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What is eMarketing?
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The best definition of Marketing ever:

“The role of marketing is to sell more stuff to more people
more often for more money”

Sergio Zyman

So...

The role of e.marketing is to sell more stuff to more people
more often for more money... using digital channels



A Few Numbers



A Complementary Channel

= Enhance the Media Mix
= Boost Unaided Awareness
= Immediate Brand Impact

= Direct Response
= Extensive Reach

= Who's Marketing Online
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The Media Mix

The combination of print, television, and online lifts brand metrics the most.

20%

15%
Average

increase in 10% 10%

four brand 10%
metrics®

5%

0%

Television Print Online Print and Print, television,
only only only television and online

*Note:The four metrics indude: 1) unaided awareness; 2) aided awareness;
3) brand image; and 4) purchase intent.

Base: consumers exposed to each medium or combination

Source: The MSN, |AB, ARF Dove Nutrium Bar Case Study 2002; Forrester Research, Inc.
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Boost Unaided Awareness =2

Online ads boosted unaided awareness more than other media.

_Unaided Aided Brand Purchase
7 awareness awareness image intent
I N 1 | |
2050 || iy I 1 |
Change in Tlo%
metrics over |
pre-campaign |
level 0%
0%l Television M Print [l Online

Base: consumers exposed to each medium



TELUS
Immediate Brand Impact =

After the first impression, brand impact quickly diminishes.

40%
. - . LAY
after 2 impressions impact is higher than tv .
35%
Online
Average of
four brand
metrics 30%
25‘-!&»f
0 1 2 3 4 5 6

Frequency
Base: consumers exposed to each medium in a mix of television/print/online,
holding two constant and altering the third

Source: The MSN, |AB, ARF Dove Nutrium Bar Case Study 2002; Forrester Research, Inc.



Direct Response
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Vehicle Average Cost
Per Lead
Direct Mail $9.94
Web Ads $2.00
Yellow Page Ads $1.18
E-Mail $0.50
Search Marketing $0.29

Source: US Bancorp Pipar Jaffray, 2003
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Source: Jupiter Internet Advertising Model



Extensive Reach

% of US adults reached each day

TV

90%
Radio sl | 73%
Newspapers
Internet 51%
Mags 48%
0% 20% 40% 60% 80% 100%

"y
O

Source: TVB; Nielsen Media Research Custom Survey, 2003
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Distribution By Age

Distribution of Adult Internet Users in Canada, by
Age, October 2003

Source! NFO CFRgroup, October 2003
055917 @2004 eMarketes, Inc. wari eMarketer.com




Canadians Online

Market Potential: (Ipsos Reid 2003)

= /3% of Canadians are online (61% at home)

= 8 million people between 20 and 44 are online

= Above average income

= Average age of Canadian Internet user is 41

= Average duration is 11.2 hours online each week

= Average of 6.6 purchases made online over 12 months



Extensive Reach

Average Time Spent Each Day

= Watching TV 4.5 hours

= Listening to Radio 2.8 hours

= Using the Internet 65 minutes

= Reading Newspapers 28 minutes

= Reading Magazines 21 minutes

Sources: eMarketer, 2004 (Internet); Veronis Suhler, 2003 (television); Arbitron, O/

2002 (radio); Media Management Center at Northwestern University, 2003
(newspapers); UCLA, 2003 (magazines) O



Who's Marketing Online?
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Note:US industry online ad spending in billions. Source: Jupiter Internet Advertising Model
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Strategy

Targeting

MODAL RELEVANCE
. = Profile:
m IP;
= Geography " Age
. = Income

= Domain £d i

= Time of Day / Day of Week : Hea Io.n
= Occupation

= Browser Int {

= And more = Ierests
= And more

= Placement:
= Content / Affinity
= Geography
= Language

= Behavioural & Contextual



Measurement & Analysis

Based on objectives
= Awareness
= Brand “building” — purchase intent, recall, etc.
= Immediate ROI

Strategy

Optimization

The best combination(s) of:

Channel
Creative
Format
Placement
Targeting



trategy




Tactics



Tactics

Digital Channels

= Web Advertising

= Site Sponsorship

= E-Mail Advertising

= eDM (Electronic Direct Mail)
= Search Engine Optimization
= Search Engine Marketing

