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Market (Customers, Competitors, ...)

Marketing-Mix (e.g. 4Ps)

( Digital Marketing Strategy (alignment, priorities and roadmap) ]
( Content Marketing (management, creation and curation) |

3 Go-To-Market Channels

( Onsite ) ( SEM (paid search) ) ( Social Media )

( E-Mail ) ( Social paid ] ( Mobile ]

[ SEO (natural I search) ] ( Display Advertising ) ( Digital Media )

[ Inbound Links. ) ( Affiliate Marketing ] [ Emaerging Technology

4 Performance Management

( festing ) ( Reporting ] Analytics )

5 Processes & Technology

Customer Journey Mapping ( CRM ] [ Automation )
[ T ) ( E-Commerce ] ( Tools ]

Campaign Management
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@ Market (Customers, Competitors, ...) ]
[ Digital Marketing Strategy (alignment, priorities and roadmap) ] @
[ Content Marketing (management, creation and curation) J
@ Go-To-Market Channels \
E [ Onsite ] [ SEM (paid search) ] [ Social Media ] =
<| | E-Mail ) Social paid ] Mobile || &
5 ()
;-: ( SEO (natural search) ] Display Advertising ] ( Digital Media J 1|2
c
X [ Inbound Links ] [ Affiliate Marketing ] [ Emerging Technology ] <
S| \& —/ | =
o) c
£ R=
£ ]
X 4 Performance Management £
(1) ©
= [ Testing ] [ Reporting ] [ Analytics ] O
5 Processes & Technology
[ Customer Journey Mapping ] [ CRM ] [ Automation ]
[ IT Infrastructure ] [ E-Commerce ] [ Tools ]
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Five Key Trends 2016/17

towards usability
are increasing.

In order to generate
a positive UX, sites,
services and
business processes
must be
linked/aligned.

\_

Organisations will
define content
strategies and

move funds
towards content
management,
creation and
curation.

mobile users in
2015.

Once firms have
established their
social media
presence, they are
now embracing
video as a new
means of
communication.

content (at the right
time and over the
right channels) to
users in order to
convert them into
customers.

Personalised
content is
distributed based
on predefined

@ User \ B Content \ @ Social \ @ Marketing \ @ Integrated \
Experience Marketing Media Automation Approach:
(UX) Sales
Content is a key Social media is still Marketing Collaboration
Users are more enabler that drives growing rapidly, automation enables (B2B)
open to technology most GTM with over 500M organisations to
but the channels. new active and provide the right Half of all Sales
expectations

and Marketing
organisations are
not aligned.

Utilising web
technology and
aligning these two
teams is potentially
a massive
opportunity to
improve business

AN AN

/ K workflows. J \ performance. j

Source: www.smartinsights.com/managing-digital-marketing/marketing-innovation/marketing-trends-2016; www.powertraffick.com/digital-marketing-trends-statistics; LexisNexis case studies
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A) User Experience (UX)

Customer experience

Convenience Think
Location Feel
Utilities Act

Entertainment Sense

Relate

Social Interaction

Customer satisfaction

Proactive _

Positive attitude Emollc-_nel

Concern Evaluative
Courtesy

Example car insurance

Over a 35 day period, users averaged 9 visits to

5 different websites amounting to 34 minutes in total.
82% of purchasers are researching online against
4% using offline only.

Source: Srivastava & Kaul 2014

1% 42% 98%
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Source: www.smartinsights.com/managing-digital-marketing/marketing-innovation/marketing-trends-2016/
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A) User Experience (UX)
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B) Content Marketi ng Content marketing is a strategic marketing approach focused on
creating and distributing valuable, relevant, and consistent
content to attract and retain a clearly-defined audience — and,
ultimately, to drive profitable customer action.

Digital marketing activities with the greatest
commercial impact in 2016?

Marketing Automation
Content marketing

Big Data |, 17

22% |

Mobile marketing | 12%
Conversion rate optimisation (CRO) [N 5° _
Social media marketing 8% Over 50% of companies
Search Engine Optimisation (SEC) [N 3% have content marketing
wearables [ o2 strategies (AdWeek 2014)
Online PR 2%

Paid search marketing [ 2%

communities [ 3°-
Internet of Things (1oT) | 4%

Partnerships including affiliate and co-marketing | 1%
Display inc Programmatic [HI 2%

