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1.1. The digital marketing ecosystem and digital consumer
behaviour

Digital ecosystem

A digital ecosystem "is a socio- -t
technical system inspired by * o
natural ecosystemes. Its
operation is based on the
properties of self-organization,
scalability and sustainability to
achieve greater traffic on the
website of the company, greater - \. ¢ ?
interaction and user loyalty and .
generate more leads”.

(rockcontent.com, 2019)

. Iria Paz Gil —iria.paz@urjc.es — @socialesydigitales
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1.1. The digital marketing ecosystem and digital consumer

behaviour

Digital ecosystem

Direct traffic to the website

. Ammmwmm-p“M
=7 m"li

--... Wy Wlmlii
Generate .. ‘ i

purchase ERRARRNA ~
intention 7. Achleve greater mteractlon with users

by

(marketingenredessociales.com, 2020)

Image source: rawpixel.com/freepik
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1.1. The digital marketing ecosystem and digital consumer
behaviour

Digital ecosystem

Figure 1.1. Digital Ecosystem
Common categories in digital marketing ecosystem classifications
Source: Own elaboration

Iria Paz Gil — — @socialesydigitales
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1.1. The digital marketing ecosystem and digital consumer

behaviour

Digital ecosystem

Website

The central element of most digital
ecosystems

Place to which traffic is directed

Formal aspects: good content structure,
unified criteria and harmony, which
attract the consumer's attention

Content aspects: well-defined what kind
of information you want customers and
leads to find on the website and how
you want to attract their attention

Iria Paz Gil —
BY SA

— @socialesydigitales
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... It must "contain all the necessary tools
to inform, interact, incite to request more
information or to purchase and to build

user loyalty”
(marketingenredessociales.com, 2020)
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1.1. The digital marketing ecosystem and digital consumer
behaviour

Digital ecosystem

Brand

It allows you to carry the
message of what you want
to sell to the rest of the
channels in the ecosystem

Brand design involves how the
organisation is defined and
how it is communicated to
the consumer

Iria Paz Gil — — @socialesydigitales
BY SA
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1.1. The digital marketing ecosystem and digital consumer

behaviour

Digital ecosystem

Objectives

Clear and well-defined (as in
any project)

In the design of digital
marketing actions, they are
usually very specific (gaining
presence, gaining visibility,
building customer loyalty,
increasing sales...)

— @socialesydigitales

Iria Paz Gil —
BY SA
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"if you get 2 million likes on this tweet, we will add spicy chicken

nuggets back to the menu”
¥

Wendy's & w
@ éz'Wengys

Y’all keep asking, so here’s your chance.

The people in charge say if you guys can get our tweet (this one
right here) to 2 Million likes, they will bring SPICY CHICKEN
NUGGETS BACK.

Let’s freakin’ do this! twitter.com/chancetherappe...

Chance The Rapper & @chancetherapper

Positive Affirmations for today: | WILL have a good day, | Will succee d
today, Wendy's WILL bring back spicy nuggets at some point please
please Lord let it be today.

O 2,13 M 21:50 - 4 may. 2019 -

< 412 mil personas estan hablando de esto

Cyberclick (2020)
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1.1. The digital marketing ecosystem and digital consumer

behaviour

Digital ecosystem

Digital media and devices

It is important to define in
which digital channels the
brand will have a presence
(website, blog, email,
social networks and apps)

As well as the access
devices for users

Iria Paz Gil —
BY SA

— @socialesydigitales
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1.1. The digital marketing ecosystem and digital consumer
behaviour

Digital ecosystem

SEQO (Search Engine Optimization)
SEM (Search Engine Marketing)

Search engine optimisation is an essential part of Go
any digital strategy

SEO: a technique that ensures that website
content contains the right keywords and is
readable and attractive to search engines, so
that it can appear in the results searched for by
users (organic positioning)

SEM: attractive advertisements allow you to
reach the top positions in Internet search
engines, even if the target is more specific and
are intended for pay per click (direct payment
of advertising to the search engine itself)

Iria Paz Gil — — @socialesydigitales
BY SA
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https:

Resultados Organicos

Semrush (2021)
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1.1. The digital marketing ecosystem and digital consumer

behaviour |

Digital ecosystem

Web analytics

Measuring brand management
allows us to understand the
different possible scenarios,

and to make decisions or | L4
corrections that favour the |: III..II = =
growth of the brand or the o '_

achievement of its objectives

Iria Paz Gil — — @socialesydigitales
BY SA

Universidad
Rey Juan Carlos



mailto:iria.paz@urjc.es

1.1. The digital marketing ecosystem and digital consumer
behaviour

Digital consumer behaviour

Image source: starline, macrovector/freepik
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1.1. The digital marketing ecosystem and digital consumer
behaviour

Digital consumer behaviour

There will be two types of
companies in the 21st
Century: those that are on
the Internet and those
that do not exist

Image source
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1.2. VUCA environment

VUCA

Iria Paz Gil — — @socialesydigitales
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1.2. VUCA environment

How well canyou predict the results of your actions?

Iria Paz Gil —
BY SA

VUCA

Figure 1.2. VUCA environments’ challenges
Source: Bennet and Lemoine, 2014

COMPLEXITY

Characteristics: The situation has many interconnected
parts and variables. Some information is available or can
be predicted, but the wolume or nature of it can be
overwhelming to process.

Example: You are doing business in many countries, all
with unique regulatory environments, tariffs, and
cultural values.

Approach: Restructure, bring on or develop specialists,
and build up resources adequate to address the
complexity.

AMBIGUITY

Characteristics: Causal relationships are completely
unclear. No precedents exist; you face “unknown
unknowns.”

Example: You decide to move into immature or emerging
markets or to launch products outside your core
competencies.

Approach: Experiment. Understanding cause and effect
requires generating hypotheses and testing them. Design
your experiments so that lessons learned can be broadly
applied.

VOLATILITY

Characteristics: The challenge is unexpected or unstable
and may be of unknown duration, but it’s not necessarily
hard to understand; knowledge about it is often
available.

Example: Prices fluctuate after a natural disaster takes a
supplier off-line.

Approach: Build in slack and devote resources to
preparedness—Tfor instance, stockpile inventory or
overbuy talent. These steps are typically expensive; your
investment should match the risk.

UNCERTAINTY

Characteristics: Despite a lack of other information, the
event’s basic cause and effect are known. Change is
possible but not a given.

Example: A competitor’s pending product Ilaunch
muddies the future of the business and the market.

Approach: Invest in information—collect, interpret, and
share it. This works best in conjunction with structural
changes, such as adding information analysis networks,
that can reduce ongoing uncertainty.

| ——« How much do you know about the situation? I_I__

— @socialesydigitales
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1.3. Digital consumer factors. From the individual to the hive.

Marketing 4.0

From
exclusive
n y to
0 0 - inclusive
ﬂ 0N From
vertical to
Q ﬂ / horizontal
From

individual
J/ to social

Image source: rawpixel.com/freepik

(Kotler, Kartajaya and Setiawan, 2018)
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1.3. Digital consumer factors. From the individual to the hive.

Marketing 4.0

From Economic power is more dispersed v RN

exclusive to 4 inclusi X ~ ﬁ

inclusive and inclusive | N,
“ €0

g Skype Large companies need smaller, more innovative companies to
continue innovating

BE \icrosoft

Big fortunes redirect some of their wealth through foundations

(Kotler, Kartajaya and Setiawan, 2018)

— @socialesydigitales
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1.3. Digital consumer factors. From the individual to the hive.

Marketing 4.0

From vertical The vertical power structure is giving way to a more horizontal

to horizontal f

PAiS POBLACION

China THE WORLD’S MOST-USED SOCIAL PLATFORMS 1,439,323,774
THE LATST GLOBAL ACTIVE USER IGURES [N HILIONS| FORA SELECTION OF THE WORLD'S TOP SOCIAL MEDIA ATFORMS'

=) India 1,380,004,385
= Estados Unidos 331,002,647
= Indonesia 273,523,621
c] Pakistan 220,892,331

Citizens are journalists and content creators

£ YouTube

Customer trust is driven by the F-Factor (family, friends, fans,
followers) rather than by corporate marketing communication

That'sF for Friends, Fans & Followers, who influence consumers’
. . purchasing decisions in ever-more sophisticated ways.
(Kotler, Kartajaya and Setiawan, 2018) y

Iria Paz Gil — — @socialesydigitales
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1.3. Digital consumer factors. From the individual to the hive.

