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What you will learn...

ÅMatch your messages to the right media 
ÅLearn the leading strategies of consumer-

centric pioneers 
ÅDiscover the lessons of laggard marketers 
ÅExplore viral marketing 
ÅTrack advertising spending shifts 
ÅCapture emerging opportunities in a world of 

constant change 
ÅMaster the new marketing metrics 
ÅEngage your customers on their terms



Scope + contents

ÅPlanning

ÅOverall strategy

ÅThe key activity consideration

ÅCustomer + audience

ÅConsidering the individual elements

ÅSome conclusions

ÅThe role of Tarrystone



Strategy & eMarketing

This is an important space yet although there 
are many with technical skills & 

understanding however most of the drivers 
are in process delivery meaning that 

branding and communication values have 
been subjugated.



The two key strands
capability & communication

ÅCapability
ïDriven by technology and it application 

ÅCommunication
ïAt the heart of all marketing

ïThe customer, brand and promotion

In eRetail service levels and demonstration of the product in                                                        
an easily navigable and located site are the Technology pre-cursors.  

However the landscape is constantly changing. 

Whilst Communication needs customer understanding through behaviour, 
segmentation and driving traffic then into a branded promotional    

environment to add value and build sales.



Strategical drivers 
Customer behaviour

Maximising branding in an online environment 

ɆBlog to forum, comparison portals to social merchandising                                                                    
(the commercial application of social media). 

Utilising the full and changing panoply of web offerings

Adding depth and content with a constantly re - invigorated offer.

ɆThe relationship of the media mix to PPC costs is an important issue

Allocation of budget 

Developing overall propositions within brand architecture, promotional 
management & pricing together with margin improvement

ɆFor example; setting up internal publishing units with content management systems  (DAM systems) 

Organisationally managing marketing communication & operational 
process. 

ɆContinually re-ÆÒÅÓÈ ÔÈÅ ÃÏÎÔÅÎÔ Ǫ ÌÏÏË ȬÎ ÆÅÅÌ ÆÏÒ ÔÈÅ ÏÎÌÉÎÅ ÏÆÆÅÒÉÎÇȢ

Manage the design/ creative interface 

Product & service development and the propositions aligned

Maintaining a state of the art awareness of technology coupled with a   
constantly updated view of the customer



The overall marketing context

Å)Î ÔÏÄÁÙȭÓ ÍÁÒËÅÔÉÎÇ ÅÎÖÉÒÏÎÍÅÎÔȢȢȢ
ÅMarketing is separate from online activity

ÅOnline activity supersedes marketing

ÅThey have different sets of numbers and evaluation

ÅThis paper aims to bring the elements 
together to achieve one overall cohesive and 
integrated marketing plan



DEVELOPING THE PLAN
Marketing has to start with planning 



Marketing planning
Road map

Communications             
audit

Channel
review

Brand development

Key 
messages

Customer
experience

Data 
analysis

Customer
groups

Customer segments

Customer
targets

Initial 
planning

Brand 
architecture

On line Off  line

Content SEOPPC Media

Promotions PR

Year 
Plan



Year Plan

Å Overall strategy ɀkey business aims
Å The overall market place and competitive review
Å product own label
Å Brand definition & positioning ( this has been done for DZ )
Å Customer target audience ( Research )
Å Key messages
Å Online operation
Å Online media strategy (objectives, activity, forecast, responses  + sales)
Å Off line media strategy (objectives, activity, forecast, responses  + sales)
Å Customer data ( usage, acquisition and targeting )
Å Customer service frame work and touch points within the brand experience 
Å Customer contact plan and promotional framework
Å Resource and agencies
Å Overall year plan and promotional campaign including supplier involvement )
Å Reportage, Review and working practices ( recording performance of activity )
Å +ÅÙ ÍÅÁÓÕÒÅÍÅÎÔ ÁÎÄ +0)ȭÓ ɉ ÁÖÅÒÁÇÅ ÃÏÓÔ ÏÆ ÁÃÑÕÉÒÉÎÇ Á ÃÕÓÔÏÍÅÒ ȾÁÖÅÒÁÇÅ ÖÁÌÕÅ ÏÆ ÓÁÌÅ Ɋ 

working the balance between online / offline
Å Appendix

ï Research
ï Other relevant information ɀMedia evaluation

A workable, affordable do -able plan costed by month                                         
with expected business performance for each brand + combined 



MEDIA & ACTIVITYCONSIDERATION
An overview of what activity is available



Media & Activity Key Objective Observations Key thoughts

TV Brand Values Creative umbrella Most powerful medium ɀ
many channels means lots 
ÏÆ ȬÖÁÌÕÅȭ ÏÐÐÏÒÔÕÎÉÔÉÅÓ

Press Message & immediacy Think suitability Negotiate!