0% 10% 20%

Source: www.smartinsights.com/managing-digital-marketing/marketing-innovation/marketing-trends-2016; www.jeffbullas.com/2015/11/22/15-digital-marketing-trends-for-2016-that-could-destroy-your-
business; www.adweek.com/socialtimes/marketing-statistics-2014/492703; contentmarketinginstitute.com/what-is-content-marketing
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B) Content Marketing

Lantal
[}

£ aren svnoan

Fachmann/Fachfrau Content Management 80%

Lantal Textiles — Langenthal

Reisenden zu erreichen. Fachmann/Fa
Abteilung Markenkommunikation ... digi
Content Management System Typo 3 g

e N —
(31.082016 ) (80% )

Digital Content Marketing Sp
UPC Schweiz GmbH — Wallisellen

und unkompliziert erlebbar. Digital Con{
Verstarkung ... wesentlicher Treiber fir

Media Marketing ist, dabei eigenveranty

AT T Ty
(25.082016 ) (50% ) ( Temporar )

Praktikant Web Content Manj
Meyer Burger — Thun, Schweiz

Praktikant Web Content Management (|
Meyer Burger ... Praklikant Web Conte

Unterstiitzung des Web Content Manag

T
(04.09.2016 ) (_Praktikum )

RAIFFEISEN

Endress + Kauser

Digital & Content Marketing Experte (m/w)

Raiffeisen Schweiz — St.Gallen

Personlichkeit als Digital & Content Marketill
Marketing Experte ... Planung, Aufbereitung
Marketing Inhalten Laufendes Erkennen

(01.09.2016 ) (Fachverantwortung )

Sachbearbeiterin Content Manag
(m/w)
job impuls ag — Region Zarich

Einsatz eine engagierte Sachbearbeiterin Cg
100% {m/w) Aufgaben:

(25.02.2016 ) (Temporar )

Content Manager Produktinformq
Endress+Hauser Flowtec AG — Reinach

Reinach/BL suchen wir Sie als Mensch und
Produktinformationen (m/w) Aufgabe ... Cen
Content Manager Produktinformationen (m,

(02.09.2016 ) (Fachverantwortung )

Source: www.jobs.ch

MIGROS

Projektleiter/-in Media Sales im Umfeld Content Marketing / C
rossmedia
Smart Media Agency AG — Zurich

Smart Media erstklassige Losungen im Content Marketing. 2008 eréffneten wir eine
Niederlassung ... — Sie sind Verkaufer, Spezialist fiir Content Marketing /
Crossmedia und Projektleiter

((02.09.2016 ) ( Fachverantwortung ) Pas:

Social Media und Content Manager/-in Food

Coop — Basel

Verantwortung fir das Content-Marketing und Social Media im Management im
Bereich ... Media und Content Manager/-in Food Aufgaben Verantwortung fur die
Tnemen Content-Marketing

(31.082016) Pas:

Senior Content Manager Onlineshop SportXX 80% (w/m)

Migros-Genossenschafts-Bund — Zirich

fiir die Gestaltung und Umsetzung der Content-Strategie der Onlineshops.
SportXX, einer _.. oder nach Vereinbarung einen Senior Content Manager
Onlineshop SportxXx 80% (w/m)

(02.09.2016 ) ( Fhrungsposition ) ((80% ) Pas:
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C) Social Media

« There are over 2.3B active online users, a global
penetration of >30%.

« 2B users utilise their mobiles for social media platforms.

1M new active mobile social users are added every day.

« 25% of search results for the world’s Top 20 largest
brands are links to user-generated content.

* 78% of consumers trust peer recommendations.

* YouTube is the second largest search engine after

Google: users are consuming an average of 2 videos/day.

* 96% of B2B respondents are engaged in video content
marketing.
«  73% of B2B marketers say video positively impacts ROI.

i ;H-hl. .\'.' F‘
"-r::,.\ ‘n‘-:_,\---\\ -......
—_— = -...-/.- AJAJW\- '-_/'-—— o

“"Yi¢laf” el” NCILIST Y 8 T
SPINIVE 1T TR a LT IS _'\..\.’./u.wu-u....