= Viral Marketing

= Affiliate Programs

= SMS

= Mobile Marketing

= IM

= Blogs

= RSS

= Destination Sites

= Sitelets

= In-Game Advertising

= New devices

= TV & Radio — applying online rules to offline media



Niche-targeted advertising or sponsorship on relevant
Web properties

Geographic and content/interest-based targeting, plus
other targeting where applicable

Variety of creative executions and formats
Primary audience

Secondary audience



Search Engine Marketing

i

= Decision Cycle Relevance - example

wideo “college” “top design schools” “best digital design school”
games “design “video game “film school” “Vancouver Film
“graduation” training training” “digital design program” School”

Vague Need Consideration Qualification Evaluation Conversion

= Focus on immediate results

= Some longer-term, Branding capacity

Tactics:
= Search Engine Usability
= Index Inclusion

= Paid Placement
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E-Mail Marketing Campaign =

= Compiled list rental

= Opt-in only (no Spam)

= Interest and demographic targeted

= Standalone HTML (graphical) and plain-text e-mail
= Focus on specific products/services

= Primary audience

= Secondary audience
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Promoting A Web Site

How US Consumers Find Product Web Sites Used to
Research a Purchase, December 2002 (as a % of
respondents)

oy

Search engine 41%

Guessad URL 28%
Online ad 13%

Wword of mouth 13%
10%

%

B ~c in an e-mail 7%
- Specific e-mail 6%

-Fur'm rded e-mail 5%

Il outdoor advertising 3%

Note: n=2,000
Source: DoubleClick, Greenfield Online, March 2003

0484636 T003 emarketer, InC Wil eMarketer com




Examples



CIBC Visa

E-Commrce Direct Marketing

= Objectives:
= Entice online shoppers to make their CIBC Visa card the “first out of wallet”
= Secondary goal: attract new card applicants

1 _:.':r.' J':‘ ;I-.'-u:'-_'

= Challenges:

= Need to measure more than “site visits” and “ad impressions” to monitor
results

= Break through ad clutter to promote a ‘serious’ product and message

= Solution:

= Highly targeted ad placement — reach users at point of decision

= Flighted ad campaign (7 weeks total) to measure and compare: pre-
campaign, week-to-week, and post-campaign results

= Partnership with e-commerce Web sites

= Results:

m 2.5% increase in CIBC Visa card usage rate
m 14.7% increase in average purchase amount



CIBC Visa

~} icketmazter ca - Mictozoll Inteinet Explores

| Ele E® View Fgvories Took Hebp

Fields marked with * are REQUIRED.

| Middie [

(As It appasrs on Cradit Card)

(Az it sppasrs on Cradit Card)

(If naadad for Apt #, Company name, atc)

I * Prow/State I [(Two digit code
Canacda - :
l —I Tickemaster
a |— allowed us to
create this space for
averising where
| rew:nus there was none.

hIS ad placement affected
sales significanth.

SelectYour Card Tyvpe = —
| w8 wee
| =

CIBC VISA*
|J¢nuﬂr3,r 'I |2EI[HI| 'rl

For SEARS CARD . pleass salact Dacambar, 2015 a5 the sxpiry dats

Continue»»

c<Cancel




CIBC Visa

% of VISA Cards

35%
34%
33%
32%
31%

30%
29%

LT-TT uer
0T-v uer

€ Uer-8¢ d9d
L¢-T¢ v28d
0¢-vT 93d
€T-,98d

9 93Q-0€ AON
6¢ AON-EC AON
¢¢-9T AON
GT-6 AON

8-¢ NON

T AON-9¢ 100
G¢-6T 100
8T-¢T 10

% of All Cards

22%
21%
20%
19%
18%
17%

LT-TT Uer
0T-v uer

€ uer-8¢ v3d
L¢-T¢ 23d
0¢-vT1 23d
€7-L93d

9 98Q-0€ AON
6¢ NON-€¢ NON
¢¢-9T AON
GT-6 AON

8-¢ AON

T AON-9¢190
G¢-6T10
8T-¢T10

Advertising “On”

Green

Advertising “Off”

Red =




Intuit - QuickTaxWeb
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Mass Reach Campaign

= Objectives:
= Acquire new registered users of QuickTaxWeb

= Challenges:

= Efficiently reach a very broad audience
= Communicate the benefits of a relatively new, somewhat complex product
= Overcome consumer concerns relating to online privacy, security, etc.