Marketing 4.0
From Power is not held by individuals,
individual to but b -
<ocial ut by social groups

aaaaaaaaaaaa

Social approval increasingly influences decision-making (and

E brand image is not always as projected)

aaaaa

ooooo

Connectivity will be massive

and market behaviour will change

(Kotler, Kartajaya and Setiawan, 2018) statista %
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1.3. Digital consumer factors. From the individual to the hive.

Customer Journey

A1 A2
s

Customers are
passively exposed 1o a
long list of brands
from past experience,
marketing
communications
and/or advocacy of
others

Customer Behavior

» Leam about a
brand from others

« Iinadvertantly
exposed to brand
advertising

* Recall past
expeanence

Touch Points

Possible Customer

Key Customer
Impression

Iria Paz Gil —
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Customers process the
messages they are
exposed to—creating
short-term memory or
amphifying long-term
memory—and become
altracted only o a
short list of brands

« Become aftracted
to brands

« Craate a
consideration set of
brands

(Kotler, Kartajaya and Setiawan, 2018)

— @socialesydigitales

Prompted by their
cunosity, customers
actively research for
more informaton from
frnends and family.
from the media,
and/or directly from
the brands

Call fnends for
advice

Search for product
review onhne
Contact call center
Compare prices
Try out product at
stores

ACT

Remnforced by more
information,
customers decide o
buy a particular brand
and interact deeper
through purchase,
usage, and/or service
processes

» Buy in-store or
online

« Use the product for
the first time

« Compilamn about
probiem
Get service

Over ime, customers
may develop a sense
of strong loyalty to the
brand, which is
reflectad In retention,
repurchase, and
ulimately advocacy o
others

Keep using the
brand
Repurchase the
brand
Recommend the
brand to others
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2.1. Digital marketing strategies

Consumer journey

Figure 2.1. The new path of the consumer in a connected world
Source: Kotler, Kartajaya and Setiawan (2018)

Customer Al T 1 A2, : = A3 ; ! Ad
Path Pre- [ AWARE 3 ATTITUDE g =
Conneclivity Era
A Shift Shift
(a2l w2
In the pre-connectivity era, an individual customer
determines his/her own attitude toward a In the pre-connectivity era, loyalty is often
| brand; in the conneclivity era, the initial appeal defined as retention and repurchase; in
of a brand is influenced by the “community” the connectivity era, loyalty is ultimately
surrounding the customer to determine the defined as willingness to advocate a brand.

final attitude

= At A2 A3 vy
e AR R
Connectivity Era

A5
ADVOCATE

A With it comes to understanding brands, customers
now actively connect with one another, building
ask-and-advocate relationship; depanding on the
bias dunng the conversation, the connection
either strengthens or weakens the brand appeal
Shift
#3
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2.1. Digital marketing strategies

Customer Journey

A1 A2
il 5

Customers are
passively exposed 1o a
long list of brands
from past experience,
marketing
communications
and/or advocacy of
others

Customer Behavior

» Leam about a
brand from others

« Iinadvertantly
exposed to brand
advertising

* Recall past
expeanance

Touch Points

Possible Customer

Key Customer
Impression
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Customers process the
messages they are
exposed to—creating
short-term memory or
amphifying long-term
memory—and become
altracted only o a
short list of brands

« Become aftracted
to brands

« Craate a
consideration set of
brands

(Kotler, Kartajaya and Setiawan, 2018)

— @socialesydigitales

Prompted by their
cunosity, customers
actively research for
more informaton from
frnends and family,
from the media,
and/or directly from
the brands

Call fnends for
advice

Search for product
review onhne
Contact call center
Compare prices
Try out product at
stores

ACT

Remnforced by more
information,
customers decide o
buy a particular brand
and interact deeper
through purchase,
usage, and/or service
processes

» Buy in-store or
online

« Use the product for
the first ime

« Compilamn about
probiem
Get service

A5
ADVOCATE

Over ime, customers
may develop a sense
of strong loyalty to the
brand, which is
reflectad In retention,
repurchase, and
ulimately advocacy o
others

Keep using the
brand
Repurchase the
brand
Recommend the
brand to others
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2.1. Digital marketing strategies

SoLoMo

Image source: freepik
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2.1. Digital marketing strategies

Showrooming vs. Webrooming

SHOWROOMING \VASS WEBROOMING

Research
2 . ’ Online
Research Purchase
Of'fline Offllne
Purchase
Online ==y
m» Better offers online m» Information online and advantages
offline
Iria Paz Gil — — @socialesydigitales
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2.1. Digital marketing strategies

Showrooming vs. Webrooming

SHOWROOM”\IG » Uses the mobile to learn more about

the product.

