


1. What is Ecommerce and E-commerce
landscape

- journey of e-commerce

- Introducing e-commerce landscape

- how digital marketing play an important role in
e-commerce journey

2. Digital marketing funnel & platform
- What and Why digital marketing
AG EN DA - Digital media channel

- marketing funnel and objective
1. Awareness
2. Engagement
3. Traffic
4. Conversion — message / purchase

3. How to optimize marketing budget toward
ecommerce goal

- Key important metric

- use case of how we allocate the money




‘ Grocery Shopping changes from Offline store...

——

L T P
PR P TR TR

Rl R e i :




To be Online Shopping on Website or Mobile

4 ATRUE-H 4( 7 61%n \

Done Groceries with HappyFresh
«
8139.00

7 Add to cart



https://docs.google.com/file/d/1y0n9yo_KjkhBcEsRLZelYsp1qCcq7CrB/preview

People change their purchase behavior

Brick and mortar shopping experience...
m il o » Seamless experience in shopping
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Ecommerce Activity Online

ECOMMERCE ACTIVITIES —

PERCENTAGE OF It X t WHO REPORT PERFORMING EACH ACTIVITY IN THE PAST MONTH

SEARCHED ONLUINE FOR VISITED AN ONLINE PURCHASED A MADE AN ONLINE MADE AN ONLINE
A PRODUCT OR SERVICE RETAIL STORE ON THE PRODUCT ONLINE PURCHASE VIA A LAPTOP PURCHASE VIA A
TO BUY (ANY DEVICE) WEB (ANY DEVICE) (ANY DEVICE) OR DESKTOP COMPUTER MOBILE DEVICE

85% 82%




Digital Channel trend in 2020

Communication channel trend Entertainment media channel trend

YouTube

Facetime
u 13.7% JOOX

WhatsApp @ 7.8% ViU

Spotify

98.1%

|

46.0%

33.9%

33.4%

17.7%

15.1%



Marketplace trend - 2019

Top Buying Chanel Top Selling Chanel
for Online Marketplace for Online Marketplace

Facebook Fanpage 64.0%

|

Facebook Fanpage

43.1%

39.5%

Line

|

L75%

Twitter 133 57%

26.6%

Instagram

24.8%

Lazada

v

Twitter

B.7%
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‘ What is E-Commerce

“E-Commerce or (Electronic commerce) is any
activity of buying and selling goods or services via

internet either through mobile or Desktop”



What is E-Commerce

There are 4 main models of Ecommerce

1. B2B (Business to Business)
2. B2C (Business to Customer)
3. C2B (Customer to Business)

4. C2C (Customer to Customer)



E-Commerce ecosystem

Demand Search & Make Choose Productin Choose Payment Your product deliver Give a feedback
Generation decision to purchase to basket & method and Paid at your door and review
in your shop Checkout cart
N
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Backend ,i
! B

View
| .
Store management Inventory management Payment Gateway Logistic and delivery Customer Services
(Content & Catalog) + +
+ Warehouse management Billing system

Promotion & Pricing



Players and Thailand E-Commerce landscape

Marketing E-COMMERCE CHANNELS
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E-Commerce ecosystem

___________________________________________________________________________________

1
' Demand Search & Make Choose Productin Choose Payment i Your product deliver Give a feedback
' Generation decision to to basket & method and Paid ! at your door and review
! purchase Checkout cart !
! 1
: N ! 2
: - A= ? \\\ !
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View |
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Backend A
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View
| .
Store management Inventory management Payment Gateway Logistic and delivery Customer Services
(Content & Catalog) + +
+ Warehouse management Billing system

Promotion & Pricing



Customer journey in Ecommerce

All experiences that customer has over your store

NEWSLETTER
COMMUNITY |
SOCIAL ADS copL o /
PPC REVIEWS
-0~ NETWORKS
¢ \
EMAIL ® BLOG
i i WEBSITE
ONLINE ADS @ MEDIA BEGHR
' CONSIDERATION | 7
(2 ' -
J DiRecT @ STORE FAQ 3 a
y, PROMOTIONS
/ T \ / KNOWLEDGE N\ V4
BASE

QEHOUTY ECOMMERCE

RADIO
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Moments of Truth in the Customer Journey

“Moments of Truth” are key decisions, Customers make during their customer journey

Stimulus Zero moment First moment Second moment Ultimate
of truth of truth of truth moment of truth
((2) 00000 P
‘ OO ~
© o ® e o
Awareness Social Consideration Experience Shared
Discovery to purchase Experience

UMOT -> ZMOT: Shared expressions from trusted expressions
Shared expressions affect every moment of truth



What drive ecommerce sale growth

1. Inventory availability
2. Promotion & Pricing
3. Digital & Performance Marketing

4. UX/ Ul (Store Front)



‘ What is Digital and Performance Marketing

“Performance marketing” is online/digital marketing that advertisers
have to pay for measurable result including click, impression, sale, etc.
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Why performance marketing?

Audience Targeting

29y

Location Demographic
f_) ”» A
v
Interest Online

Behavior



Why performance marketing?

Objective Selection

Awareness Consideration Conversion
o Brand awareness Traffic Conversions
Reach Engagement Catalog sales
App installs Store visits
Video views

Lead generation

Messages



Why performance marketing?

Personalization for message and product




Why performance marketing?

