476g&frags=pl%2Cwn

 Procter & Gamble:

https://www.youtube.com/watch?v=XjJQBjW
YDTs&frags=pl%2Cwn

N A [\ E-AGRO “, \” PORTUGAL
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https://www.youtube.com/watch?v=KXGCeNo4Z6g&frags=pl,wn
https://www.youtube.com/watch?v=XjJQBjWYDTs&frags=pl,wn

Measuring Facebook Marketing
Results

* Basic metrics:
— Fan acquisition (impressions)
— Engagement (conversation rate)
— Amplification (reach)
— Community
— Brand strength/sales

* Facebook analytics tools
— Facebook Page Insights
— Social media management systems (HootSuite)
— Analytics providers (Google Analytics, Webtrends)

\ E-AGRO CSMPETE
2020




TABLE 7.4 MEASURING FACEEOOK MARKETING RESULTS

SO0CIAL MARKETING PROCESS MEASUREMENT

Fan acquisition (impressions) The number of people exposed to your Facebook
brand page posts and paid ads (impressions).

The percentage of those exposed who become
fans/followers.

The ratio of impressions to fansffollowers.

Engagement (conversation rate) The number of posts, comments, and responses.
The number of views of brand page content.
The number of Likes generated per visitor.

The number of users who responded to games,
contests, and coupons (participation).

The number of minutes on average that visitors
stay on your page (duration).

The rate of Likes per post or other content
(applause rate).

Amplification (reach) The percentage of Likes, shares, or posts to other
sites (the rate at whidh fans share your content).
Community The menthly interaction rate with your content

(i.e., the monthly total of posts, comments, and
actions on your Facebook brand page).

The average monthly on-site minutes for all fans/
followers.

The ratio of positive to negative commenits.

Brand Strength/Sales The percentage (or revenue) of your online sales
that is generated by Facebook links compared to
other platforms, such as e-mail, search engines,
and display ads.

The percentage of Facebook-sourced customer
purchases compared to other sources of

r{1 h E-AGRO customers (conversion ratio).

AGROCLUSTER N The conversion ratio for friends of fansifollowers.

Copyright © 2020 Kenneth C. Laudon and Carol Guercio Traver
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Twitter Marketing

e Real-time interaction with consumers
e Over 335 million active users worldwide

— Over 90% access Twitter from mobile device

 Basic features

— Tweets, retweets, followers, message (DM),
hashtag, mention, reply, links

— Moments tab, Timeline

E-AGRO CSMPETE
2020




TABLE 7.5 TWITTER FEATURES

FEATURE DESCRIPTION

Tweet 280-character text message. Messages can be private (to a single person or
one to one), public (to everyone, one to many), or to a group of followers.

Followers You can follow someone’s tweets and receive them as soon as they are made.
Others can follow your tweets.

Message (DM) A direct private message (DM) is like an e-mail that only you and the recipient

can read.
Hashtag Like a Twitter search engine, #<word> organizes the conversations on Twitter
#<word> around a specific topic. Click on a hashtag and you are taken to the search
results for that term.
Mention A public Tweet that indudes another user's name * @usemame.” You can dick

on menticns and link back to that person's profile. As a public tweet, your
followers will be alerted as well.

Moments tab Curated highlights of what is happening on Twitter at that moment.

Reply A public response to a tweet using the Reply button. Replies show up on your
timeline and that of the person you are responding to.

Timeline Your timeline is your home page on Twitter listing the tweets you have received
in chronological order, the most recent first. Clidk on a tweet in the timeline and
it expands to reveal videos and photos. Place your mouse over a tweet to reply,
retweet, or make it a favorite {which is passed to your followers).

Retweet Allows you to send along a tweet to all of your followers.

Links Twitter has a link-shortening feature that zllows you to paste in a URL of any
link and it will be automatically shortened.

Capyright © 2020 Eenneth © Lawdan and Carel GQuercio Traver
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Twitter Features

Tweets
0000 T-Mobile 2:23 PM @ 71 9 92% W)
é Q Search Twitter ¢t
Popular in Tech News Followers

Richard Branson & @richardbranson:7m
Applaud those business leaders who have
quit the President's advisory councils

blogs.ft.com/larry-summers/...
#readbyrichard

O 20 193 Q 296 &

FOLLOWING FOLLOWERS

704 3,616

Tweets Tweets & replies
ﬂm_. o G ore Followers on 1 !
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Twitter Features

Messages
eeeee TWTR 7T 9:15 AM 100% (-
< T-Mobile Help @ eoo
@TMobileHelp

Hey. | just heard about your sweet

improvements to T-Mobile One
and | want in! Will | save money?

3:48 PM v

You came to the right place! | have

your account up and we can take a

look right now to see what your
e best option is.

Alissa Fast & @ + 3:49 PM

So nice to put a face to the person

helping me! Thanks for making this

SO easy.
3:51PM v
@ BB Startanew message @)
\/
o Q 4 g 2
Home Explore Notifications Messages Me

/,3\ Q E-AGRO
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Hashtags

Trends for you - change

#RAF100
The RAF celebrates 100th anniversary

#TuesdayThoughts
@NWMChblog is Tweeting about this

#ThailandCaveRescue
237K Tweets

Thai Navy Seal
120K Tweets

All 12

All 12 boys and coach rescued from Thai cave

#lgniteB2B
1,850 Tweets

#WildBoars
4,934 Tweets

Science
159K Tweets

George Clooney
George Clooney injured in motorcycle accident
in ltaly

#NationalPinaColadaDay
1,870 Tweets
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entions Twitter Features

@00 (< an

O @ Feed Il Dashboard 28 Influencer

Moments Tab

Nasa Q Rec o8B6 O
59,308 mentions
. @ Notiicatons Plvssages
MENTIONS Twitter s
& Inbox
B @elliotpuzenat
©® Unread 32 % Elliot Puzenat
This distant, Neptune-sized world has an un-
M Priority Neptune-like atmosphere composed almost
% Favorites
@chanel
® Social Messages T, crane
Wake up early to see the 200th @Space_S R - S 1
More... . #spacewalk! Coverage at 6:30am ET Moments Create aMoment
Christina Thiry
il e P —
TAGS Yellow haired female. Likes waffles and Summer Adventures ol laii
@ ven.( f books. Marketing. v ina Thiry - L L ool et
= Els 3 this summer!
TASKS '0 Stephen Davidson 0 e aen 201 Your Tweetactivty
ACTIVITY Supermassive black holes generally stay put o T T A Foprsioce |

in their galaxies. But we hunted down one that

Space X @vogue oh
35,903 mentions @6 Vogue Magazine ‘

@Mention @Statusbrew May 10, 1969:

@NASA Apollo 10 transmit the first color
@stripe 22¢
G. P —

@274
o R W
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Twitter Features

Reply

0

9

Erin Jo Richey

@erinjo

| appreciate companies that let me export my files when the
company goes away, but putting them in 100 separate files to be
downloaded? Eesh - 27 Jur

Barmaby Walters
@BarnabyWalters

@erinjo which company is that? I’'m doing some research on the
UX of data export at the mo and they sound like a g...
waterpigs.co.uk/notes/4Qj7rJ/ - 27 Jur

Erin Jo Richey
@erinjo

@BarnabyWalters Snapjoy, acquired by
Dropbox so product is being shut down. File
export looks like this, goes to 100:
d.pr/i/kMJb

11:56 PM- 27 Jun 13

AGROCLUSTER T~
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Timeline

915 AM
Home

. Jaco J. Biamjacoj - 1h
| Snow days are the best days ¥

Becca @CleverWordplayr - 1d bd
Who said you couldn't watch wrestling and
do a crossword simultaneously?
Os W2 Os &4
‘Guarav Krishnan @krishnanguarav - 4h

On a scale from 1-10 how impressive is
this sunsat?

+
+
Home shows you top Tweets first
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+
Home shows you top Tweets first

See latest Tweets instead
You'll be switched back Home 4
you've been away for a while.

View content preferences

Cancel

Harold @h_wang88 - 5
#nofiiter found my one tru luv

11 Becca eeted
Jasi @k9lover85 - 32m
The tube was 000 packed today &

o T (v &

Jess @CupcakesRDBest - 1h

New cupcake recipe on its wa s 8¢ L.

You're seeing latest Tweets as they happen
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Twitter Features

Retweet

Lifewire
L Follow v
@lifewire

Worried about this #Facebook #Hoax that's
going around? No need to worry, just know
how to protect your account.
ow.ly/mJt830manfp #security

#FacebookHack #recovery Links
5:27 PM 8
Q 7 = Q &

hitp:/ ‘mrm555/Scandal-of-Barack-Hussein-
Obama.AVl.scr :(

u ObamaH007 Scandal of Barack Hussein Obama !
chouaibio http: —1 chouaibio/call.free.exe Spoke to
all the countries of the world for free with this program fantastic
chouaibio http: houaibio/obamasex.jpg.scr
Celebrity scandals of obama and your family

YOOY32 Version of the original program RealPlayer11 Download
http:/ RealPlayeru/RealPlayer.11.exe
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Twitter Marketing Tools

Promoted Tweets
Promoted Trends
Promoted Accounts
Enhanced Profile Page
Amplify

Promoted Video
Television Ad Retargeting
Lead Generation Cards
Mobile Ads

E-AGRO CSMPETE
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TABLE 7.6 TWITTER MARKETING TOOLS

TWITTER
MARKETING TOOLS

DESCRIPTION

Promoted Tweets

Promaoted Trends

Promoted Accounts

Amplify
Promaoted Video
Twitter Card

Mobile Ads

é E AGRUCLUSTE R
MBATINOF

Advertisers pay to have their tweets appear in users’ search results and
timelines. The tweets appear as “promoted,” and the pricing is on a
per-click basis, based on an auction run on the Twitter ad platform.
Promoted Tweets can be both keyword- and geo-targeted and can
include images as well as links {cards) to websites and apps. An “ad
carowsel” allows up to 12 ads to be shown in a single space, enabling
users to swipe through the Promoted Tweets.

Advertisers pay to move their hashtags (# symbol used to mark keywords
in a tweet) to the top of Twitter's Trends List. Otherwise, hashtags are
found by the Twitter search engine, and only those that are organically
popular make it to the Trends List.

Advertisers pay to have their branded account suggested to users likely
to be interested in the account in the*Who to Follow™ list, Twitter's

account recommendation engine, available on the Twitter home page.
Promoted Accounts can be specifically targeted and are priced on a
cost-per-follower basis.

A real-time digital dashboard connecting television commercials and
tweet activity.

Advertisers can distribute videos on the Twitter platform and use
Promoted Videos to link directly to app installlations.

Promotional offers that appear in users’ Twitter timeline of messages
with a coupon or other offer. Used for lead generation.

All of the above formats delivered on mobile devices, as well as mobile
app install and app engagement ads.
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What’s happening?

Neww! &dd a location to your tweets. Turn it on - No thanks Tweet
Latest: @Carrie_Morris | thought EVERYONE had a private jet ;) 1 day ago

Real-time results for coffee © Save this search

45 more tweets since you started searching.

Starbucks Another day in the cupping room ... Our coffee quality
team tastes thousands of cups a year to ensure guality.
hitp:#Afrog.com/2gbhey

6:01 PM Apr Sth via Tweetie from Industrial District East, Seattle 9

Promoted by Starbucks Coffee 3100+ Retweets

coffee shops? Because they put a tiny bit of coffee to make you
huy that "extra" shot?

half & minute ago from wekh

@ SABANACAFE Do you have to add extra shots to a capp in some

Vi siroizekkyou @coffee1983 BP-F 55 5

less than a minute ago from P3:PeraPeraPryv

o ktriim @ThePISTOL hey, GOOD MORNING. Having coffee and
1 thinking of you! In a very non creepy way. Just sayin. Reply please!

]

less than & minute ago from Echofon

GennyTron @Bo_regard lol r those the gualifications? she's 16.
coffee n knittin? shes gonna make a good grandma too.
less than a minute ago from web

SteveKuncewicz @NeilTague - Thanks for making the time for

_ coffee....
less than a minute ago from TweetDeck

als\ E-AGRO
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Home Profile Find People Settings Help Sign out

#5020

LindseyE525
75 tweets

56 40 3

following followers listed

Chirp Live
». alive stream from Chirp
powered by Justinty.

Home

@LindseyEAS25

Direct Messages 5
Favorites

Retweets

| coffee | Q l

Lists -

Lists are timelines you build
yourself, consisting of friends,
family, co-workers, sports teams, you
name it.