Posters Re-enforce  message
Locality

LookÆÏÒ ȬÂÉÇȭ for creative 
idea

Availability

Radio Immediacy Newsyand local Good value at a local level

PR Underpinning overall 
brand. Widening 

communicationsto raise 
status

Makesure you stay focused 
on your marketing needs

Look for goodrelationship 
with the media in PR 

agency

Pack Impulse at POS Use carefully 
Ensure statutory

compliance

Use for link to advertising

Retail & POS Sell in & sell through Key account strategy Customise as much as 
possible

Sales Promotion Bring forward sales
Encourage trial

Alternative to cost cutting

Cost effectivebut carefully 
plan to avoid costly 

mistakes

Use to highlight usage and 
ÃÒÅÁÔÅ ×ÉÔÈÉÎ ȬÂÒÁÎÄȭ 

message

Trade Shows Launch new product
Meet customers

See and beseen "Å ÐÒÏÁÃÔÉÖÅ ÄÏÎȭÔ ÊÕÓÔ
stand there

Events & 
Experiential

Customer interaction
Sampling

Make sure its at a place 
with high foot fall of your 

target audience

Use agency with 
experience and track 

record

Third party 
activity

Adding breadth Look for no-competing 
brands targeting the same 

customers

Your creativity can win 
over the partners and drive 
extra value to your budget



Activity Media Key Objective Observations Key thoughts

Sponsorship

Underpin other media
Create relationship 

dynamic

Canrun away with budgets 
as the domain of those who 

have media restrictions 
and  big budgets

/ÆÔÅÎ ȬÌÉËÅÄȭ ÁÓ ÍÕÃÈ ÁÓ 
needed

Keep message simple

Telesales Re-enforcesales activity
Conduit to customer 

Needs real management 
focus to sustain quality of 

service

One poor agent can undo 
so much good work!

