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1. Fifteen Years of Digital Marketing�
 ______________________________________ �

� How consumers have driven all aspects of digital 	


marketing over the last 15 years	









Birth of E-commerce�





Online Surfing�





Targeted Search�





Online CRM �



15 Years of Digital Marketing Pt.1 �
Cu

st
om

er
	
  D
em

an
ds
	
  

M
ar
ke
0n

g	
  
So
lu
0o

ns
	
  

1995	
   2001	
   2003	
   2004	
   2005	
  

Online	
  Shopping	
  (!!)	
  
	
  

•  Birth	
  of	
  online	
  shopping	
  
and	
  looking	
  for	
  products	
  
online	
  	
  

•  Actual	
  demand	
  was	
  
ques0onable,	
  but	
  first	
  
step	
  in	
  consumer	
  
movement	
  to	
  online	
  

Online	
  Retail	
  
•  Brands	
  rushed	
  to	
  create	
  

‘clicks	
  &	
  mortar’	
  solu0ons	
  
for	
  their	
  customers	
  

	
  
Plus:	
  Created	
  movement	
  
towards	
  understanding	
  online	
  
possibili0es	
  for	
  retail	
  
	
  
Minus:	
  Most	
  companies	
  
realized	
  they	
  didn’t	
  really	
  need	
  
to	
  sell	
  online	
  at	
  this	
  stage	
  

	
  Online	
  Surfing	
  
	
  

•  People	
  started	
  to	
  
explore	
  the	
  web	
  for	
  
power	
  of	
  informa0on	
  

•  Driven	
  by	
  online	
  
browsers	
  and	
  portals	
  
people	
  were	
  able	
  to	
  
empower	
  retail	
  through	
  
informa0on	
  

Web	
  Site	
  Marke0ng	
  
•  Brands	
  created	
  central	
  web	
  

sites	
  with	
  consumer	
  
informa0on	
  on	
  company	
  
and	
  products	
  

	
  
Plus:	
  	
  A	
  central	
  place	
  online	
  to	
  
inform	
  not	
  just	
  sell	
  
	
  
Minus:	
  Everything	
  on	
  there,	
  
much	
  like	
  an	
  online	
  brochure	
  

	
  Targeted	
  Online	
  Search	
  
	
  

•  People	
  started	
  to	
  
explore	
  the	
  web	
  for	
  
power	
  of	
  informa0on	
  

•  Driven	
  by	
  online	
  
browsers	
  and	
  portals	
  
people	
  were	
  able	
  to	
  
empower	
  retail	
  through	
  
informa0on	
  

Online	
  Marke0ng	
  
•  Brands	
  developed	
  an	
  eco-­‐

system	
  of	
  web	
  sites,	
  
campaign	
  sites	
  and	
  online	
  
adver0sing	
  (and	
  Google	
  ads)	
  
to	
  drive	
  customers	
  

	
  
Plus:	
  	
  Online	
  started	
  to	
  become	
  
an	
  interac0ve	
  and	
  fun	
  place	
  
	
  
Minus:	
  S0ll	
  was	
  largely	
  one	
  way,	
  
but	
  started	
  to	
  engage	
  with	
  fun	
  
and	
  enjoyment	
  of	
  online	
  

	
  Online	
  Loyalty	
  
	
  

•  As	
  people	
  connected	
  
with	
  brands	
  through	
  
search	
  and	
  explore	
  they	
  
started	
  to	
  build	
  
rela0onships	
  with	
  
brands	
  via	
  membership	
  
and	
  loyalty	
  programs	
  

Online	
  CRM	
  
•  Brands	
  developed	
  large	
  

CRM	
  and	
  data	
  management	
  
capabili0es	
  +	
  loyalty	
  
programs	
  

	
  
Plus:	
  	
  Business	
  started	
  to	
  
develop	
  how	
  to	
  manage	
  
customers	
  online	
  
	
  
Minus:	
  Many	
  programs	
  were	
  
hard	
  to	
  manage	
  and	
  maintain	
  



C
us

to
m

er
 D

em
an

ds
	



M
ar

ke
tin

g 
So

lu
tio

ns
	



2005	

 2006	

 2008	

 2010	

 2013	



Social Media is Born	


	