Mew list

Trending Topics @
#kushandorangejuice
#FNowPlaying

#lifeisgoodwhen
#TheresNothingLike

#TLS

#iDoit2
#goodbyehumanoidcity

Glee

UNUAO EUROPEA

Fundo Europeu
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P rom Ote d Tre N d S Trends for you - change

#PerfectingThedJourney
Back to where it all began.
Promoted by TUMI

#RentLive
18.4K Tweets

Bryce Harper
7,782 Tweets

Roger Stone
182K Tweets

#TuesdayThoughts
68.6K Tweets

#TuesdayMotivation
38K Tweets

#TuesdayMorning
11.3K Tweets

#stateoftheuniontypos
#MyFakelDSays
#beon9

Cofinanciado por:
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Promoted Accounts

Launch a campaign with Twitter Ads

Robert M Kilonzo @robertilonzo m
15 Your text goes here. Tell users why

they should follow your account.

Promoted by Robert M Kilonzo +9
P

Gain more followers - Learn more

Pay only when you add a follower via your Promoted Account

) @—

Cofinanciado por:
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Enhanced Profile Pages

Volkswagen USA @ Folowing B 8

VW 4,490
8 4] ,"nH."'»lrl‘\"'nv.\ '. ,"4 rer axc ount :;'."“\." | ¢ wirnt ur
VW? Tweer =VIWCares for assisrance, Oue social media house ruldes 3,413
# 59,648
#DogStrikesBack

Tweet to Volkswagen USA Tweets

@ Volkswagen USA Y
I just Voted for ©VW =DogSrrikesBack commercial, Vote here:

OmAve adscrimmage.twitter.com/#/DogSrikesB

b 2 r . EA-DDE
& Reply T3 Retwest W Favorite

@ Volkswagen USA
The "VW8Beetle TDI debuts today at = Cr ow, Take a look at

bmAue the car and tell us what you think: vwoa.u

zZwX\ Volkswaaen USA
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Amplify

TWITTER AMPLIFY

ADVERTISER CATEGORIES

. Selects content categories m Ads are served across

and audiences to target m m publishers’ organic videos

3 e
‘ ' - m m -

OPEN (BETA)

ADVERTISER PUBLISHER

W
Enters sponsorship deal Content is tweeted and
with select publisher promoted with ads @

; ® >
ety e e

3
O
<
=
2
P
tli
=
O
-
w
>
O
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Promoted Video

sl Fifty Shades of Grey

SHADES

R Mr. Grey will see you Friday. Tlckets unvrs.al/FSTix #FiftyShades

. Fifty Shades of Grey

Fifty Shades of Grey - Valentine's Day

Cofinanciado por
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o
AGROCLUSTER

TV Ad Retargeting

TV x Twitter
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Lead Generation Card

The Barista Bar « baristabar 7 Jun
Join our weekly newsletter here cards.twitter.com/cards/55w3kv/11
[ Hide promotion 4 Reply t3 Retweet  Favorite = Buffer <+ More

Join the Coffee Club for daily deals

THE BABISTA

Join The Clubl

Share your name and emall address with The Barista Bar

Cofinanciado por:
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obile Ads

& N\
/ °
|¢ °
_,/ e \\ Cartier ¥ 12:00 PM -
( <)
| X Compose Tweet
l Caeriee ¥ 12:00 PM - .
J We love Friday! So to celebrate the impending
| z H Lot * king 25% off all towels and
Campaign : viee re knocking 25
l < P tops - code: WEEKEND,
®*
<
1 "Get Ready for Summer” Promo 4
! ° " $200 Dady /
{
Auto Bd Jan 26 - Continvous /

Spend $14581
Cost Per Click $081
Chck They Rate 2.70%
Impressions 8184 B W 27 Tweet
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Typical Twitter Marketing Campaign

Follow others relevant to your content and
conversation

Experiment with simple Promoted Tweets

For larger budgets, use Promoted Trends and
TV ad retargeting

For retail business local sales, build Lead
Generation Card

SAGRO CSMPETE
2020




TABLE 7.7 SELECTED TWITTER MARKETING CAMPAIGNS

COMPANY MARKETING CAMPAIGN

Lowe’s Fix in Six campaign used animated six-second videos displaying quick home
improvement tips.
Samsung Samsung Galaxy users could recharge their phones by tweeting #PowerOn at

SXSW festival, which would prompt a Samsung bike messenger to deliver a new
battery to that location.

NFL Promoted live streaming of NFL games on Verizon devices using the #FOMOF
campaign (Fear of Missing Out on Football).

Netflix Used the hashtag #BeLikeDerek to promote its new show, Derek.

Bravo Used a Twitter social voting campaign on its Top Chef cooking show to

determine the final competitor in the show’s finale in its tenth season.

Copyright = 2019 Kenneth £ Laodon and Carol Guercio Traver
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TABLE 7.7 SELECTED TWITTER MARKETING CAMPAIGNS

COMPANY MARKETING CAMPAIGN

Domino's Pizza  Allows users to order from Domino's by tweeting an emaji of a pizza or the
#easyorder. Domino's Twitter chatbot then routes the order to the appropriate
location and asks additional questions if necessary.

Lowe's Fix in 5ix campaign used animated six-second videos displaying quick home
improvement tips.
Samsung Samsung Galaxy users could recharge their phones by tweeting #PowerOn at

SXSW festival, which would prompt a 5amsung bike messenger to deliver a new
battery to that location.

NFL Promoted live streaming of MFL games on Verizon devices using the #FOMOF
campaign {Fear of Missing Qut on Football).

UNTUCK]t Season-specific as well as "evergreen” photo ad campaigns for retail company
that sell shirts designed to be wom untucked. Ads induded 2 website tag that
allows UNTUCKit to track site visits and conversion and also to retarget site
visitors. Built brand awareness and increased online retail sales.