» They tend to be young.

sl e

» Explores prices, processes and shopping

Research experiences
Offline '
' » Most consumers use mobile devices to
search for information about a product
Purchase : L
. while they are considering a purchase
Online in a physical shop.

¥1¥i = Better offers online

Iria Paz Gil — — @socialesydigitales
BY SA
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2.1. Digital marketing strategies

Showrooming vs. Webrooming

» Consumers who search for information
about a product on their mobiles are
more likely to end up buying it in a
physical store.

» More than 80% of consumers research
products on their mobiles before
buying in an offline store.

» They take advantage of the large
amount of information and opinions
online, without giving up the personal
treatment, see and try, absence of
shipping costs...

Iria Paz Gil — — @socialesydigitales
BY SA
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P00 »p

Research
Online

$

Purchase
Offline

sl e

‘Hm» Information online and advantages
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2.1. Digital marketing strategies

Inbound marketing

Inbound Methodology
ATTRACT CONVERT CLOSE DELIGHT
A A
; ¢ = A
Unknown Visits Customers Promoters
-’ o
S 4
Blog Forms ‘ Questionnaires
Keywords Calls to action Inteligent content
Social media posts Landing pages Social monitorization
HubSpht

Iria Paz Gil — — @socialesydigitales
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2.2. Psychological and behavioral phenomena associated with
the digital ecosystem

Digital consumer

Discriminating person

. Arrive at the moment
Offline research of purchase with

complete peace of
mind

Moves very well
ROPO between online and
offline channels

S e

Online to online

Puro Marketing
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2.2. Psychological and behavioral phenomena associated with
the digital ecosystem

FOMO

Iria Paz Gil — — @socialesydigitales
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2.2. Psychological and behavioral phenomena associated with
the digital ecosystem

JOMO

I

o
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2.2. Psychological and behavioral phenomena associated with
the digital ecosystem

JOMO

Forbes

LOSMASRICOS ~ BESTCEO  LISTAS FORBESW  FORBESFUNDS  EMPRESAS NOMEREDELDIA LN

JSCONECT T0

RECOMECT. N

WHAT We 00 —
Detox digital: 10 lugares donde (no) poder
conectarse
Iria Paz Gil — — @socialesydigitales
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2.2. Psychological and behavioral phenomena associated with
the digital ecosystem

Digital consumer neuroscience

(1) THE INTERNET IS OUR EXTERNAL

HARD DRIVE
GOOGLE...

15 Big Ways The Internet Is Changing Our Brain

(2) CHILDREN ARE LEARNING
DIFFERENTLY

memorizing facts wastes valuable
brain power

ONLINE EDUCATION...

(3) WE HARDLY EVER GIVE TASKS
OUR FULL ATTENTION

continuous partial attention ¢ GOOD
OR EVIL?

(4) WE DON'T BOTHER TO
REMEMBER

(if we can expect to be able to
access information in the future)

(5) WE'RE GETTING BETTER AT
FINDING INFORMATION

the brainpower previously used to
retain facts and information is now
| being used to remember how to
look it up

(6) DIFFICULT QUESTIONS MAKE US
THINK ABOUT COMPUTERS

all we have to do is Google it

(11) THE MORE YOU USE THE
INTERNET, THE MORE IT LIGHTS UP
YOUR BRAIN

DECISION MAKING AND PROBLEMS
SOLVING BRAIN AREAS

(7) 1Q 1S INCREASING OVER TIME

NOT SURE

(8) OUR CONCENTRATION IS
SUFFERING

growing difficulty in deep reading

(12) OUR BRAINS CONSTANTLY
SEEK OUT INCOMING
INFORMATION

multitaskers, distractions

(9) WE'RE GETTING BETTER AT
DETERMINING RELEVANCE

we spend much time sifting through
meaningless research

(10) WE'RE BECOMING PHYSICALLY
ADDICTED TO TECHNOLOGY

DOPAMINE

(13) WE'VE BECOME POWER
BROWSERS

comprehension and attention are at
risk

(14) ONLINE THINKING PERSISTS
EVEN OFFLINE

your brain remains rewired: a lack of
focus and fractured thinking can
persist, interrupting work, family,
and offline time

(15) CREATIVE THINKING MAY
SUFFER

in new and different ways

Iria Paz Gil — — @socialesydigitales
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2.3. Digital consumer neuroscience

Digital consumer neuroscience

Image source: rawpixel.com/freepik
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2.3. Digital consumer neuroscience

Eye-tracking

Eyeball movement, pupil dilation
or blinking.