R | Youtubets the S@CON targest search engine on the web

You Tu be 50% of YouTube's 300 million users go at least once 5 week
UG |
| F M

= 2 5 blllmn
B e uploaded to #
I'm:ehon# each month
e g Facebook usage there are over
N e 55 million L ]
e youk facabook users access
E the site through their
™ The average user :‘;&:l ek JT" 3.5 billion
] on facebook has = & months. plece; of content are
5 120 friends shared each WEEK on
Tilel

" R »n

% Ao
;‘@ 96%| %’C
of 18-35 yr olds. are on a social network

15% of bloggers spend 10 of search results for the World's
howrs or more each week blogging. [ap 20 largest brands are links to user-

generated conte:
78% of consumers trust
peer recommendations.
14% trust advertisements

ot

\L)

So far this year,

there are over

30 million

tweets a day. 80%

of Twitter usage iz on
mobile devices. Imagine
what that means for bad
W, customer experiences???
-
=

Source: www.marketingdive.com/news/top-10-marketing-trends-you-need-to-know/404714; tubularinsights.com/b2b-marketers-video-roi; www.socialmediatoday.com/social-networks/kadie-regan/2015-

08-10/10-amazing-social-media-growth-stats-2015; www.wecreatefans.com; blog.kissmetrics.com/social-media-statistics
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D) Marketing Automation

* Marketing automation refers to software solutions
designed for firms and their marketing team to
automate repetitive tasks based on predefined
workflows.

» Key focus areas are lead generation and customer

e —— —

/nulﬁ
o
s o
(\ Build Targeted
\ o~
-
1 o
N S
¥ [ -

/=l

Analyze Marketing/
Sales Performance

service. \ ‘.
¢
Move ‘Warmmn' Leads ;"
To Nurture Cycle /
/ “a
Segment based on
M 1 Activity and Score Leads
\.. .-"'_
----- .| Route Qualified e
Email Marketing Web Tracking Lead Scoring Nurture Marketing  SMS Messaging Campaign Tracking Leads to CRM ’
e, i
Form Capture Surveys Landing Pages Social Discovery Integrations Training & Support
Source: leadnovation.com/wp-content/uploads/2015/06/Screen-Shot-2014-02-04-at-10.13.36-AM.png; marketectsinc.com/wp-content/uploads/2014/05/automation.png
14

Institute for Competitiveness and Communication (ICC): Dr Marc K Peter




nw

E) Integrated Approach: Sales Collaboration (B2B)

New Challenger sales model
(Adamson & Dixon 2013):

» Challenger sales people are by far the
most successful.

* They challenge assumptions, bring new
ideas to the table, are innovative and can
add value to the customers’ business.

MATTHEW DIXON and BRENT ADAMSO Parcentage of Core Performens . Percantags of Hgh Performmes

Highar Parcantags of High Performars
Relative ba Sore Perfarmars

19%

Percentage of Population

Thi Challenger Thae Lors 'Wolf
A= GR3

SALES + MARRETING

ALIGNMENT LEADS TO SUCCESS

When you align your sales and

marketing teams, it can help
make your business...

20,0202

67% better with 108% and
at closing less generate
deals... friction... 209% more
value from
marketing.

ALIGN YOUR MARKETING AND SALES PROCESSES

Source: www.marketo.com/marketing-and-sales-alignment; appdataroom.com/sales-marketing-alignment-leads-success-infographic; Sales Executive Council research

Institute for Competitiveness and Communication (ICC): Dr Marc K Peter
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E) Integrated Approach: Sales Collaboration (B2B)

Digital implementation of the Challenger sales model:

« Utilisation of content marketing materials (thought leadership, whitepapers,

case studies, expert interviews).

» Application of marketing automation in the lead generation funnel.

E-Mail Landing Page Whitepaper

Rich Media

T LexisNexis:

Changing at client speed - Changing at client's speed -

what's stopping law firms? et eloppig e Tz

If the case for change is so widely accepted, why

.........

have large law firms not responded fast enough?

Source: LexisNexis

Funnel

Institute for Competitiveness and Communication (ICC): Dr Marc K Peter
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Five Key Trends 2016/17

towards usability
are increasing.

In order to generate
a positive UX, sites,
services and
business processes
must be
linked/aligned.

\_

Organisations will
define content
strategies and

move funds
towards content
management,
creation and
curation.

mobile users in
2015.

Once firms have
established their
social media
presence, they are
now embracing
video as a new
means of
communication.

content (at the right
time and over the
right channels) to
users in order to
convert them into
customers.

Personalised
content is
distributed based
on predefined

@ User \ B Content \ @ Social \ @ Marketing \ @ Integrated \
Experience Marketing Media Automation Approach:
(UX) Sales
Content is a key Social media is still Marketing Collaboration
Users are more enabler that drives growing rapidly, automation enables (B2B)
open to technology most GTM with over 500M organisations to
but the channels. new active and provide the right Half of all Sales
expectations

and Marketing
organisations are
not aligned.