= Solution;

= Large scale online advertising campaign

= Revenue-share partnership with major media properties
= Results:

= 2 billion ad impressions, 1.2 million site visits, over 14,000 tax O/
return completions

= Positive ROI O



Intuit - QuickTaxWeb

=
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QuickTaxWeb BRI ELYS

Guaranteed
refund or our
service is free!

Have you QuickTaxWeb
hugged
your eraser
today?

Know your refund
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Intuit - QuickTaxWeb =2
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Detailed Tracking and Optimization

English vs French Conversion

1 % of completed tax returns —e— Cost per Return

100% 87% ~ $8.00
~ $7.00
~ $6.00
— $5.00

$3.97 ~ $4.00

~ $3.00

13% ~ $2.00
~ $1.00

S I E——

English French

80%

60%

40%

20% —

0%




Intuit - QuickTaxWeb
i 4

Search Engine Marketing

= Objectives:
= Acquire new registered users of QuickTaxWeb

= Challenge:
= Reach an audience at various stages along the decision cycle

Solution:

= Extensive Search Engine Marketing

= Paid Placement among results for both general and specific search
terms

= Results:

= 23,000 site visits O/

= Average media cost per visit: $0.07
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Intuit - QuickTaxWeb

Keyword Clicks CPC Total Cost

QuickTax 1645| $0.05 | $ 77.92

income tax 1624| $0.09 | $ 145.23

canada income tax 1502| $0.06 | $ 87.24

. . tax 14841 $0.12 | $ 184.91
Detalled TraCkIng quick tax 14371 $0.10 | $ 139.36

: : : revenue canada 1160 $0.05 | $ 52.90

and Opt|m|zat|0n tax canada 1047] $0.05 | $ 51.95
canadian tax 1003]| $0.06 | $ 61.30

canadian income tax 766]| $0.06 | $ 49.21

financial planning 7211 $0.11 | $ 80.66

NetFile 681] $0.05 | $ 30.86

QuickTaxWeb 628| $0.05 | $ 30.89

canada tax return 469 $0.06 | $ 28.36

Intuit Canada 451] $0.06 | $ 25.87

intuit 438| $0.08 | $ 34.90

canada tax 342| $0.06 | $ 21.47

Supplier | Clicks | CPC | Total Cost canadian income tax form 310| $0.05 | $ 16.83
Ah-ha 3778| $0.09 [ $ 350.13 tax form 2741 $0.11 | $ 30.69
Google 8321| $0.07 | $ 574.73 revenue canada form 268| $0.05|$%  13.40
Overture 8095 $006 $ 476.43 canadian tax return 267 $0.05 $ 13.84
Sprinks 2834 $009 $ 249.48 canadian tax software 250 $007 $ 17.37
tax forms 2461 $0.13 | $ 31.11

tax information 2271 $0.05 | $ 12.18

Total 23,028] $0.07 | $1,650.77 canada income tax form 224 $0.06 | $ 13.44
tax return 2221 $0.09 | $ 19.92

Total For Above Terms 17,686 $0.07 | $ 1,271.81

Campaign Total 23,028] $0.07 | $ 1,650.77




Sierra Wireless
Online Brand Building

= Objectives:
= Educate business and technology professionals on the features and benefits
of wireless computing

= Spread the Sierra Wireless name and show consumers that the company is
a leader in wireless network hardware

= Challenges:

= Explain a complex concept to busy, time-starved consumers
= Stand out as fun and exciting within a highly technical, dull industry

= Solution:
= Animated online series with each episode showing a product feature
= Encourage “viral” word-of-mouth for the series

= Results:

= Time spent on SW’s site: 3 times objective
= Ad clickthrough rate: 10x industry average



Sierra Wireless
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Home Buyers Organizer

= Objectives:

= Grow awareness of Citizens Bank as a trusted mortgage provider
= Entice first-time home buyers to apply for a mortgage

= Challenges:

= Stand out in the crowded mortgage marketplace

= Maintain Citizens Bank’s image as a friendly, helpful, ethical place to do
business (not a “Big Bank”)

= Limited marketing budget

= Solution:

= Downloadable application
= Available from Citizens Bank Web site or partners such as MyBC.com
= Interactive, step-by-step guide to buying a home

= Reduce media cost by providing valuable, co-branded content to partners in
exchange for exposure



-7 TELUS

Citizens Bank of Canada

- Bater - Sie Map - Search - Comtaittn

MORTOABES + LOANS INSIDE EMZING.
VIS EANDS. WOM-PROFTT PARTHLES.