It is used to study the points of
greatest fixation (attention,
interest and emotional
involvement) of printed or web
material (static images).

Eye-tracking

Iria Paz Gil — — @socialesydigitales
BY SA
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2.3. Digital consumer neuroscience

Eye-tracking

Iria Paz Gil — — @socialesydigitales
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2.3. Digital consumer neuroscience

Eye-tracking
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2.3. Digital consumer neuroscience

Eye-tracking

Eye-Tracking Statistics for different Areas of Interest
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2.3. Digital consumer neuroscience

Eye-tracking
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3.1. Introduction to digital marketing analytics

Model client-server
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3.1. Introduction to digital marketing analytics

Model client-server
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3.1. Introduction to digital marketing analytics

Key terms
Hit Request for a page or any other file. One single page can contain several hits (e.g.
images, videos...)
Log Recount of the number of times a page is Several hits on the same page are not counted.
served. Cached pages are not counted.
Cache Copy of a page made by the Internet Cached pages are not counted.

access provider to deliver it more quickly
to customers

Hit counter Record every time a page is opened.
It consists of a few lines of programming
that run on the server itself.

It is not possible to distinguish between visits from
users and robots (bots, spiders, crawlers).
It can hide spam.
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3.1. Introduction to digital marketing analytics

Key terms

Requested file Status

,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

“Mozilla/4.03 (Macintosh; I; PPC)”

Previous page Browser 0sS
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3.1. Introduction to digital marketing analytics

Key terms

Tag

Cookie

Web Analytics Server

Script

Code fragment that is executed when the web page is loaded.

It runs on the client computer and not on the server.

It allows you to check a view page.

It allows to store information on the user's computer to read it later.

Information stored on the user's computer to be read later.
Allows to know if the visits come from the same device.

The third element (apart from the initial server and the client) that stores all the data
collected through the two previous techniques, such as: time spent on the visit, operative
system of the computer requesting the page, etc.

Source code written in any type of (programming) language.
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3.1. Introduction to digital marketing analytics
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3.1. Introduction to digital marketing analytics

Digital analytics
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3.2. What is Inbound Marketing

Inbound Marketing

Marketing of attraction

“The concept was born to respond to changes in consumer behaviour, who are no longer
passive recipients or willing to allow advertising breaks from traditional media. Inbound
marketing was born to respond to this new reality in which customers are the ones who
meet the brands in interaction with them in a consensual way and without unwanted
interruptions. It is based on three fundamental pillars: SEO, content marketing and social
media marketing, which work in an integrated manner and form part of a global
strategy, in which all actions, channels and techniques are combined to improve the
brand's reputation and achieve greater online visibilit.”.

INBOUND
MARKETING

Iria Paz Gil — — @socialesydigitales
BY SA

Universidad
Rey Juan Carlos



https://www.iab.com.uy/iabpedia/glosario-web/#i
mailto:iria.paz@urjc.es

3.2. What is Inbound Marketing

Inbound Marketing

OWNED MEDIA
1= PAID MEDIA
EARNED MEDIA

Image source: freepik
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3.2. What is Inbound Marketing

Inbound Metrics

Number of potential or real  Conversion rate = users / users Relative success of the action/strategy (by KPI)
customers with whom an that do the action

action or attraction

strategy has been achieved

Origin of website traffic Origin of the traffic (organic, social network, paid campaign,
(Acquisition report) etc.)

Number of people who Number of interactions Effects of a given strategy (visualisation of the impact of

leave contact details, (likes, comments, shared...) inbound actions)

download material...