Utilising web
technology and
aligning these two
teams is potentially
a massive
opportunity to
improve business

AN AN

/ K workflows. J \ performance. j

Source: www.smartinsights.com/managing-digital-marketing/marketing-innovation/marketing-trends-2016; www.powertraffick.com/digital-marketing-trends-statistics; LexisNexis case studies
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Five Key Trends 2016/17

/
A User \
Experience
(UX)

Users are more
open to technology
but the
expectations
towards usability
are increasing.

In order to generate
a positive UX, sites,
services and
business processes
must be
linked/aligned.

o

/

Source: www.smartinsights.com/managing-digital-marketing/marketing-innovation/marketing-trends-2016; www.powertraffick.com/digital-marketing-trends-statistics; LexisNexis case studies

Content
Marketing

Content is a key
enabler that drives
most GTM
channels.

Organisations will
define content
strategies and

move funds
towards content
management,
creation and
curation.

\

N

@ Social
Media

>

Social media is still
growing rapidly,
with over 500M
new active and
mobile users in
2015.

Once firms have
established their
social media
presence, they are
now embracing
video as a new
means of
communication.

o

~

@ Marketing \

Automation

Marketing
automation enables
organisations to
provide the right
content (at the right
time and over the
right channels) to
users in order to
convert them into
customers.

Personalised
content is
distributed based

E ) Integrated \
Approach:
Sales
Collaboration
(B2B)

Half of all Sales
and Marketing
organisations are
not aligned.

Utilising web
technology and
aligning these two
teams is potentially
a massive
opportunity to

on predefined

/

\ workflows. J

improve business

\ performance. /
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@ Market (Customers, Competitors, ...) ]
[ Digital Marketing Strategy (alignment, priorities and roadmap) ] @
[ Content Marketing (management, creation and curation) J
@ Go-To-Market Channels \
E [ Onsite ] [ SEM (paid search) ] [ Social Media ] =
<| | E-Mail ) Social paid ] Mobile || &
5 ()
E | SEO (natural search) ] Display Advertising ] Digital Media J 1|2
X [ Inbound Links ] [ Affiliate Marketing ] [ Emerging Technology ] S
S| \& —/ | =
o)) c
c =l
= ©
%’ 4 Performance Management g'
(1) ©
= [ Testing ] [ Reporting ] [ Analytics ] O
5 Processes & Technology
[ Customer Journey Mapping ] [ CRM ] [ Automation ]
[ IT Infrastructure ] [ E-Commerce ] [ Tools ]
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User Experience (UX)

Real-time Research and
Predictive Analysis

Improved A/B Testing
through a CDN

Visual User Tracking
(Session Replays)

Institute for Competitiveness and Communication (ICC): Dr Marc K Peter
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Real-time Research and Predictive Analysis

* Online marketing research and predictive analysis help to
understand how improvements will impact future business

outcomes (conversion, retention, loyalty) based on random
intercept invitations.

Tools provide insight into the organisation’s web customer
experience across multiple brands, user lifecycle stages (from
browser to purchaser to fulfilment and more) and key
functions such as support and search.

RMED P , . _ D

INSIGHTS INFO Ao
iy . o

=ITE IMPROVEMENTS 29 5 10% 3

D ]H-_ increase in B increase in e increase in
THAT RESULTE

online customer satisfaction time on site g ;
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Mivwfwvmgw
partina msm e
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o L TR,

P‘Qasemeeah-wm\rwm
i1 helping us provide the bea pepce oo CHELOnS, i are sl

Ine experience possible.

Required questions are denoted by an = Eim
I
1: *Please rate the o - -

1=Poor  Excellent=10

1 2 3 4 5 6 7 6 9 10 Oootiem

0 O 0O QoM o8 NI ]
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s 4 . ste.
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R -0 @

|4

Don't Know

Source: ForeSee.com
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Improved A/B Testing through a Content Distribution (or Delivery) Network

In a CDN, content exists as multiple copies on
strategically dispersed servers, making it
possible for the provider to send the same
content to many requesting client devices
efficiently and reliably.

A CDN improves the end users' experience
(lower abandonment rates, increased ad
impressions, improved conversion rates,
stronger customer loyalty).

Finally, for testing purposes, it has the ability to
modify content components within seconds to
test key variables such as headlines, copy,
images etc.

