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What is eMarketing?g

The best definition of Marketing ever:The best definition of Marketing ever:

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

Sergio Zyman

So…

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



A Few Numbers



A Complementary Channelp y

Enhance the Media MixEnhance the Media Mix

Boost Unaided Awareness

Immediate Brand Impactp

Direct Response

Extensive Reach

Who’s Marketing Online



Enhance The Media Mix



Boost Unaided Awareness



Immediate Brand Impactp

TV

Online



Direct Responsep

V hi l A C tVehicle Average Cost 
Per Lead 

Direct Mail $9.94 

$2 00Web Ads $2.00

Yellow Page Ads $1.18 

$0 50E-Mail $0.50

Search Marketing $0.29 

 

Source: US Bancorp Pipar Jaffray, 2003p p y,



Online Influences Offline
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Extensive Reach

% of US adults reached each day

65%

73%
90%TV

Radio

N

48%
51%

65%Newspapers

Internet

Mags
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Mags

Source: TVB; Nielsen Media Research Custom Survey, 2003



Distribution By Agey g



Canadians Online

Market Potential: (Ipsos Reid 2003)( )

73% of Canadians are online (61% at home)

8 million people between 20 and 44 are online8 million people between 20 and 44 are online

Above average income

Average age of Canadian Internet user is 41Average 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 monthsAverage 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

ead g aga es utes

Sources: eMarketer, 2004 (Internet); Veronis Suhler, 2003 (television); Arbitron, 
2002 (radio); Media Management Center at Northwestern University, 2003 
(newspapers); UCLA, 2003 (magazines)



Who’s Marketing Online?g

20%
Computer

16%
Electronics

$0.3

Computer
$0.8

Media
$1 2

Financial
Servicesen

ta
ge

 o
f 

g

12% Apparel
$0.4

Travel
$0.8

$1.2 Services
$1.4

ng
 a

s 
Pe

rc
e

e 
Sp

en
di

ng

4%

8% Telecom
$0.6 Health

$1.0

ne
 S

pe
nd

in
O

ff-
lin

e

0%

4%

0% 5% 10% 15%

CPG
$0.9

Automotive
$1.8O

nl
in

0% 5% 10% 15%

Industry Share of Total Online Spending in 2007
Note:US industry online ad spending in billions. Source: Jupiter Internet Advertising Model



Strategy



Strategygy



Strategygy

Targeting
MODAL RELEVANCE

IP:
Geography

Profile:
Age
I

g p y
Domain
Time of Day / Day of Week
Browser

Income
Education
Occupation
InterestsAnd more

Placement:
Content / Affinity

Interests
And more

Behavioural & Contextual
Content / Affinity
Geography
Language



Strategygy

Measurement & Analysis
Based on objectives

Awareness
Brand “building” – purchase intent, recall, etc.g p , ,
Immediate ROI

Optimization
The best combination(s) of:

ChannelChannel
Creative
Format
PlacementPlacement
Targeting



Strategygy

User Flow
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Tactics



Tactics 

Digital Channels
Web AdvertisingWeb Advertising
Site Sponsorship
E-Mail Advertising
eDM (Electronic Direct Mail)
S h E i O ti i tiSearch Engine Optimization
Search Engine Marketing
Viral Marketing
Affiliate Programs
SMS
Mobile Marketing
IM
Blogs
RSS
Destination Sites
Sitelets
In-Game Advertisingg
New devices
TV & Radio – applying online rules to offline media



Web Marketing Campaigng p g

Niche-targeted advertising or sponsorship on relevantNiche-targeted advertising or sponsorship on relevant 
Web properties

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

Variety of creative executions and formats

Primary audience

Secondary audiencey



Search Engine Marketingg g

Decision Cycle Relevance - example

“college”

“design 
training”

“top design schools”

“video game 
training”

“best digital design school”

“film school” 

“digital design program”
“Vancouver Film 

School”

“video 
games”

“graduation”

EvaluationQualificationConsiderationVague Need Conversion

g training digital design program School”graduation

Focus on immediate results

Some longer-term, Branding capacity

Tactics:

Search Engine Usability

Index Inclusion

Paid Placement



E-Mail Marketing Campaigng p g

Compiled list rentalCompiled list rental

Opt-in only (no Spam)

Interest and demographic targetedInterest and demographic targeted

Standalone HTML (graphical) and plain-text e-mail

F ifi d t / iFocus on specific products/services

Primary audience

Secondary audience



Promoting A Web Siteg



Examples



CIBC Visa

E-Commerce Direct Marketingg
Objectives:

Entice online shoppers to make their CIBC Visa card the “first out of wallet”
S d l tt t d li tSecondary goal: attract new card applicants 

Challenges:
Need to measure more than “site visits” and “ad impressions” to monitor 
resultsresults
Break through ad clutter to promote a ‘serious’ product and message

Solution:
Highly targeted ad placement – reach users at point of decisionHighly 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:
2.5% increase in CIBC Visa card usage rate
14.7% increase in average purchase amount



