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Marketing Issue’s
TV - Art - Brand
Gut Feel
Too Many Options
Unknown
Lack Integration
Fragmented
No Central Point
Guarantee Result?
Cynical Customer

Digital Marketing
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Digital Marketing

Digital Defined
TV & Internet




digital consumer cycle
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Digital Marketing

40%
Television The Opportunlty
- More Bang for $
Print Online
Average of —
four brand
metrics 30%
.'-!5'%',.
R 1 2 3 4 5 6

Freguency

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

Source: The MSN, AR, ARF Dove Nutrium Bar Case Study 2002; Forrester Research, Inc,
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Digital Marketing
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B Online spending by buyers
B Online-impacted off-line spending by buyers

Source: Jupiter Internet Shopping Model, 10/01 (US only)
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The Opportunity
More Bang for $
Influence Purchase
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Digital Marketing
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Digital Marketing
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Occupation Interest
Area Code Local/National
Age Activity

Time of Day
Gender
Keywords

The Opportunity
More Bang for $
Influence Purchase
Reach
Target
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Digital Marketing

Occupation Interest
Area Code Local/National
Age Activity

Time of Day
Gender
Keywords

The Opportunity
More Bang for $
Influence Purchase
Reach
Target
Measure & Speed
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Digital Marketing

QuickTaxWeb BRIE.LYi

Guaranteed
refund or our
service is free!

QuickTaxWeb

Have you
hu gg ed QuickTaxWeb

your eraser
today?

Samples: Ad Campaign

Client Goal: Acquire
Quick Tax Web
registered users

Our Solution: Create
10 ad themes In 5 ad
formats.
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Digital Marketing
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English

vs French Conversion

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

87%
]
$3.97
13%
English French

— $8.00
+ $7.00
-+ $6.00
-+ $5.00
-+ $4.00
-+ $3.00
+ $2.00
-+ $1.00

$0.00

Samples: Ad Campaign

Client Goal: Acquire
Quick Tax Web
registered users

Our Solution: Create
10 ad themes In 5 ad
formats.

Results:
2 billion ads
1.265 million clicks
14,675 tax returns
$0.18 cost per visit
$4.28 - $9.28 roi
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- Universityof
Phoenix
Digital Marketing
Keyword Clicks CPC Total Cost .
QuickTax 1645 $0.05 | $ 77.92 Samples' SEO
I e ——— Client Goal: Acquire
Page 1to 3 of Search Results QUiCk Tax Web
Ranking Listing !
Keyword Engines Occurrences reglstered USErS
caRdpndpere tax Clicks |1 CPC Total Cogt Our Solution:
o YR AR o} - ek S G AR Develop SEO
mwegrencome tax_[832@12$dd40 4 | Sosd74.73 campaign focusing 4
— T 76-43 categories of paid
TEFTRS — {28300 A0 48 placement.
caHAlatiada gé 00613 | 2149 Results:
iy income tax form,-,IC,, B $0-05+-3 688 A —- ]
X ZP Ozl | Boep IO T 23,000 clicks
- (_:,:amauarorm f??i .:.1:22'!:_) f) J.d‘l@) O 07 t
S SR e T8 $0.07 cost per
{@&Xforms 2461 $0.13 | $ 3111 click
taxidamadan 227 $0.05 | $  12.18 .
o e T e First 3 pages of
tax return 222 $0.09 | $ 19.92
Total For Above Terms 17,686 $0.07 | $ 1,271.81 top 19 SearCh
Campaign Total 23,028 $0.07 | $ 1,650.77 engines
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Digital Marketing

Universityof
Phoenix
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order online  how it works what you'llneed facts & features

Think of TELUS Internet Call Director a5 Call Display for your computer.
it enables you to take contral with up to 4 different options:

September 21, 2001

1. Take the call and vour phone rings

2. Forward the call to ancther line or cell phone

3. Send the call to Yoice Mail (if vou subscribe)

4. Play the caller a message that says that vou can't take the call

8 4%5‘ order

online

How it works What you'll need

Get the details on how the software
hanciles your calls

Detailedt system requirements

Facts and Features

Answers to common questions about
Internet Call Director and our newy,
improved features.

rallFram
EMMA SMITH
(403) 5551231

view a demo

&1 Done

B

sl

[ | |4 Intemet

Samples: SEO

Client Goal:
Awareness and 2
to 3% response

Our Solution:
Created TELUS’
first HTML e-maill
campaign
Results
8% response
14% post click
BC top click

AB top sale
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How will you get more
people, spending more
money to buy more

stuff?