- Py

ates guarantead
T b betzer than those
ot ind by the big frow

Coraganbanks,

O Join Gitiverss Today

Click hera for r:

WHAT'S New s Bank of Canada “TII.
Apply and Win a Trip for Two!
With Citizens Bank
WISA Gold you could
wn 3 Canada 3000

Howmes anp MorTeAsEs

& Ontine Mortgage Application

Haleday. Steps w Home wnership
Sucunng & modgage 18 venply o
1 An Intorview with fan Warmner #16p In the Process (o Swrng &
Appointed Progident and CEQ of home. Citizens Bank has p -
‘»Cillzons Nel Banking Cituzens Bank on June 19th of this  togethes a comprmhensive guids Arey | THE Chizens Banicaf Canada

yeur, |an shares his perspective on  that wall
C

4. | Online Home Buying Guide

itizans Bank and i1 uraqua to home cwnershin - . -
RATEE B MEWE BY AL weition in Cansadian Snancal itizens Bank of Canada Il Oﬂlll'le HOITle Bu ers Gulde ’
T‘/“_‘_‘#_'-’ anall semcEs Cash Aack Munga Buying & home is one of the most exciting events in your life. A step-by-step guide to walk you through the home buying process.
For @ hiated hime, Cilizens Bank s It can also be an overwhelming experience, especially for
- r~ csning & nEw morgage cption first time homehuyers. © Online Mortgage Application

ur
Cash Back morgage gives you the
banking| fesbdity that sutra cash can
rmde. Use Citizens Bank of Canada’s Online Home Buying Guide

to help you
‘Whils you alrady do yout personal
banking wilh Cizens, you may niet Prepare, [v| Schedule, and
know you can alsa s your Dank Amytima your home buying expe
business banking \We're open 24 houre 3 day, 7 daye
2wk, 35 days & year 50 you

b 3
Citizen's Bank Mortzage Interest Rate: 7.25% for 5 years
Wi offer |ow e morkgags rates than the fus big banks.
Guarantsed!

Husiness Banking With Citizens
Baneing AT L

Mortgage Calculators| &

[ The online guide will:
- Help you to schedule your home buying steps and everts. Drag and drop the

15 home buying steps onto & calendar and refer to them &s you progress.

- Guide you through the particuiars for sach evert and milestone. Helpful tips

il tetalls are provided far each step 50 that you wil feel prepared for everything

- Provicle you with valuable links and resaurcesto help you make dedisions and

il your horme Brisying team .

Online
START @ Home Buying Guide

‘The Online Home Buying Guide application requires your bronesr (T
to be exuippedwihthe Shockunave T plug-in.Click belan o have |\ TSRS,

he shodkwave plug-in automaticall installed. (file size: 225K) BERReAvE

| Citizens Bank of Ganada | Credits and Disclaimer |
Obtain mortgage Pre-approval.
This Crling Buper's Guids is providsd by the Citizens Bank of Canads
i3 guide |3 7or general mformstion purpsses snly TIPS vou will learn a grest deal
Contact us 3t 1-800-708-8323 or email ki cafor more informati ﬁm if you follow the inspectar along
during the inspectian.

$$ MONET: You will pay for the
inspaction fes,

TIMEFRAME : The house inspection
usually takes = faw hours depending
on'the size and age of the house.

Ay questions? Ask the Expert,
| Mortgage Rates | Grline Mortgage Application | Mortgage Calculators | Glossary of Terms |

| Gitizens Bank of Canada | Credits and Disclaimer |

Thiz Online Buyer's Guide iz provided by the Gitizens Bank of Canada.
Tr iz mesnt to be uzed for general informational purpnses anl,
Contact us at 1-800-708- or email to
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Citizens Bank of Canada

Bank of Canada T
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Online Home Buyter's Guide

A step-by-step guide to walk you through the home buying process.

co-branding
fle=ibility. ..
WeEs oF nod

° Online Mortgage Application
co-branding space -
Citizen's Bank Mortpage Interest Rate: 7.25% for 5 years
‘We offer low er rnortgage rates than the five big banks,
Guarantesd!

Find a lawyer.