Mailing Target specific message Ensure appropriateness 
and optimum timing 

Customise to group rather 
than personalise

Literature

Important to decide 
necessity in this digital 

world

Decideon desired 
outcome of reader

Digital means exact 
quantities

Catalogues

To sell the product Put merchandise into 
brand framework

Add benefits
Cross ell up sell

Integrate production with
eCommerce site
Evaluate Content 

management

CustomerContact 
Programme

Maintain contact with 
customers ɀstimulate 

sales

Balancecost effectiveness 
of contact /sales call

Plan within known buying 
cycle

Corporate 
Responsibility

Maintain company 
corporate responsibility
standing + reputation

Becoming essential for any 
major company images

Integrate with brand 
values

Charity Be seen tobe part of the 
community

Be both meaningful and 
measurable

An agreed relationship can 
ease dealing with many 

requests

Supplier Funded
Joint Activity

Increasessales and builds  
relationships

Needs a win ɀwin 
approach can be very cost 

effective

Deal with both brands 
equally



Online Media Key Objective Observations Key thoughts

Web

TargetedCommunications Digital communication that 
duplicates virtually every 

other media

-ÁËÅ Ȭ-ÁÒËÅÔÉÎÇ#ÅÎÔÒÁÌȭ
Split production ; technical  
production from creative 

communication

eCommerce Retail sales Efficient operation Keep offer renewed

Content Relevant information to 
stimulate customer

Balance Google demands 
with the brand

Use the brand as thebasis 
of differentiation

SEO Drive site traffic Balance impact and 
response

.ÅÅÄÓ ÔÏ Ȭ×ÏÒËȭ 
immediately on landing

PPC Maximise cost 
effectiveness

Will drive up costs in 
competitive market

,ÏÏË ÔÏ ȬÃÒÅÁÔÉÖÅȭ ÓÅÁÒÃÈ
words

Portals & Banners

Extend the message There are so many 
opportunities ɀessential to 

say aware

Build your own 
understanding ɀ

remembering to emphasise 
your brand in all messages

Affiliates Third Party targeted 
messages

Seek a well run network 
specialist provider

Set stringent criteria

Look to the right 
placement rather than the 

revenue

Social Media Involve your brand in 
peoples live

Used as a viral to create 
ȭÈÁÖÅ ÙÏÕ ÓÅÅÎ ÔÈÉÓȢȢȩȭ 

distribution

Look to positive attitudes 
to the brand

Blogs + RSS Extendthe message Needs on-going 
commitment + continuity

Good way to extend  
communication reachwith 

a longer message

Forums Involvement with users +
views

Canadd to endorsement 
and head off criticism

View  as adjunct to 
customer service



THE INDIVIDUAL ELEMENTS
A closer look at each one



Brand + Product

Brands

ɆEmotional Appeal
ɆNeed values + consistent 

look
ɆCompetitive stand out
ɆResearch
ɆSuits broadcast media

Products

ɆPerformance + Benefits
ɆFactual + Logical
ɆSales performance

Customer  WANTS

Customer  NEEDS



Audience

On line

ÅAround 70%

ÅDemographic Profile

Offline

ÅOverall UK demographics

ÅMedia potential to reach 
99%



Usage

On line

ÅSurfing

ÅSearching

ÅBuying

Offline

ÅOverall UK demographics

ÅMedia potential to reach 
99%



Creativity v Capability

Adding value to SEO content and PPC ads

ÅBy using product features and benefits with 
the added layer of brand values and creative 
messages



SEO

Å3%/ ÌÉËÅÓ ȬÇÏÏÄȭ ÃÏÎÔÅÎÔ

ÅRelevant copy

ÅLots of links

ÅComparisons

Build sites for different customer groups                                        
and search phrases



PPC

ÅUnderstanding of PPC increasing

ÅWords searched for are passively driven by customer

ÅEfficient bidding means paying more than competitor for 
same words

ÅCompetition drives up the cost and keeps pressure on price 
and profit

ÅCustomers search for low price ɀweb expectation

Use of TV, Radio  + Press advertising drives up organic 
search. Combined cost may now eat into PPC spend



PPC Ad content

ÅWhat ever has been searched for...

ÅAd should balance up other factors

ïQuality

ïSpecialist

ïGuarantees

ïBrand position + no of customers

Use landing page with complete proposition                                 
and strong impact



Social 

Use of TV, Radio  + Press advertising drives up organic 
search. Combined cost may now eat into PPC spend



Choosing the channel for the message

Use of TV, Radio  + Press advertising drives up organic 
search. Combined cost may now eat into PPC spend



Coming to a budget

ÅThe key KPI

Average cost of a unit of sales

ÅWe work to agree this key KPI over and 
above the behavioural data to understand 
and encompass attitudes that condition 
behaviour

Use of TV, Radio  + Press advertising drives up organic 
search. Combined cost may now eat into PPC spend



TV role in driving web search

Å Using TV and online together results in 47% more positivity about a brand 
than using either in isolation

Å The likelihood of buying or using a product increases by more than 50% when 
TV and online are used together 

Å 48% of the sample group watched broadcast TV while online, most days 

Å Two thirds of this group have watched TV via online providers, primarily as a 
way to catch-ÕÐ ×ÉÔÈ ÂÒÏÁÄÃÁÓÔ 46 ÁÎÄ ÍÁÉÎÌÙ ÆÒÏÍ 46 ÂÒÏÁÄÃÁÓÔÅÒÓȭ ×ÅÂÓÉÔÅÓ

Å Both TV and the internet are used for entertainment (TV, 80%; online 56%) 
and both have a significant influence on driving purchase (75% and 52%)

Å The findings reinforce the need toensure creative synergy between TV and 
online advertising and identify best practice for better effectiveness, which 
requires more than simply putting TV ads online

Research audience & behaviour ( Q Media Research May 3008)
4ÈÅ ÍÏÓÔ ȬÔÅÃÈ-ÓÁÖÖÙȭ ÏÆ ÔÈÅ 5+ ÐÏÐÕÌÁÔÉÏÎ ɀaround 25% of its total64% of the sample stated that 
they sometimes watch TV while using the internet, whilst48% stated that they did this most days.



Market Research

Appendix



Radio + web... working together



Radio - Increased brand name search



Using Internet whilst watching TV