•  Growth in social media 
of all forms happens	



•  People start to connect 
with eachother via 
Myspace, twiiter, You 
Tube, Hi-5, Facebook as 
they understand the 
power of personal 
connection	



Social Media Marketing	


•  Brands start to develop 

strategies for reaching 
people via social media	



	


Plus:  Brands start to 
understand listening & 
enagement	


	


Minus: Brands don’t yet have 
dynamic content strategies to 
really engage yet with people	



Smart Mobile Access	


	



•  Smart phone usage 
starts to grow rapidly 
and people access web 
more and more via 
mobile devices	



•  Leads to far more daily 
usage of internet, 
especially by younger 
target markets	



Mobile Marketing	


•  Brands start to create 

specific platform, content 
apps and ads for mobile	



	


Plus:  Understand the power of 
mobile for customer online 
experience, especially apps	


	


Minus: Infrastructure limitations 
on mobile webs means an over-
focus on branded apps	



 Facebook/Google 
Explosion	


	



•  The massive growth in 
both platforms starts to 
dominate globally	



•  Leads to development of 
far more niche SM 
platforms but these two 
giants still dominate	



Facebook Marketing	


•  Brands develop 

comprehensive Facebook 
content and management 
strategies (integrate 
Google)	



	


Plus:  Much more sophisticated 
social media marketing	


	


Minus: SM marketing is the key 
area but maybe too much focus 
on engagement metrics	



 Online Entertainment	


	



•  People use online for 
much more of their 
entertainment needs – 
the 2nd, 3rd, 4th screens 
becoming a place to 
access music/film/video 
as and when they want. 
Demand and quality 
expectations are high	



Content Marketing	


•  Brands start to develop 

online content strategies 
that can live across all 
platforms and drive 
significant brand growth	



	


Plus:  Brand content drives 
more than engagement but 
brand and sales affinity	


	


Minus: Let’s see…!!	



15 Years of Digital Marketing Pt.2 �







Social Media�





Smart Mobile�





Facebook & Google Marketing�





Content Marketing�



2. The 2014 Digital Marketing Eco-System�
 ______________________________________ �

� Digital marketing today is a inter-play between 	


digital platforms, content and media	





	
  
	
  

Web	
  Site	
  
Marke0ng	
  

	
  
(Brand	
  sites/

Campaign	
  sites/
Lifestyle	
  sites)	
  

	
  
CRM	
  

	
  
E-­‐Commerce	
  

	
  
Mobile	
  Marke0ng	
  

(mobile	
  pla^orms/applica0ons)	
  

	
  

Digital	
  
Content	
  

(Campaign	
  Content/	
  
Always-­‐on	
  Content)	
  

	
  
Search	
  Marke0ng	
  

	
  

	
  
Online	
  Adver0sing	
  
(Banner/social	
  media/)	
  

	
  
Influencer	
  Marke0ng	
  
(Online	
  influencers/partners)	
  

	
  
Digital	
  OOH	
  

(in-­‐store/pop-­‐up/installa0ons)	
  

	
  
	
  

Social	
  Media	
  
Marke0ng	
  

	
  
(Brand	
  sites/

Campaign	
  sites/
Lifestyle	
  sites)	
  

	
  
	
  

Social	
  	
  
CRM	
  

2014 Digital Marketing Eco-System�



Consumer	
  Journey	
  –	
  Digital	
  Marke0ng	



Engage	



Convert	



Connect	



Engage:	


o  Online Advertising	


o  Campaign Web Sites	


o  Social Media Campaigns	


o  Online Influencer Content	


o  Online Video/Gaming	



Convert:	


o  Online Retails Ad Campaigns (trial/sample)	


o  Online Promotion Campaigns (promotion)	


o  Online Sales Platforms (web site/e-com)	


o  Social CRM/Data Campaigns (collect data)	



Connect:	


o  Social Media Content & Campaigns	


o  Online Communities	


o  CRM Programs	


o  Customer/Service Platforms	





    3. Social Media Marketing 
 ______________________________________ �

� Some things worth noting about social media marketing 	





Why	
  Social	
  Media	
  Marke0ng?	





