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Outline

# Media Trends

# Digital media landscape

# Barriers to Online Investment
# The Foundation

# What's Next

* Q&A
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Gratuitous Plug

Spur Digital is...

#A full-service Interactive Marketing Agency
Strategy | Creative | Media | Campaigns | Analytics

#Uniquely Positioned: Advisor and Implementer

#Results oriented
#Track record of award-winning work
#Big fans of Halloween!
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I's Becoming a Digital World...

#* Broadband access is prolific !
55 million U.S. HHs (>50%)

# E-Commerce growing >20% annually )
Offline retail +/- 3%

* 25% of offline sales are influenced by Web @
70% of online searchers purchase offline
(p.s. - they spend more in-store than online)

# Online ad spend growing 25% globally

Will surpass TV by 2011 ($80 billion)®)
$42BN in U.S. = 11.4% of budget (6.6% in 2006)

(1) U.S. Census, Department of Commerce
(2) Forrester / Shop.org survey 2006
(3) Piper Jaffrey & Co., February 2007“The User Revolution
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Today’s Media Mix
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Media Landscape i1s Changing...

# Media fragmentation is proliferating

1966: 5 mediums dominated
2006: 30+ mediums

# TV no longer offers same reach

1977: 70% reach 3 commercials
2007: 70% reach 184 commercials
>50% of primetime TV Is time-shifted

# Print news circulation is declining

# Radio losing share to Satellite + iPods

# Direct Mall is losing effectiveness
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Online Media is Now Important (again)
#* Web accounts for >30% of media time (V)

# Online Is becoming the universal medium of choice
#1 medium among under 30 crowd @
15 million seniors on the web (fastest growing segment)

# “Prime-Time” has been replaced by “My Time”
Consumers determine when and how to engage brands

(1) Credit Suisse, 2006
(2) Forrester 2006
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Online Media is Also Confusing
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Social Media 101

# “Communitainment” is new model for internet usage
Community, Communication and Entertainment
Will comprise 50% of Internet usage over next 10 years &)

# Social Media platforms are growing quickly

facebook Linked [T}).

# Blogs are great, but should be monitored

= |

(1) Forrester 2006
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The Digital Paradox

Despite its numerous advantages...
...And despite changes in consumer preferences
...Many are slow to make the transition to new media

Question: What % of ad budgets are spent online?

Answer: 6-8%
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What's the Problem???

Why aren’t budgets being allocated proportionally?



Barriers to Online Investment

# 2007 McKinsey study of 410 marketing execs found

the primary barriers to online investment were:
52% insufficient metrics to measure impact
41% Insufficient in-house capabilities

33% Difficulty of convincing upper management
24% Limited reach of digital tools

18% insufficient capabilities at agency
Top 2 Reasons: Capabilities and Metrics

The Result: Inertia



Overcoming Inertia: 5 Step Process

# Educate executives
#1 gap cited by Booz Allen and IAB

# Develop an online strategy
Get buy-in to the plan

# Define metrics for success
Translate stats into value (revenue!)

# Build a business case
Engagement Customers Revenue

# Get some Quick Wins
Start with low-hanging fruit



So Where Do You Start?

With so many choices, where do you start?

(everyone has a different opinion, here is mine)



Start With a Foundation
# Optimize Site Usability and Effectiveness

Good User Experience + Effective Branding + CTAs = $$$
# Establish metrics and system for measuring results

# Search Engine Marketing
Engage users who are “in the market”

# Email marketing
Cultivate long term relationships



Site Optimization

A successful site is...
# Designed from User’s perspective

# Easy to determine:
Who you are
What you do
How you differentiate
How to take action

# Easy to navigate

# Engaging (Calls To Action)

# Aligns with business objectives
# Enhances your brand



Measurement and Reporting

# The Promise of Web analytics...
Track and measure results
Quantify the impact
Enhance site usability

# For most the promise remains unfulfilled

# But for some marketers, Web analytics measure:
Reach

Engagement
ROI

# Keys to Success:
Determine what you want to measure
Analyze trends



Sample Dashboard
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Search Engine Marketing

# Best way to reach customers who are ready to buy

# Two distinct disciplines:

Search Engine Optimization
Paid Search (AKA “PPC")



Search Engine Marketing

| /

Natural Listings - Paid Listings
(via optimization) (via competitive bidding)



Search Engine Optimization (SEO)

# Great for branding and traffic acquisition
# Once ranked, visibility is FREE
# Can become a competitive advantage

Challenges

# It's NOT FREE

# Extremely competitive
# Requires a lot of work



Search Engine Advertising

# Reach audiences with timely and targeted Ads
# Pay only for clicks (vs. impressions)
# Rapid execution and deployment

Challenges
# Clicks don’t generate revenue
# Aggressive (stupid) competitors can hurt everyone



Email Marketing

Advantages

# Low cost

# Rapid execution

# Able to personalize
# Measurable

Challenges

# Throughput, Open and Response rates
# Customer sensitivity

# Legal requirements

# Blacklisting!



...And If you are into Social Media

# Participate in online discussions
Start posting on other sites

Be trans pare Nt http://fivertalk.com/forum/showthread.php2t=786742

# Start a dialogue on your site
Allow users to participate in discussion

# Create a Brand page on Facebook

Low-cost way to reach and engage audiences
www.facebook.com/pages/Houston-TX/Spur-Digital/21074084160?ref=share

Make sure you market it!




What's Next?

Social Media Display
Site Usability Search




In Closing

# Few (including myself!) have truly figured out Interactive

# As soon as they do, it will probably change

# For more information
Email me Steve@SpurDigital.com
Visit www.spurdigital.com

# Learn more at these events:

Online Marketing Summit — Houston 7/29/08
www.onlinemarketingsummit.com

Interactive Strategies '08 — hosted by Houston IMA 9/18/08
www.houstonima.org