Tirneframe » Aszzociated Costs « Relevant Links

1 5 Move Into Your New Home

Though it's exciting that you are nowin a neswhome, moving can be a very stressful
. time. Plan ahead as much as possible. Here are some tipsto rem ember for moving davy:
Relevant Links
Citizens Bank  \njork out the floorplan ahead oftime: this wey you can instruct where heavy items will
Martgage & Loan Glossary  pe piaced asthey are moved in and thus require less rearranging.
CMHC Horne BUYING o sy thegigh the houss with the van supervisar on maving day and give any spedal
Slossary ingtrudtions (g.g. if you want & certain tem such as a crib, to be the first out o fthe wan
at your neswhome, it should be packed last )
= Movers will make note of the condition of your goods on an inventary list. Accompany
the supervisor through the house as the list is made to make sure it is complete and
accurate. Mark off items on the mover's lig asthey are unloaded at the newhom e, You'll
zign for the receipt of goods subject to complete unpacking and inspedion.
= Before the van is dosed, take a last look through your home for forgotten tems.
= Keep all receipts related to your mowve . Youw may be able to claim them asa dedudion
on your income tax if you are moving st least 40 km closer to your place of waork than your
presdous home.

Unpack and get settled in your neswhomel

< Tirefrare
L‘H Maowing an average 3-bedroormn horme should take approxirnately a day,
depending on the travel distance required,

$ $ Associated Costs
Mover fees

Maowing insurance (if you are not covered in your regular house insurance)

B back to top

Any questions? Aszk the Expert.
| Martgage Rates | Online Mortgage Application | Martgage Calculators | Sloszary of Terrns |

| Citizens Bank of Canada | Credits and Disclaimer |

Thiz Online Buyer's Guide is provided by the Citizens Bank of Canada,
It is meant to be used for general informational purposes onluy,
Contact us at 1-800-708- or email to it




B / . . Citizens Bank of Canada TW
home buyer’s organizer

Home Buyer’'s Organizer

.
-

/ Citizens Bank of Canada “ll

_home buyer’s organizer
Mon Jul 17, 2000 Mon Jul 17,

2000

Home Buyer’s Organizer

{2 Online Mortgage Application © Online Martgage Application
Home Buyer’s Organizer ] : ; Citizens Bank Mortgage
Steps to hnn?aenwnersllﬁna. Start How to use this Organizer Interast Rate:

The Home Buyer's Organizer helps you to:

Prepare Schedule Organize

Helpful tips and resources Schedule your 15 home Buying a home is one of

to assist you in your buying steps in a the most exciting and

important decisions and in personalized calendar and stressful events in your life.

building your home buying refer to thern as you The Home Buyer's

team. progress. Organizer helps you to
demystify the home buying
process.

Start

The Home Buyers Organizer application requires yvour browser to be equipped with the
Shodowave™ plug-in. Clid below to hawe the Shodowawe plug-in automatically installed.

I.-r '. o

| Citzens Blank of Canada | Credits and Disclaimer

= |S|w|o|a|o|o|ajaikn=

12

|t [
| & |

Co-Branded Tool

F.75% for 5 years.

We offer lower mortgage rates
than the big five banks,

» Click on each step to obtain detaled desoiption. Guarantead!
* Move the mouse over a step for guick ips. -
« Drag a number on the calendiar to seta date for an event. Calculators %

thls rgantzer

SUN | BOM | TUE | WED | THU
il



Trends & Predictions
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Tactics

= Contextual targeting

= Behavioural targeting

= Modal relevance

uoiyelL |

Bzzzzzzzz Stop yelling at me!
Did you hear
d . Cool!
something?

v

Impact




Channels

E-Mail comeback?
Search bust?

The Market

Growth growth growth — shift from Offline

Better publishing — less clutter, less annoyance, more impact
Western Canada — finally holding its own?

Consumer acceptance and comprehension



Resources



Resources

Online

= ClickZ.com

= Internet.com

= SearchEngineWatch.com
= eMarketer.com

= MediaPost.com

= WordTracker.com

= Google Zeitgeist

= Anything by Sergio Zyman

= Anything by Guy Kawasaki

= Anything by Seth Godin

= “A New Brand World”, Scott Bedbury
= “Why We Buy”, Paco Underhill

Real People

= [IMA (iimaonline.org)
= |AB Canada (iabcanada.com)



Thank Youl!

Bryan Mitten
bryan.mitten@telus.com

bryan@indulgecom.ca

604-696-5439
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