1.  Where	
  people	
  are:	
  It’s	
  where	
  people	
  are	
  spending	
  their	
  0me	
  

2.  How	
  people	
  use	
  it:	
  People	
  use	
  it	
  differently,	
  so	
  we	
  need	
  to	
  market	
  differently	
  

3.  How	
  we	
  market:	
  Less	
  hard	
  sell,	
  more	
  of	
  what	
  they	
  want	
  

4.  What	
  we	
  produce:	
  We	
  need	
  to	
  earn	
  their	
  agen0on	
  and	
  par0cipa0on	
  

Why	
  Social	
  Media	
  Marke0ng?	





Heineken	
  Digital	
  Eco-­‐system	
  

Heineken	
  Website	
  
Discover	
  	
  the	
  brand	
  informa0on	
  

and	
  	
  explore	
  its	
  heritage	
  along	
  with	
  
current	
  consumer	
  campaigns	
  

Heineken	
  	
  
Facebook	
  Fan	
  Page	
  

Center	
  to	
  online	
  marke0ng	
  ac0vi0es,	
  consumers	
  
engagement,	
  and	
  a	
  place	
  to	
  come	
  “Open	
  Your	
  World”	
  

Heineken	
  YouTube	
  Channel	
  
A	
  place	
  to	
  showcase	
  Fun	
  and	
  engagement	
  VDO	
  ,	
  including	
  cool	
  TVC	
  

around	
  the	
  world	
  

Heineken	
  
Twi8er	
  

Tool	
  to	
  promote	
  
Heineken	
  lifestyle,	
  
event	
  and	
  updated	
  
campaigns	
  and	
  
promo0ons	
  

Heineken	
  	
  
A	
  place	
  to	
  get	
  consumers’	
  interests	
  in	
  the	
  brand,	
  community	
  to	
  

the	
  fans	
  and	
  good	
  source	
  for	
  content	
  sharing	
  

Heineken	
  	
  
A	
  community	
  showcasing	
  cool	
  and	
  fun	
  images	
  

Heineken’s	
  style.	
  A	
  place	
  to	
  help	
  strengthen	
  the	
  brand	
  
characteris0c.	
  



Campaign	
  Content	
  +	
  Always-­‐on	
  Content	
  



What	
  makes	
  a	
  great	
  ‘social	
  media’	
  idea?	
  

The same thing that makes a great digital idea J	





      4. Developing Great Online Marketing Campaigns
 ______________________________________ �

� Great online marketing lives across many media and 
channels – it’s the content that matters most	





Digital	
  Purpose:	
  Determine	
  
what	
  is	
  the	
  main	
  purpose	
  of	
  
the	
  	
  Heineken	
  online	
  –	
  what	
  
are	
  the	
  main	
  content	
  ideas	
  
driving	
  the	
  brand.	
  Every	
  

content	
  idea	
  should	
  reflect	
  
this	
  purpose.	
  Your	
  purpose	
  is	
  
unique	
  to	
  both	
  your	
  brand	
  
and	
  your	
  online	
  objec0ves.	
  

Digital	
  Campaign	
  Ideas:	
  
What	
  is	
  the	
  main	
  campaign	
  

idea	
  to	
  achieve	
  your	
  
objec0ves?	
  We	
  need	
  

campaigns	
  ideas	
  that	
  reflect	
  
the	
  purpose	
  but	
  also	
  digital	
  
ideas	
  with	
  the	
  core	
  five	
  

elements	
  

Digital	
  Drivers:	
  
You	
  must	
  understand	
  the	
  
crucial	
  role	
  of	
  paid	
  and	
  

unpaid	
  media	
  in	
  driving	
  the	
  
success	
  of	
  your	
  campaign,	
  

as	
  well	
  as	
  how	
  well	
  
integrated	
  your	
  other	
  

digital	
  pla^orms	
  and	
  other	
  
media	
  are	
  to	
  your	
  overall	
  

objec0ves	
  

Digital	
  Management:	
  