Number of clients obtained It allows to know what works
by the inbound
actions/strategies

Total benefit produced by a LTV = margin * (retention rate / It is fundamental for measuring ROI. It is a good starting point

client during the entire (1 + discount rate - retention for future digital strategies
time of its relationship with  rate)
the brand.
Acquisition action costs CAC = campaign costs / new Positive indicator if lower than average ticket (one-time
clients purchase business) or LTV (recurrent purchase business).
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3.3. Online behaviour and customer experience in relation to
Inbound Marketing

Customer-centric marketing

Image source: freepik
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3.3. Online behaviour and customer experience in relation to
Inbound Marketing

Conversion funnel

-t = . A o -
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WO Acquistion y Acquisition refers to gaining notoriety and capturing

the user's interest.

User behaviour when interacting with your business.

Conversion is when the user becomes a customer and
makes transactions.
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3.3. Online behaviour and customer experience in relation to
Inbound Marketing

Conversion funnel

Image source: freepik
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3.4. Strategies and actions aimed at improving the customer
experience and results of Inbound Marketing campaigns

Content is king

' Storytelling
Branded content
Native advertising

Content marketing journey
gs”’e'mm

The Valley — Digital Business School (2016)
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4.1. Utility, measurement, and interpretation

SEO y SEM

Search Engine Optimization

“Work process that aims to achieve a prominent position
for a website within the natural or organic results of a
search engine. This process involves actions both on the
website itself and outside it to achieve a better positioning.”

Image source: upklyak/freepik
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4.1. Utility, measurement, and interpretation

SEO y SEM

"Actions associated with the research and positioning of a
7, website in a search engine, with the aim of appearing in
the top positions of search results, which ultimately
increases visits. In Spanish, Search Engine Marketing is
usually related to keyword sponsored links".

Image source: upklyak/freepik
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4.1. Utility, measurement, and interpretation

SEO Metrics

Number of URLs belonging to your domain Growth vs. Decrease.
that Google can display within its results.

Terms responsible for improving the You display (or not) your content
exchange of information between websites to the right person.

and users.

Links arranged in a text that direct the The more people refer to a blog or
reader to another site with content related site on a certain topic, the more
to what he or she is reading. authority that site gets.

It can be positive or negative.

Boosting organic traffic to produce Organic authority.
permanent and natural long-term results

Number of visits to the website. The more visits, the better..
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4.2. Online behavior and customer experience concerning SEO
and SEM

Customer-centric marketing
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4.2. Online behavior and customer experience concerning SEO
and SEM

Customer-centric marketing
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4.2. Online behavior and customer experience concerning SEO
and SEM
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4.3. Strategies and actions aimed at improving the customer
experience and results of SEO and SEM campaigns

Optimization of a website

Semantic aspects
Technical aspects

External Popularity (link building) '

The Valley — Digital Business School (2016)

Iria Paz Gil — — @socialesydigitales
BY SA



mailto:iria.paz@urjc.es

4.3. Strategies and actions aimed at improving the customer
experience and results of SEO and SEM campaigns

Natural positioning for mobiles

Responsive web design

Dynamic serving

Parallel design

The Valley — Digital Business School (2016)
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5.1. Utility, measurement, and interpretation

e-mail marketing

e-mail marketing

“Type of digital advertising that displays personalized
messages or advertisements in the user’s e-mail account.
This type of advertising is regularly carried out through
newsletters and other forms o commercial communication
via e-mail. The advertisements can have different formats,
such as links, text, images, and/or video.”

E-MAIL MARKETING
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5.1. Utility, measurement, and interpretation

e-mail marketing

° @
— P

W

social media

“Social networks, in the virtual world, are sites
and applications that operate at different levels —
such as professional, or relationship, among
others — but always allowing the exchange of
information between people and/or companies.”

B

SOCIAL MEDIA
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5.1. Utility, measurement, and interpretation

e-mail marketing metrics

Number of people who open your campaign
emails.

Number of people who have completed a
desired action (subscribe to a channel, start
a free trial, download a material, complete a
transaction...)

Number of users who have subscribed to
your newsletter after a promotion.

Indicates email addresses that do not exist.

Number of people who unsubscribe from a
newsletter or email list.

Opening rate = (opened emails /
sent emails) * 100

Conversions = (completed
actions / visits) * 100

Subscription rate =
(subscriptions / sending) * 100

Bounce rate = (bounced emails /
sent emails) * 100

Unsubscribed rate =
(unsubscribed users/ users that
had received the email) * 100

Effect (positive or negative) of the
subjects you choose for your emails
(which should stimulate clicking).