Capyright 2 2020 Kanneth . Laudan and Sarel Suergio Traver
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Typical Twitter Marketing Campaign

e Lowe’s:
https://www.youtube.com/watch?v=N3bFr97PI6
M&frags=pl%2Cwn

* Verizon / NFL:
https://www.youtube.com/watch?v=mQY7vaorX
Ns&frags=pl%2Cwn

* Bravo:
https://www.youtube.com/watch?v=inFMioZxGy
w&frags=pl%2Cwn

‘:“ _,f [»\ RO <om.:\..(1‘-,‘-.-,,
c‘é%; - CSMPETE PORTUGAL
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https://www.youtube.com/watch?v=N3bFr97PI6M&frags=pl,wn
https://www.youtube.com/watch?v=mOY7vaorXNs&frags=pl,wn
https://www.youtube.com/watch?v=inFMioZxGyw&frags=pl,wn

Typical Twitter Marketing Campaign

e Domino’s:
nttps://www.youtube.com/watch?v=NtdLsJsO
orU&frags=pl%2Cwn

e UNTUCKIt:
https://www.youtube.com/watch?v=kXoKxFA

20bw&frags=pl%2Cwn

N A [\ E-AGRO “, \” PORTUGAL
AGROCLUSTER - Mp%go ¥2020 -


https://www.youtube.com/watch?v=NtdLsJsObrU&frags=pl,wn
https://www.youtube.com/watch?v=kXoKxFA2obw&frags=pl,wn

Netflix: #BeLikeDerek

SOMETIMES BECAUSE I FEEL SORRY
FOR PEOPLE THAT AREN'T AS HAPPY.

"I don't think it matters if there is a god or not.
I've met people who believe in God that are good
and that are bad.

And I ve met people who don't believe in God thatare good
and that are bad.

So just be good. I'm good Fa
Not cos | think I'll go to heaven
but because when | do something bad,

Ifeelbad. T
And when | do something good, | feel good."

#KindnesslsMagic

Cofinanciado por
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Measuring Twitter Marketing Results

* Similar to Facebook results
— Fan acquisition, engagement, amplification,
community, brand strength/sales
* Analytics tools
— Twitter s real-time dashboard

— Twitter’ s Timeline activity and Followers
dashboards

— Third-party tools

» TweetDeck, Twitalyzer, BackTweets

E-AGRO CSMPETE
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TABLE 7.8 MEASURING TWITTER MARKETING RESULTS

SOCIAL MEASUREMENT
MARKETING
PROCESS

Fan acquisition The number of people exposed to your Promoted Tweets, Promoted Trends, etc.
{impressions) (impressions).
The number of followers and monthly growth.

Engagement The number of comments, responses to, and retweets of your tweets.
{conversation The number of views of brand page content.
rate) The number of users that responded to games, contests, and coupons
(participation).
The number of minutes on average that followers stay on your page (duration).
Amplification The rate at which fans retweet or otherwise share your tweets.
{reach)
Community The monthly interaction rate (i.e., the monthly total of comments and responses

to, and retweets of, your content).
The average monthly onsite minutes for all followers.
The ratio of positive to negative tweets.
Brand Strength/ The number of leads generated (people who sign up for news or content).
Sales Visitor/lead rate: the number of visitors that become leads to compare
campaigns.
The percentage (or revenue) of your online sales generated by Twitter links
compared to other platforms, such as e-mail, search engines, and display ads.

The percentage of Twitter-sourced customer purchases compared to other
sources of customers (conversion ratio).
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Twitter for Business

1. How have American Express, Morton’s Steakhouse, and Burberry’s
used Twitter?

American Express let users turn tweets into savings on various
types of products, such as HDTVs and smartphones, as well as
exclusive tickets to various travel destinations.

Morton’s Steakhouse responded to a tweet from customer jokingly
asking for steak to be delivered to him at an airport by actually
delivering one to him:

https://www.youtube.com/watch?v=ULxjLcMAGZs&frags=pl%2Cwn

Burberry went backstage at a fashion show with a “Tweet Walk”

7 ™ e
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https://www.youtube.com/watch?v=ULxjLcMAGZs&frags=pl,wn

Twitter for Business

3. What are some Twitter features and products that
businesses can use that are noted in the video?

e Businesses can quickly help customers who tweet
qguestions by responding with @ replies

e create short videos giving a behind-the-scenes look at
the business by using Vine;

* use retweets to create promotions that attract new
business.

 More advanced tools include Promoted Tweets to
reach new customers and Promoted Accounts to grow
the company’s follower base.

E-AGRO CSMPETE
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Pinterest Marketing

One of the fastest-growing and largest image-sharing sites

Enables users to talk about brands using pictures rather than
words

Features include:

— Pins and re-pins to boards
— Share

— Follow

— Contributors

— Links to URLS

— Price displays

E-AGRO CSMPETE
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TABLE 7.9 PINTEREST FEATURES

FEATURE DESCRIPTION
Pins Used to post a photo to a Pinterest board.
Board An online soapbook where photos are organized by the user.
Repins The ability to pin the photos of other users to your own boards and to
share with your friends.
Hashtags and keywords Use hashtags in the desaiption of pins, e.g., #cars, #sports cars. Use
keywords people are likely to use when searching for specific content.
Share Share pinned photos with friends on Facebook, Twitter, and e-mail
Image Howver & widget you can add to your browser. When your mouse hovers owver
an online image, the Pin It button pops up and you can pin the photo
automatically to your Pinterest boards.
Embed Allowes you to automatically embed pinned photos into your website
or blog.
Me+ Contributors Allowes followers to contribute to your boards.
Follow Users can choose to follow other pinners and boards and receive
e-mail updates.
Number of Pins and A count of the number of pins and the number of followers visible at
Followers the top of the brand page.
Link to URL; Link to Click on the URL of the company who pinned a photo; dick on a link
pinner to the person who pinned a photo.
Price display Hower over a product and price and other information displays.
Integration with Login from Facebook, Twitter, and other sodal sites. Your personal
Facebook and Twitter profile (but not your photo) information from Facebook comes over o
Pinterest; your pins go onto your Facebook Timeline. Twitter and
Pinterest profile pages are also integrated.
/ [\ Pin It browser button Browsers' red Pin It button. Users drag the button onto their browser
fals) E-AGRO (bockmarklet) screen, allowing them to instantly pin photos they see on the Web.
AGROCLUSTER N
S Apps Smartphone and tablet apps that allow users to pin photos, browse
pins and boards, get ideas while shopping, and display pins.
Pinterest widget Pin It button that makes it easy for people to pin images from your
Cofinanciado por: SitE.‘_
S PORTUGAL N— Pinterest Lens Visual search app that allows users to point their smartphone camera
C MPEEEO “Jzozo - Fondo Ewooms at an item, then tap to see related images or ideas.
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Style Edition

_— Article from
BAZAM Harper's BAZAAR

Peruse the best white-on-white fashion
inspiration, straight from the style set.