CIBC Visa



CIBC Visa

% of All Cards
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Intuit - QuickTaxWeb

Mass Reach Campaignass eac Ca pa g
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 
return completions
Positive ROI



Intuit - QuickTaxWeb



Intuit - QuickTaxWeb

Detailed Tracking and OptimizationDetailed Tracking and Optimization

English vs French Conversiong

87%100%
$7.00
$8.00

% of completed tax returns Cost per Return

$3.97

$6.85

40%

60%

80%

$2 00
$3.00
$4.00
$5.00
$6.00
$

13%

0%

20%

English French
$0.00
$1.00
$2.00



Intuit - QuickTaxWeb

Search Engine MarketingSearch Engine Marketing 
Objectives:

Acquire new registered users of QuickTaxWeb

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

Solution:Solution:
Extensive Search Engine Marketing
Paid Placement among results for both general and specific search 
termsterms

Results:
23,000 site visits
Average media cost per visit: $0.07 



Intuit - QuickTaxWeb

Keyword Clicks CPC Total Cost
QuickTax 1645 0.05$ 77.92$        

162 0 09$ 1 23$

Detailed Tracking 
and Optimization

income tax 1624 0.09$ 145.23$     
canada income tax 1502 0.06$ 87.24$        
tax 1484 0.12$ 184.91$      
quick tax 1437 0.10$ 139.36$      
revenue canada 1160 0.05$ 52.90$        
tax canada 1047 0 05$ 51 95$p tax canada 1047 0.05$ 51.95$       
canadian tax 1003 0.06$ 61.30$        
canadian income tax 766 0.06$ 49.21$        
financial planning 721 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$        
canadian income tax form 310 0.05$ 16.83$        
tax form 274 0 11$ 30 69$

Supplier Clicks CPC Total Cost
Ah h 3778 0 09$ 350 13$ tax form 274 0.11$ 30.69$       

revenue canada form 268 0.05$ 13.40$        
canadian tax return 267 0.05$ 13.84$        
canadian tax software 250 0.07$ 17.37$        
tax forms 246 0.13$ 31.11$        
tax information 227 0.05$ 12.18$       

Ah-ha 3778 0.09$ 350.13$    
Google 8321 0.07$ 574.73$     
Overture 8095 0.06$ 476.43$     
Sprinks 2834 0.09$ 249.48$    

Total 23 028 0 07$ 1 650 77$ canada income tax form 224 0.06$ 13.44$        
tax return 222 0.09$ 19.92$       
Total For Above Terms 17,686 0.07$ 1,271.81$  
Campaign Total 23,028 0.07$ 1,650.77$  

Total 23,028 0.07$ 1,650.77$ 



Sierra Wireless

Online Brand BuildingOnline Brand Building
Objectives:

Educate business and technology professionals on the features and benefits 
f i l tiof wireless computing

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

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

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

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



Sierra Wireless



Sierra Wireless



Citizens Bank of Canada

Home Buyers Organizery g
Objectives:

Grow awareness of Citizens Bank as a trusted mortgage provider
E i fi i h b l fEntice first-time home buyers to apply for a mortgage

Challenges:
Stand out in the crowded mortgage marketplace

C f fMaintain Citizens Bank’s image as a friendly, helpful, ethical place to do 
business (not a “Big Bank”)
Limited marketing budget

Solution:Solution:
Downloadable application
Available from Citizens Bank Web site or partners such as MyBC.com
Interactive, step-by-step guide to buying a home, p y p g y g
Reduce media cost by providing valuable, co-branded content to partners in 
exchange for exposure



Citizens Bank of Canada



Citizens Bank of Canada



Citizens Bank of Canada

Co-Branded Tool



Trends & Predictions



The Future

Tactics
Contextual targeting
Behavioural targeting
Modal relevance

Bzzzzzzzz Stop yelling at me!I Bzzzzzzzz Stop yelling at me!Irritati
Did you hear 
something?

Cool!
ion

Impact



The Future

Channels
E-Mail comeback?
Search bust?

The Market
Growth growth growth – shift from Offline
Better publishing less clutter less annoyance more impactBetter publishing – less clutter, less annoyance, more impact
Western Canada – finally holding its own?
Consumer acceptance and comprehension



Resources



Resources 

Online
ClickZ comClickZ.com
Internet.com
SearchEngineWatch.com
eMarketer.com
M di P tMediaPost.com
WordTracker.com
Google Zeitgeist

Books
Anything by Sergio Zyman
Anything by Guy Kawasaki
Anything by Seth GodinAnything by Seth Godin
“A New Brand World”, Scott Bedbury
“Why We Buy”, Paco Underhill

Real PeopleReal People
IIMA  (iimaonline.org)
IAB Canada   (iabcanada.com)



Thank You!

Bryan Mitten
bryan.mitten@telus.comy @

bryan@indulgecom.ca

604-696-5439