Trackable and result measurement

Spending

$13,173.58

AV 4

—

Impression

18.2M

20.0%

Sessions

82,110

$-2.3%

v

$11.1%

3072
3,0;31
®—— s:07.§1
270% || s2448

Facebook campaign Performance

Spending

$13,173.58

2-13.7%

Impression

18.2M

t 27.6%

Clicks

54.6K

# 0.0%

CPC

$0.31

¥-7.6%

Sessions

82,110

CVR

2.70%

t 3.5%

Revenue

60K

40K
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P et
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aw - google br
aw - office
data share pr
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$109.23
$63.82
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$830.24
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Click
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1208
1,809
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Facebook Revenue VS Cost

Sessions
75439
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Order
2224

45

2,288

100/ 246
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Reven...

Product Rev by FB campaign

$534,07
$6,195.
$1,233
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Get to know social media channel
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Search Engine
Shopping Search engine
Social media Ad platform
Email Marketing
Retargeting Platform

Ad Network

Affiliate marketing
Content Marketing
Cashback



Search Engine

SEO and SEM (Paid per click)
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SEO - Example
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Shopping search engine
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Social Media Ads
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Email Marketing
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Retargeting Ads
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Ad network
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Affiliate

Youpikkers activities & rewards

Mrs. A - SuperYoupikker

Mrs. A reward
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Mrs.B reward
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ge o
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Digital Marketing Funnel

Oulke ¥ @ O
: g;aancdhAwareness ﬁ @ Linkedm

VDO View )
B § 3
TRAFFIC & LANDING PAGES

e Engagement
Traffic TOP gciﬁ/llgouy ELS GO gle ﬁ @ y

e App install CLICK-THROUGH
e Lead Generation M I DDLE .
Message LEAD / EMAIL / Zza MailChimp ~ Campaign Monitor

WEB OPTIMIZATION

. BOTTOM
+ Conversion ® & 2z» @
Shopee

Catalog sale CUSTOMER EXPERIENCE

RTBHOUSE =  Criteo Go g|€



Example

Objective
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Example - Objective

Catalog sale Lead generation
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‘ 5 Tricks before doing digital marketing

1. Understand your target audience

2. Datais the most precious

3. Which stage of business and Business Objective
4. KPI to set

5. Realtime optimization



Metric to measure
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O wWON =

—_—
COP®NOUAWNM=A

Impression
Reach

CPM (Cost per mile) = Cost / 1,000 impressions -
Click

CPC (Cost per click) @

CTR (Click through rate) = Click / Impression ;

Engagement Rate = Engagement / Impression

CPE (Cost per engagement) Engagement
Conversion (Order) @
Conversion rate = Conversion / Click
CPO = Cost / No. of order W :
. Conversion

ROAS (Return on Ads spent) = Revenue / Cost
ROI (Return on investment) = Profit / Cost
AOV = Average order value



Ad format contribute a different result
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If we run ads with objective of Click, Which ads performing best?

If we run ads with objective of Conversion, Which ads performing best?

Ads Cost Impression Click Order Revenue
Ads A 5,000 100,000 20,000 5,000 1,500,000
Ads B 5,000 150,000 30,000 6,000 1,800,000

Ads C 5,000 90,000 13,846 6,923 2,076,923



Reason behind

Impression  Click Order Revenue CPM CTR CVR% AOV
Ads A 5,000 100,000 20,000 5,000 1,500,000 0.05 0.25 20% 25% 300 300
Ads B 5,000 150,000 30,000 6,000 1,800,000 0.03 0.17 20% 20% 300 360
0.06 0.36 15% 50% 300 415

Ads C 5,000 90,000 13,846 6,923 2,076,923



Which of these worth for more investment for ecommerce?

Ads Cost Impression Click Order Revenue
Ads A 4,500 100,000 20,000 5,000 1,500,000
Ads B 5,000 150,000 30,000 6,000 1,800,000

Ads C 6,000 90,000 13,846 6,923 2,076,923



Reason behind

Cost Impression Click Order Revenue CPM CTR CVR% AOV

Ads A 4,500 100,000 20,000 5,000 1,500,000 0.05 0.23 20% 25% 300 333 0.90

Ads B 5,000 150,000 30,000 6,000 1,800,000 0.03 0.17 20% 20% 300 360 0.83

Ads C 6,000 90,000 13,846 6,923 2,076,923 0.07 0.43 15% 50% 300 346 0.87



Use case - Early Stage

Early Stage
What Brand have _ . What Brand should do
- 1M THB to invest in media
for the whole I - Try to expand user base first
- Facebook page : 100 - Facebook page : > 2,000 follower
follower . - Start running awareness
- Their own website » campaign and engagement
_ campaign
What Brand did
, Idea
- Try to convert user with - Youtube ads

objective of conversion - Facebook/IG of VDO/GIF or

- Use promotign to convert Album explaining about product
them at the first place




Learning from this...

Early stage of doing digital marketing

User size who
just get to know
you

User who
consider
your shop




Use case - There already doing digital marketing

What Brand have
- 1M THB to invest in media
for the whole year
- Facebook page : 100K
followers
- Their own website

What Brand did

- Try to do only brand
awareness campaign

- Try to use only Youtube
VDO and Facebook VDO
explain about the product

What Brand should do

- Try to expand user base

- Together with increase conversion rate

- Turn user to customer

- Use objective of conversion with ads of
product with promotion and price

- Facebook with Single banner with
“Shop now” button

- Bold key message of promotion

- Use catalog to sale every products.




Learning from this...

After doing digital marketing for a while

User size who
just get to know
you

User who
consider
your shop

Exisiting
Customer







You and your friends plan to open your own online shop in July. Right now
you have marketing budget of 1MB for this second half year.

How you plan to spend money on each media channel and what
strategies you will apply on each stage with goal to achieve sale at the
end of the year. Plus, which Creative artwork you plan to use for each
media.

Can create 2 - 3 slides to present on 9th July 2020