€©  secal 632 boards

Read it

)

AGROCLUSTER

RIEATEND FOETLC

/als\ E-AGRO

632 boards

. ﬂ Morgan Keys saved it

T [ -

Summer Style

0 Xiang liked it

| love this so much!
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Board

A Mama Tale | Mama, Wife, Teacher, Blogger Unfollow

MILK KEFIR

START YOUR

s o bhaa
R

Suummov
‘s "sé AR

?ummer Suppers Unfollow ngf:her Mommy Blo... Unfollon qu Plogs -SHAREY... m Prgschool at Home

iLOVE: ' '
¢ S&Mttull = 3 |8 =] ¢ R How TO MAKE

SSOO $3,000

| ] 2 3 "]

(222222222

i

Advice for the Desper... [T, Beachy Classroom Unfollow Best of Blogland Best Blog Posts {Grou...
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Repins
=  Publisher B vo- (3 2- +- o0- -

@ Q | BSearch for nnything! Expoct & Showing 1 to 50 of 3,258 Pins
/ﬁ\ | ByCategory Y* ByBoard Y*  From My Website Y * 011222017 .- 02222018
g Filter by Date Pinned:
NEWI
Date

A A

<

Board Pin Repins ¥ Comments Pinned  Action

l L Re-Schedule this Pin |

~little red window 1

| 02/14/2017
crofts & diy- (diy & 0 4:45 pm ¥ Add to Tribes
crofis) ‘ 1 '

WM
e

9 Find Simitar Content

Iitieredwindow.com 4 &

7/ R

. oL : 1
| & Ro-Schodule this Pin |

x.()@@g*gagmg

"Crafts & DIY Project ' a7 0 0512502017
Ideas” (diy & crafts) 4:41 pm 28 Add to Tribes

Q Find Simiar Content

A, ©

littteredwindow.com & &
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Hashtags and Keywords

Choose board
LMNANVUCY ZU 1D

Q, Search

+ HISTORY OF CHANGES BY YEAR Top choices

% Bloggers Monthly Income .. .42

m Digital Marketing || Online ...a

doing It all the time. Learn how - * Diabetes - Low Carb R..2: >
Pinterest changes affected the —
ways marketers use it to drive
traffic with SEO over years and All boards
what are the most recent update
you should care abou a5 I % A-Z Save More, Spend ... &
E = 3 e -
#marketing 473011 pins
#marketingtips 21267 pins - * Diabetes - Low Carb R..ax 2
T
#markers 12792 pins
#marketingonline 10665 pins
#marketingconsultant 1417 pins o Create board
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@

Invite friends to Pinterest >

The most amazing and Havorful
breakfast pizza you'll ever have!
Recipe from @Rachel {(Baked by
Rachel)

J oy 2 Oy A
a Breakfast Breakihroughs

AGROCLUSTER
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Facibeni Fotografia

2 ,’i“}'ij
- 4

;
-
g -

n, f A

J g -/~ ”

! ¥ ':*

IS

- Ly " S
- ] : f

o » A ‘
Classic + Rustic Spanish Villa - \, L l
Wedding: Colleen + Chris i 4

Photography: Clary Pleitfer
Photography -
www.claryphoto.com Haad More

Vintage lable cake daplay

By Groea Wedding .
t wedding cake + awsets

www. stylemepretty...

o £
Weldings & Partien

[0 INC PO TOGAMIY
15 10 PLACE HERAD,
HEART AND VL
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lmage Hover

Search Results  Featured  Popular Recommended  Favorites Keyword v | iQuery Pin It Button For Images
4 4 L

JQuery Pin It Button For ——#  |nstail Now

Images
More Details

Highlights images on hover and adds a
Pinterest "Pin It" button over them for
easy pinning.

By Marcin Skrzypiec

(56) Last Updated: 22 hours ago

20,000+ Active Installs Untested with your version of WordPress
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Preview

a Dominique J.
Got Mames?

Copy the code

Copy and paste this code into your page where you want your button or widget to agffear:

<a data-pin-do="embedBoard™ href="http://www.pinterest.com/djthewriter/got-
menes/">Follow Dominique J.°z board Got Memesz? on Pinterest.</a>

<!-- Pleaze call pinit.jsz only once per page -->

<zcript type="text/javascript™ azync defer
src="//assets.pinterest.con/js/pinit. 35" ></script>
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Number of Pins and Followers

ﬂ Elna Cain | Entrepreneur, freelance writer + momt...  Eedtprofie £t~

Entrepreneur, freelance writer + mom to twins. | blog at
TwinsMommy.com and ElnaCain.com. FREE course at
http://elnacain.com/get-paid-write-online/

84
Boards Pins Likes Following
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Link to URL; Link to Pinner

Edit Pin X
Board Join this #Pinterest Board| Story des Pinteé.x
Description "Hin Your Way 10 More Followers With 15 Lo

P

— A
W

."$ |

Source http-//moreinmedia com/pin-more-followers-15-tip Rt L ;,‘,_h‘.

‘ Delete Pin Cancel Save Changes

Sweel Tips" #PinterestforBusiness "As | work

with clients who are new 1o adding Pinterest v
in their marketinn nlan the mnst challenning
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Integrating with Facebook

facebook Search for people, places and things Q

&) App Center

Al Web = Mobile

Games =
Entertainment ‘ “
Facebook —
@ Lifestyle Pinterest
Music 1. 8.2.8.8.
News
Photos & Video Lifestyle Tim Brand, Alex Zmushka and 420 other friends use this
Sports Pinterest lets you organize and share all the beautiful things you find on the web. People use

pinboards to plan their weddings, decorate their homes, and organize their favorite recipes.

Travel & Local
Best of all, you can browse pinboards created by other people. Browsing pinboards is a fun way to

Utilities discover new things and get inspiration from people who share your interests.