Marketing Leadership
! Analytics & Creativity
! Integrated Model

! Business Objective
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Universityof
Phoenix™

Marketing Leadership

Analytics & Creativity
Left & Right Brain




ACQUISITION
environment

integrated marketing model

CONVERSION

outdoor
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Marketing Leadership

Purchase Cycle

Awareness

Interest

Decision

Loyalty

Marketing Tactic

Ads, SEO,CD-Rom, e-Mail

Jump Page

Web site, Call Centre,
Store

e-Mail, Wireless
Notification

Conversion Rate

Cost per Ad, Open
Rate, Cost per Click

% from Jump Page to
Web site, Call Centre
or Store Visit

% from Web site, Call
Centre or Store Visit to
Purchase

Cost per Ad, Open
Rate, Cost per Click

Result

Ad Display
# Clicks to Jump Page

Click to Web site,
Phone Call Centre
Visit Store

Purchase Product

Ad Display
# Clicks to Jump Page

Analytics & Creativity
Left & Right Brain
Integrated Model
Business Objective
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Marketing Strategy

. N e ( :h n 7 l TeamP I
. h Sh N I Customizati

“Seismic Change”
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Marketing Strategy

@nmsrwof

What you are deeply

passionate about
What you can What drives
be the best in your
the world at eCoOnomic
engine

Three circles of the Hedgehog Concept

Team Passion
Flywheel Concept
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Marketing Strategy

Team Passion
Flywheel Concept
Coach
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Marketing Strategy

Universityof
&y Phoenix-

Team Passion
Flywheel Concept
Coach
Build Momentum
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Qe
Marketing Strategy

Experience
Experience Economy
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Experience
Experience Economy
Purchase Cycle

Marketing Strategy
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Marketing Strategy

’. The Q)M"% Compan

“Fun, Family Entertainment”

1920: Cartoons

1930: Feature animations
1950: TV & Mickey Mouse Club
1960: Theme Parks

1980: International

1990: Cruise Line

Experience
Experience Economy
Purchase Cycle
Brand Mantra
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Marketing Strategy

Customization
Awareness & Interest
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Marketing Strategy

Qs

caught in
the mix?

pictures 10 go’s

Customization
Awareness & Interest
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Marketing Strategy

Customization
Awareness & Interest
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Marketing Strategy

a built for speed - Microsoft Internet Explorer ;Iilﬂ
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the future s fiendhy=

Awareness & Interest
Decision

Velocity ADSL Internet service features:

speed » security » o
start smiling
over 100 times faster stay safe online
than dial-up * 1 year at $24.95
Plus, includes 1
home networking » on the road »
2 computers can work off a ACCess your e-mail away from A””w =
single connection horme by TELUS. Onily $3.95 per morth.

the difference »

do more on your existing line

- call 3T0-4NET
visit telus.com
shop at a retail store

"

Legal

Welocty Home | telus.com g the TELUS privacy commitment | & 2003 TELUS _I
-
|&] pone [ [ [ nternet
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Marketing Strategy

Spiders & Crawlers - What they Search? Customization
Content- Body Text; at top and Awareness & Interest
throughout page Decision

META Information — hidden info,
Keywords & Description

HTML-based information — ALT tags,
headers, file names, comments, Titles...

Links In — Popularity
Links Out — Don’t be an island
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Marketing Strategy

{&] Don

speed up vour Internet experience with Velocityir)
http://ebout.telus.com/ecgi-bin/velocity. gl 2modus=vele03gZ0102t

Velocity(r) ADSL Internet service lets you surf at speeds over
100 times faster than dial-up. *

AR AR SRR R A S AR AR RS R AR R R SRR R

1 year at $24.95 per month
Plus, includes free modemw rental.
Lo o o o o ol ol

— doesn't tie up your phone line

— download huge files fast - wusic, gawes & mwore

— do more online - find information fast, book trawvel
& send photos

EXPERIENCE VELOCITY TODAY

http://about.telus.com/cgi-hin/velocity. cgifmodus=velel3g20102t

L o e o o o PLUS o o o o o o o i o

Add Freedowm(r) Anti-Virus by TELU3, 50 you can help protect
your e-tails, attachments and Internet downloads from harmful
wiruses that could damage your computer. It also includes Ad
Elock, to reduce interruptions from pop-up ads. Only $3.95 per

month extra.
e e i e e e i e e e e e i i e e e e i e e e e e

TELUS
the future is friendly

R T R A T A E A T A A A A E AT T AR R AR TR TR AR RE XL

View the TELUS privacy comnitiheht:

http://about.telus.com/cgi-hin/velocity.ogi?modus=vele03g20102tsredirecy
If you don't want to receive special promotions via
e-mail, click to unsubscribe:

=10l

— sl ew

! | PageRank @ page Info -

7’7,7 # Internet

Customization
Awareness & Interest
Decision
Loyalty
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Marketing Strategy

Creativity
Inspire




Direct Mail Campaign
TELUS Store

DM

Universityof
Phoenix ™

» telus.com/store

— 310.4NET I

Jump Page

Jump Page

Jump Page

Creativity

Fact Sheet
Hpme Page Page per
with e.home Product How to Buy I nSp | re
Integration

Web Campaign

TELUS Store I

telus.com/store

Web
Superstitial
featuring
e.home

310.4NET I

Jump Page Jump Page

Jump Page
Fact Sheet

Page per

Product How to Buy

Home Page
with e.home
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Marketing Strategy

Ask Questions,
guided by the three circles

The Council
Autopsies and Analysis, Dialogue and Debate,
guided by the three circles guided by the three circles

Executive Decisions,
guided by the three circles

Getting the Hedgehog Concept

An lterative Process

Creativity
Inspire
Integration
Evaluation
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Future

Live the Future
Simplicity
Observe
Customization
Mkt. As Business
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Resources

! Discipline
! Information
.| Books

Inspiration
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FAMAMEEEMIIoO.  http://searchenginewatch.com| Discipline

The Source for Search Engine Marketing & Optimization

Search Engine

Al .!l www.howdesign.com Web Design
Usability
. _ Digital Media
useit.com WWW.useit.com

Digital Marketing

. _ Internet
www.mediapost.com

ClickZ.Today www.clickz.com

iR suel- iMoo il Www.internet.com
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Resources
Marketer. www.emarketer.com Information
Research
!T!NMAE;} www.iimaonline.org Organizations
MARKETING ASSOCIATION Conference
6 EEEE::F%Z www.iab.net

553”;” 1] ”m Www.jupiterevents.com

STRATEGIES»» 2003
CONFERENCE & EXPO

AD:TECH www.ad-tech.com

|
. | | www.howconference.com
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Resources

_ Books
The Art of Innovation Author: Tom Kelley

Research

The Creative Priority Author: Jerry Hirshberg Organizations
A New Brand World Author: Scott Bedbury Conference
Good to Great Author: Jim Collins
The Tipping Point Author: Malcolm Gladwell

Confessions of an Advertising Man  Author: David Ogilvy

The End Of Marketing As We Know It Author: Sergio Zyman
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Jeff Schaeffler Thank You

Marketing Strategist &

President [IMA

Phone: 604.731.6766
Malil:  jeff@trishjeff.com
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Digital Business Nirvana

@nmsrtyof

8 Reasons Why Companies Fail to
Reach Digital Business Nirvana.

Do not stop to breath

Focus on company suffering & not consumer
Believe technology will solve all problems

No integration, people working independently
No clear, single call to action

Lack Corporate Executive Support

Don’t ask, learn or listen to customer

No quantifiable objective

Thank You
Jeff Schaeffler

Mkt. Strategist &
Pres. [IMA

p: 604.731.6766
e: jeff@trishjeff.com




