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Digital Marketing Vs
Marketing In A Digital World
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https://pixabay.com/illustrations/photomontage-faces-photo-album-1514218/
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Who Are Your Key Customers



https://pixabay.com/photos/target-group-advertising-buyer-3460039/

Empathy For Your Customers

Views /
Perceptions

Motivation Desires

Pain Points

N Understanding your customers through various qualitative research methods
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Influencers & Learners Have Different Needs

Learning & Development Department Employee / Learners

o
/
Business priorities and needs Relevance to current job
Digital transformation Development for new career

Image credit : Pixabay
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Design Compelling Customer Experience
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https://www.pwc.com/us/en/advisory-services/publications/consumer-intelligence-series/pwc-consumer-intelligence-series-customer-experience.pdf

Customer Journey Map

A
Aware Ask 3. Sta ges Act Advocate
4. Touchpoints
Emotions: | g e 2. Customer °
- = > E—’& ° —
7 = Emotion :
e . B - otions Time

1. Customer Actions

5. Opportunities
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Customer Journey Map

Opportunty

Image source : Lim Wee Khee
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Aware

. Ask

Find Opportunities From Customer Journey

. Act

. ~_ Advocate
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User Experience Important For Tools & Solutions
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Experience Drives Adoption
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Integrated Marketing

e Customer
Understanding

e Customer Journey
e Drives Adoption

. ~

Customer

Experience

\J

>
e

Optimise |
Owned Media

e \Website
e Email
e Track & Measure

* Drives Conversion
/

(e Search — SEM & A
SEO

e Social
e Content

Increase Traffic

& Engagement




Optimise Owned Media - Website
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Track & Measure
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Programme  Speakers Partners FAQ  Contact
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[w ﬂ Elements Console Sources Network Performance Memory  Application Security Lighthou

html lang="en" class="focus-within
¥ <head
meta http-equiv="X-UA-Compatible” content="IE=Edge
meta charset="utf-8
meta name="generator” content="Wix.com Website Builder
link rel="shortcut icon" href="https://static.wixstatic.com/media/@lea6f fa3aeeo...
_1%2Cusm @.66 _1.00 0.01/0led6f falaeed.%7Emv2.png” type="image/png
link rel="apple-touch-icon” href="https://static.wixstatic.com/media/@lea6f falaeeco...
_1%2Cusm_0.66_1.00_0.061/01ed6f_fa3aeed.%7Emv2.png” type="image/png
meta http-equiv="X-Wix-Meta-Site-Id" content="83d11fab-535f-418a-8aad-00c89cdebd7f
meta http-equiv="X-Wix-Application-Instance-Id" content="8eb7al54-f29b-4390-b97e-8d50a293d79c
meta http-equiv="X-Wix-Published-version” content="777

meta name="format-detection” content="telephone=no

meta name="SKYPE_TOOLBAR" content="SKYPE_TOOLBAR_PARSER_COMPATIBLE

meta id="wixMobileViewport” name="viewport” content="width=986, user-scalable=yes

<l-- META DATA -->

script async src="https://www.googletagmanager.com/gtm.]js?id=GTM-TRRW2PC"></script> == %@
script async src="https://www.google-analytics.com/analytics.js"></script

script type="text/javascript” async src="https://www.google-analytics.com/plugins/ua/ec.js

/script
script type="text/javascript” id="www-widgetapi-script” src="https://s.ytimg.com/yts/jsbin/www-
widgetapi-vflnEPkPm/www-widgetapi.js" async></script

script async src="https://www.googletagmanager.com/gtm.js?id=GTM-TRRW2PC" ></script
script async src="https://www.google-analytics.com/analytics.js"></script

Metoa s PRI S S PR,

html.focus-within  head script

https://www.als2020.sg/?utm_source=IALwebsite&utm_medium=Main_banner&utm_ca

mpaign=ALS2020
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Decision Making With Data

All accounts > Google Merchandise St.

i . Try searching “Compare bounce rate this week with last week” - H
0. Analytics 1 Master View ~ Q Ty g P A I @ |
A Home . .
Audience Overview @ B save b EXPORT « SHARE @‘é NSIGHT!
2% Customization
Jan 1, 2020 - Jul 30, 2020
All Users +
REPORTS 100.00% Users
Realtime
O ° - Overview
2  Audience
Users v | V5. Selecta metric Hourly = Day Week Month
Overview
® Users
Active Users 3000
Lifetime Value®™™
Cohort Analysis Zo00
BETA
Audiences 1,000
» Demographics —
Hl-dabruary 2020 March 2020 April 2020 May 2020 June 2020 July 2020
» Interests =
» Geo W New Visitor B Returning Visitor
Users New Users Sessions Number of Sessions per User Pageviews Pages / Session
» Behavior
315,736 312,905 435,402 1.38 1,915,470 4.40
» Technology AV annr AN | AN pnr A W AN | AR snanhe AN I AN e POINTNY | bt it