The	
  success	
  will	
  ul0mately	
  
be	
  how	
  close	
  you	
  get	
  to	
  

managing	
  all	
  your	
  content	
  in	
  
a	
  0mely,	
  relevant	
  and	
  

engaging	
  way.	
  And	
  unless	
  
you	
  are	
  constantly	
  

measuring	
  and	
  op0mizing	
  –	
  
you	
  are	
  was0ng	
  your	
  0me	
  

Crea0ng	
  Great	
  Campaigns	
  –	
  Key	
  Elements	
  



Digital	
  Purpose:	
  	
  
Determine	
  what	
  is	
  the	
  main	
  
purpose	
  of	
  the	
  	
  Heineken	
  
online	
  –	
  what	
  are	
  the	
  main	
  
content	
  ideas	
  driving	
  the	
  
brand.	
  Every	
  content	
  idea	
  
should	
  reflect	
  this	
  purpose.	
  
Your	
  purpose	
  is	
  unique	
  to	
  
both	
  your	
  brand	
  and	
  your	
  

online	
  objec0ves.	
  

Digital	
  Idea:	
  
What	
  is	
  the	
  main	
  campaign	
  

idea	
  to	
  achieve	
  your	
  
objec0ves?	
  We	
  need	
  

campaigns	
  ideas	
  that	
  reflect	
  
the	
  purpose	
  but	
  also	
  digital	
  
ideas	
  with	
  the	
  core	
  five	
  

elements	
  

Developing	
  Great	
  Campaign	
  Ideas	
  –	
  Key	
  Elements	
  



Digital	
  Purpose:	
  	
  
Determine	
  what	
  is	
  the	
  main	
  
purpose	
  of	
  the	
  	
  Heineken	
  
online	
  –	
  what	
  are	
  the	
  main	
  
content	
  ideas	
  driving	
  the	
  
brand.	
  Every	
  content	
  idea	
  
should	
  reflect	
  this	
  purpose.	
  
Your	
  purpose	
  is	
  unique	
  to	
  
both	
  your	
  brand	
  and	
  your	
  

online	
  objec0ves.	
  

Digital	
  Idea:	
  
What	
  is	
  the	
  main	
  campaign	
  

idea	
  to	
  achieve	
  your	
  
objec0ves?	
  We	
  need	
  

campaigns	
  ideas	
  that	
  reflect	
  
the	
  purpose	
  but	
  also	
  digital	
  
ideas	
  with	
  the	
  core	
  five	
  

elements	
  

Developing	
  Great	
  Campaign	
  Ideas	
  –	
  Key	
  Elements	
  



What is a good ‘Heineken’ idea?	





Digital	
  Purpose:	
  	
  
Determine	
  what	
  is	
  the	
  main	
  
purpose	
  of	
  the	
  	
  Heineken	
  
online	
  –	
  what	
  are	
  the	
  main	
  
content	
  ideas	
  driving	
  the	
  
brand.	
  Every	
  content	
  idea	
  
should	
  reflect	
  this	
  purpose.	
  
Your	
  purpose	
  is	
  unique	
  to	
  
both	
  your	
  brand	
  and	
  your	
  

online	
  objec0ves.	
  

Digital	
  Idea:	
  
What	
  is	
  the	
  main	
  campaign	
  

idea	
  to	
  achieve	
  your	
  
objec0ves?	
  We	
  need	
  

campaigns	
  ideas	
  that	
  reflect	
  
the	
  purpose	
  but	
  also	
  digital	
  
ideas	
  with	
  the	
  core	
  five	
  

elements	
  

Developing	
  Great	
  Campaign	
  Ideas	
  –	
  Key	
  Elements	
  



Focus	
  on	
  Engagement	
  Channels	



Engage	



Convert	



Connect	



Engage:	


o  Online Advertising	


o  Campaign Web Sites	


o  Social Media Campaigns	


o  Online Influencer Content	


o  Online Video/Gaming	



Convert:	


o  Online Retails Ad Campaigns (trial/sample)	


o  Online Promotion Campaigns (promotion)	


o  Online Sales Platforms (web site/e-com)	


o  Social CRM/Data Campaigns (collect data)	