Requests m
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Pin it browser button

erest "Pin " Button
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App

AGROCLUSTER

RIMATEND SO T
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Spring - Go
Shopping

#2020

® ®
@
eccee T 8:08 AM 100% - 8:08 AM 100% -
App Store
Spring - Go Shopping
Spring NYC

®
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o Widget

Afier a lon) day of running arway from grant boulders, | love 1O browse . Tt Saraey
Pirderest 10 wind down

owhwluo cA <y 7 N sAe

ASS 8 Pirteces! Wdpet 10 your alte’

1 Capy T 0008 Deow
T Pt T el ernaw pOu st T w30 30 e Laar mare

« 8 OND O Qi " @ OT N
Mrwd s TN s o tarm! QO e " Cila O

B N A Sl B
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Pinterest Marketing Tools

Rich Pins, Promoted Pins, Cinematic Pins
Buyable Pins/Shop Our Picks

Promoted Video

Add Pin It and Follow buttons

Pin as display ad

Theme-based (lifestyle) boards

Brand pages

URL link to stores

Integration with other social sites
Network with users, followers, others
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TABLE 7.10 PINTEREST MARKETING TOOLS

MARKETING TOOL

DESCRIPTION

Rich Pins

Promoted Fins

Cinematic Pins

Buyable Pins/Shop the Look
Pins

Promoted Video

Add Pin It or Follow button to
your website (Pinterest
widget)

Pin as display ad

Brand page

Create theme-based boards to
reflect your brand messaqging

URL Link to stores

Integration with other social
sites

Metwork with users, followers,
and others

Search advertising

Rich Pins enable advertisers to include extra information directly
on the pin itself. There are six types of Rich Pin: Product, App, Place,
Article, Movie, and Recipe. Product Pins include real-time pricing,
availability, and link to where the item can be purchased. App Pins
include an install button that allows a user to download an app
without leaving Pinterest. Place Pins include a map, address, and
phone number. Article Pins indude a headline, author, and story
description.

A way to promote pins to a targeted audience, and pay for click-
through to your website.

A made-for-mobile ad format that displays a short animation when
the user scrolls down through the ad; only plays a full-length
wversion when the user clicks on the ad, providing more user control
over the experience.

Merchants can create Buyable Pins that allow users to purchase
product featured in pin without leaving Pinterest. Shop the Look
Pins have white dots that identify different parts of a “look™ that,
when tapped on, enable a user to shop for 2ach item shown.

Uses Pinterest’s new native video ad player to allow marketers to
run video ads.

Makes it easy for visitors to pin photos from your website, and be
notified when you post new photos to your site.

Pinned photo acts as a display ad by directing users back to a
firm's website.

Allows companies to create a corporate brand page. In the past,
Pinterest did not distinguish between & personal page and a
corporate brand page.

Pinterast recommends that business boards not be strictly sales-
oriented, but lifestyle-oriented instead.

Makes it easier for consumers to dick through links on brand
pages and product pins so they can reliably purchase what they
see. The goal is to integrate photos of inventory with Pinterest to
make items more easily tracked. What this means is retailers can
see a definite link between & sale and a photo they pinned.
Currently, after thousands of repins, dicking on the URL sometimes
leads to & broken link.

Ask your Facebook fans and Twitter followers to pin photos of your
products and tag you. Repin these photos to your brand page on
Pinterest. Give a shout-out to your loyal users and fans to show
potential customers how much current users like using your
product.

As with Facebook and Twitter, comment, mention, and
communicate with others using Pinterest. Participate in the
community and you will become better known, and leam mare
ahout potential customers and what they believe and to what they
aspire.

Ad campaigns based on keyword, product catalogs, and visual search.

Caopyright © 2020 Kenneth C. Laudon and Carel Guercio Traver
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Promoted Pins

@ Q, throw pillow| X l All Pins

LiVing e m m
B 5 ) 7 TN X

T 1 1

YvYeyY

.

AR "'4('3(3')'

'|= 'l! l': ‘ 2 Ashley Home'zsior .

’ Yom: bedroomis a plaqe to French
unwind. Create a relaxing Country

charm

retreat...
coctu, dser, i —
Al Ashley HomeStore

JCPenney

2 JCPenney

; Come home to a classic, ca-
DIY modern pom pom pillow - ® Urban Outfitters sual bedroom with the

. . french...
Marisa Tipped Faux Fur
Promoted by
JCPennev
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Cinematic Pins
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Buyable Pins

_ $159
R ” %u “’n { Rachel Roy Collarless

Denim
Tweed Blazer

M?_n |
| { AT - &w»

Buyable Pins more

$159 S208

Rachel Roy Collarless Packable Rainmwear Nooded
Tweed Blazer Rain Jacket Jacket
~ | ] )

* Sold by X
\ Macy's Visit

The vibe is cool and modern when you
slip on this tweed crop blazer from
RACHEL Rachel Roy, finished with a
chic contrast-printed hem.
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Shop the Look Pins

eeeee T 8:08 AM 100%

S Shop the look
from ShopStyle

==

Exact match

$59.99 In stock $100.99 In stock
WILLIAM RAST WILLIAM RAST
S From ShopStyle Cotton Tiered Embellished
Plaid Dress Baseball Jacket
Visit
More like this

Cofinanciado por:

/ h E-AGRO C¢>\MPETE ‘JPOR’TUGAL
a

i 2020

2020

$34.43 Ins!

Seven Dig
Kris Com

UNWAD EUROPEIA

Fundo Europeu
de Desenvolvimento Regional

131



Promoted Video

More from bareMinerals

i

BAREPRO BEA
FAVQ

$24
Bare Esce
bar ner

Prime Tim
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Search

Whole Foods
Market

10351 tosowers, 1101 folowing

Follow All

These are just a few of the things
we love and we love to share
them with you

ctim TX

& » N

Whole Foods pinned A
healthier take on ... to Winter
Entertainment

Whole Foods pinned You
abways need to .. o Winter
Entertainment

Whele Foods pinned A modern
twist on ... to Winter

Brand Pages

Pinterest Add +

25 Boards - 525 Pins - 1 Likes

About ~ g dreamgrow.com ~

A bealhier take on a game day
classic... Lents Chis

Winter
Entertainment 1
blog.wholefoodsmarket.con

Heather Davis This recipe is
e Gelcious! Imake o pot and eat

ol week

Jasmine Maleknia fve mace
this same recipe before’ t's 50
00"

You ahways nead to serve at least |
thing from a casserole dish._ Brocceh
Cheese Dip

Winter

Entertainment
biog.wholefoodsmarket.con

This one makes us drool . Chipotie
Mushroom and Goat Cheese Queso

Winter
Entertainment 1
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Winter
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VWinter
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Search Advertising

@ C} kitchen remodel ideas ®  AllPins W Home® |

On A Budget Before And After Cantemporary Farmhouse Style

A Waytair.com

Verona Home Design Singe
Barm Door Hardware Finish:
Matte...