» Mobile
Avg. Session Duration

00:02:53

A A e A A

b Crace Noviea BETA

O .
L Discover

N apuLt N

LEARNING
SYMPOSIUM

Bounce Rate

47.75%

S e,

Source : Google Analytics




Track, Measure, Analyse & Action

Visits Reqistrations

e Enquiries Leads Customers
Video Views u

Bounce Rate [ METRIC ]

Conversions
@ Sign-ups ROI

Downloads ¢ ¢

Installations



https://pixabay.com/en/diet-calorie-counter-weight-loss-695723/
https://pixabay.com/en/service/license/

Optimise Marketing Levers With Data

All accounts > G

ogle Merchandise 5t.

.| Analytics 1 Master View ~ Q Try searching for "audience overview" ‘ 0 : ;
A Home Explorer

» B8 Customization Summary Site Usage GoalSet1 Ecommerce

REPORTS Users ~ |V¥S. Selecta metric Day Week | Month ﬂ/ ...

» (9 Realtime ® Users

» A

2 000

o 1,000
All Traffic
° July 2020 Augu...
Channels .
Tr cemaps Primary Dimension: Default Channel Grouping Scurce / Medium  Source  Medium  Other
Sou um Secondary dimension ~ | S e: | Default « Q H @& = T =i
Refe Cerre Behavior Conversions | eCommerce -
> Default Channel Grouping
Ecommerce Conversion Rate
» nsole Users + New Users Sessions Bounce Rate Pages / Session Avg. Session Duration Transactions Revenue
» Social 100,143 95,653 137,458 47.33% 4.89 00:03:07 0.15% 207 $11,588.29
» Campaigns 00,143 95,522 37,458 ) " (0.00% o 003 o 0.009 o 207 $11,588.29
- O 1. Organic Search 49,109 (46.89 45143 (4719 61,505 (4474 52.63% 3.98 00:02:32 0.22% 134 (6473 $7,491.30 (5465
2, Attribution "™
O 2. Direct 22,579 (2156 22115 (2312 29,199 (21.24 35.97% 5.85 00:03:51 0.20% 58 (28.02 $2,898.99 (2502
Oy
o
O 3. Referral 13,885 (13.26 10450 (1092 23,228 (16.90 30.46% 7.68 00:05:16 0.02% 4 93 $153.50 2
L& Admin _
J 4. Display 2,190 (8.77 9,076 (9.49 11,703 (85 76.23% 3.7 00:00:53 0.00% 0 (0.oo $0.00
< O 5. Socia 4,914 (469 4728 (494 5254 (382 56.36% 417 00:01:26 0.02% 1 (048 526.50 2

Source : Google Analytics
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Marketing LEARNING
FESTIVAL

ALWAYS LEARNwG. ALWAYS LEADING

Optimise Email i SN

Building up your CAveer ToonLforniatian
Owned Media asset '

Tue - Fri, 11 to 14 Aug 2020, 0900hrs - 1900hrs (GMT+8)

NUS-ISS Leaming Festival is back for its sixth edition! This time, as we brave through the new normal, we
bring the festival to the comfort of your home and office.

NUS-ISS Learning Festival 2020 will be our first ever virtual learning festival over a period of four days. Hear
from our academics, international guest speakers and invited industry partners as they share interesting
insights from their field of expertise.

With Skills and Career Transformation taking center stage and in conjunction with SkillsFuture Month, these
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Optimise Emails To Drive Performance

. . , Customer

Tracking &
Measurement

Database
Quality

Relevance

(ol 123114 Personalisation




Email Metrics & Actions

Emails sent

Unsubscribe rate <
Click-throughs
}
Subscriber S
retention rate Purchases/S|gn ups

e

N apuLt N
LEARNING e

ACTIONS

Deliver rate => Clean database

=> Optimise Subject

Open rate _ _
Headline, personalise

Click-through rate => Optimise content

Conversion rate

Number of orders / sign-ups
Transaction value
Average order value

SYMPOSIUM



Leverage Search - Organic Search & Paid Search

G e e Google Ads

Organic Search N T VY UINL 2 Paid Search

(Search Engine - —x (Search Engine
Optimisation — SEO) i‘)". Marketing)




Perform Keywords Research

< 4 Google Ads | Keyword Planner

=Y Discover new keywords [} Get search volume and forecasts
Get keyword ideas that can help you reach people See search volume and other historical metrics for
interested in your product or service your keywords, as well as forecasts for how they

might perform in the future

Keywords Searched = Strongest indicator of INTENT
Know the intent, satisfy the need.

