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Digital Marketing

Marketing Issue’s
TV - Art - BrandTV Art Brand
Gut Feel
Too Many Options
UnknownUnknown
Lack Integration
Fragmented
No Central Point
Guarantee Result?
Cynical Customery
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Digital Marketing

Digital Defined
TV & InternetTV & Internet



Marketing – Jeff Schaeffler

Digital Marketing

Digital Defined
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Digital Marketing

Television The Opportunity
More Bang for $

Online
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Digital Marketing
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Digital Marketing

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

The Opportunity
M B f $More Bang for $
Influence Purchase
Reach 
Target 
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Occupation Interest Time of Day
Area Code Local/National Gender 
Age Activity Keywords
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Digital Marketing

Samples: Ad Campaign
Client Goal: Acquire 
Quick Tax WebQuick Tax Web 
registered users
Our Solution: Create 
10 ad themes in 5 ad10 ad themes in 5 ad 
formats.
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Digital Marketing

Samples: Ad Campaign
Client Goal: Acquire 
Quick Tax Web 

Supplier Results Comparison

CTR Tax return conversion Average cost per return

Start vs. Finish Online Tax Return

% who start return % who finish return

English vs French Conversion

% of completed tax returns Cost per Return

registered users
Our Solution: Create 
10 ad themes in 5 ad 
formats
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Samples: SEOKeyword Clicks CPC Total Cost
QuickTax 1645 0.05$ 77.92$        

Digital Marketing

Client Goal: Acquire 
Quick Tax Web 
registered users
O S l ti

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$       Supplier Clicks CPC Total Cost

Keyword
Ranking 
Engines

Listing 
Occurrences

canada income tax 1 1

Page 1 to 3 of Search Results

Our Solution: 
Develop SEO 
campaign focusing 4 
categories of paid 

$ $
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$

Supplier Clicks CPC Total Cost
Ah-ha 3778 0.09$ 350.13$     
Google 8321 0.07$ 574.73$     
Overture 8095 0.06$ 476.43$    

canada income tax 1 1
canada tax 2 2
canada tax return 15 19
canadian income tax 2 2
canadian tax 2 2

di t t 4 4
g p

placement.
Results:

23,000 clicks 

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$        

d f 268 0 05$ 13 40$

$ $
Sprinks 2834 0.09$ 249.48$    

Total 23,028 0.07$ 1,650.77$ 

canadian tax return 4 4
intuit 13 14
Intuit Canada 18 25
NetFile 8 8
quick tax 10 12

$0.07 cost per 
click
First 3 pages of 

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$        
canada income tax form 224 0.06$ 13.44$        

QuickTax 14 20
QuickTaxWeb 19 64
tax 1 1
tax canada 6 6

top 19 search 
engines 

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$  
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Digital Marketing

Samples: SEO
Client Goal:
Awareness and 2 

3%to 3% response
Our Solution:
Created TELUS’ 
fi t HTML ilfirst HTML e-mail 
campaign
Results

8% response8% response
14% post click
BC top click
AB t lAB top sale
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How will you get more
Marketing Leadership

Analytics & CreativityHow will you get more 
people, spending more 
money to buy more

Integrated Model 
Business Objective

money to buy more 
stuff?
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Marketing Leadership

Analytics & Creativity
Left & Right BrainLeft & Right Brain
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Marketing Leadership

Analytics & Creativity
Left & Right Brain

Purchase Cycle Marketing Tactic Conversion Rate Result

Left & Right Brain
Integrated Model
Business Objective

Awareness Ads, SEO,CD-Rom, e-Mail Cost per Ad, Open 
Rate, Cost per Click

Ad Display 
# Clicks to Jump Page 

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

Phone Call Centre
Visit Store

Decision Web site, Call Centre, 
Store

% from Web site, Call 
Centre or Store Visit to 

Purchase Product

Purchase

Loyalty e-Mail, Wireless 
Notification

Cost per Ad, Open 
Rate, Cost per Click

Ad Display 
# Clicks to Jump Page
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Get People to Want it!
Marketing Strategy

Team Passion“Unalterable Changed”Get People to Want it! Experience
Customization
Creativity