™3 Promoted by
2 Waylair.cam

=

28 Insanely Easy And Claver Favarite Things Friday Stainles
DY Projects Ihesleling

e
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Typical Pinterest Marketing Campaign

Create Pinterest brand page and multiple
lifestyle-themed boards

— Improve quality of photos, use URL links and keywords

Utilize Pinterest Rich Pins and/or Product pins,
Pin It buttons

ntegrate with Facebook and Twitter

~ollow and interact with other pinners and
poards

Measuring Pinterest Marketing Results
— Same dimensions as Facebook, Twitter

E-AGRO CSMPETE
2020




TABLE 7.11 SELECTED PINTEREST MARKETING CAMPAIGNS

COMPANY CAMPAIGN

Honda Provided five influential pinners 3500 apiece to take a “#Pintermission” from
Pinterest and do activities that they had pinned about. The campaign promoted
the Honda CR-V and its *seize the day” image.

Mastercard Launched #AcceptanceMatters hashtag to promote tolerance and acceptance of
people, while also drawing attention to its widely accepted credit cand.

Nordstrom Used in-store signage depicting products with the most engagement on
Pinterest. Has more followers on Pinterest than on Facebook or Twitter.

Blue Apron Subsaiption-based food delivery service pins its most popular recipes to different
boards. High-quality, compelling photography helps drive engagement.

UNIQLO Clothing retailer used dozens of accounts to pin graphics in a five-column
arrangement on its Pinterest page, allowing users to scroll down and animate
the images.

Capyright © 2020 Kenneth & Lawdan and Garel Guercio Traver

Cofinanciado por:

/a h E-AGRO D mmw
‘;%% ¥ CoMPEoz0 M2020 =




Typical Pinterest Marketing Campaign

Honda #Pintermission:
https://www.youtube.com/watch?v=eloAPdsn3IM&fra
gs=pl%2Cwn

Nordstrom:
https://www.youtube.com/watch?v=Kz6HpaljofU&frag
s=pl|%2Cwn

Mastercard:

https://www.youtube.com/watch?v=zZ7y w2t4HQ&fr
ags=pl%2Cwn

UNIQLO: https://www.youtube.com/watch?v=e5FM-
VcE7UA&frags=pl%2Cwn
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https://www.youtube.com/watch?v=eloAPdsn3IM&frags=pl,wn
https://www.youtube.com/watch?v=Kz6HpaLjofU&frags=pl,wn
https://www.youtube.com/watch?v=zZ7y_w2t4HQ&frags=pl,wn
https://www.youtube.com/watch?v=e5FM-VcE7UA&frags=pl,wn

TABLE 7.12 MEASURING PINTEREST MARKETING RESULTS

SOCIAL MARKETING MEASUREMENT
PROCESS

Fan acquisition (impressions)  The number of people exposed to your pins.
The number of followers and the rate of growth.
The number of people that have pinned your product photos.
The percentage of those exposed to your pins who also pin them

to their own or other boards.
Engagement (conversation The number of posts, comments, and responses to your brand or
rate) pins on Pinterest.

The number of users who are responding to games, contests, and
coupons (participation).

The number of minutes on average fans stay on your brand or
product pages (duration).

The rate of pins per post or other content {applause rate).

Amplification The rate at which fans share your pinned photos by sharing or
repinning to their own or others’ boards.

Community The menthly interaction rate with your content (ie., the monthly
total of pins, comments, and actions on your Pinterest brand page).
The average monthly onsite minutes for all fans.
The ratio of positive to negative comments.

Brand Strength/Sales The percentage of your online sales that are generated by Pinterest

links {referrals) compared to other platforms, such as e-mail, search
engines, and display ads.

The percentage of Pinterest-sourced customer purchases,
/Q h E-AGRO compared to other sources of customers (conversion ratio).
AGROCLUSTER N The conversion ratio for users receiving repinned photos (friends of
followers).

—
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Pinterest Users Engage with Sephora

Sephora Case study:
https://www.youtube.com/watch?v=gFfB5UdRmmw&frags=pl%2Cwn

Video Case:
https://www.youtube.com/watch?v=3fwhB6KKkijtg

® $

SEPHORA
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https://www.youtube.com/watch?v=qFfB5UdRmmw&frags=pl,wn
https://www.youtube.com/watch?v=3fwhB6Kkjtg

Pinterest Users Engage with Sephora

Sephora
— Global brand: 430 stores in North America; 33 countries

— From: 10,000 users (2012) -> To: 250,000,000 users (2018)
— 70% women

— Social Media presence: Facebook; Twitter; Pinterest
— Different objectives on different platforms

Cofinanciado por
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Pinterest Users Engage with Sephora

— Users pin items that interest them and which they might want
to buy (immediately or in the future)

— Variety of boards include Makeup of the Day, Today’s Obsession,
Lips, Eyes, Trending Now, Skincare IQ, Beauty How-tos

— Greater engagement level of users in Pinterest than on any
other platform

— Trendsetters — people whose Pinterest activity most influences
other Sephora fans

ﬁg A\ E-AGrO - — -
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Pinterest Users Engage with Sephora

Audience
— Facebook — 18,000,000
— Pinterest — 570,000

Pinterest follower = 15x sales impact of one Facebook
follower
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Mobile Marketing

* More than 262 million Americans use mobile
phones
— Devices used multiple times per day

* By 2020, m-commerce will account for almost
50% of all retail and travel e-commerce

* Challenges: Mobile search
— Motivating consumers to click
— Raising fees for each click

SAGRO CSMPETE
2020




Billions

Figure 7.5 The Growth of M-commerce
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Copyright © 2020 Kenneth C. Laudon and Carol Guercio Traver
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The growth of retail M-Commerce in
the EU-5

$600
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Juiill
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. M-commerce . Non mobile B2C

Copyright © 2019 Kenneth C. Laudon and Carol Guercio Traver
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Retail M-Commerce Sales
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eMarketer, Inc., © 2018, used with permission
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How People Actually Use Mobile
Devices

Average of 3 hours daily on mobile devices
— 42% entertainment

— 16% social networks

— 70% occur in home

Activities are similar to desktop activities
Rapidly growing smartphone m-commerce sales

Mobile devices currently used more for
communicating and entertainment over shopping
and buying

SAGRO CSMPETE
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Figure 7.7: How People Use Their Mobile Devices
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In-App Experiences and Ads

* Mobile use

— Apps—60% of smartphone time
* Almost 75% of app time spent on user’s top 3 apps

— Users use about 27 apps/month
* App marketing
— Most effective are in-app ads

— Placed in most popular apps
— Targeted to immediate activities and interests

E-AGRO CSMPETE
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How the Multi-Screen Environment
Changes the Marketing Funnel