Connect:	


o  Social Media Content & Campaigns	


o  Online Communities	


o  CRM Programs	


o  Customer/Service Platforms	





All good marketing campaigns 	


have 3 core elements…	





1.  Insight:	
  What	
  is	
  it	
  about	
  our	
  local	
  target	
  consumer	
  behavior	
  that	
  we	
  can	
  use	
  
to	
  connect	
  people	
  with	
  our	
  brand	
  

2.  The	
  Idea:	
  What	
  is	
  the	
  core	
  idea	
  that	
  answers	
  this	
  challenge	
  best?	
  

3.  Execu0on:	
  What	
  are	
  the	
  ways	
  we	
  can	
  ar0culatew	
  this	
  idea	
  

Key	
  Elements	
  of	
  an	
  Idea	
  in	
  a	
  Marke0ng	
  Campaign	





When you have your ideas keep the 	


following points in mind…	





1. ‘Heineken’ Idea : (true to the brand)	


§  Unique,	
  Premium,	
  Interna0onal	
  
§  Never	
  been	
  done	
  before	
  
§  Fun	
  mood	
  and	
  tone	
  
§  In	
  the	
  right	
  pla^orms:	
  music/football/entertainment	
  

	


	

2. ‘Social’ Idea: (Can live in social media)	


§  Simple/Engaging/Rewarding/Sharable	
  
§  Facebook	
  is	
  a	
  key	
  component	
  
§  Can	
  play	
  in	
  other	
  social	
  media	
  
§  An	
  idea	
  that	
  connects	
  people	
  

	


	



4. ‘Buzz’ Idea: (Can create talk)	


§  Create	
  talk-­‐ability/news	
  beyond	
  the	
  idea	
  
§  Do	
  people	
  want	
  to	
  share	
  with	
  others?	
  
§  Can	
  it	
  make	
  the	
  brand	
  famous?	
  

	


	



5. ‘High Performance’ Idea: (must be effective)	


§  Drives	
  key	
  metrics	
  online/offline	
  
§  Promotes	
  interac0on	
  with	
  the	
  product	
  
§  Drives	
  sales	
  in	
  ac0va0on/channel	
  
§  Improves	
  market	
  share	
  

	


	



3. ‘Anywhere’ Idea : (Not just online)	


§  Online	
  and	
  Offline	
  components	
  
§  Connects	
  people	
  to	
  real	
  experiences	
  
§  Not	
  just	
  Facebook	
  but	
  everywhere	
  
§  Mobile,	
  In-­‐Store,	
  Events,	
  etc.	
  

	


	



Crea0ng	
  Campaign	
  Ideas	
  –	
  Keep	
  in	
  Mind	
  



Heineken Idea - Sample	





1.  Insight:	
  Everyone	
  says	
  they	
  are	
  open	
  minded,	
  but	
  are	
  they	
  really?	
  

2.  The	
  Idea:	
  Challenge	
  people	
  to	
  go	
  change	
  their	
  plans	
  in	
  an	
  instant	
  and	
  
discover	
  the	
  world	
  

3.  Execu0on:	
  Heineken	
  Departure	
  Roulege	
  at	
  the	
  Airport	
  

Heineken	
  Campaign	





Let’s explore some other ideas.	


There are many different ways to execute  	



digital campaign ideas…	





Many	
  types	
  of	
  Online	
  Campaign	
  Ideas	
  

1.	
  Social	
  Media	
  
Centric	
  

2.	
  Online/Offline	
  
Integrated	
  

3.	
  Online	
  Media	
  
Centric	
  

4.	
  Online	
  U0lity	
  
Centric	
  



Many	
  types	
  of	
  Online	
  Campaign	
  Ideas	
  

1.	
  Social	
  Media	
  
Centric	
  



Many	
  types	
  of	
  Online	
  Campaign	
  Ideas	
  

1.	
  Social	
  Media	
  
Centric	
  

2.	
  Digital	
  
Integrated	
  



1.  Insight:	
  What	
  is	
  it	
  about	
  our	
  local	
  target	
  consumer	
  behavior	
  that	
  we	
  can	
  use	
  
to	
  connect	
  people	
  with	
  our	
  brand?	
  