Unalterable Changed

“Earth Shattering Creativityg

“Seismic Change”
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Marketing Strategy

Team Passion
Flywheel ConceptFlywheel Concept  
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Marketing Strategy

Team Passion
Flywheel ConceptFlywheel Concept
Coach
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Marketing Strategy

Team Passion
Flywheel ConceptFlywheel Concept
Coach
Build Momentum
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Marketing Strategy

Experience
Experience EconomyExperience Economy
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Marketing Strategy

Experience
Experience EconomyExperience Economy
Purchase Cycle
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Marketing Strategy

Experience
Experience EconomyExperience Economy
Purchase Cycle
Brand Mantra“Fun, Family Entertainment”

1920: Cartoons
1930: Feature animations
1950: TV & Mickey Mouse Club
1960: Theme Parks1960: Theme Parks
1980: International
1990: Cruise Line
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Marketing Strategy

Customization
Awareness & InterestAwareness & Interest
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Marketing Strategy

Customization
Awareness & InterestAwareness & Interest
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Marketing Strategy

Customization
Awareness & InterestAwareness & Interest
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Marketing Strategy

Customization
Awareness & InterestAwareness & Interest
Decision
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Marketing Strategy

Customization
Awareness & Interest

Spiders & Crawlers - What they Search? 
• Content Body Text; at top and Awareness & Interest

Decision
• Content– Body Text; at top and 

throughout page
• META Information – hidden info, 

Keywords & DescriptionKeywords & Description
• HTML-based information – ALT tags, 

headers, file names, comments, Titles…
Li k I P l it• Links In – Popularity 

• Links Out – Don’t be an island
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Marketing Strategy

Customization
Awareness & InterestAwareness & Interest
Decision
Loyalty
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Marketing Strategy

Creativity
InspireInspire
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DM telus.com/store

Direct Mail Campaign
TELUS Store

Marketing Strategy
310.4NET

Creativity
Inspire

Jump Page

Home Page
with e.home

Jump Page

How to Buy

Jump Page

Fact Sheet
Page per
Product Inspire

Integration

TELUS Store

Web Campaign

Web
Superstitial
featuring
e.home

telus.com/store

310.4NET

Jump Page Jump PageJump PageJump Page

Home Page
with e.home

How to Buy

Fact Sheet
Page per
Product
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Marketing Strategy

Creativity
InspireInspire
Integration
Evaluation
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Get People to Want it!
Future

Live the FutureSimpleGet People to Want it! Simplicity
Observe
Customization

Simple

Customization
Mkt. As Business
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Get People to Want it!
Resources

DisciplineInspirationGet People to Want it! Information
Books

Inspiration
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Discipline

Resources

http://searchenginewatch com Discipline
Search Engine
Web Design

http://searchenginewatch.com

www.howdesign.com
Usability
Digital Media
Digital Marketingwww.useit.com g g
Internet

www.mediapost.com

www.clickz.com

www.internet.com
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Information

Resources

www emarketer com Information
Research
Organizationswww.iimaonline.org

www.emarketer.com

Conference
www.iab.net

www.jupiterevents.com

www.ad-tech.com

h fwww.howconference.com
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Books

Resources

Books
Research
Organizations

The Art of Innovation Author: Tom Kelley

The Creative Priority Author: Jerry Hirshberg 

ConferenceA New Brand World Author: Scott Bedbury

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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Get People to Want it!
Thank You

Jeff Schaeffler
Get People to Want it!Marketing Strategist & 

President  IIMA

Phone: 604.731.6766

Mail: jeff@trishjeff.com
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Digital Business Nirvana

Thank You
Jeff Schaeffler
Mkt Strategist &

8 Reasons Why Companies Fail to 
Reach Digital Business Nirvana.
• Do not stop to breath Mkt. Strategist & 

Pres. IIMA
p: 604.731.6766
e: jeff@trishjeff com

Do not stop to breath
• Focus on company suffering & not consumer
• Believe technology will solve all problems
• No integration, people working independently

N l i l ll i e: jeff@trishjeff.com• No clear, single call to action
• Lack Corporate Executive Support
• Don’t ask, learn or listen to customer
• No quantifiable objectiveNo quantifiable objective