Source: Akami; Amazon; HP; Wikipedia

i

—__| T

® & D & & &

Single server distribution ~ CDN scheme of distribution

e

1=}

I:‘;—ﬁ‘:;ﬁ‘ I_‘?::;' - ..::-:.’::'h:‘_-,;:';-‘. gt
. - ~ “s T I B ¥ I i

HP Tracking & Reporting
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Visual User Tracking (Session Replay Software)

» These tools provide a record of a visitor's
behavior with heatmaps, session replays and
form analytics.

* They enable organisations to see how visitors are
interacting with the site and provide insights
about usability issues that may be affecting
conversion rates.

Source: www.decibelinsight.com/

OBSERVATION
Find out what happened

EVALUATION HYPOTHESIS
Evaluate the results Attempt to explain why

TESTING

Test your explanation

Institute for Competitiveness and Communication (ICC): Dr Marc K Peter
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@ Market (Customers, Competitors, ...) ]
[ Digital Marketing Strategy (alignment, priorities and roadmap) ] @
[ Content Marketing (management, creation and curation) J
@ Go-To-Market Channels \
E [ Onsite ] [ SEM (paid search) ] [ Social Media ] =
<| | E-Mail ] Social paid ] Mobile || &
5 ()
;-: ( SEO (natural search) ] Display Advertising ] Digital Media J 1|2
X [ Inbound Links ] [ Affiliate Marketing ] [ Emerging Technology ] S
S| \& —/ | =
o)) c
c =l
= ©
%’ 4 Performance Management g'
(1) ©
= [ Testing ] [ Reporting ] [ Analytics ] O
5 Processes & Technology
[ Customer Journey Mapping ] [ CRM ] [ Automation ]
[ IT Infrastructure ] [ E-Commerce ] [ Tools ]
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Social Media

News Rooms

Media Intelligence

Institute for Competitiveness and Communication (ICC): Dr Marc K Peter
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News Rooms

Case study Schweizerische Mobiliar

A shift in focus from channels to topics and a pro-active approach to social media (as
opposed to purely distributing news from marketing and PR teams).

Creation of four new teams “strategy and projects”, “storytelling and media”, “social
networks and platforms” and “quality control” (a total of 40 employees).
Currently, most processes are manual i.e. no tool is yet in operation.

Source: www.mcschindler.com/2016/05/23/der-mobiliar-newsroom-best-practice-einer-schweizer-versicherung/

Institute for Competitiveness and Communication (ICC): Dr Marc K Peter
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Media Intelligence

« Every minute, millions of pieces of content are created (articles, videos, photos, reviews,

comments): how can organisations avoid information overload and drill down to what'’s relevant
to them?

Here, media intelligence can help to drive communication and business strategy through media
analytics and insights.

Example “Newsdesk”:

-
—— ’ﬁ OVER 90 LANGUAGES . .
-— L) b 2.5 MILLION — AVERAGE NUMBER OF S A S
n ,,_: @ | MEWS ARTICLES ADDED DAILY S m -&_
m®) — |:> @ CONTENT FROM 235 COUNTRIES |:> e——
) N MR CATEGORISED INTO 120+ EDITORIAL »
= m 2 I ToriCs AND 25+ SOCIAL CATEGORIES b =
% | & o, E OVER 77K NEWS SOURCES AND OVER ' =l =
_J J(@) === 25M SOCIAL MEDIA FEEDS

Source: LexisNexis BIS
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-

Overview
4 N
Digital
Marketing
Toolkit
- J

N

Key Trends
2016/17

~

/

a N

New Tools for
Marketers

T

(in a global world)

Practical ideas and actions for your organisation in order to compete more effectively
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29



nw

Overview

-

\
Digital

Marketing

Toolkit

/

An overview

A checklist

|deas for improvements
and investments

Input for your 2017 plan

4 N

Key Trends

2016/17

N /

Do you have any UX initiatives
in place?

Are you actively investing in
content marketing?

Do you have a social media
strategy?

How can you automate
marketing messaging/

lead generation?

... and improve the Sales-
Marketing alignment?

a N

New Tools for
Marketers

\_ /

 Conduct online

research

«  What about A/B

testing ... a small
test?

* Media intelligence:

do we know our
users and
competitors?

Institute for Competitiveness and Communication (ICC): Dr Marc K Peter
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Invitation

«While user preferences are changing and technology is evolving,
marketers need to constantly redefine their marketing investments
and go-to-market roadmaps.

We invite you to define 2-3 action points as a result of this presentation:
a new framework, an idea to utilise digital marketing trends to redefine
your go-to-market approach, or to consider new tools for your
organisation.»

Institute for Competitiveness and Communication (ICC): Dr Marc K Peter 31
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