N apuLt £
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Get Ideas For Keywords & Content Creatio

X 4 Google Ads | Keyword plan

4 Locatiens: Singapore Language: English Search networks: Google Last 12months Jul 2019 - Jun2020 ~ <

Create Content for SEO  “

Grouped ideas Page: https://www.iss.nus.edu.sg/executive-education/discipline/digital-innovation-design/professional-certificate-of-digital-marketing-
O‘ content-creation @

B> G

SS . 3 Broaden your search: No s

Executive Education ~ - - v v = c Y Exclude adult ideas; Co

etition: Medium, High Viewall ADD FILTER

[0 Keywerd - Avg. monthly searches = Competition Ad impression share Top of page bid (low range) Top of page bid (high range)

Digital Innovation & Design

Foster innovation and design thinking skalls to elevate your organisation in a technoiogy-driven environment

Keyword ideas

D digital marketing course TK - 10K High - 5GD5.50 5GD9.86

D digital marketing course singapore TK - 10K High - 5GD5.10 5GD9.83

PROFESSIONAL CERTIFICATE IN [  digital marketeer 1K-10K  Medium - 560232 56011 57

CD|GN|-_|I-_2LNTM0'€§§§¥: gﬁ D onling marketing courses 100 - 1K High - SGD5.61 5GD9.89

o

Out More D marketing courses 100 - 1K High - 3GD4.32 3GD9.58

oo comrated ™ D online digital marketing courses 100 - 1K High - 5GD6.27 SGD12.05
TINUS 1SS st B D I AS

) D digital marketing certification 100 - 1K High - 3GD5.45 SGD11.4

D social media marketing courses 100 - 1K High - 5GD3.93 5GD9.13

D google digital marketing course 100 - 1K Medium - 3GD4.58 3GD7.42

D institute of digital marketing 100 - 1K Medium - 5GD4.62 SGD15.13

< 4 Google Ads
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Find Benchmarks For Paid Search

Your plan can get 200 clicks for SGD400 and a SGD3 max. CPC @

)

Clicks

200

Keywords

Locations

Impressions Cost

8.7K  SGD400

Daily Budget: SGD18

CTR

2.3%

Avg. CPC

SGD1.99

Avg. Position

2.1

Top of page bid (low

Top of page bid

Keyword Avg. monthly searches = Competition Ad impression share range) (high range)
digital marketing strategy 100 - 1K Medium - SGD3.12 SGD17.29
web analytics 100 - 1K Medium - SGD1.36 SGD10.54
digital marketing learn 10 - 100 High - SGD4.64 SGD9.86
digital marketing courses 1K - 10K High - SGD5.50 SGD9.86
training digital marketing 10 - 100 Low - SGD4.88 SGD9.74
social media analytics 100 - 1K Medium - SGD2.45 SGD8.55
marketing strategy 1K - 10K Low - SGDO0.69 SGD8.15



Use Popular Keywords For YouTube To
Generate Content

[J what is artificial intelligence in 5 minutes

' Keyword TOO'. [J what is artificial intelligence exactly

[J what is artificial intelligence (or machine learning)
Google YouTube Bing Amazon eBay Play Store Instag _ ) o , ) ]
LI what is artificial intelligence and machine learning
what is artificial intelligence (J what is artificial intelligence course
[J what is artificial intelligence animation
(J what is artificial intelligence and why is it important

Keywords that people using to search for YouTube content ) whatis artificial intelligence and data science

. . . . [J what is artificial intelligence and robotics
Provides valuable information for content creation

direction to satisfy a need [J what is artificial intelligence and its application

(J what is artificial intelligence and how does it work

(J what is artificial intelligence bbc
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Choose The Right Social Media

|
2-Way . .
o Always-on Engagement Co-Creation Brand Fit
Communications



https://www.statista.com/statistics/272014/global-social-networks-ranked-by-number-of-users/
https://www.statista.com/statistics/278414/number-of-worldwide-social-network-users/