Effectiveness

Effectiveness

It allows you to determine if you are
following the best email marketing
practices.

It helps to understand if the
frequency, quality of content, type of
communication or design are being
detrimental to your strategy.

Iria Paz Gil — — @socialesydigitales
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5.1. Utility, measurement, and interpretation

social media metrics

Number of people who have seen a
publication.

Level of commitment of a user to any
publication during a given period

Number of clicks obtained in relation to
the number of impressions.

Amount of visits to the website that
come form social media

Number of people who have seen a
publication

Number of interactions (“likes”,
comments, number of shares,
mentions...)

Engagement = ((likes + comments +
shares) / amount of fans) *100

CTR= no. of clicks / no. of views

Google Analytics

Also include users who are not part of
your digital community

Consolidation of the brand

If it is low, there are few clicks with
respect to the number of impressions,
so its cost will be higher

Effectiveness of the social media
campaigns
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5.2. Online behavior and customer experience concerning email
marketing and social media

Customer-centric marketing

Image source: freepik
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5.3. Strategies and actions aimed at improving the customer experience . 5
and results of email marketing and social media campaigns r "'z g

e-mail marketing

Data Base

No spam

Attraction vs. Loyalty

Target

The subject

Sending time

The Valley — Digital Business School (2016)
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5.3. Strategies and actions aimed at improving the customer experience, and

results of email marketing and social media campaigns J "r ol
X ;

. i ( o
social media L

Real Time Content

Second Screen

Hypersegmentation

Customer service

The Valley — Digital Business School (2016)
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6.1. Utility, measurement, and interpretation

Mobile marketing and apps

5

Mobile marketing

"It is the use of mobile technologies for marketing
and sales solutions: mobile advertising, SMS, MMS,
App development, content sales, etc.”

App (Aplication)
"Software developed for mobile devices."

MOBILE
MARKETING

Image source: freepik
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6.1. Utility, measurement, and interpretation

Mobile marketing and apps

Amount of people downloading you app from a
certain origin

User interaction with the application. Time users spend in the app
(per month, per week, per
day...)

Another option:
Total time / no. of sessions =
average time in each session

How much it costs to recruit a new user. Total cost / no. instllations

It allows you to buy different channels
and see which ones are giving the best
results.

If the results are not satisfactory, we
will probably have to review the
usability of the app.

To evaluate whether or not the data is
satisfactory, we must consider the
benefits we expect to obtain from
each facility.
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6.2. Online behavior and customer experience concerning mobile
and apps

Customer-centric marketing

Image source: freepik
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6.2. Online behavior and customer experience concerning mobile
and apps

Customer-centric marketing

Image source: macrovector/freepik
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6.2. Online behavior and customer experience concerning mobile
and apps

Customer-centric marketing

Responsive Web Design

Mobile First Web Design

.
. = i
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6.3. Strategies and actions aimed at improving the customer
experience and results of mobile and apps campaigns

mobile and apps

Context

Transactional

Multidevice

The Valley — Digital Business School (2016)
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\ Advergaming
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Metrics used in e-commerce
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7.1. Utility, measurement, and interpretation

e-commerce

O e-commerce

o "Platform that allows the purchase and

= sale of products or services through

c% electronic means.”

<

LLl

The Valley — Digital Business School (2016) Image source: fullvector /freepik
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7.1. Utility, measurement, and interpretation

e-commerce

Number of people who visit your e-
commerce.

How much it costs the company to
sell each of its products.

Percentage of buyers who
abandon their visit after adding
products to the cart.

Average amount of money each
customer spends on your e-
commerce

Number of customers who stop
buying at your store during a given
period.

You can measure it according to traffic
sources, keywords, active campaigns and
percentages of new or recurring visitors.

It depends on the type of company, but
production costs and inventory quantities
are needed.

Cart abandonment rate = (abandoned
purchases / initiated purchases) * 100

Average order value = revenue / number
of purchases

It is measured according to a determined
period of time.

Possible sales.

It allows for greater control over
assets and budgets.

It helps uncover errors in shipping
costs, hidden fees or misleading
prices.

If you want to raise your income, you
must know how much your users are
spending and how to raise this figure.

It allows you to recover old customers
and rethink your promotional actions.