 Consumers becoming multi-platform
— Desktops, smartphones, tablets, TV

— 90% of multi-device users use multiple devices to
complete action

* View ad on TV, search on smartphone, purchase on tablet

* Marketing implications
— Consistent branding
— Responsive design
— Increased complexity, costs

SAGRO CSMPETE
2020




Mobile Marketing Features

* Mobile marketing 64% of all online marketing
* Dominant players are Google, Facebook
* Mobile device features

— Personal communicator and organizer
— Screen size and resolution

— GPS location

— Web browser

— Apps

— Ultraportable and personal

— Multimedia capable

— Touch/haptic technology

E-AGRO CSMPETE
2020




Worldwide Mobile versus Desktop
Marketing Expenditures
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The Top US Mobile Marketing Firms by
Revenue

Google: —————@
$23.3 billion @——— Facebook:

$15.2 billion

Instagram:
$6.1 billion

@——— Amazon:
$1.6 hillion

Oath (Yahoo/AOL):
$1.5 billion

Twitter:
$1.0 billion

Other:
$27.5 billion

eMarketer, Inc., © 2018, used with permission
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TABLE 7.13 FEATURES OF MOBILE DEVICES

FEATURE

DESCRIPTION

Personal communicator and
organizer

Screen size and resolution

GPS location
Web browser

Apps

Ultraportable and personal

Multimedia capable: video,
audio, text

Touch/haptic technology

Telephone plus calendars and clodks to coordinate life on a
personal scale.

Resolution of both tablets and phones is high enough to support
vibrant graphics and video.

Selfdocating GPS capability.
Standard browsers will operate all websites and applications.

Over a million specialized applications running in native code and
extending the functionality of mobile devices.

Fits into a pocket, or a briefcase for tablets, able to be used
anywhere and on the go.

Fully capable of displaying all common media from video to text
and sound.

Enhances touch screens by providing feedback in the form of
vibration, force, or motion.

Copyright © 2020 Kenneth C. Laudoen and Caral Guercio Traver
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Mobile Marketing Tools: Ad Formats

* Mobile marketing formats
— Search ads
— Display ads
— Video
— Text/video messaging
— Other: e-mail, classifieds, lead generation

e Mobile interface versions of social network
techniques

E-AGRO CSMPETE
2020




Figure 7.9 U.S. Mobile Ad Spending by Format

Search:
$36.5 hillion

Messaging:
@—— $0.3hillion

Other:
$3.1 billion

Video —————@

$13.0 hillion Display

(Banner/Rich Media)
$23.3 hillion

Copyright © 2020 Kenneth C. Laudon and Carol Guercio Traver
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Insight on Business: Mobile Marketing:
Ford Goes 3-D

* (Class discussion:

— Why do mobile devices represent such a promising opportunity for
marketers?

— What are the benefits and the appeal of 3-D mobile advertising?
— Have you ever engaged with 3-D mobile ads?
— What types of products are best suited for 3-D ads?

Video Case:

https://www.mmaglobal.com/case-study-hub/case studies/view/32323
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Mobile Marketing Campaigns

Mobile website

Facebook and Twitter brand pages

Mobile versions of display advertising campaigns
Ad networks

Interactive content aimed at mobile user

Tools for measuring responses

— Key dimensions follow desktop and social marketing
metrics

SAGRO CSMPETE
2020




TABLE 7.14 SELECTED MOBILE MARKETING CAMPAIGNS

COMPANY

CAMPAIGN

lkea

Just for Men

Target

MdDonald’s

’{x 2% E-AGRO CM‘W:MW: Ponucu
!%ﬂgﬁ,e&wﬂm & CoMPS0%0 92020 -f::w e

Launched an interactive mobile app of its catalog, allowing users to
view hidden content by scanning certain pages and to test how
furniture looks in your home with augmented reality.

Men's facial care retailer launched a series of mobile ads with
interactive sports trivia quizzes, producing brand lift of 24%.

Launched banner ad on Huffington Post mobile site that enabled
viewers to browse Procter & Gamble hair products and purchase
using a buy button.

Created just-for-fun “Fry Defender” feature of its mobile apps, turning
your phone into a motion sensor that goes off if someone approaches
your fries.

Copyright & 2020 Kenneth S, Lauden and Garal Guercio Traver
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Mobile Marketing Campaigns

IKEA: https://www.youtube.com/watch?v=uaxtLru4-
Vw&frags=pl%2Cwn

Just for Men:
https://www.youtube.com/watch?v=x1dIIENWsTs&frag
s=pl%2Cwn

McDonald’s:
https://www.youtube.com/watch?v=KFUZqlgUJ2k&fra
o5=pl%2Cwn

Burger King:
https://www.youtube.com/watch?v=lhXW8 7CaHM&f
rags=pl%2Cwn
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https://www.youtube.com/watch?v=uaxtLru4-Vw&frags=pl,wn
https://www.youtube.com/watch?v=x1dIIENWsTs&frags=pl,wn
https://www.youtube.com/watch?v=KFUZqlgUJ2k&frags=pl,wn
https://www.youtube.com/watch?v=lhXW8_7CaHM&frags=pl,wn

Figure 7.10 Measuring the Effectiveness of a Mobile and
Social Marketing Branding Campaign
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Adidas Case Study on The Full Value of
Mobile Marketing

Video Case:

https://www.youtube.com/watch?v=6vG0feZbj8Q&frags=pl%
2Cwn

1. Of the mobile users who clicked on the store locator, what
fraction did iProspect estimate entered a physical store?

2. What did iProspect determine to be the worth of each
individual store locator click? What implications did this have
for return on investment?

3. Why did iProspect increase the average order value per visit
from its initial amount? What were the amounts?

E-AGRO CSMPETE
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https://www.youtube.com/watch?v=6vG0feZbj8Q&frags=pl,wn

Adidas Case Study on The Full Value of
Mobile Marketing

1. Of the mobile users who clicked on the store locator, what fraction did
iProspect estimate entered a physical store?

* iProspect estimated that one in five store locator clicks led to a visit to the
store.

2. What did iProspect determine to be the worth of each individual store
locator click? What implications did this have for return on investment?

* The worth of each store locator click was estimated to be $3.20, showing
mobile advertising using a store locator to have a very strong return on
investment.

3. Why did iProspect increase the average order value per visit from its
initial amount? What were the amounts?

* Because customers clicking on a store locator already have a
demonstrated intent to buy, iProspect believed it was reasonable to
assume a higher percentage of these customers would purchase goods.
The increase was from $71 to $80 dollars per average order.
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