Measure Social Media Results

Page Events Creator Studio Notifications B3 Insights Publishing Tools More ~

Institute of SyStemS ib Like X\ Following~  # Share

Science, NUS * Measure and Track

@ISS.NUS
e e Create Benchmarks
Reviews
Photos
Videos 8.741 1,187
’ ’ Boost Unavailable
Posts People Reached Engagements
Events St o eyt
FNUS | Gos  wBEES  1AS Boosted on Jul 20, 2020 Finishes in 7 days
About R— By Yap Meng
Community Institute of Systems Science, NUS Sign Up e Jok P 1 5K
ege & University Reached ' Engagement '

View Results
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Optimise Targeting with Look-Alike Audience
or Custom Audience

Reach new people who are likely to be

g e cameaion > BERSERESSY > O A interested in your business because
s E Crz;z:‘”' they are similar to your best existing
Q, Search existing audiences Cummmdience' . 2 customers.
Exclude ﬁOk“Pagg for
Lookalike Audience F entron Look-Alike = created with information
oestions pulled from your pixel, mobile app, or
" hamore ' fans of your Page
Age Audience Definition
25-55 I//\ Youraudence Custom = Group of 1,000 to 50,000 of
e e your best customers based on lifetime
etailed Targeting Potential Reach: 1,500000 people @ value, transaction value, total order
People Who Match: Size or engagement.

Source :
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https://www.facebook.com/business/help/465262276878947?id=401668390442328
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Leverage Videos
3 .

Streaming

\

Self-Create

N apuLt £

* Facebook Live

* Instagram Stories

* Instagram Direct

* Snapchat Stories

* WhatsApp Status

* Tik Tok Music Videos

LEARNING
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Video Content & Metrics
Video Content

3 Voutube =« = : @:°* Educational & Informational Lists

& e HOME VIDEOS PLAYLISTS COMMUNITY CHANNELS ABOUT Q g H ow TO
. 0 Adobe Experience Cl .
6 Tandoy  Behind the scenes
i@ Subscriptions .
‘ — @ roermoens ® Case studies

o Ps | Vo !, = A | e |
@ Library ; SUBSCRIBE . I t .

How to Make an Animated How to Make an lllustrated How to Make a Color Split in How to Make an Album Cover n e rV I eWS
D) History toshop |... Photograph in Adobe Fresc... Photoshop | Adobe Creative... in lllustrator | Adobe Creativ... @ Adobe Photoshop Lig . .

a2 ek S views - 3 ek i e cachin SUBSCRIBE * In conversations with

Sign in to like videos,

comment, and subscribe.
s Substance by Adobe

\ O sicnin \ Adobe Live SUBSCRIBE
BEST OF YOUTUBE 2 . 3 A DRAW ALONG ‘ M et rics fo r Yo uTu be
@ v ‘ SN ==y : * Impressions
© spors : ew Hochrad E&« /| : . .
o —— Adobe Live: UI/UX Design Adobe Live: Graphic Design Adobe Live: Photography Adobe Live: lllustration / Drawing L I m p re SS I O n S C I I C k—t h ro u g h ra te S
Adobe Creative Cloud @ Adobe Creative Cloud @ Adobe Creative Cloud @ Adobe Creative Cloud @
| * Unique viewers
* Views
 Watch time (minutes)

Source :
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https://www.youtube.com/channel/UCL0iAkpqV5YaIVG7xkDtS4Q

Test, Experiment, Optimise

* A-B Testing

* Personalisation based on history or behaviour. Show relevant
products and promotions to the right people at the right time.

* Review User Experience

¢ ||||
)y ©

* Integrate with offline channels (eg. call centre)

'JB

* Examine internal processes and department silos E
* Agile Mind-set .




Measure Success

Business Impact

Channel
Performance Zotal
Channel Mix E)‘:Steor?;:ze
Cam paign Attribution P
Performance Campaign
Results

S
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Trends To Watch

* Unified view of Customer with integrated data
sources (eg. Customer Data Platform)

* Targeting & Personalisation
* Marketing Automation to increase efficiency w
* Al to enhance execution T

A\
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Key Ingredients For Driving Marketing Success

Solving a Problem
. O
Understanding Customers (A @)
W/
/
V' 4

Customer Experience
Content Creation
Experimentation Mindset

Search & Social

@ amoolc»



Lim Wee Khee

weekhee.lim@nus.edu.sg
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PARTICIPANT'S FEEDBACK SURVEY

bit.ly/als2020live