Universidad
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7.2. Online behavior and customer experience concerning e-
commerce

Customer-centric marketing

Image source: freepik
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7.3. Strategies and actions aimed at improving the customer
experience and results of e-commerce campaigns

e-commerce

e-commerce strategies

e-commerce marketing

Mobile first

User centric

Social commerce

The Valley — Digital Business School (2016)
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8.1. Visualization of KPI's according to the objectives

What is a dashboard?

7 a—

Dashboard: Scorecard with \
information about the brand's
channels and its competitors.

It graphically represents the
KPIs needed to meet the
objectives of a marketing

/ campaign.

The Valleypedia

Image source: slidesgo/freepik
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard

Source: Tableau (Cyberclick, 2018)
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard

Screen size

Source: Tableau (Cyberclick, 2018)
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard

Source: Tableau (Cyberclick, 2018)
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard

Hot spots

Source: Tableau (Cyberclick, 2018)
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard

Panels and
colours

Source: Tableau (Cyberclick, 2018)
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard

Interactive
elements

Source: Tableau (Cyberclick, 2018)
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard

Source: Tableau (Cyberclick, 2018)
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard

Source: Tableau (Cyberclick, 2018)
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard

General
cleanup
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Source: Tableau (Cyberclick, 2018)
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard

Source: Tableau (Cyberclick, 2018)
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8.1. Visualization of KPI's according to the objectives

10 key elements for building a good dashboard
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8.1. Visualization of KPI's according to the objectives

SEO
Positioning changes = Position of
18 ‘ Page your site on the Google results page
— SEO Ranking /! Speed (keywords)
SEO Change
Dashboard
Example Traffic types = Optimization of
Traffic campaigns (origin of clients)
S . .
I J OHree Page loading speed = Bounce rate
(® oz
Cyberclick (2020) Image source: upklyak/freepik
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8.1. Visualization of KPI's according to the objectives ne

Inbound Marketing

Inbound Links Caonversion Attributed Incoming Iinks 9 RepUtation +
e Rate Revenue search engines
. 1,439 8% $18.49 . 5 Oriet
Content ' Organic traffic = Origin (by
Marketing THmIE contents)
Dashboard _ Conversion rate = Atraction + leads
Example Organic
Traffic
23,242
® oz
Cyberclick (2020) Image source: freepik
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8.1. Visualization of KPI's according to the objectives .

e-mail marketing ' ©\/
Number of Click-Through Open Rate SUbSCfiptiOﬂS 2 I\/Ionitoring
Subscribers Rate 439, (amount’ quahty)
_ 1,803 20% o o
. Unsubscriptions = monitoring
Email .
Marketing e (strategy)
Ez:;bpolzrd Jhumoerof Opening rate > Optimization
32 — (message’s subjetc)
. ! _—— Click rate = Value (for the client)

Cyberclick (2020) Image source: stories/freepik
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8.1. Visualization of KPI's according to the objectives -

®
-
Q.
al_lo
. . L_ °
Social Media
Reach Impressions Impressions = Scope (allows
- " calculation of CTR)
Social l l nE Clicks = Effectiveness (content)
Media i Comments = Involvement and
ICKS Comments . 5 .
Jashboard — interaction (community)
Example o
. - e .--l‘\\\*_____---"-—- -
® oz
Cyberclick (2020) Image source: freepik
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8.1. Visualization of KPI's according to the objectives

e-commerce

Traffic Sources ROI

— )

Marketing
Dashboard Mersgigrder Cart Abandonment Rate
Example $49.00 1%

® o

Traffic sources = Origin (visits)

Average order amount - Strategy
(value conversions)

Abandoned carts 2 Improvement
of results

ROI = Objectives
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8.2. Segmentation of decisions according to the phase of the
funnel

Funnel

Image source: Davidzydd/freepik
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8.2. Segmentation of decisions according to the phase

funnel

Sociotecnographic Segmentation

Iria Paz Gil —
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CREATORS = mamd

CRITICISTS —

COLLECTORS =g

MEMBERS "

SPECTATORS

They publish web pages
Publish or maintain a blog
Uploading videos to the network

Comment on blogs
They value in posts or in contents

They use RSS
Classify websites

Registered in social networks

Readers in blogs
Watch videos
Watch/listen to podcasts

INACTIVES t

— @socialesydigitales

None of the above
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