2.  The	
  Idea:	
  What	
  is	
  the	
  core	
  idea	
  that	
  answers	
  this	
  challenge	
  best?	
  

3.  Execu0on:	
  What	
  are	
  the	
  ways	
  we	
  can	
  ar0culate	
  this	
  idea?	
  

TEST:	
  What	
  are	
  the	
  KEY	
  Elements	
  of	
  this	
  Idea	





Many	
  types	
  of	
  Online	
  Campaign	
  Ideas	
  

1.	
  Social	
  Media	
  
Centric	
  

2.	
  Online/Offline	
  
Integrated	
  

3.	
  Digital	
  Media	
  
Centric	
  



Many	
  types	
  of	
  Online	
  Campaign	
  Ideas	
  

1.	
  Social	
  Media	
  
Centric	
  

2.	
  Online/Offline	
  
Integrated	
  

3.	
  Online	
  Media	
  
Centric	
  

4.	
  Online	
  U0lity	
  
Centric	
  



4. The Brief – Close Up�
 ______________________________________ �

� Digital marketing today is a inter-play between 	


digital platforms, content and media	









Digital	
  Purpose:	
  	
  
Determine	
  what	
  is	
  the	
  main	
  
purpose	
  of	
  Close	
  Up	
  online	
  –	
  
what	
  are	
  the	
  main	
  content	
  
ideas	
  driving	
  the	
  brand.	
  
Every	
  content	
  idea	
  should	
  
reflect	
  this	
  purpose.	
  Your	
  
purpose	
  is	
  unique	
  to	
  both	
  
your	
  brand	
  and	
  your	
  online	
  

objec0ves.	
  

Digital	
  Campaign	
  Ideas:	
  
What	
  is	
  the	
  main	
  campaign	
  

idea	
  to	
  achieve	
  your	
  
objec0ves?	
  We	
  need	
  

campaigns	
  ideas	
  that	
  reflect	
  
the	
  purpose	
  but	
  also	
  digital	
  
ideas	
  with	
  the	
  core	
  five	
  

elements	
  

Developing	
  Great	
  Campaign	
  Ideas	
  –	
  Key	
  Elements	
  



1.  Brand	
  Purpose:	
  What	
  is	
  the	
  main	
  brand	
  purpose	
  of	
  Close	
  Up?	
  

2.  Insight:	
  What	
  are	
  the	
  local	
  Thai	
  insights	
  we	
  should	
  use	
  for	
  this	
  brand?	
  

3.  What	
  can	
  online	
  specifically	
  help	
  achieve:	
  What	
  aspects	
  of	
  this	
  purpose,	
  with	
  
Thai	
  insight,	
  can	
  we	
  focus	
  on	
  for	
  our	
  online	
  communica0ons?	
  

4.  Digital	
  Purpose:	
  What	
  is	
  the	
  digital	
  Purpose	
  for	
  Close	
  Up	
  Thailand?	
  

Digital	
  Purpose?	





1.  Objec0ve:	
  What	
  is	
  the	
  main	
  objec0ve	
  you	
  want	
  to	
  achieve	
  with	
  your	
  
campaign?	
  Awareness?	
  Product	
  Trial?	
  Par0cipa0on	
  in	
  ac0vity?	
  

2.  Insight:	
  What	
  is	
  the	
  key	
  consumer	
  ‘insight’	
  we	
  want	
  to	
  use	
  to	
  developing	
  our	
  
idea?	
  Overcome	
  lack	
  of	
  confidence?	
  Instant	
  agrac0on?	
  

3.  Core	
  Idea:	
  What	
  is	
  the	
  main	
  BIG	
  THOUGHT	
  you	
  want	
  for	
  your	
  campaign	
  e.g.	
  
Teeth	
  so	
  white	
  in	
  blinds	
  guys	
  with	
  love	
  (have	
  to	
  wear	
  sunglasses)	
  

4.  Execu0on	
  Ideas:	
  What	
  are	
  some	
  digital	
  execu0on	
  ideas	
  that	
  come	
  from	
  this	
  
big	
  idea?	
  

Campaign	
  Idea/Execu0on?	





Thank you!�
 ______________________________________ �

�


