


ALERON TRAINING CENTER 

Guidance for Internet 

Marketing 

      

 

 

 



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 1 of 174 

 

 

Title of the guidance:  
GUIDANCE FOR DRAFTING PROJECT APPLICATIONS  

 

Authors:  
Nadezhda Golubova - Training Center C.E.S.  
Claudiu Bulaceanu – Aleron Training Center 
Alexandra Florentina Nicolae – Aleron Training Center 
Vasil Bojinov - TEZA OOD  
Magdalena Masluch – Syntea S.A 
 
Graphic design: Training center C.E.S.  
Proofreading: Training Centre C.E.S.  
Publisher:  
Copyrights © 2015 C.E.S Training Centre  
Ognjan Prica 1-4/15  
1000 Skopje  
e-mail: ces@ces.mk  
web: www.ces.mk  
++389 (2) 3232510  
Printed by: Printing Office ALMA  

978-608-65851-2-9 
Financially supported by: 

  

 
 
The project “Taking the road to employment – developing new skills and 
knowledge for unemployed persons“ under the program Erasmus +, 
/Agreement – 2014-1-MK01-KA204-000246/ has been funded with support 
from the European Commission.  
This publication reflects the views only of the authors, and the Commission 
cannot be held responsible for any use which may be made of the 
information contained therein.  

 

 



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 2 of 174 

 

 

Contents 
1. Chapter 1 – Introduction ............................................................. 5 

1.1. Scope of document ............................................................. 5 
1.2. Brief Description ................................................................ 7 

2. Chapter 2 – Marketing Overview ............................................... 9 
2.1. Brief History ...................................................................... 9 
2.2. Marketing Definiton ....................................................... 10 
2.3. Marketing Objectives ..................................................... 11 

Qualitative Objectives .............................................................. 12 
Quantitative Objectives ............................................................ 12 

2.4. Traditional Marketing ................................................... 13 
2.5. Online/Internet Marketing ............................................ 13 
2.6. Internet Marketing Advantages and Disadvantages ... 14 

Advantages ............................................................................... 14 
Disadvantages ........................................................................... 15 

3. Chapter 3 – Marketing Concepts .............................................. 16 
3.1. Marketing Strategy......................................................... 16 

Key Marketing Terms ............................................................... 17 
3.2. Value Proposition ........................................................... 18 
3.3. Marketing Mix – the 4 P’s and the 4 Cs ....................... 20 
3.4. Market Segmentation ..................................................... 23 

Geographic ............................................................................... 24 
Demographic ............................................................................ 24 
Purchasing Power ..................................................................... 24 
Education .................................................................................. 25 
Industry ..................................................................................... 25 
Company Size ........................................................................... 25 

3.5. Target Market ................................................................. 26 
3.6. Competition ..................................................................... 28 
Types of Competitors ................................................................... 29 

Direct Competitors ................................................................... 29 
Indirect Competitors ................................................................. 29 
Replacement Competitors......................................................... 30 

3.7. Communication and PR ................................................. 31 
3.8. Marketing Plan and Activities ....................................... 32 



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 3 of 174 

 

3.9. Marketing Budget ........................................................... 33 
3.10. Market Research......................................................... 33 

4. Chapter 4 – Internet Marketing ................................................ 34 
4.1. Brief History .................................................................... 34 
4.2. Online Traffic .................................................................. 34 
4.3. How to build a successful online strategy ..................... 35 

How to provide benefits in advance? ....................................... 35 
Identify your market ................................................................. 37 

4.4. Internet Marketing Tools ............................................... 38 
A. Websites ........................................................................... 39 
B. Content Marketing ......................................................... 39 
C. Email Marketing ............................................................. 42 
D. Social Media .................................................................... 48 
E. Video Marketing ................................................................. 52 
F. Affiliate Marketing ............................................................. 54 
G. Referral Marketing......................................................... 56 
H. Paid Advertising ............................................................. 58 
Search Advertising ....................................................................... 58 
Display Advertising .................................................................... 60 
4.5. CTA – Call to Action ...................................................... 62 
4.5. Social Media Channels ........................................................ 65 
A. Facebook .......................................................................... 66 
B. LinkedIn .......................................................................... 69 
C. Google+ ............................................................................ 72 
D. YouTube .......................................................................... 73 
E. Twitter ................................................................................. 76 
F. Email Platforms: MailChimp, Constant Contact, etc ..... 79 
Constant Contact ......................................................................... 80 
G. Forums and Blogs ........................................................... 81 
H. PR Platforms ................................................................... 83 
4.6. SEO – Search Engine Optimization .............................. 84 

5. Chapter 5 – Internet Sales ......................................................... 88 
5.1. Sales in Brief ................................................................... 88 
5.2. Types of Sales .................................................................. 89 
5.3. Sales Cycles ..................................................................... 89 
5.4. Inbound vs Outbound Marketing ................................. 90 



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 4 of 174 

 

5.5. Sales Funnel and Lead Generation ............................... 91 
What is a Sales Funnel? ............................................................ 91 
What is a Lead? ........................................................................ 92 
What is a Prospect? .................................................................. 93 
What is a Buyer/Customer? ...................................................... 93 
Strategies for generating more leads......................................... 93 

5.6. CRM – Customer Relationship Management .............. 96 
5.7. Pricing .............................................................................. 98 

6. Chapter 6 – Internet Marketing Management and              
Automation ....................................................................................... 99 

6.1. Metrics ........................................................................... 101 
6.2. Online Monitoring – Google Analytics ....................... 103 
6.3. Management Platforms ................................................ 107 
A. Hootsuite ........................................................................ 108 
B. HubSpot ......................................................................... 110 
C. InfusionSoft ................................................................... 111 
D. UpWork ......................................................................... 113 

7. Chapter 7 – Case Studies and Exercises ................................. 116 
7.1. Case Study 1 – Respect 07 – Ltd – Bulgaria ............... 116 
7.2. Case Study 2 – Krisi Ltd – Bulgaria ........................... 130 
7.3. Case Study 3 – Kupinkniga – Macedonia ................... 141 
7.4. Case Study 4 – Magicnasvadba – Macedonia ............ 151 
7.5. Case Study 5 – eMAG – Romania ............................... 153 
7.6. Case Study 6 – SAP Education – Romania ................ 161 
7.7. Case Study 7 – Szkla – Poland ..................................... 165 
7.8. Exercise 1 – SEO Optimization ................................... 171 
7.9. Exercise 2 – Setting an Email Newsletter ................... 171 
7.10. Exercise 3 – Setting a Google AdWords        
Campaign ............... ...................................................................172 

 
  



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 5 of 174 

 

1. Chapter 1 – Introduction 

1.1. Scope of document 

The scope of this document is to provide an overview of 

Internet Marketing strategies and tools in the larger context of 

general marketing activities of any given company and organization. 

This guidance is addressed to people that do not have a formal 

education in Marketing and did not work before in any Marketing or 

Communication/PR job. Still any person interested in Internet 

Marketing should have a fair knowledge of navigating online and 

general computer skills. 

The Internet is gradually becoming the main communication 

channel between individuals, between companies and their 

customers. The time that is spent online has increased dramatically 

with the development of online gadgets like smartphones and tablets, 

especially among younger population. 

An article published on Telegraph in 2015 shows that 

teenagers spend 27 hours a week online, and people are spending 

twice as much time online compared to 10 years ago: 

http://www.telegraph.co.uk/finance/newsbysector/mediatechnologya

ndtelecoms/digital-media/11597743/Teenagers-spend-27-hours-a-

week-online-how-internet-use-has-ballooned-in-the-last-decade.html 

Also, the proportion of adults using the internet has risen by 

half – from six in ten in 2005 to almost nine in ten today, according 

to Ofcom’s Media Use and Attitudes 2015 report, which 

http://www.telegraph.co.uk/finance/newsbysector/mediatechnologyandtelecoms/digital-media/11597743/Teenagers-spend-27-hours-a-week-online-how-internet-use-has-ballooned-in-the-last-decade.html
http://www.telegraph.co.uk/finance/newsbysector/mediatechnologyandtelecoms/digital-media/11597743/Teenagers-spend-27-hours-a-week-online-how-internet-use-has-ballooned-in-the-last-decade.html
http://www.telegraph.co.uk/finance/newsbysector/mediatechnologyandtelecoms/digital-media/11597743/Teenagers-spend-27-hours-a-week-online-how-internet-use-has-ballooned-in-the-last-decade.html
http://stakeholders.ofcom.org.uk/binaries/research/media-literacy/media-lit-10years/2015_Adults_media_use_and_attitudes_report.pdf


GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 6 of 174 

 

questioned 1,890 adults aged 16 and over about their internet 

consumption habits. 

The same report concludes that technology – based 

communication methods such as texting, emailing, and instant 

messaging have become increasingly popular over the last ten years, 

particularly on mobile phones.  

As a direct consequence of rise of Internet communication, 

the use of social media has risen substantially over the years.  

Nearly three quarters (72%) of internet users have a social 

media profile, compared to 22% in 2007. Furthermore, four fifths 

(81%) of these people use social media at least once a day; an 

increase from 30% in 2007.  

The Guidance for Internet Marketing offers a good insight 

about all the strategies, tools and platforms available at this moment 

for individuals, companies and organizations that want to take 

advantage of the infinite communication opportunities available on 

the World Wide Web. 

Marketing and especially Internet Marketing is also based on 

practice and target specific results, so this booklet provides also a set 

of useful Case Studies and Exercises. 
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1.2. Brief Description 

Chapter 2 provides an Overview of Marketing in general, of 

what marketing is, its history, scope and objectives, and a brief 

comparison of Traditional and Internet Marketing. 

Chapter 3 presents the main concepts used in Marketing, as 

these are also the basic terms and ideas that we work with when it 

comes to Internet Marketing. 

Chapter 4 starts with a Brief History of Internet and Internet 

Marketing and then describes the main tools and platforms available 

today for online communication. As Search Engines are one of the 

main gates we use for accessing information on World Wide Web, 

we also provide a brief introduction to SEO: Search Engine 

Optimization. 

Chapter 5 speaks about Sales, as this is the main goal of any 

company and any marketing activity. We start with a set of general 

Sales concepts, and then we present the more specific sales tactics 

used online. 

Chapter 6 gives you an idea about how to monitor results and 

measure marketing activities. This is all very important as we live in 

a diverse and dynamic world where there is no general recipe for 

success and no one–size–fits all approach. Therefore we have to 

constantly look for feedback and asses our results against our own 

objectives and other industry standards, in order to optimize and 

adjust our marketing activities, plans and strategy. 
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Finally Chapter 7 includes a set of valuable Case Studies and 

Exercises that show how some of online platforms work and how 

different companies use these platforms to communicate with their 

customers and followers. 

  



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 9 of 174 

 

2. Chapter 2 – Marketing Overview 

This Chapter provides an Overview of Marketing, its history and 

definition, its scope and objectives, and a brief comparison of 

Traditional and Internet Marketing. 

 

2.1. Brief History 

Marketing is a relatively recent discipline that emerged at the 

beginning of 20th century, following the Industrial Revolution that 

started in the 18th century in England and continued in the 19th 

century in the USA. Prior to this time most issues that are now 

commonly associated with marketing were either assumed to fall 

within basic concepts of economics (e.g., price setting was viewed as 

a simple supply/demand issue), advertising (well developed by 

1900), or in most cases, simply not yet explored (e.g., customer 

purchase behaviour, importance of distribution partners). 

The development of marketing was mainly triggered by the 

need to search and explain in greater detail relationships and 

behaviours that existed between sellers and buyers. In particular, the 

study of marketing led sellers to recognize that adopting certain 

strategies and tactics could significantly benefit the seller/buyer 

relationship. In the old days of marketing (before the 1950s) this 

often meant identifying strategies and tactics for simply selling more 

products and services with little regard for what customers really 

wanted.  
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Starting in the 1950s, companies began to see that old ways of 

selling were failing with customers. As competition grew across 

most industries, organizations looked to the buyer side of the 

transaction for ways to improve.  

What they found was an emerging philosophy suggesting that  

the key factor in successful marketing is understanding the needs of 

customers. This important Marketing Concept suggests marketing 

decisions should flow from FIRST knowing the customer and what 

they want. Only then should an organization initiate the process of 

developing and marketing products and services.  

 

2.2.  Marketing Definiton 

Marketing contains a very broad set of concepts and activities 

that covers most of what companies do on both short term and long 

term. Marketing is about what products and services to offer, how to 

pack and present those products and services, how to price and 

promote them, what customers to target, how to distribute them, etc, 

etc. 

A Dictonary.com definition says that: „Marketing is the total 

of activities involved in the transfer of goods from the producer 

or seller to the consumer or buyer, including advertising, 

shipping, storing, and selling” 
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Fig. 2.2.1 Marketing goals 

 

Wikipedia.com describes Marketing as “a widely used 

term to describe the means of communication between the 

company and the consumer audience”.  

The American Marketing Association most recently defined 

Marketing as "the activity, set of institutions, and processes for 

creating, communicating, delivering, and exchanging offerings 

that have value for customers, clients, partners, and society at 

large." 

The techniques used in marketing include selecting Target 

Markets through market analysis and Market Segmentation, as 

well as understanding methods of influence on the Consumer 

Behaviour. These marketing concepts together with others are 

further described in Chapter 4. 

2.3. Marketing Objectives 

The ultimate goal of marketing is to get sales and support the 

overall developement of the company and organization. This can be 

https://en.wikipedia.org/wiki/American_Marketing_Association
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achived by various more detailed marketing objectives that can be 

divided into Qualitative and Quantitative Objectives. 

 

Qualitative Objectives 

Qualitative Objectives cannot be measure very precisely and 

results can be achived and observed across a longer time span. Here 

are a few of these objective: 

• Create Awareness (Product Awareness, Company 

Awareness, Brand Awareness, etc); 

• Atrract Attention; 

• Increase Interest; 

• Stimulate Demand; 

• Develop Followers. 

 

Quantitative Objectives 

Quantitative Objectives are more specific and results can be 

asseesed more exactly also on short term. Here are the most relevant 

of marketing objectives: 

• Generate and Increase Revenue; 

• Sales Convertion Rate (see also Sales Funnel in Chapter 6); 

• Units Sold; 

• Market Share; 

• New Customer Aquisition. 
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2.4. Traditional Marketing 

Traditional Marketing is usually related to Traditional 

Advertising that can be done via printing, broadcasting media and 

physical events. Here are some of the most important traditional 

marketing channels: 

Printing and Visual: Brochures, Catalogues, Leaflets, Newsprint, 

Magazines, Billboards 

Broadcasting Media: TV, Radio 

Events: Trade Fairs, Conferences, Seminars, etc; 

 

2.5.  Online/Internet Marketing 

Internet Marketing is also reffered to as Online Marketing 

and is about visual, audio and text communication that can be posted 

and transmitted via World Wide Web.  

Internet Marketing offers great opportunities not only for 

companies and organizations that want to promote their brands, 

products or services, but also to people that want to make a career in 

this business. A large number of people prosper in this field, either as 

employees or self–employed or so–called Innternet Entrepreneurs.  

Just like any other business, the key to succed in Online 

Marketing is the ability to build an audience and a customer base. In 

order to build a customer base you need to gather a considerable 

amount of leads that you can sell to. 
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In general, Online Marketing requires at minimum the 

following prerequisites in order to work properly: 

• The Company or Organization has an online presence’; 

• Users and target customer based have access to Internet (via 

cable, wirless, mobile); 

• Users have access to a device that supports browsing: PC, 

laptop, smartphone, tablet; 

• Users are computer savvy and familiar with Internet 

browsing. 

The main online tools and communication platforms are further 

described in Chapter 4. 

 

2.6. Internet Marketing Advantages and 

Disadvantages 

Internet Marketing has certain advantages as opposed to Traditional 

Marketing: 

Advantages 

• Low Cost; 

• Easy scaling in targeting and reach: easy to focus and easy to 

go global; 

• Measurable and real time: Great Analytics; 

• Convenient: Can Do from Anyware and 24/7; 

• Easy to Make Changes and Updates. 
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Disadvantages 

There are also a few disadvatages related to online marketing 

• Higly Competitive (Because of Low Cost); 

• Easy to avoid: the brain learns to filter out. 

 

Because it is highly competitive, the online marketing does not 

bring easy results. The most common error some of the internet 

marketers make is they build an website, put their products and 

services and make an offer and expect for immediate results. Do not 

fall into this trap and think that just because you have an website 

would make people automatically flock into your virtual storefront to 

buy your stuff, obly to find out that no one clicks your order button 

even despite the decent amount of traffic on your website. 

For any internet marketer or entrepreneur, there are a few 

critical things that you need to remember about selling online. First, 

there are millions of online websites that you need to compete 

against. Coming up with an offer is not enough! Chances are, your 

prospect has already seen thousands of them, and they are still not 

buying. The second thing is many marketers think that a first time, 

walk–in visitor would immediately buy from them. Hence, their 

offers and campaigns are designed to coerce the walk–in first timer 

into buying. Every time they do this they lose the customer. No 

prospective customer wants to be pressured. They do not want to be 

sold right away.  They want to take time to gather information, they 
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want to look around and think and maybe to come back again 

another day 

To conclude, do not expect succes will come overnight, as 

building an online customer base takes time and needs a lot of 

patience and hard work. 

 

3. Chapter 3 – Marketing Concepts 

This chapter describes the main concepts used in marketing.  

These are also the basic terms and ideas that work for both 

Traditional and Online Marketing. 

 

3.1. Marketing Strategy 

The Marketing Strategy is the core of your marketing agenda 

and marketing plan. This is one of the broadest terms and define and 

answer for, because it involves so many pieces as shown in the 

picture below: 

 

 

 

The exact nature of strategy is self-evident 

from the definitions we have gone 

through. 
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Fig. 3.1.1 Marketing Strategy 

 

In the next chapters we will detail the most important elements 

of a Marketing Strategy, but first let’s define also some of the key 

terms that are used to describe these components: 

 

Key Marketing Terms 

• Strategy – How to achieve the overall objective. 

Strategy defines the overall vision of your business. This 

includes your business model, your key offering, your product 
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and service porfolio, your target market and the message you 

want to send to your tareget audience. 

 

• Plan –How to execute and put into practice the marketing 

strategy. 

A plan describes the actions you want to take in order to 

execute your strategy. 

• Activity – Action Item. 

An activity is a certain action or task that shuld be conducted 

and completed by somebody (the person responsible) before a 

specific deadline. 

• Tactics: Methods to Increase conversion. 

Tactics include the methods that you use in order to turn a 

prospect into a buyer. This may include special offers, 

discounts, giveaways, etc. 

• Budget: Money allocated to marketing activities. 

Marketing activities require –besides people to conduct them –

also a budget to pay for the related expences. 

 

3.2.  Value Proposition 

Value Proposition is a very important concept that should answer to 

the question:  

„Why would the Customer want to buy from us?” 
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In other words this defines what makes you different in the 

marketplace, especially when compared to your competition.  

The Value proposition should also be able to address the following 

specific questions: 

„What is the unique selling point, the unique value of our 

offering?” 

„Why your product or service is different from and better than 

your competitors?” 

„What is the real and perceived benefit of your offering?” 

Marketers should answer these questions in relation with all 

4Ps as defined in the next paragraph. They should also keep in mind 

they should try to think from the Customer’s perspective, to try to 

find out what Value means for the Customers. 

Value as the Customer sees it might be slightly or totaly 

different that we might think or perceive as Value from the 

standpoint of individual or company that tries to sell something to 

that Customer.  

A good customer value proposition will provide convincing 

reasons of why a customer should buy a product, and also 

differentiate your product from competitors. Gaining a customer's 

attention and approval will help build sales faster and more 

profitably, as well as work to increase market share. Understanding 

customer needs is important because it helps promote the product. 

 



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 20 of 174 

 

3.3. Marketing Mix – the 4 P’s and the 4 Cs 

The 4 Ps is a marketing concept that was first introduced in the 

United States in the 1960s by Edmund Jerome McCarthy, an 

American marketing professor. 

The 4 Ps stands for Product, Place, Price and Promotion and it 

is emphasysis in brief the main business components that marketers 

should think about when it comes to defining their marketing 

strategy and marketing plan. Here is a more detailes description of 

each of the 4Ps: 

 Product: The product aspects of marketing deal with the 

specifications of the actual goods or services, and how it 

relates to the customer's needs and wants. The scope of a 

product generally includes supporting elements such as 

branding, packaging, warranties, guarantees, and 

support. 

 Price: This refers to the process of setting a price for a 

product, including discounts. Methods of setting prices 

optimally are in the domain of pricing policy. 

 Place (or distribution): refers to how the product gets to the 

customer; for example, retail or wholesale. This third P has 

also sometimes been called Place, referring to the channel by 

which a product or service is sold (e.g. online vs. retail), 

which geographic region or industry, to which segment 

(young adults, families, business people), etc. also referring 
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to how the environment in which the product is sold in can 

affect sales. 

 Promotion: This includes advertising, sales promotion, 

publicity, PR, direct marketing, digital marketing, 

sponsorship, and personal selling and refers to the various 

methods of promoting the product, brand, or company. 

  

Later on in the 1990s Robert F. Lauterborn proposed a four Cs 

classification, which is a more consumer–oriented version of the four 

Ps, as shown in the next table: 

 

Four Ps 

 

Four Cs 

 

 

Definition 

Product Consumer 

Wants and 

Needs 

A company will only sell what the 

consumers specifically want to 

buy. So, marketers should study 

consumers’ wants and needs in 

order to attract them one by one 

with something compelling for 

each.  

Price Cost Price is only a part of the total cost 

to satisfy a want or a need. The 

total cost will consider for example 

the cost of time in acquiring a good 
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or a service. Many factors affect 

cost, including but not limited to 

the customer's cost to change or 

implement the new product or 

service and the customer's cost for 

not selecting a competitor's 

product or service. 

Place Convenience In the era of Internet, catalogues, 

credit cards and smart phones, 

people do not have to go to a 

certain place to buy a product. 

Marketers should know how the 

target market prefers to buy, and 

how to be there. With the rise of 

Internet and hybrid models of 

purchasing, Place is becoming less 

relevant. Convenience takes into 

account the ease of buying the 

product, finding the product, 

finding information about the 

product, and several other factors 

Promotion Communication While promotion is "manipulative" 

and from the seller, 

communication is "cooperative" 
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and from the buyer with the aim to 

create a dialogue with the potential 

customers based on their needs and 

lifestyles. It represents a broader 

focus. Communications can 

include advertising, public 

relations, personal selling, and any 

form of communication between 

the organization and the consumer 

 

3.4. Market Segmentation 

The Market Segmentation is a key marketing tool that helps 

marketers answer the question: 

„Who is our Customer?” 

In other words it helps us define to whom we address our 

offering and what is our specific customer type. 

This approach is based on the basic assumption that – in a 

broad marketplace – we cannot sell, or we cannot even address to – 

the whole market. 

Trying to sell to every potential customer would not be 

effective, finally it wouldn’t work. That is why the marketers should 

try to define market segments, which are different customer types 

or categories that can be defined according to certain criteria. 
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The process of defining these customer types is called 

market segmentation and here are the main criteria that can be used 

for this purpose: 

Geographic 

This criteria defines customer type according to specific 

geograhical area where is located. This can be continents, countries, 

states, regions, countries, cities, neighbourhoods, or postal codes. 

The place where the customer is located influences his behaviour 

(like for instance depending on specific weather in that area), and 

also defines its cultural specific. 

Demographic 

This criteria defines customer age and gender. Age can 

define a specific customer need regardless of the geographical area 

where they live. For example, most of the teenagers worldwide 

would wear jeans and T–shirts and use smartphone and tablets, in a 

bigger percentage as compared to older people. 

Purchasing Power 

People that have a certain income have some buying habits 

that are specific for all people that find themselves into that category. 

Most people that earn a higher income would rather buy expensive 

premium products and other items that are generally considered 

luxury goods. This again happens regardless of the geographical area 

or country where those people live. 
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Education 

Types and level of education have an impact to what people 

like, need and eventually want to buy. For instance people with a 

technical education would be interested in buying more sophisticated 

technical products or software applications.  

Industry 

This criteria applies to B2B sales, meaning products or 

services that are being sold to Companies (Businesses). This defines 

customer type according to specific field or industry in which that 

customer activates. A few example of specific Industries are: 

Banking, Pharma, Manufacturing, Food & Beverage, Hospitality, 

Education, etc. Each of these industries have specific needs that can 

be addressed when we think about selling goods or services to those 

companies. 

Company Size 

This again applies to B2B sales, meaning companies that we 

try to sell to have different size. Company size can be defined in 

terms of number of employees and/or in terms of annual revenue. 

This defines customer type according to specific field or industry in 

which customer activates. For example SME is an acronym that 

means Small and Medium Enterprise and refers to companies that 

have less than 250 employees and less than 250 Mil Euro in annual 

sales.  Company size influences their budgets and type of services 

and products they need, so we should think about the size of the 
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companies we plan to address when we define our marketing 

strategy. 

 

3.5. Target Market 

Once we have went through Marketing Segmentation and 

answered the question: „Who is our Customer?”, then we can 

establish our Target Market and try to focus and define our strategy 

according to that market needs and expectations. 

According to the usual definition, Target Market is:  A 

specific group of consumers at which a company aims to sell its 

products and services. 

Target Market is also referred as Target Customers, referring 

to those who are most likely to buy from you. As mentioned in the 

previous paragraph, marketers should resist the temptation to be too 

general in their plans of getting a larger slice of the market.  

Try to describe the target customers with as much detail as you 

can, based on your knowledge of your product or service. Ask your 

colleagues and friends to visualize who your customer is. (Ask them 

to "Describe the typical person or company who will buy my product 

or service."). Try to get as many different perspectives from different 

persons as you can– the more, the better. 

Once that a company decided to address certain Target 

Markets, it can provide separate offerings to each different market 

segment that it targets. It is also called multi–segment marketing 



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 27 of 174 

 

and this might help to appeal to multiple segments in the market. 

Each segment is targeted uniquely as the company provides unique 

benefits to different segments. It increases the total sales but at the 

expense of increase in the cost of investing in the business. 

Internet Marketing is offering a set of unique opportunities 

when it comes to target marketing. Online advertisers can use a 

series of methods in order to showcase a particular advertisement to 

a specific group of people. Advertisers use these techniques in order 

to find distinct individuals that would be most interested in their 

product or service. With the social media practices of today, 

advertising has become a very profitable industry. People are 

constantly exposed to advertisements and their content, which is key 

to its success. In the past, advertisers had tried to build brand 

awareness with television and magazines; however, advertisers have 

been using audience targeting as a new form of medium.  

The rise of internet users and its wide availability has made 

this possible for marketers. Targeting specific audiences has allowed 

advertisers to constantly change the content of the advertisements to 

fit the needs and interests of the individual viewer. The content of 

different advertisements can be presented to each consumer to fit 

his/hers individual needs. 

The first forms of online advertising targeting came with the 

implementation of the personal email messages. The main online 

advertising tools are further described in Chapter 4. 
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3.6. Competition 

In most of the situations you are not the only company that 

sells a certain product or service. This is not easy for the marketers, 

but it is good for the consumer and market in general, as competition 

drives innovation and it brings new products and services to 

everybody. 

Definition says that Competition is the rivalry between 

companies selling similar products and services with the goal of 

achieving revenue, profit, and market–share growth. Companies aim 

to increase sales volume by utilizing the 4 components of the 

marketing mix, also referred to as the 4P's: product, place, 

promotion, and place – as described in Paragraph 3.3.  

Some of the most important steps in designing a successful 

marketing strategy include knowing and understanding your 

competition. Consequently, if you are not aware on who the 

competition is, it becomes likely that another company can provide a 

competitive advantage, such as product offerings at lower prices or 

value added benefits. Identifying your competition and staying up to 

date with their products and services are critical to remain 

competitive in the market. 

 

Money coming in says I've made the right 

marketing decisions.  

Adam Osborne 
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Types of Competitors 

Direct Competitors 

A direct competitor is another company that offers the same 

products and services aimed at the same target market and customer 

base, with the same goal of profit and market–share growth. A direct 

competitor is what typically comes to mind when you refer to the 

term 'competition,' and usually the type that draws the most focus 

from company's when designing strategies.  

Customers will shop for a variety of price points, locations, 

service levels, and product features when determining their purchase. 

In comparison, though, customers will not similarly choose the same 

mix of these options – and this is where competition becomes a 

factor. Recognizing where your competition is positioned is a key 

factor in understanding the potential your business solutions can 

fulfil.  

 

Indirect Competitors 

Indirect competitor is another company that offers the same 

products and services, much like direct competitors; however, the 

same end goals are different. These competitors are seeking to grow 

revenue with a different strategy.  

Nearly every company is involved with some form of 

indirect competition. General contractors face indirect competition 

from do–it–yourself promoters, such as The Home Depot. Both of 
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these strategies are aimed at satisfying the customer's needs and 

desires utilizing a different marketing mix. By outlining all the 

potential ways the customer's needs can be met and using the 

marketing mix to handle the competition you can generate an 

advantage for your products and services.  

 

Replacement Competitors 

A replacement competitor is another company that is 

offering product or service that the consumer could use in place of 

choosing your products or services. The important concept with 

replacement competitors is they are utilizing the same resources to 

purchase the replacement product or service that could have been 

used to buy your offerings.  

It is critical for companies to check and understand the competition. 

Of the three types we have discussed in this paragraph you can 

quickly identify examples that fit each criterion. Typically, the most 

difficult type to identify can be the replacement competitors for the 

reason of classifying products and services that are truly a 

replacement rather than part of a different market. The key takeaway 

for marketing professionals is not to lose sight of the fact that 

customers define the competition. This is simply because the 

competition, regardless of type, is the choices that our customers are 

making.  
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Market research can help you understand the competition and 

the choice of the customers. Interviews, social media outlets, and 

purchasing trends enable the necessary feedback and knowledge of 

what choices customers are part of the marketing research process 

and are further discussed in Paragraph 3.11 

 

3.7.  Communication and PR 

Communication in general is the exchange of information 

between a Sender and a Receiver. Companies need to communicate 

with their potential buyers and customers, with their business 

partners and also customers sometimes need to communicate and 

send feedback to the companies. Communication is a continuous 

two–way process and successful companies need to implement 

effective communication strategies. 

The most important elements of any communication strategy are: 

 • Message or messages to be transmitted; 

 • The way the message is transmitted (verbal, written, 

visual,); 

 • The channels by which the message is transmitted 

(Internet, Radio, TV, newspapers, printed materials, etc.). 

 

Public relations (PR) is the activity of managing the 

information and communication distributed from the Company to its 

Customers and the General Public.  PR is different from advertising 
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as the basic idea of PR to distribute useful information to the clients 

for free, rather than marketing or advertising. An example of good 

PR is for a company to write an article about the general benefits of a 

generic range of products, rather pay advertising for a specific brand 

or product. The main goals of PR is to inform the public, the 

prospective customers, partners, employees and other people who 

have an interest in the company and help them to maintain a certain 

view about the organization and its products. 

 

3.8.  Marketing Plan and Activities 

Marketing Plan is an important tool of any manager or 

entrepreneur. This usualy includes a description of the current market 

and company status and sets the most important marketing strategies 

to be used by the company: products, price, promotion, distribution 

channels, etc. 

The plan should usually cover one year especially for online 

businesses where things change fast, markets evolve, and customers 

come and go. Later on you can create a section of your plan that 

addresses the medium–term future – two to four years down the road. 

But the main part of your plan should focus on one year. 

The Marketing Plan should also include an Activity Plan that 

defines in more detail all promotional and marketing activities to be 

done in the following year, with details about period and deadline, 

people in charge, budget, etc for each specific activity. 
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3.9.  Marketing Budget 

Each Marketing plan should also have a marketing budget 

which defines the amounts of money to be spent on each specific 

activity. 

A marketing budget will typically include all promotional 

costs, like website development, advertising and public relations, as 

well as the costs of employing marketing staff and related expenses 

like office spaces, etc. 

 

3.10. Market Research 

Market Researh is the process of understanting the place of 

your products in the larger context of relevant marketplace. This is a 

key element for any succesful business, including the online 

businesses. 

A comprehensive market search should be conducted before 

creating and launching new businesses or new products and services. 

A typical market search covers the following topics: 

• Product/Service Research; 

• Target Market and Customers; 

• Direct and Indirect Competitors; 

• SWOT Analysis; 

• Market Needs, Size and Trends. 
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4. Chapter 4 – Internet Marketing 

4.1.  Brief History 

4.2. Online Traffic 

One of the most important goals and also key metric in online 

marketing is traffic.  

Traffic is a key element in any online business. No matter 

how good your products or services are, no matter how beautifully 

designed and interesting your website is, if you cannot generate 

traffic towards it, then nobody knows about your offering. Thus, the 

most important thing to succeed in online business is to have a clear 

strategy how to build traffic and let your online visitors check your 

offering. 

Still in order to succeed in this marketplace, you must find a 

way to generate traffic from the right audience. There are millions of 

people being online every day and every minute, but not all these 

people are your ideal customers. Therefore, you need to invest in 

traffic building strategies to attract prospects that have the potential 

need to buy what you are offering. Otherwise, the money that you 

invest to generate traffic will be put to waste if the people that you 

attract do not have a certain interest in what you are offering them.  

Also as shown in the next paragraphs, there are two main 

types of traffic sources. The first is the organic source or otherwise 

called the free source. The second is paid traffic. Which one is 

better? Both of them are important. They both have certain 
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advantages. You have to have a balanced mix of both strategies to 

effectively capture your market, drive huge traffic and succeed in 

online business. 

 

4.3. How to build a successful online strategy 

As mentioned earlier, it takes time to build a successful online 

presence. If you try to sell something online, you also do not have to 

be very pushy with your prospects. So how do you eventually 

succeed to sell without looking desperate and pushy? The key is do 

not sell your products or services yet, but sell yourself first by 

providing value to your customer for free! 

Most of your prospects do not know you or your company. 

They do not trust you and will not buy immediately from you. So 

you need to build a relationship with them by letting them know that 

you are there to help and not to cause them pain. The best way to 

introduce yourself is by offering them free stuff that would 

immediately help them. Free stuff that could take them closer to 

whatever goal your product or service has promised. That is a sure 

way to build massive trust and goodwill. The next thing you know, 

people are flocking to your online store buying your stuff, because 

they know you are the real deal. 

How to provide benefits in advance? 

First you need to identify the ultimate outcome that your 

ideal customer desires. You need to be 100% confident that the 
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product you offer delivers the promise. Otherwise, your strategy will 

be put to waste because of bad reviews and feedback. Once you 

identified the ultimate outcome, you need to provide, at least, three 

valuable things to your prospects for free. These free items should 

help them get closer to their desired outcome. 

  For instance, if you are selling sales training, you might want 

to give a series of free videos to your prospects showing some sales 

techniques they can immediately apply in their fields. In the first 

video you may discuss the necessary things that they need to prepare 

before going on a sales call, like appropriate clothing, posture, and 

tone of voice. The next video may discuss a little about prospecting. 

The third video may discuss something about building business 

relationships, etc. After you share all those free videos, then is the 

time to create an offer. 

Offering free videos is just one of the few things that you can 

do. You can also offer a free PDF report or an e-book about a topic 

that is of potential interest to your targeted audience. Just make sure 

that your free stuff is aligned with your business. 

The moment you put free stuff in your website in exchange 

for a name and an email address you should notice a great increase in 

your prospects list. You may collect up to 100 subscribers to your 

email list if you give away valuable materials to your prospects. And 

it will also prove your good will. Your relationship with your list is 

being established. They know your there to deliver. They trust you 
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because they have seen what you delivered before. You can now 

have a better chance of selling them your products and services. 

Now that you know how to attract your online visitors to 

subscribe to your mailing list and create a good will for yourself, it is 

time to discuss the tools that you will need to make it work. The next 

paragraph will present the different online tools available for this 

kind of relationship–building strategy. 

 

Identify your market 

Like we said earlier in paragraph 3.5, you should not try to 

sell to everyone in the market. You should try to define your Target 

Market and focus on that customer instead. This also applies for 

online marketing especially as the online universe is offering special 

opportunities for better, more efficient customer segmentation. 

Online marketing allows you to address a small segment of 

the market, which is often called niche market. Within a niche 

market you can identify a more specific needs and wants of a certain 

customer segment. By defining these specific needs, you can better 

define your offering and align your marketing strategies to fit that 

customer segment. 

Aligning your strategies and offering to your customers will 

allow you to efficiently allocate your budget and resources. Just like 

any type of business, you need to manage your resources properly 

and get the most of your investment. 
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To effectively define a niche marketing strategy, you need to 

carefully analyse who your target customers are. A common mistake 

that a lot of marketers and online entrepreneurs do is to start with a 

product in mind, and not thinking about their customers. They will 

create a product without knowing first if there is a profitable 

customers group that will buy their product.  

So do not start your business or marketing campaign with 

your product in mind, but think about your customer first. Look for a 

group of people that who have similar needs or problems then try to 

find a way to satisfy those need and problems. 

When you think about your target customer, you should be 

able to define things like: age, gender, area where they live, 

education, etc. You can be even more specific by identifying their 

hobbies, likes and dislikes, etc. You can do this by doing a survey 

(online or offline), observing and conducting interviews or by just 

asking your colleagues and friend.  

 

4.4.  Internet Marketing Tools 

You now have a better understanding on how you can 

effectively ask for your prospects to become subscribers to your 

mailing list by offering free info and materials and eventually sell 

them you products and services. This paragraph will detail the tools 

that you can use in order to generate as many leads with minimal 

effort. 
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Once that your tools are up and running, these tools can also 

be automated. Your systems can automatically capture your 

prospect’s name and email address. Finally, if the prospects are ready 

to buy your products, they can go to your online page to place the 

order.  

 

A. Websites 

If you are starting a new business, the first thing you usually 

do is to build a website. This is your main business card, your front 

door, the first face you want to show to the world. Whatever you put 

on your website will directly reflect on how prospects see you and 

your business. Therefore, it is highly important to have a good 

website. 

The main aspects you should consider when building your 

website are the content, the structure and design, and the 

grapichs/images you put there. It does not have to be a work of art, it 

just needs to be in line with your business. 

 

B. Content Marketing 

Content marketing means creating and sharing valuable 

information in order to attract and convert leads into customers, and 

customers into repeat buyers. By publishing articles on your website, 

running and sharing webinars or even by creating info-graphics on 
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topics related to your products, you are educating people to know, 

like and trust you enough to do business with you. 

Content Marketing offers your visitors a chance to get 

involved – to comment, rate and share freely your posts with their 

friends and colleagues.  As Joe Pulizzi, the author of “Get Content, 

Gest Customers”, said “The one who has the more engaging content 

wins, because frequent and regular contact builds a relationship”.   

What Pullizi meant was that through online content you can 

approach your customers by positioning yourself as a reliable source 

of vendor–agnostic information, rather than simply pitching your 

products and services. The core of this strategy consists in believing 

that if we, as a company, deliver valuable, accurate information to 

our customers; they ultimately reward us with their loyalty.  

Take into consideration Procter & Gamble’s approach. When 

the brand’s division Pampers decided to market their products online, 

they launched a 14–episode online series called “Welcome to 

Parenthood“, featuring three couples talking about their parenting 

experience (diapers, breastfeeding and potty training). The series was 

broadcast through Pampers.com, and across the Pampers social 

media channel, including Facebook and Twitter. Rather than 

producing diapers TV spots, P&G succeed in creating a connection 

with its customers, helping them in their early years of parenting. 

This is a way of creating content people care about. 
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Besides establishing your credibility and trust in the industry, 

through content marketing you can also: 

 Help in–growing a long–term audience; 

 Create buzz via social networks; 

 Pull in unexpected customers; 

 Enhance your brand image; 

 Boost customer engagement; 

 Create informed buyers; 

 Tell the story of your brand. 

Creating smart content is critical, but you also have to keep in mind 

several rules when doing that:  

1. Earn the attention of people. Use videos, forums and social 

networks to attract your customers and deliver them valuable 

information, so they can get to know and trust you later on. 

2. Tell your brand story.  Build a personal connection with your 

audience, by capturing and sharing the story of your brand. 

Take your customers on a journey they yearn to experience, 

challenge them to find out how your brand was born, what 

inspired you to create the company and how will your brand 

help them in their daily lives.   

3. Use colloquial language. Everyday spoken language gives 

your writing a casual, relaxed effect, making customers feel 

familiar with your brand.  You have to keep in mind that 

your voice sets the tone for your brand’s personality, so you 
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wouldn’t want to be seen as an authoritative and boring 

company, would you? 

4.  Help, don’t sell! Get to know your customers, share their 

beliefs, help them to do their jobs better and offer them 

something which improves their lives. Good content doesn’t 

try to sell, but it packages your products or services as a 

solution to your audience’s problems.  

5. Show, don’t tell. Don’t just describe your product, but show 

how it fits in the bigger picture of your audience live. What 

needs does your product satisfying? How will it enrich your 

customer’s experience? When people intend to buy a 

product, they don’t look just at its technical features. They 

want to meet the people behind the product and the people 

who use it. 

6. Use your competitive advantage. You don’t have to create 

videos, publish e-books and conduct webinars to attract 

prospects. All you have to do is focus on one thing – which 

sets you apart from the crowd – and use it as your main 

strength. 

 

C. Email Marketing 

Another helpful tool you can use to increase your brand 

awareness and attract prospects is email marketing. In today’s 

challenging economic times, email marketing is the most effective 
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way to stay in touch with your customers and develop your business 

for little cost. 

Email marketing is powerful, but it’s also a challenge 

because the inbox is a hostile environment. Just imagine that your 

customers and prospects receive up to twenty emails per day – one 

from you, the other nineteen from your competitors – which one do 

you want them to click on? 

Below, you will find an eight ingredients list for a successful 

email marketing campaign: 

Reach the people you know. Approach prospects who 

represent a “valuable connection” for your business and build a 

quality email list. Track your website visitors, find out who reads 

your blog and who likes and comments on your social networking 

pages.  Use all the possible sources of customer connection to create 

a list of prospects who will positively respond to your email 

messages. 

Position yourself. Use the pre-header – the first text your 

readers will see – to catch their attention and get them to click on. 

Also, don’t forget to use your logo, so the readers should 

immediately recognize who the email is from.  

Send relevant content. In order to ensure your emails will be 

valued, you have to know exactly what your audience is looking for. 

Pay attention to your customer interests. What problems are they 

facing, what can you do to solve these problems for them and what 
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information do they need to make better decisions on your products 

or services?    

Create a call to action button. Ask for your customers’ 

feedback, challenge them to visit your website or watch a video on a 

new product you’re marketing. This is the trigger that causes your 

audience to take the next step in the direction you want them to go 

in, which is conversion point. 

  Personalization. Customize the content of the email with 

information that is directly linked to each customer. Greet them by 

their first name, make them feel valued and show them you know 

exactly what they want. Generic messages make people feel 

assaulted; personalized content makes them feel understood. 

  Mobile version. It’s very important to optimize your email 

marketing campaigns for every device your readers might be using. 

According to a report published on www.adestra.com in December 

2015, 57% of email opens occurred on mobile phones. This 

translates into a high potential rate of missing out conversions, unless 

you convey your messages accordingly 

Look professional. Choose and effective email format so 

your content is effectively communicated. Be careful what layout 

you choose, what photos you insert and what colours and fonts you 

use. Keep in mind that the messages you send, along with all the 

graphic details, are your brand extension.   

http://www.adestra.com/
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Campaign preview. Always test your creation! A successful 

campaign must be viewed properly in all email messaging services.  

 

Building customer relationship 

Devolving a business requires you to convert all kind of 

people with different tastes and preferences into loyal buyers. In 

order to do so, you will have to discover, validate and create a 

relationship with your customer.  

Building a long–term connection with the audience can be a great 

challenge, so here are several steps to help you along the way: 

                                                                                                                 

Step One: Acquire 

Before you start building long–term relationships with your 

customers, you have to gain their attention and show them how your 

products will make their lives easier.  

 

 

                                                                          

 

Fig. 4.4.1 The Constant 

Contact Cycle 
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Acquiring new relationships through email can be risky, as 

people tend to mark as spam unfamiliar emails. Some effective ways 

to spread awareness and arouse curiosity include search engine 

optimization, affiliate programs and social media. Once you have 

earned audience’s attention, you can move on to the second step of 

the cycle. 

 

Step Two: Connect 

The connection point happens when you succeed in showing 

how valuable your products and services are to your newly acquired 

prospect. Now that you have someone’s email address, you can move 

on from mass–advertising to more personal email messages. Think 

about what your readers will find interesting, useful, or otherwise 

entertaining. Stuff that could stand on its own even if you had 

nothing to promote. Encourage subscribers to connect with you 

beyond your newsletter by linking off to a recent blog post, a useful 

video, or a social media channel that your business is active on. 

 

Step Third: Inform 

Once you have formed a connection, you can move on and 

position yourself as a trustful source of information for your 

audience. By regularly delivering messages that contain information 

the subscribers find valuable, you can convert them into your brand 

ambassadors. 



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 47 of 174 

 

    

Step Four: Grow 

Email’s ultimate strength rests in its ability to engender trust 

with your customers. A targeted, interesting message not only gets 

the attention of your audience, but can encourage customers to 

become your advocates. After all, there is no better way to acquire 

new customers than by having current customers spread the word on 

your behalf. Soon your emails will reach not only your subscribers, 

but their families, friends and colleagues. 

As with any online marketing tool, the trick to successful 

email campaigns is to ensure you are measuring everything. Listed 

below you will find several key metrics that will help you asses 

your campaign performance. 

Bounce Rate – the percentage of total emails sent that could not be 

delivered to the subscriber’s inbox. It can be useful when updating 

your list of contacts. 

Delivery Rate – the percentage of emails that were delivered, 

calculated by subtracting the bounces from the gross number of 

emails sent. In order to achieve a successful campaign, try to have a 

delivery rate higher than 95%.  

Email Sharing – the percentage of people who clicked on a share this 

button. This metric helps you identify what content awakes big 

interest. 
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Conversion Rate – the percentage of subscribers who clicked on a 

link within an email and completed a desired action (i.e. make a 

purchase). The higher this indicator is, the more relevant and valued 

the offer was for your audience. 

Revenue per email sent – This indicator shows the return of 

investment of a particular campaign. It is calculated by dividing the 

total revenue generated from the campaign by the number of emails 

sent. 

Open Rate – shows how many subscribers opened your email. 

Unsubscribe Rate – This metric points out how many contacts 

stopped opening, reading or clicking on your email messages. 

 

D. Social Media 

When creating marketing campaigns, it’s important to know 

who your audience is. Social media is a great way to connect with 

your audience and have a two–way conversation. It can help you 

increase sales, expand brand awareness and establish a personal 

relationship with your customers, just by sharing photos of your 

products on Facebook or posting weekly discounts on Twitter.  

Social media has introduced windows of opportunity for 

brands to improve their business, helping them to target and expand 

their audience more effectively. But as any other marketing tool, 

social media can be quite tricky if it’s not done right. Here is a list of 
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7 golden rules to take into consideration when advertising on social 

media: 

Don’t take yourself too seriously. Being stiff and pretentious 

is rarely well–received, especially if you’re trying to get connections 

and make browsers like your brand. Post photos and relevant info 

about your products, events or everyday office happenings on 

Twitter or Instagram to give your followers a glimpse into your 

company’s culture. 

You need Outbound marketing as well.  Even though earning 

people’s interest (i.e. inbound marketing) instead of buying it is a 

more useful tactic, you will need a bit of promotion to push products 

or services on customers. 

Don’t forget about killer content. In order to attract prospects 

and turn them into regular buyers you need to create valuable, 

relevant content. Make a video, publish an e–book, challenge your 

audience to interact and engage with your posts.  

Create a strong call to action. This metric represents the 

tipping point between bounce and conversion. It can measure your 

campaign’s rate of success judging on whether your followers click 

or not on your final instructions. Beside increasing conversions and 

improving user experience, call to actions can offer visitors a path to 

accomplish their objectives, giving them a positive vibe about your 

brand.  



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 50 of 174 

 

1. Always add value. At the end of the day, if you are not 

providing some sort of value to your prospects and 

customers, you are not doing your job and social media will 

never work for you. 

2. It goes both ways. Increase your audience engagement rate 

by challenging them to like, share and comment on your 

posts. When being approach on social media platform, 

always respond quickly and sincerely. Be sure you deliver 

both content and offers to your audience.  

3. Never underestimate the power of peer to peer sharing. 

People will always believe their network of peers rather than 

a brand’s advertising campaign. 

As mentioned above, content is the Yin to the Yang of social, 

driving good traffic to your website and making your followers to 

see as you a trustworthy source of information. Many of your 

prospects and customer are turning to social networks to consume 

news and watch posts they care about, so social media is the perfect 

environment for sharing your content.  

When deciding to go social, you have to consider on creating a 

variety of content types to share so your audience remains engaged. 

Content is a great way to show your expertise and your personality. 

Despite the main purpose for creating content is to build brand 

expertise and position yourself as a reliable source of information, 
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you also want to make sure you develop a relationship with your 

audience by showing them that you genuinely care. 

The Content Marketing Institute made a diagram to explain the 

main purposes of producing content, showing how often each type 

should be shared on your social platforms. 

Fig. 4.4.2 Content Mix Pyramid 

 

These content types can take many forms, but you should definitely 

take into consideration the followings: 

• Videos;  

• Memes and cartoons; 

• Infographics; 

• Videos; 

• White papers; 
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• Checklists; 

• Slideshows; 

• Podcasts. 

 

E. Video Marketing 

There is no better way to penetrate the market and capture 

people’s attention than with video marketing campaigns.  

Video content adds life to your marketing campaigns, 

transforming static and boring data into an exciting presentation 

about your product. It can also help you to differentiate from 

competitors, since the use of sound and images can retain people’s 

attention that would have otherwise opted for different products.  

Just think about Coco–Cola’s video campaigns and how the 

famous Christmas truck makes an appearance in every festive ad 

released by the company. Through their “Holidays are Coming” 

campaign, Coca–Cola encourages people to enjoy Christmas time, to 

express love and gratitude towards their loved ones. Cola–Cola’s 

video marketing strategy is not about promoting a fizzy drink in a red 

bottle, but sharing experience, building momentum. 

Besides increasing brand awareness, videos also help you to 

increase the value of your products. If you are involved in 

information marketing, you can instantly ramp up the perceived 

value of your products by adding in video based components. People 

often learn better when they are given a visual support, and creating 
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dynamic video lessons or tutorials will instantly increase conversion 

rates, and skyrocket your income.  

In a word, where earning attention is harder and harder, 

video content comes as one of the best solution companies can adopt. 

Here are several things to keep in mind when you kick start your 

video marketing campaigns: 

Start Narrowcast  

When creating video content, you should appeal to your 

niche rather than be broadcast to a large, irrelevant group. If you 

narrowcast your message, focusing on the needs of your target group, 

you’ll attract prospects who are interested and are willing to buy 

your product.  This is a more effective strategy than trying to reach 

everyone with the same message.  

Make your videos interactive 

Video overtook reading, but watching video content is still a 

passive way to receive information. If you want to increase video 

engagement rate, you should consider making your video more 

interactive. By asking your viewers to perform an action, you are 

allowing them to change the story and impact the outcome.  

Use SEO Content 

The next important factor when deciding to publish video 

content is to make sure you optimize it for search. Well optimized 

and relevant videos can deliver traffic over a long period of time. 

Allow embedding for an increased online exposure and don’t forget 
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to use keywords in order to maximize your chances of generating 

traffic from relevant searches performed by users. 

Go on Social Media 

People are starving for video content. If over 50% of the 

people who sign on Facebook every day watch at least one video1, 

then why shouldn’t it be your brand’s video? Just like interactive 

video, social video gives viewers the power of taking action, by 

liking, sharing or commenting on it. With your video right on their 

newsfeed, viewers will have all the information needed and will 

make the purchase right away.  

F. Affiliate Marketing 

Affiliate marketing is one of the oldest forms of marketing 

wherein you refer someone to any online product and when that 

person buys the product based on your recommendation, you receive 

a commission. In other words, a company who is selling electronics 

and wants to promote itself, will reward a blogger who’s going to 

send visitors to their website to make a purchase.  

In the world of affiliate marketing, where sales are generated based 

on recommendations, we have three agents: 

The Advertiser – is the company who’s willing to pay other people 

to help them sell and promote. He/She prefers this type of 

advertising, since the payment occurs only when there is a 

conversion (i.e. the browser fills out a form, makes a purchase). 

                                                             
1 https://blog.bufferapp.com/facebook-news-feed-algorithm 
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The Publisher – is an individual or company that promotes an 

advertiser’s product or service in exchange for earning a 

commission. Advertisers contractually agree to work with a 

publisher, then provide the publisher with creative – in the form of 

links, banner or text ads – that the publisher incorporates into their 

website. 

The Consumer – is the individual who sees the ad and then makes an 

action (i.e. clicks on the link, fills out a form, makes a purchase), 

which translates into a commission for the publisher.  

In order to track where conversions come from, advertisers 

usually offer an affiliate program, where publishers can sign up and 

get a unique tracking link. Later on, publishers will use this special 

tracking link to recommend the advertiser’s website, and if browsers 

buy anything, the first one will get a commission. 

There are three types of affiliate advertising models that 

advertisers and publishers use when engaging in this type of strategy. 

Here is a list of them and a brief description of each. 

• Cost Per Mil (CPM) – Also known as “Cost per 

impressions” (mil = 1000). This model works when an 

advertiser pays a flat fee for every 1000 views or clicks its 

advertisement receives through an affiliate. 

• Cost Per Action (CPM) – The advertiser pays for each 

specified action done by the consumer, such as filling out a 

form, signing up for a newsletter or making a purchase.  
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• Cost Per Click (CPC) – The factor that determines the 

amount of money the advertiser has to pay is the number of 

clicks. This may refer to the amount of times the ad is 

clicked or the amount of people who visit the URL that is 

advertised.  

 

G. Referral Marketing 

People frequently talk to each other about products or 

services they enjoy using and the companies who offer them. 

According to the New York Times, 65% of all new business comes 

from referrals.   

Referral marketing is the process of gaining a network of 

individuals who like and trust your company enough to refer you to 

their friends, colleagues and families. By building a loyal–customer 

network, you will position yourself as a trustworthy brand on the 

market and you will achieve a sustainable business growth.  

Even though a referral marketing strategy can be extremely 

rewarding, it takes time and hard work to use and implement it. 

Listed below, you can find several tips and tricks to help you get 

referrals.  

Provide high quality products and exceptional buying experience – If 

you want to expand your referrals network, improve the quality of 

your products and offer excellent customer service. To start, evaluate 

the buying experience of your own store, looking at it from a client 
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perspective and asking yourself what’s worth sharing and what has to 

be changed. 

Consider the packing experience – The colour, size and material of 

the package makes a difference in the perception about the quality of 

the product. Make sure you create a great, share–worthy experience 

for customers, so they can talk about it later on. 

Make it easy for customers to refer your brand – Create a referral 

section on your site or implement the rate a product feature. Consider 

how MeUndies Underwear brand has implement this strategy, by 

adding a refer button on their main navigation bar.  

 

 

 Fig. 4.4.3 MeUndies’ refer section 
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Have an influencer – Influencers within your target market can get 

you referral traffic and a high sales rate. Find a popular blogger and 

ask him if he would like your product for a review.  

Keep track with Analytics – Use Google Analytics to pinpoint what 

websites are linking and referring people to you. Get a custom report 

on how many users have visited your site and did a conversion.   

 

H. Paid Advertising 

Whether you are launching a product, developing a service 

or ramping up for seasonal demand, having some options to increase 

traffic can be very valuable to your business. Paid advertising offers 

the ability to instantly extend to a larger audience, since a single 

advertising campaign can generate a steady flow of repeat visitors 

and potential buyers. 

Paid advertising is referring to any marketing effort you pour 

budget into, such as Google AdWords and Google AdSense 

campaigns and also social media ads. This type of promotion can 

boost engagement rate and create brand awareness. 

 

Search Advertising 

In a world where online advertising is much more dynamic 

and effective than simple print ads, brands are reaching prospects 

through well–targeted campaigns, based on viewers’ location, age 

and interests.   
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Most companies are using online tools such as Google 

AdWords to approach their target market and convert visitors into 

regular buyers. As a business owner, you can open a free Google 

AdWords account and begin creating ads that you want to show up 

on a Google search engine results page. As you begin to setup your 

campaign, the Google AdWords system will help you choose 

relevant keywords so that you’re making the right decision about 

where your ads are going to be placed. The main advantage about 

Google AdWords is that you will only pay when someone clicks on 

your ad. 

  Here is an example of three Google Ad-Words Campaigns 

ran by different pizza delivery firms.  As you can notice, the ads are 

listed above the first Google organic result which is Pizza Pizza. 

 

 

Fig. 4.4.4 The first three displayed searches are Google AdWords 

Campaigns 
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Display Advertising 

This online marketing strategy allows companies to show 

banner adverts across the Internet and monetize their website traffic. 

In other words, advertisers are paying money to have their promotion 

displayed alongside the content on a page. Just like the Chinese e–

commerce company AliExpress is paying money to display its 

banners on newspapers’ websites.   

At the simplest level, display advertising often takes one of 

two forms (though there are countless variations of each): 

• Images / animated images; 

• Text ads. 

One way to implement display advertising strategy is 

through Google AdSense. Once you sign up and are accepted into 

this program, Google AdSense acts as your ad salesperson and begin 

serving ads on your site. It’s one of the easiest and fastest way to go 

through a network. Here is an example of how Telekom, the German 

telecommunication company, promotes its Samsung Galaxy Tab on 

the homepage of British newspaper “The Telegraph”.  

 

Advertising: It’s just something to think 

about! 
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Fig. 4.4.5 Google AdSense Campaign ran by Telekom 

 

Social Advertising  

Social Advertising is carried out only on social network 

platforms and it has grown enormously in popularity over the last 

few years. This type of ads combine text and display elements and 

are targeted based on user interests, location and demographics.  

For example, let’s say you’ve spent time on developing a 

video on basic gardening tips – how do you make sure people see it? 

Advertising it via Facebook will put it up on people newsfeed. Or 

what if you are organizing a workshop and you want to catch the 

audience attention? You could always promote your tweet to make 

sure everyone sees it.  

Besides Facebook and Twitter ads, you can also use 

LinkedIn sponsored updates. Taking the shape of an organic update, 

these ads are tailored to a specific audience using relevant targeting 

criteria, like this one from Unilever:    
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 Fig. 4.4.6 LinkedIn Sponsored Update from Unilever 

 

4.5. CTA – Call to Action 

A call–to–action (CTA) is an image or text that prompts 

visitors to take action, such as subscribe to a newsletter, view a 

webinar, or request a product demo. The main goal of a call to action 

is to boost traffic and collect visitors contact details in exchange for a 

valuable offer. Take as an example Uber’s lading page. You see 

those six dots at the bottom of the page? Each of those are different 

scenarios meant to show you how you can use Uber (i.e. become a 

driver, go on a trip, earn money). What’s interesting is that all of 

them have something in common – the sign up button, the only 

colored element – driving you to take an action.  
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Fig. 4.5.1 Uber’s homepage 

 

When deciding to create a call to action, there are several 

rules to follow. Here is a list of top 7 best practices for crafting your 

call to actions across different places: 

 

Convey value – Make sure your CTA offers value to 

your prospects. Think about the main benefits of 

your offer and pick up the most critical one. Then 

convert it into a catchy, click now, title. 

Create urgency – Your CTA should answer the 

question “Why should I do this today?” Emphasize 

necessity by using adverbs or special discounts. One 

example of such a call to action would be “Subscribe 

today and download three e–books for free”. 
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Personalize it! According to hubspot.com, 

personalized calls to action convert 42% better2. 

Why it’s that? Because customers like to know 

brands have a minimal understanding of what their 

interests are. Let’s say your visitors are checking 

your “About us” page and you want to use a CTA to 

attract them. You could always point them to your 

Carriers page using a nice, personalized message, 

such us: “Like our culture? How about becoming 

part of it?”  

Use numbers – This is another rule to follow when 

writing CTAs. Specificity makes people think you 

are a knowledgeable, trustworthy, reliable brand. If 

your goal is to increase your customer database, 

build a strong call to action by asking them to join 

your platform. One example could be: “Start your 

free trial today. 30.000 companies work with us 

already” 

Turn it into a bonus – Make your viewers curious, 

offer them something which is worth clicking on it. 

Consider you are an e–commerce platform selling 

electronics and you would want to increase 

                                                             
2 http://blog.hubspot.com/marketing/personalized-calls-to-action-

convert-better-data 
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purchases for Samsung Galaxy S6 smartphones. An 

effective way to do so would be by offering them 

savings when placing an order. 

Ask Questions – This is another great technique to 

use when writing a compelling CTA. Questions 

serve to predict what visitors might be interested in 

and arouse their curiosity even more. Imagine you’re 

a marketing training company who wants to engage 

its audience. An effective message could be: “Want 

to learn more? Sign up for our social media 

webinar”. 

Be subtle – Smart language can always drive high 

click through rates on your CTA. People like to 

believe that everything they do is the result of their 

own logical decision making–process, so use words 

which are less commanding, but provocative. 

 

4.5. Social Media Channels 

There are many different venues to get the world out there 

about your business. Delivering killer content on your blog, creating 

videos on your products or running Google AdWords campaigns, all 

these are excellent tactics to get people’s attention. But maybe the 

most essential one is marketing your business on social media 

channels. 
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Nowadays, social networks are the bread and butter of your 

advertising plan. You should be spending a lot of time on Facebook, 

LinkedIn, Google+, Twitter and YouTube if you want to stick out of 

the crowd and increase brand awareness. But remember that it is not 

enough to merely post on these sites, the key is to engage and build 

relationships through influence marketing. 

 

A. Facebook 

With more than one billion members, Facebook remains the 

most popular social network around, offering a fantastic online 

visibility for your brand and increasing customers’ loyalty.  

Facebook allows your business to be available to people on a trusted 

platform, where prospects can see how their networks (colleagues, 

friends and family members) interact with you and your brand. This 

sets the stage for you to build stronger and immediate relationships 

with them. 

When it comes to Facebook advertising, the first thing you 

should do is setting up a business page. Unlike the personal profile, a 

Facebook page is public, so users can engage with your content and 

become fans of yours without requiring approval. What is really 

interesting is that due to their public status, Facebook fan pages are 

indexed by Google. Which means that every time when someone 

looks for you on Google, your Facebook page will show up as a 

result.  
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After setting up a business page, the next logical question is, 

“How do I get fans and increase social engagement?” To catch 

people attention and boost interaction, you will have to deliver 

interesting content and challenge them in a two–way dialogue. Here 

are a few ideas to get you started. 

Create fresh, engaging content – Post pictures, 

upload videos and update your Facebook status. Ask 

people questions and have them answer in the 

comments section. Also, don’t forget to read through 

your comments and replay to all of them, even 

though you simply type „Thank you“. The rule is 

simple: the more people engage with your content, 

the more times the content is disseminated to each of 

their network of friends and fans. 

Use Facebook Groups – This feature is useful when 

demonstrating your brand passion for a specific 

topic, and gather people to share ideas. Unlike a 

business page, a group is used as a chat room for 

users to discuss on various subjects. 

Implement a smart selling strategy – It’s okay to let 

your audience know about your offer, but don’t post 

nonstop selling content. Use the 80–20 rule for sales 

messages vs. content posts. For example, if you 

update your status five times a week, one of it 
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should be a sales message and the other four could 

be fun and relaxing posts. 

Launch contests – Contets can offer a range of 

benefits: they give people a reason to connect with 

you, make your page more fun and gain exposure for 

your brand and website. When running a contest, 

make sure you respect Facebook’s promotion 

guidelines and use a third–party application to 

collect email addresses and keep track of views and 

other statistics.  

Use hashtags – Just like on Twitter, hashtags are a 

great way to draw attetion, make it easier for people 

to find, follow and contribute to a conversation. By 

using hashtag keywords that are of interest for your 

target audience, you can increase the chances of 

being found and improve your clickthrough rates. 

Connect other channels – In order to keep your 

audience engaged, you should provide them diffrent 

types of content, by linking other channels to your 

Facebook page. For example, if your company has a 

YouTube channel, you could add YouTube App to 

your Facebook page, so your fans can view your 

videos directly within Facebook. 
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Measure results – Use Facebook Insights to measure 

and analyze your Facebook presence. Check your 

page likes, post reach and engagement rate by 

clicking on “View Insights” option in the Admin 

Panel. 

 

B. LinkedIn 

LinkedIn is the largest professional social network online 

today with an astounding 135 million users and a targeted audience 

of business professionals3. If Facebook is happy hour, LinkedIn is all 

business, in a suit and tie.  It is perfect for those who activate in the 

business–to–business (B2B) area, because it allows people to expand 

their contacts and position their brands on the market.  

LinkedIn can help enhance your company’s marketing 

strategy in a social media environment and stay connected with your 

customers. By building out a company LinkedIn profile, you can 

showcase products, blog posts, make status updates and increase 

your audience engagement rate. Much like Twitter or Facebook, 

users on LinkedIn can follow your profile to learn more about your 

company.  

Here are some tips and tricks to help you get started on creating and 

managing your LinkedIn page. 

                                                             
3 Learning LinkedIn from the Experts/hubspot.com 
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Include Basic Overview Information – Fill in generic 

information about your company, as this will be crucial 

in user understanding of who you are and what’s your 

position on the market. Be sure to include your company type, size, 

website page, industry, year of foundation and locations. 

Link to your blog RSS – Enter your corporate blog’s 

RSS feed to showcase your latest blog entries. This 

feature will help you keep your audience constantly 

updated. 

Post updates – Promote your blog entries, webinars 

and eBooks. Your feed should include anything your 

viewers could be interested in, and give you a chance to 

generate leads. Make an effort to update your status 

regularly, by sharing interactive and interesting stuff. 

Post Jobs – Besides you’re status updates, you can also 

post jobs on LinkedIn, making it a great venue for 

recruiting top candidates. Think of LinkedIn as an 

interactive space with online resumes, where everyone 

can see and recommend you job openings.   

Add products and services – The products and services 

tab on your LinkedIn company page is a powerful way 

to showcase what your business has to offer. Log into 

your admin account and fill out all the required 

information, including the category, product and 
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service name and description. Include a website URL 

and assign members of your organization to different 

products offering, so prospects know exactly who to 

get in touch with. 

Measure everything – Just like Facebook, LinkedIn 

gives you tools to track the number of your 

followers, updates engagement and the click through 

rates of your products and services. 

 

Now that you have a better understanding of how your 

business page works, consider also building a LinkedIn group 

around your company’s core competencies. This feature can help you 

gain insight into the pain points of potential customers and buyers, 

by finding out what do they like or dislike about your products. You 

can also choose to join other groups, so you participate in 

discussions, ask questions and generate leads. 

 

LinkedIn Answers is also a great feature to promote 

yourself and drive interest in your company. By providing valuable 

answers to LinkedIn members, you showcase your interest, expertise 

and problem–solving capabilities to an entire network of people. This 

is a nice boost in credibility for everyone who sees your answer and 

checks up on your profile and your business page later on. 
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C. Google+ 

Google+ is a key part of any business’ social media strategy, 

allowing you to interact with a growing audience. Unlike Facebook, 

Google+ pages and posts can reach people beyond a social network 

because of its integration with various Google products and 

technologies. 

Since this social network is playing a major role in SEO by 

making it easier for marketers to show up in search results, having a 

Google+ page is a priority for your brand.  

With that in mind, here are several features to help you manage and 

optimize your Google+ business page. 

About Page – Give a quick overview of what your 

brand is all about. Include your company name, a 

website URL and your contact details. Take advtange 

of the fact that Google+ allows you to use bullets in 

your desccription, which makes it simply to create an 

easy–to–read list of your products. 

Google Event – This feature allows you to send 

customized invitations to anyone regardless of 

whether or not they are G+ users. It is also 

synchronized with Google Calendar, so you can see 

when a user confirms for an event. Keep in mind 

though that you can only make events in the Android 

app. 
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Circles – This functionality allows you to segment 

your followers, by delivering different content to each 

audience. By sharing relevant data for each circle, you 

will catch people attention and increase engagement 

rate.  

Hangouts – Use Google+ Hangouts for video 

conferencing. Again, the beauty here is that it is highly 

integrated with other Google applications. So, if you 

use Google apps for your business, Hangouts can be a 

quick and easy way to connect teams and get some 

face time with a prospect. 

+1button – Clicking the +1 button on Google+ is the 

same as clicking Like on Facebook status updates. 

You are basically showing interest in your Circles’ 

posting by hitting this button, which can be a great 

way to make new contacts and start conversations. 

 

D. YouTube 

Video content is an essential part of any successful social 

marketing strategy and lead generation plan. Not convinced? 

According to Forbes, three–quarters of executives surveyed said they 

watch work–related videos at least weekly and more than half search 

them on YouTube. 
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This popular social channel has come the second largest search 

engine in the world (only overpassed by Google), with one billion 

active users and around 4 billion videos watched every day4. 

1. As a business owner you may already have an updated 

Facebook and LinkedIn page, but that’s not enough, because 

you need to incorporate video content into your marketing 

strategy. Here are seven steps to help you boost your videos 

with targeted keywords giving them a better chance to reach 

page one in Google search. 

2. Make your channel stand out – Use creative pictures and 

catchy titles to arouse the curiosity of your audience. Don’t 

forget to fill out your “About” section and remember to 

update your channel art and description constantly as your 

portfolio of work grows. 

3. Optimize individual videos – Describe your videos in two or 

three sentences, making sure you use keywords as well. It is 

also recommended to include a call to action button in your 

description, so you can drive viewers to your website or blog 

posts. Use the tag feature (5–7 tags are optimal) to make sure 

your videos will be associated with others, thus increasing 

your exposure rate.  

                                                             
4http://www.mushroomnetworks.com/infographics/youtube---the-

2nd-largest-search-engine-infographic 
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4. Encourage comments – Try to generate as many “thumbs 

up” ratings and comments as you can for SEO purposes. 

These two metrics translate into a high YouTube quality 

score, making you a trustworthy video content publisher. 

Also, get people to visit your channel and watch your videos 

by commenting and offering great piece of advice when 

needed. 

5. Generate new leads – Use videos to promote lead generation 

by putting links to offers for additional content like 

whitepapers or webinars at the bottom or end of the video. 

6. Boost your videos – Every time you release video content 

make sure to spread the word on every other social network 

and provide a link for easy navigation. Draw audience’s 

attention by publishing a fun caption to serve as a sneak peek 

to what’s in the video.  

7. Publish videos on your website and landing pages – Increase 

your reach and stand out from your competition by 

publishing custom videos on your website. Use the 

embedding option YouTube provides to copy and customize 

the player dimensions. 

8. Video schedule – There is a reason why television content is 

scheduled to go live at certain times. Setting up a schedule 

allows people to make video content a part of their daily 

routine. And it works the same with YouTube content. 
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People won’t subscribe to your channel if you post ten times 

this week and then drop off for the next month. You have to 

give people a reason to stick around and wait for your 

videos. 

Another tip to help you optimize video content is YouTube 

Analytics, an internal tool for account administrators. To keep track 

of the inbound links (links from other websites to your website or 

video) and check up on the engagement reports, log into your 

account, click “Video manager”, and then select “Analytics” option. 

Getting websites to embed your videos will help you score better in 

search results and generate leads. 

 

E. Twitter 

Counting over 332 million active users in January 2016, 

Twitter is like a giant, colourful bazaar that allows you to stay 

connected with your peers and share valuable content. With only 140 

characters per tweet that Twitter allows, you can draw people’s 

attention, build strong relationships and gain conversions.  

For businesses, Twitter can work as a powerful relationship 

management and customer service tool, providing excellent online 

visibility and driving traffic to your website. Furthermore, with 

Twitter you can create buzz around your upcoming products or 

events and you can develop relationship with bloggers or journalists 

for potential PR placement.    
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Twitter is about conversation and community. In order to be 

part of it, you have to interact with your buyers and potential 

customers and get them follow you.  On the other hand, it is also 

crucial to identify Twitter accounts that will be relevant for your 

business and become their follower. With that in mind, here are 

several ideas to get you build a strong, relevant audience. 

First of all, you should find people to follow by importing 

your contact database using tools that Twitter provides. Once you 

have at least 10 followers, look at whom they follow and hit the 

follow button as well – where relevant.   

Do a research for influencers in your field. Find out relevant 

Twitter users within the industry (i.e. big companies, associations) 

or users who write about the industry (media journals and 

publications) and become their follower. Use twellow.com and 

wefollow.com to expand your network. Also, if it’s possible try to 

follow back all the relevant people and companies that are 

following you. Especially if you don’t want prospects get mad at 

you. 

With Twitter it is easy to find people who are talking about 

your company or field of expertise. Spend some time trying out 

searches or hashtags that are relevant to your business. Once you 

find out whose providing valuable content, make sure you follow 

them.  
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Now, that you’ve got a substantial list of followers and 

contacts you follow, find out how to be proactive on Twitter.  

When tweeting links, short them with an URL–

shortening service, such as goog.gl, ow.ly and bit.ly. 

This way you can fit more characters into a single 

tweet (remember the 140 characters rule) and keep 

track of how many clicks a link receives.  

 

Use hashtags (#) to affiliate a tweet with a certain 

topic. You can also develop your own hashtag to try 

to promote a viral following for a specific topic or 

campaign. Hashtags are extremely helpful at events, 

when people want to check up on a specific topic and 

get different insights. Usually, the organizer is the 

one who establish the hashtag (ex: #Bett2015 for the 

2015 Marketing Summit), so anyone tweeting at the 

event can include it in their tweets. 

 

Engage Twitter followers by including an @ in your 

tweets. The @ sign appears before a user’s name in a 

mention on Twitter. It allows you to keep your 

audience engaged and increase interaction. The best 

ways to do it is by tweeting with a link to relevant 

content and add the @mention at the end. 
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Use Twitter lists. Just like Google+ circles, Twitter 

allows you to segment users by their interests or 

group them based on relevant criteria. For example, 

you can choose to have a list of your customers or 

brand advocates and a list with influencers, such as 

media personalities or famous bloggers.  

When on Twitter, remember to create valuable content that 

lets everyone to engage in the conversation and builds awareness, 

such as an interesting article or video. Don’t focus just on yourself 

and your company when tweeting. Keep in mind the 4–1–1 rule – for 

every one self–serving tweet, re–tweet one relevant Tweet and share 

four pieces of relevant content written by others. 

 

F. Email Platforms: MailChimp, Constant Contact, 

etc. 

Whether you are just starting with email marketing or you 

have some experience sending marketing emails, you have probably 

asked yourself about types of communications you can send out and 

about the pros and cons of using an outsourced email provider. 

In this chapter, we will discuss about several email 

platforms, highlighting their main features and lacks. This 

information should help you make a decision about picking the most 

appropriate email provider for your company. 
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MailChimp 

It is all about providing email marketers with a very simple 

user interface. The free version supports up to 2,000 subscribers and 

up to 12,000 emails per month, while the paid version costs $10 – 

$250 per month depending on how many subscribers your business 

has. 

Working with this email provider, gives you the possibility 

to code your own templates or edit a pre–designed theme. You can 

also import all of your contacts by clicking on the “List” tab, and 

then selecting “Create List” option. Be sure to test your campaign 

before you send to your entire list. For the best possible result, you 

should send tests to all the popular web–based email services, like 

Yahoo!, Outlook and Gmail.  

Unfortunately, MailChimp lacks a full–feature free plan, so 

you will not be able to add more than 2,000 subscribers in a list or 

customize all templates they offer you.  

Constant Contact 

This email provider is the largest in terms of customers, 

specialized in getting small businesses started with email marketing.  

Constant Contact users can upload images and documents to 

the service, which comes with 5 MB of storage. Users can buy more 

space, along with advanced sorting and management features and 
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access to stock images. There are also a number of useful mobile and 

social media features. 

The product’s support is excellent. Pricing ranges from $15 

for a list of up to 500 subscribers to $150 per month for a list of up to 

25,000 subscribers, all including unlimited campaigns. What 

Constant Contact lacks is customization features for advanced users 

and auto–responders. 

G. Forums and Blogs 

Now that you have a better understanding of what social 

channels you should use to target your audience, let’s take some time 

to talk about two other techniques that can help you create a buzz 

around your products and generate prospects. 

Both forums and blogs play a key role in your marketing 

strategy, driving traffic to your website and helping you scoring 

better results in Google search. Many of your leads – whether you 

have identified them or not – are readers of your blog or visit your 

website because of someone’s review on a forum.  

Your blog can be one of the most powerful marketing assets 

if you create highly valuable content for your prospects and 

customers and avoid direct promotion. Also, being active on forums 

will bring networking opportunities, giving you the chance to 

showcase expertise and boost your credibility in the eyes of others. 

There is a high chance forum’s members might try to contact you if 

they found your ideas or solutions helpful. 
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Additionally, blog and forum posts boost your organic 

search engine and encourage inbound links, increasing your chances 

of showing up on the first page of Google. With that in mind, here 

are several techniques to help you generate leads and get conversions 

on blogs:  

• Establish a corporate blogging strategy and recruit blog 

contributors in your company; 

• Create a keywords list and include them in your blog 

entries; 

• Respond to blog comments and create blog posts that 

answer the most interesting questions from your readers; 

• Include a call to action button at the end of each blog post; 

• Organize a giveaway contests to increase engagement rate. 

…and on forums:  

• Pick a good username, photo and fill out your profile 

details; 

• Read the community guidelines before starting to post; 

• Spend some time on finding out who the influential users 

are and note which topics are the most interesting, so you 

wouldn’t look like an outsider when you’ll start 

commenting; 

 • Put your website URL in your signature and drive traffic 

to it; 



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 83 of 174 

 

• Create win–win campaigns. Once you position yourself as 

a trustworthy user, offer forum members discounts or free 

samples to generate leads for your business. 

 

H. PR Platforms 

Public Relations is key to any successful business venture.  

But due to the tight budgets, many small businesses choose not to 

hire a PR firm and carry on with their self–promotion on social 

network platforms. 

What many business owners don’t know is that PR 

promotion can be more effective than traditional advertising when it 

is done properly. If a consumer sees a third party coverage of a 

product or service, he will be more likely to buy it. When a third 

party, such as the media, endorses a product or service, the company 

gains credibility.   

Working with a consistent public relations program will help 

build general awareness of your product, service or brand and will 

supplement any direct marketing and advertising efforts. Listed 

below you will find several programs also double as tools for media 

relations, PR measurement, and/or content promotion. 

Little Bird – Besides identifying influencers and journalists, Little 

Bird acts as a PR measurement tool by tracking and measuring 

audience, engagement, content performance and connections over 

time. 
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PitchEngine – it helps PR promote “social media releases” to a 

micro–network of bloggers and journalists. Users can leverage 

content from platforms like Instagram, Facebook and Vimeo to 

perfect pitches. Reporters or bloggers who like what you pitch can 

subscribe to news releases via RSS feeds.  

 

4.6.  SEO – Search Engine Optimization 

Search engine optimization (SEO) is the process of improving 

your page ranking in Google, Yahoo! and Bing searches. The main 

reason to improve your site–scoring is that you will get more 

targeted leads and conversions, which means that more people will 

knock at your door to make a purchase. 

Having several SEO techniques to follow, you no longer need 

to pay money on advertising in directories and magazines. All you 

need is an optimized webpage that will get you listed on the first 

page of Google and other search engines.  

One of the most vital steps to take into account when starting 

to optimize your webpage is to identify your target audience and 

what keywords do they use in search engines. There are several 

helpful tools to identify the right keywords out there, but we’ll be 

using Google AdWords Keyword Tool to get you started.  

To launch this tool, go to 

https://adwords.google.com/select/KeywordToolExternal and select 

“Search for new keywords using a phrase, website or category”, then 

https://adwords.google.com/select/KeywordToolExternal
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fill out your product name, landing page URL and targeting criteria 

(i.e. location, language). Assuming you developed an invoice 

software and you would want to find out some relevant keywords, 

here are some suggestions: 

 

Fig. 4.6.1 Keyword Planner 

 

After picking the right keywords, make it clear to search 

engines that your website revolves around them. Be Cautious 

Though! Don’t stuff your content with keywords, as search 

engines can punish you for practicing this tactic and decrease 

your quality score.  

There are several strategies to implement when improving 

your website, but below you will find the most common ones: 
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Title Tags and Meta descriptions – They are the two of the most 

important tags when it comes to SEO and enticing potential visitors 

to click through to your website. The title is a brief statement of what 

the page is about, whilst the meta description conveys the theme of 

it. Consider counting the characters when crafting both them, as you 

are allowed to use only 55 characters for title tags and 115 charterers 

for meta description. Below, you will see an example of title tag and 

meta description for a business accounting software called 

Freshbooks. 

          

         Fig. 4.6.2 Freshbooks’ display in Google Search Results 

 

Content – This is a core–component for you SEO strategy. When 

building content, make sure you position your keywords 

strategically, without being too pushy. Write about your product or 
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service naturally, without overusing keywords, as this may bring you 

a Google penalty. 

Localization – Where appropriate, you should add localization. This 

may be quite handy for businesses who offer products and services to 

a specific geographic region. Another useful tip when optimizing 

your webpage is to include location–based keywords to all of your 

pages, since traffic from other locations is not going to help you very 

much.  

Another way to improve your online authority is through earning 

links from highly trusted domains – a process called link building. 

By getting links back to your site placed on other webpages, you will 

increase your quality score and get top search engine position. How 

can you get backlinks to boost your traffic? Reach out bloggers and 

journalists and get them review your product, participate in forum 

discussions related to your industry and replay to questions on Yahoo 

Answers, WikiAnswers and Quora providing also a URL to your 

website. You could also write press release and submit them to 

various PR platforms. 

 

 “Good marketing makes the company look 

smart. Great marketing makes the customer 

feel smart.” – Joe Chernov 
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5. Chapter 5 – Internet Sales 

5.1. Sales in Brief 

Generating sales and revenues is the ultimate goal of any marketing 

activity. 

While marketing in general is all about creating awareness 

for your products, services, website and general offering, it is the job 

of sales to covert those website visitors and prospects into buyers. 

Sales are all the activities involved in getting people to purchase your 

product or service: 

 

 

Fig. 5.1.1 Marketing goals 

 

In order to be successful in sales you need to have strong skills in all 

of the following areas: 

 • Marketing; 

 • Communication (both written and verbal); 

 • Building customer relationships; 

 • Persuasion and negotiation; 

 • Planning. 
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5.2. Types of Sales 

The most important types of sales that are relevant for the Internet 

sales are B2B and B2C. 

B2B stands for Business to Business and includes products or 

services that are offered by companies to other companies. A typical 

example of B2B are online stores that sell office supplies to 

companies/businesses like www.staples.com and 

www.officedepot.com: 

Eventually also individual consumers could purchase products 

from these online stores, but they typically address the business 

customers. 

B2C stands for Business to Consumer and refers to products 

or services that are offered by companies to individual consumers. 

Amazon www.amazon.com is the most well–known online store that 

sells mostly to consumers. 

5.3.  Sales Cycles 

Sales Cycle is a concept that suggests that sales do not happen 

in just one step.  

While we would like to have our website visitors and 

prospects decide to buy our products or services from their first visit 

or contact with our offering, in real life things are more complicated 

and it takes time for a potential buyer to become a real buyer, willing 

http://www.staples.com/
http://www.officedepot.com/
http://www.amazon.com/
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to make a purchase and most importantly – to spend money – on our 

product or service. 

The number and length of the sales cycles depends also on 

the type of customer (Business or Consumer) and on their purchase 

procedures or buying habits. 

Modern buyers tend to be very savvy and check many 

sources and prices before they decide where to buy from.  

Some typical online sales cycles are: 

• Create Awareness; 

 • Generate Interest; 

 • Evaluation; 

 • Generate Sales; 

 • Keep Loyalty. 

 

5.4. Inbound vs Outbound Marketing 

Outbound marketing is the classical sales approach when 

you hire sales people, sales agents and telemarketers to find and 

“chase” customers by phone, emails and face to face meetings. This 

approach is time consuming and costly and is slowly becoming less 

utilized. 

Inbound marketing is all about creating awareness and 

somehow allow potential customers to get to your website, find your 

offering, and eventually go through all sales cycles and become 

buyers. 
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5.5.  Sales Funnel and Lead Generation 

 

What is a Sales Funnel? 

The funnel, which is sometimes referred to as a sales 

pipeline, can be seen as an inverted pyramid which illustrates the 

idea that every sale begins with a large number of prospective 

customers and ends with a much smaller number of people who 

actually make a purchase. The number of levels assigned to a sales 

funnel will vary by company but generally, sales funnels are divided 

into four sections – those who are aware of a company, those who 

have had contact with a company, those who have repeated contact 

with a company and those who have made a purchase. 

 

Fig. 5.5.1 The new Marketing & Sales Funnel 
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The Sales Funnel is also closely related to Inbound 

Marketing, as this is the practice of creating remarkable content to 

attract more potential consumers to your website, and convert 

them into customers through remarketing and reengagement 

Depending in each stage of the sales cycles they are, potential 

customers can be also categorized as one of the following: Lead, 

Prospect, or Buyer. 

 

What is a Lead? 

In general, a lead is someone who becomes aware of your 

company or someone who you decide to pursue for a sale. Typically, 

this includes everyone that is somehow interested about your 

offering and you hope they will buy something from you. 

In Internet Marketing, a “lead” is a core concept of inbound 

marketing, and is a familiar term for all e-Commerce businesses. 

Strictly speaking, a lead refers to a site visitor who submits her name 

and contact information to your site. A lead is anyone who signs up 

for a newsletter, registers with your site, or is on your email list. 

Some leads have purchased from you in the past, but all are potential 

future customers – new or repeat.  

The benefit of having leads is that you can market to them. 

Because these customers have submitted their email addresses, you 

can send them promotions, product updates and newsletters. Leads 

driven by inbound marketing are unique because they represent 
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someone who has come to your site for information. These prospects 

are looking for a good reason to buy in the future, and your 

remarketing can provide them with one. 

 

What is a Prospect? 

Prospect is a term that is used differently depending on how 

detailed your sales funnel is.   

In most of cases, it is used to describe any type of potential 

customers, but usually, a prospect is someone who has had some 

kind of contact with your company and they are still interested. All 

prospects are leads, but not all leads are prospects. 

 

What is a Buyer/Customer? 

Customers are people who have made a purchase. You can 

further separate out people who have made just one purchase and 

people who have made several purchases, or repeat customers. 

 

Strategies for generating more leads 

Generating a consistent number of leads is crucial for any type of 

business, so here are a few important strategies about generating 

online leads: 

Build interaction and visibility for more traffic  

An increase in new and repeat visitors to your site will 

allow your products to be in front of more people more often, 
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generating additional sales for your store. E-Commerce 

businesses understand this principle well, and apply it daily with a 

traffic acquisition strategy that drives sales.  

Think about your site and the pages on it. Does it include 

content beyond product pages? How much of your content is 

unique to your site? Do you have a blog? By using unique content 

creation you can create powerful tools to attract more consumers 

at different stages in the buying process. Unique, remarkable 

content that is relevant to your products and buyers will turn your 

site into a magnet for people researching, comparing, and 

purchasing your products. This vision of a site’s content as a 

magnet for traffic is the central pillar to inbound marketing.  

 

Capture more email addresses for more sales  

Inbound marketing provides mechanisms to create value 

for site visitors earlier in the buying process. As the buying 

process evolves from research to purchase, you want your store to 

be in front of consumers as often as possible.  

If you can capture consumer email addresses early in the 

buying process while using effective remarketing techniques, your 

store will be the first choice when the consumer is ready to buy. A 

key principle of inbound marketing is to present visitors who are 
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not yet ready to buy with powerful content and offers that help 

inform their future purchase decisions.  

With this structure in place, visitors provide their name and 

email in return for offers, generating marketable leads for your 

business and helping them reach a purchase decision with 

information from your store. How do you market to non–customers 

today? If someone comes to your site and doesn’t purchase, what 

tools do you have to capture a future purchase?  

 

Measure traffic and funnel yield  

If you are able to get in front of the right consumers more 

frequently, capture visitor information earlier in the process, and 

nurture visitors appropriately, you can better understand the long–

term value of every visit and unique visitor. Additionally, you can 

retain and grow 

traffic better 

through 

improved site 

interaction and 

remarketing to 

drive increased 

sales over time. 
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Fig. 5.5.2 How to improve sales through increased traffic 

 

Do you measure traffic from all sources? Do you attribute 

each channel’s sales to specific marketing efforts? By examining 

the entire process that creates a sale, you will understand which 

marketing events contributed to the sale. Implementing effective 

remarketing techniques, optimizing spend across multiple traffic 

channels, and measuring success of each campaign allows you to 

refine every step of the sales process. 

 

5.6.  CRM – Customer Relationship Management 

Customer relationship management (CRM) is a general term 

that refers to activities, strategies and technologies that companies 

use to manage and analyse customer interactions and data throughout 

the customer lifecycle, with the goal of improving business 
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relationships with customers, assisting in customer retention and 

driving sales growth.  

 

Fig. 5.6.1 CRM’s components 

CRM is also used as a generic term that defines software 

applications that are designed to gather information on customers 

across different channels – or points of contact between the customer 

and the company – which could include the company's website, 

telephone, live chat, direct mail, marketing materials and social 

media. CRM applications can also offer sales staff detailed 

information on customers' personal information, purchase history, 

buying habits and concerns. 

CRM concept is closely related to the concepts of Sales 

Cycles and Sales Funnel. CRM software applications can also be 

viewed as tools of following the customers from the early stages of 

Leads, then Prospects and finally until and after the sales is 

generated and they become Buyers. 
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5.7.  Pricing 

Pricing is an important component in running a successful 

business. An online business can use a variety of pricing strategies 

when selling products or services. Pricing can be used attract new 

customers, or to protect an existing market from new entrants,  

Companies can benefit from lowering or raising prices, 

depending on the needs and behaviours of their customers.  

Some of the most common pricing tools and strategies that can 

be employed in Online Marketing are: 

• Low cost/competitive price 

• Premium price 

• Account Plans: Basic, Enterprise, Premium 

• Trial/Demo Period 

• Money–Back Guarantee 

• Offering Discounts or Bundle Deals 

• Countdown and limited offerings 

• Dynamic pricing 

• Freemium with ad support 

 

I like to think of sales as the ability to gracefully 

persuade, not manipulate, a person or persons 

into a win-win situation.  

Bo Bennett 
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6. Chapter 6 – Internet Marketing Management and 

Automation 

Marketing automation and marketing management are two 

core concepts for companies who are willing to develop their 

products and services in order to meet the market demand.  

Over the years, globalization has led firms to market beyond 

their home countries, making international marketing a critical part 

of a firm’s strategy. In order to manufacture attractive, affordable 

and easily available goods, companies had to come up with a system 

that would time of demand and plan production (i.e. marketing 

management). This system would normally be managed by a 

marketing manager and divided into various tasks, so marketing 

divisions could increase efficiency. 

As the company started to grow, the system efficiency 

decreased – marketers couldn’t manage everything via Outlook, 

Word, and Excel spreadsheets. They needed an advanced automation 

software to track campaigns and keep in touch with their clients. 

That was the point when marketing automation came in.  

Marketing automation is the technology that allows companies to 

streamline, automate, and measure marketing tasks and workflows so 

they can increase operational efficiency and grow revenue faster. 

Beyond the time–saving and efficiency benefits, marketing 

automation platforms have a set of features in managing and 

developing the business operations carried out across the marketing 
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department. For B2C companies, this includes email marketing and 

landing pages and forms, whilst for B2B companies, it refers to lead 

nurturing/scoring and lead lifecycle management.                                                 

Fig. 6.1 Marketing Automation Features 

 

And for all companies, it includes marketing analytics. 

According to John McTigue, the founder of Kuno Creative 

marketing agency, “People want to learn at their own pace and be 

reached when they need more information or are ready to buy.” 

McTigue believes a well–constructed marketing automation strategy 

makes that a reality, nurturing relationships with leads and increasing 

conversion rates. 
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6.1.  Metrics 

There are a lot of ways to fail when implementing a marketing 

automation strategy – untrained staff, undefined lead management 

process or even a clunky marketing software. But the companies that 

don’t get stuck in using marketing automation platform incorrectly or 

prematurely have one thing in common: they are using metrics to 

keep track of results and intervene when needed. 

With that in mind, here are several metrics that will help you 

determine the true ROI of the Marketing Automation investment: 

activity metrics, response metrics, efficiency metrics and value 

metrics.  

Activity metrics – In the absence of a 360° view of 

lead generation activities, your marketing 

automation software will fail. There are two metrics 

to consider when you want to determine how your 

team is using the software: number of emails sent 

and quality behavioural triggers. The first 

indicator will help you figure out if people are 

actually using the software to attract prospects. The 

second one will diagnose whether the team is simply 

connecting with leads and customers or it delivers 

tailored messages to build long–lasting relationships.  

Response metrics – It is very important to measure 

how your automation software is resonating with 
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your client database. Keep track of your click 

through rates, unsubscribe rates, conversions and site 

traffic flow to gain an insight into the overall quality 

of your campaigns.  

Efficiency metrics – Measure the efficiency of your 

MA by checking up on cost per customer, sales 

accepted leads and marketing qualified leads 

generated through lead nurturing. An efficient 

marketing automation brings lower cost per 

customer and higher number of qualified and sales–

accepted leads. If MA is creating more 

reconversions you will have better lead intel to better 

inform sales about the leads in their funnel. 

Value metrics – will give you an indication of 

whether your marketing automation implementation 

is actually affecting your bottom line. Here's the 

money shot. Track how much revenue is attributed 

to MA and compare it to the total cost of investment. 

Is it worth it? Don’t to forget to analyse the close 

rate of marketing–sourced leads. If the leads 

generated through your marketing automation 

system close at higher rates, then you are on the 

right track with your implementation.  
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6.2.  Online Monitoring – Google Analytics 

Google Analytics is a free tool provided by Google and used 

to gain statistics for your blog or website performance. It gives you 

an enormous amount of information about who is visiting your 

website, what they’re looking for and how they’re getting there. 

This tool allows you to identify the “poor” performing pages 

on your website, so you can come up with an appealing, customer–

focused content. When you understand where your traffic comes 

from, who your audience is, and when your audience exits your 

website, you can make the necessary adjustments  

In order to get started with Google Analytics, you will need to 

have a primary Google account that you use for other services such 

as Gmail or Google+. Once you’ve created a Google account, you 

access https://www.google.com/analytics/, click on the “Sign up” 

button and fill out all the information for your website. Once you 

finished, you click on the Admin tab and select “Tracking Info” 

option to get your website tracking code. Copy–paste this code on 

your website page and you are good to go! 

Overview of Google Analytics 

By now, you probably have a taste of navigating through the 

Google Analytics site and you’ve noticed that whenever you sign in, 

you are taken to the Analytics Audience report. From this page you 

can navigate to every other report by clicking on the options listed in 

the navigation bar. Besides Audience, you will see Acquisition, 

https://www.google.com/analytics/
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Behaviour and Conversions report. If you click on the title of the 

report section, the navigation bar expands to show links to all 

subsections. 

 

Fig. 6.2.1 Google Analytics, Audience – Overview Report 

Audience Report 

 

This report provides an in–depth look at your website traffic 

and the behaviour of users after they arrive on your landing page. 

You can see how many users have visited you website in a specific 

period of time, what was the average visit duration and the bounce 

rate. This report can also give you a glance at the geographical 

location of your visitors and which language they use. Don’t forget 

to check the effectiveness of your marketing efforts, the frequency 

rate of visits and the time users spend on your website by checking 

the three Behaviour subsection reports. The other subsections allow 
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you to see how visitors are viewing your site, what browser do they 

use or if they are logged on PCs, tablets or smartphones. 

Acquisition Report 

Use the Acquisition report to discover how users arrive at 

your website. Check the Overview report to see what are the top 

channels sending visitors to your website, such as search engines, 

social networks, website referrals. The organic search will show you 

the number of visitors who end up on your page after doing a search 

on Google or other search engines. The Paid search refers to visitors 

who came to your website from an AdWords campaign, whilst the 

direct search includes the visitors who got to your page by typing 

your URL into their address bar. The Referral search includes 

browsers who ended up on your page from another website, whilst 

the Social search shows the visitors who come to your homepage 

from a social network. 
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You can also connect your Google Analytics to your Google 

AdWords account to track your campaigns, your bids on keywords 

and the matched search queries in the AdWords subsection report. 

 

Fig. 6.2.2 Google Analytics, Acquisition – Overview report 

 

Behaviour Report 

Knowing the source of your web traffic — organic or 

referral search— is important. But taking a look at what your visitors 

are actually doing and accomplishing on your website is also 

essential. By analysing your traffic flow, you can identify potential 

problems in website navigation, such as load page loading, 

inefficient marketing messages, as well as point out what your 

website is doing well. 
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Conversions Report 

This is the most important report for ecommerce business 

owners. A conversion takes place when a visitor completes a goal (an 

action that is valuable to your business). When you define goals and 

install ecommerce tracking you will be able to track metrics 

associated with conversions and purchases. 

 

6.3.  Management Platforms 

Using a management tool to develop your business can be 

risky and expensive. You will have to migrate data, train your staff, 

remodel your processes, set 

up integration with other 

software (e.g. CRM systems) 

and take on the risk that, 

from the wide range of 

vendors to choose from, 

you’ve picked the wrong 

tool.  

But it’s not all bad news! If you pick up the suitable tool for 

your business, you can generate and convert leads into customers, 

increase purchases and optimize sales pipelines.  

How can you know which platform is right for your business? 

Here is an overview of the 4 major tools that can help you manage 
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your entire online presence, improve sales and build a passionate 

audience.  

A. Hootsuite 

As you have seen in chapter 4, social media is crucial for the 

digital marketing strategy, being a necessary tool to reach audience, 

drive traffic and receive valuable feedback.  However, managing 

several social media accounts at once can often put a strain on 

resources. Thankfully, there are several social media management 

tools that can make it easier and Hootsuite is one of them.  

Working as a social media management tool, Hootsuite 

allows you to manage multiple social networks, write messages and 

analyse your results. With Hootsuite you can do Facebook updates, 

schedule a meeting on LinkedIn and retweet relevant content – all in 

one concise dashboard. 

To lunch this tool, go to https://hootsuite.com and create a 

Hootsuite account using an existing social network (Sign In with 

Twitter, Facebook or Google). Once you see the dashboard page, add 

all of your social networks in the streams section and you’re good to 

go! 

Listed below you will find several benefits that Hootsuite can bring 

to your business: 

1. Monitor multiple streams in one place – You no longer have 

to remember all of your social networks’ passwords or 

constantly check each website individually. With Hootsuite 

https://hootsuite.com/
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you can manage multiple accounts in one place, post 

updates, schedule messages and connect with your audience.  

2. Schedule Posts in Advance – Craft and schedule messages 

across multiple channels at once by simply clicking on the 

scheduling icon. Create a solid social media strategy   media 

strategy that encompasses crucial times when postings are 

most often read and get more followers to notice your 

content. 

3. Get social media insights – Keep track of your social media 

performance by constantly checking Hootsuite Analytics. 

Measure and analyse engagement and conversion rates to 

make sure your brand campaigns are efficient.  

4. Social media listening – Showcase expertise across your 

social channels through the social listening feature. Notice 

what others are saying and intervene – if needed – to bring 

value to the conversation and position yourself as a 

trustworthy source of information. This can be an excellent 

way to catch the audience attention, simply by being highly 

in tune to their needs! 

5. Team spirit – Hootsuite allows you to assign different tasks 

to different team members. With this tool, you can add 

collaborators, edit posts and delegate people to replay to 

customers’ questions, all in one dashboard.  
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B. HubSpot 

Now that you learned how to monitor and track your social 

media channels by using one single platform, we can move further 

on and talk about another handy management tool. HubSpot is a 

software platform that helps you attract visitors, convert leads, and 

close customers through inbound marketing.  

With HubSpot, you can optimize keyword content on blog 

posts, track visitors and user engagement, analyse social media feeds, 

do email marketing and lead nurturing and view reports that measure 

the effectiveness of your advertising campaigns. This tool can help 

you grow your online presence, by optimizing your content and 

analysing your competition, from a single login. 

Here is a list of the advantages HubSpot has to offer: 

SEO optimization – HubSpot helps you optimize for the right 

keywords, improve your rank over time, and keep an eye on your 

competitors. Choose the keyword you want to rank for and then wait 

for suggestions. For a killer content, HubSpot will also give you tips 

for adding internal links and call to actions.  

Manage email marketing – With HubSpot you can grow your contact 

list, send tailored messaged to each customer and analyse the quality 

score of your campaigns. Segment your list based on 1000 different 

criteria, remove duplicates and personalize your messages to make 

your emails more relevant. 
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Get the most out of social media – Save time in managing social 

media networks by setting up keywords to follow and auto publish 

your blog posts on Facebook, Google+ and LinkedIn. Most 

important, with HubSpot you can track how many visitors, leads, and 

customers you acquire from your social media efforts. 

Brings in qualified leads – You can set up HubSpot to automatically 

label leads as qualified ones based on various triggers like answering 

'yes' to the question, "Are you ready to speak with your local sales 

rep?" When a user click yes, the software registers the answer and 

updates his/ hers’ status, marking it as a qualified lead. 

Analytic Tracking – The HubSpot software also provides analytics to 

help you find out what is and isn’t working. Besides giving you 

suggestions on content, this tool also allows you to track organic 

traffic, page performance, potential leads – all in one place.  

 

C. InfusionSoft 

InfusionSoft software is an e–mail, contact 

management/CRM, marketing automation, sales automation and 

eCommerce product all bundled into one. Just like HubSpot, 

InfusionSoft allows you to manage your contact database, market to 

them and convert to sales.  

The first thing you will notice when logon is the dashboard, 

which is configured to show what InfusionSoft is doing behind 

scenes, to grow sales and streamline operations. You can see 
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appointments, sales reports and news. From here you can use the 

navigation menu to quickly access different areas of the application, 

including CRM, Marketing, Ecommerce and the Admin section. 

 

Fig. 6.3.1 InfusionSoft – The Dashboard 

 

CRM – The customer relationship management functionality 

offers you the ability to manage contacts, opportunities and referral 

partners. This feature helps you assign scores to leads, so every time 

they become closer to a sale their score goes up. You can also 

delegate sales people to prospects and build up an affiliate program 

with partners. Every time a lead ends up on your website, directed by 

another publisher, and makes a purchase, you will reward the 

publisher with a commission (e.g. percentage of the sale value). 

Marketing – This functionality helps you build campaigns, 

customize templates, send out emails and check reports. Within the 
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campaign builder you can also define goals, such as signing up to a 

newsletter.  If a relevant goal is not there you could add one of your 

own. 

The e-Commerce – This component allows you to build a 

shop with one or more products.  When someone buys your products 

they can be added to the shopping cart, and then payment will be 

collected through one of the payment options available (e.g. Paypal 

or credit card). You can also set up promotions for products through 

InfusionSoft, for example, you can offer discounts or a free trial. 

Admin – The last section allows you to import data from an 

email platform, define users that have access to the software and do 

various configuration items for your installation. 

 

D. UpWork 

After finding out how to manage your social media channels, 

build up client database and optimize your content, it’s time to take 

on additonal stuff through management platforms. If you are a 

business owner who wants to expand and grow operation, you can do 

that by hiring experts. 

How do you identify qualified candidates? By searching 

them on UpWork, one of the largest online job portals, where you 

can find freelancers such as graphic designers, project managers and 

software developers.  
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UpWork allows you to either hire a freelancer to get a job 

done, or you can register yourself as a freelancer and make money by 

producing work for other people’s projects. The great advantage 

UpWork offers is that people are not hired as traditional employees, 

but as a virtual assistants. This means they can schedule and confirm 

your appointments, book your travel arrangements and make calls on 

your behalf from the comfort of their own place.  

With UpWork you can choose the right freelancer for your 

task, by assessing people’s online resume and check reviews from 

previous clients. The platform has a review feature which allows 

potential employers to read reviews of the clients who have 

employed a particular freelancer in the past. Once you are satisfied 

with the freelancer’s credentials and work history, you can assign 

him several tasks and keep track of their ongoing work with UpWork 

work diary. This feature offers you a screenshot of the ongoing work 

as well as the work that has been completed to date, and also keeps 

track of the time invested in doing a particular task or job. Hourly 

details can also be checked through UPWork’s time tracker software. 

After the work is completed, you can pay him through credit card, 

PayPal or a bank account. Below you can find a payment report, 

containing details on the type of the contract, description of the 

project, freelancer’s name and amount to be paid.   
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Fig. 6.3.2 UpWork – Payments Report 

 

 

 

 

 

Success in management requires learning 

as fast as the world is changing.  

Warren Bennis 
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7. Chapter 7 – Case Studies and Exercises 

7.1.  Case Study 1 – Respect 07 – Ltd – Bulgaria 

www.damskichanti.com 

 

History  

The company Respect 07 – Ltd. was established in Bulgaria on 

the 8th February 2001. For 15 years at the market it managed to 

develop as one of the most successful companies offering handbags. 

At the beginning, the business was launched with a local store in the 

town of Nessebar. Lately on, with expansion of the activities in 

Sunny Beach two more stores have been opened. In order to keep a 

competitive high level Respect 07 – Ltd creates an online store, thus 

expanding its scope throughout the whole territory of Bulgaria. On 

November 2013 the establishment of the first store for online trade 

was started, which was to help for revealing and getting to know the 

possibilities of digital environment. After a six–month research, on 

26.06.2014 a second online store corresponding to the market 

requirements was settled down. After the path was “beaten”, the new 

platform has settled quickly on the market and is now among the top 

10 vendors on the online market of handbags. Respect 07 – Ltd. 

imports Italian models from various manufacturers and distributes 

them on the territory of Bulgaria. The product range consists of rich 

model variety of handbags. This includes a variety of materials, 

colors and patterns. The company relies on its online store all year 

http://www.damskichanti.com/
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round, since the local shops are open in the summer season only. 

This is why efforts are redirected to the online supply. On the 

internet there are hundreds of vendors of different products in this 

market niche that are either highly specialized (as the Respect 07 – 

Ltd is) or do operate on several “fronts”. The company is ranked on 

the 7th position among top 100 when searching for a keyword 

“handbags”, which is core for the rest types of keywords (for 

example: black handbags, leather handbags, online handbags etc.).  

 

Brief analysis of www.damskichanti.com  – online offering 

Marketing Mix – 4P 

 

1P Product. The one and only product the company offers are 

handbags. The varieties depend on material, style and color: 

o According to material – suede, leather, textile; 

o According to style – backpacks for women, evening 

bags and clutches, shoulder bags and Totes, 

handbags and Satchel and across–shoulder bags; 

o According to color – beige, white, yellow, green, 

brown, grey, blue, red, black and versicolored 

2P Price. Pricing is set on an individual level and depends on 

the costs for the item’s acquisition, as well as on the material, 

design, color and brand; 

http://www.damskichanti.com/
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3P Promotion. Different items have different promotions. 

Respect 07 – Ltd. also offers a free delivery promotion if the 

purchase exceeds 26 Euros (BGN 50); 

4P Location. Shopping is done through the online store for 

handbags and the delivery is by Econt courier within 2 

working days.  

 

 The company’s products are presented according to users’ 

requirements. This means, that on the home page the best–selling 

handbags are displayed. The customers can also navigate through the 

ribbon where the items are segmented by: “Handbags for women”, 

“Leather”, “Discounts” and “Beach bags”:   

- Handbags for women. In this section the bigger part of the 

handbags are arranged. The user who navigates in this 

section can see a drop–down menu per styles and colours. 

- Leather. Here are all handbags for women made from 

leather. They are in a separate category due to the high 

customers’ interest; 

- Discounts. All products with available discount are listed 

here. This is done to segment the items with a discount for 

the price sensitive customers; 

- Beach bags. This separate section is made to face the higher 

interest during the summer season towards specific 

handbags. 
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Online Marketing Activities 

 

- E-mail marketing. The development and implementing of e-

mail marketing is still in process at the company Respect 007 

– Ltd. On this stage, the main obstacle that restrains the 

online store to introduce a new channel for the delivery of 

users’ traffic to the e-store is the lack of informational data 

base. This is the reason why the implementation would be 

postponed until the e-mail data base is collected. The 

concept is as follows: 

1. Data base development. By accepting the queries the 

company’s representative has to conduct a more detailed conversation 

for the purpose of data base creation, needed for the e-mail marketing. 

After receiving the data necessary for preparing and sending the order, 

Respect 07 – Ltd. already has the full name, phone number and 

personal address of the customer. The talk should go on for obtaining 

additional information regarding the user’s e-mail address. If he/she 

agrees to provide it, then some additional questions should follow, 

which require positive or negative response. Such question is namely: 

would the client wish to receive informational e-mails about 

company’s new products. This is in order to receive an oral contest 

and later on – a written contest. That is how the “spam” messages will 

be limited as possible.   
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2. Promotion messages according to the objectives: 

- Traffic to the web site. Upon receiving of oral consent by 

the users, promotion e-mails are sent with the purpose to advertise 

the new products and to arouse the interest. The e-mail will contain a 

direct link to the online store web-site. This way, if one is interested, 

he/she will click on the link and connect to the respective page. 

- Customization. When the company has a user data base, the 

information we need is just user’s private e-mail and name. For the 

purpose of building personal relationships with the clients individual 

e-mails are sent a week before customer’s day of celebration (name 

day). A promo code is to be provided that ensures certain discount 

for a selected by the customer product, but just valid on her fete day. 

The idea is that the client (the lady) feels special and further share 

with her friends about this experience (word of mouth marketing). 

The e-mail subject should start with the names of the user. This is for 

the purpose to initially attract the attention. Further on the discount 

percentage is to be added for clarity. Regarding the e-mail content, it 

should be started with a personal (by name) reminder of the 

upcoming feast. This is the way we show our care and attention to 

the client. After we have made the customer feel the way we want 

(special), the comprehensive description of how to use the promotion 

code should follow. For greater impact a picture of an icon/saint can 

be added and the text will end with congratulations. In addition, there 

will be a direct link to the online store’s homepage of Respect 07 – 
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Ltd., as well as the e–mail and phone number for further 

correspondence. 

– Online ads they post on other websites. The company only uses 

link references. Their total number is 870, from which 704 come 

from cosmopolitan.bg, 77 google.co, 17 tumblr.com, 17 dbg.bg и 11 

от tialoto.bg. The company also uses the social media, including 

Facebook, Google+, Twitter and АdWords. 

Social presence 

The company is present in the social media on Facebook, Google + 

and Twitter: 

- Facebook. A total number of 2 185 has liked this page from 

its creation on, including three who made comments on this 

(https://www.facebook.com/DamskiChantiCom ). The page 

is not systematically maintained. The history shows that the 

company is taking care of its page on Facebook during the 

summer season only, whereas the last post was on August 

26th 2015. This is a cruel mistake as this social network has 

turned into an inevitable part of the everyday life of each 

user. The posts contain a title, a photo and a link to the 

particular item, without any description. Posting is chaotic in 

time and the intervals vary from one week to a month during 

the summer season. 

- Google+. The total number of appearing on page is 12 574, 

having 14 followers. The company’s page on Google + is 

https://www.facebook.com/DamskiChantiCom
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also not regularly supported, and posting is done in even 

bigger intervals than on Facebook. The most posts are 

similar as those on Facebook– title, link and photo, but there 

are also some posts containing describing texts. 

- Twitter. The general parameters of company’s page on 

Twitter are 300 twits, 37 followings and 3 followers. This is 

the least supported social media by the company where the 

last dated post is from the February 15th 2015. Here most 

postings are with a title, description and a link of reference, 

but without a photo. Only 3 of the 37 postings contain a 

photo to strengthen the posting. 

Company’s social presence is neither strong nor constant 

which leads to lost profits for Respect 07 – Ltd. This is so, 

because every user has an account no matter if on Facebook, 

Google+, Instagram, LinkedIn, Twitter etc. where everybody are 

subscribed and follow the activities of those for which they are 

interested. A serious work is required here and in particular a 

person to be fully dealing with company’s performance in social 

networks, so that the sales through social cannels increase. This 

can be achieved by daily creating engaging posts which can 

stimulate consumers to make a concrete action and more 

descriptive advertising posts. 
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SEO analysis 

- Organic search. The visibility of the online platform for 

handbags www.damskichanti.com) currently is 9, 83 

(Visibility). The highest value of 9, 83 since its creation was 

on the 28th December 2015, and the lowest of 0, 25 was in 

the beginning. The visibility trend is ascending marking its 

boom in December, due to the Christmas and New Year 

holidays (presents). The rest parameters of the online store 

are Alexa Traffic Rank 2 020 559 (for 6 months), IP 

91.230.212.152. The page uses robots.txt and sitemap.xml 

and loads for 1, 5 seconds. 

 

 

 

 

 

 

 

 

 

 

Fig. 7.1.1 „Visibility of the online platform www.damskichanti.com 

on Google“ 

http://www.damskichanti.com/
http://www.damskichanti.com/
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The total indexation number since the page creation is 

17702, and the total number of key words is 626, from which 62 

keywords are new in the users search and 21 keywords are lost, 

which means no search for them; 284 keywords are improved and 87 

keywords are reduced. 

The figures below show which are the most used keywords 

for this online store – these are namely: “(women) handbags online” 

with the volume of 1000 clicks. Afterwards follow “red handbags” 

with a volume of 90 clicks, “(ladies’ handbag online” – 50 and 

“handbags online low prices” – 50. 

 

Fig. 7.1.2 „Organic keywords searched by users“ 
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Keyword positions in organic search are distributed as 

shown on the diagram below:  

- Top 1 – 12 keywords; 

- Top 2 – 3 – 42 keywords; 

- Top 4 – 5 – 59 keywords; 

- Top 6 – 10 – 86 keywords; 

- Top 11 – 20 – 101 keywords; 

- Top 21 – 50 – 155 keywords; 

- Top 51 – 100 – 171 keywords 

Fig. 7.1.3 „Positions of all organic keywords “ 

 

118 keywords of the total number organic keywords lead to the home 

page, 75 – to the blog page, 71 – to “leather handbags”, and the rest – 

to the respective products or posts in the blog. 
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The first rule of management is delegation. Don't try and do 

everything yourself because you can't.  

Anthea Turner 

 

 

Fig. 7.1.4 „Visibility of company’s web pages“ 

 

- Paid search (АdWords). The company Respect 07 – Ltd 

supports paid presence on Google with AdWords. The 10 

Ads used by the company are listed in the table below. The 

results are on a monthly basis for December 2015. 

 

Make your marketing so useful, so people would pay 

for it. 

Jay Baer 
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Table 1 „ General information about keywords in paid search“ 

№ Keywords The 

number 

of 

queries 

CPC Competition Title Results 

found 

1 Louis Vuitton 

handbags 

30 0.01 41 Handbags Autumn 2015 3500 

2 Handbags 

zebra 

30 0.06 44 Handbags Autumn 2015 6170 

3 Brand 

handbags form 

leather 

30 0.33 93 Leather handbags – 

DamskiChanti.com 

73700 

4 Handbags 

leather 

Bulgarian 

30 0.06 76 Leather handbags – 

DamskiChanti.com 

45300 

5 Handbags 

online low 

prices 

30 0.07 92 Handbags Autumn 2015 102000 

6 Handbags furla 30 0.16 56 Handbags Autumn 2015 88 

7 Adidas bags 30 0.11 63 Handbags Autumn 2015 438000 

8 Handbags 

megias 

20 0.04 62 Handbags Autumn 2015 7210 

9 Fashion 

handbags 

20 0.07 85 Handbags Autumn 

2015–

DamskiChanti.com 

212000 

10 Leather bags 

online 

20 0.08 89 Leather handbags 155000 
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Seven of the total of 10 banners received 30 queries in 

December, and the rest 3 received 20 queries within a month. The 

lowest cost per click (CPC) has the keyword “Louis Vuitton 

handbags“– 0, 01 St. per click. Then follows „handbags megias“ 

with the rate of 0,04 St., „handbags zebra“ and „handbags leather 

Bulgarian“ charged by Google for 0,06 St. The price of the rest 

keywords is higher, and the highest rate is for „brand handbags from 

leather“- 0.33 St.  

The competition is varied, having its lowest levels for the 

key phrase “Louis Vuitton handbags“- represented by 41 

competitors and “handbags zebra” – competed by 44 companies. 

The keywords “brand handbags from leather” have the highest 

levels of competition – among 93 companies and “handbags online 

low prices” – 92 competitors. 

The conclusion is that the higher the competition levels are, 

the more costs per click has Respect 07 – Ltd to pay, the only 

exclusion is with “handbags online low prices”. At a low 

competition level of the keywords “Louis Vuitton handbags“ the rate 

per click is the lowest possible for an optimized advert meeting 

Google requirements.   
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Other Aspects and Activities 

- Rich Product portfolio – the company offers a rich variety of 

handbags corresponding to every lady’s preferences and 

wishes; 

- Well–structured online store – the web 

www.damskichanti.com is well–structured, having an 

internal search, phone contact for ordering at a visible place 

and social buttons. Moreover, the best–selling products are 

segmented in categories, and these are leather handbags, 

beach bags, and handbags with a discount and just handbags 

(all the rest). At the top – the best–selling items are displayed 

to keep users informed. At the bottom there is additional 

information available for the most curious users, for example 

terms of delivery, site map, general conditions and 

information about the company.  

 

 

 

 

 

 

 

 

 

http://www.damskichanti.com/
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7.2. Case Study 2 – Krisi Ltd – Bulgaria 

http://cristi10.com/ 

History  

The company Krisi Ltd is a direct importer of suitcases, 

kitbags, bags and wallets. For its 10–year history it developed to one 

of the leaders on the market niche, offering a product range for 

almost every need and taste. The company has shops for wholesale 

and retail. During the years it managed to get certified and is 

authorized for distribution of brands: Х–zone, Sky–Bow, Elettivo i 

Zolo. Besides, the company offers a wide range of products branded 

Strawberry and has its own brand Cristy.  

 

Krisi Ltd has four local stores. They are situated in the towns 

of Plovdiv (the first settled store), Varna (the secondly settled store), 

Burgas (the third store) and Haskovo (the fourth store). Opening a 

fifth store in Sofia is now an opportunity to work for. The online 

http://cristi10.com/
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store for bags http://cristi10.com/ carries for reaching the most 

distant places in the Republic of Bulgaria, and the delivery is done 

through the Econt courier. Besides the bags, the company Krisi Ltd. 

also offers watches, belts and purses, which makes it competitive in 

another market niche. Its purpose is to be not limited within just one 

market direction, but develop in several directions and thus meet the 

needs of both ladies and gentlemen. 

 

Brief analysis of http://cristi10.com/ – online offering 

Marketing mix – 4P 

1P Product. The company’s products are suitcases, kitbags, 

bags and wallets. It also offers belts and watches. For each of the 

listed items, the company has different varieties. They can vary per: 

- Type of Bags – handbags, bags for men, for children, beach 

bags, sports bags, school bags, briefcases,  

- Type of Backpacks – backpacks, backpacks for school, 

tourist backpacks, children backpacks,  

- Type of Trip bags – trip bags, kitbags; 

- Type of Suitcases – kitbags with wheels, suitcases, suitcases 

for children; 

- Type of wallets – for men, women or children; 

- Type of belts – for men, women or children; 

- Type of watches – for men, women or children;  

http://cristi10.com/
http://cristi10.com/
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- Type of Brands – Cristi, X–ZONE, Xlzolo, Elettivo, SKY–

BOW, VIP brands, CHAMPION, CHANEL, Strawberry, 

DUKO, DAKAR, Bakugan, Hannah Montana, Ben 10, Hell 

kitty, Lesportsac, Winx, Spider Man, GUESS, Gucci, Dior, 

VON DUTCH, FENDI, PRADA, BURBERRY, D&G, 

Tom&Jerry, VERSACE, LACOSTE, ALTA, Louis Vuitton, 

Boss, DIESEL; 

2P Price Pricing is set on an individual level and depends on 

the costs for the item’s acquisition, as well as on the material, 

design, colour and brand; 

3P Promotion Different items have different promotions. 

Krisi Ltd also gives a 20% discount for the courier’s delivery 

price. And if the customer independently choses the services 

of Virtual Office of Econt, without being bound to purchase 

from www.cristi10.com, then Econt Express will offer a 3% 

discount for each delivery price. 

4P Location. Shopping can be done in two ways: 

- Online – through the online store http://cristi10.com/  

- Steady/Locally – in the shops located in the towns of 

Plovdiv, Varna, Burgas, Haskovo  

The online store is structured in a way that makes user 

experience easy and simplified. All information needed to do a 

purchase, to become navigated and get satisfied, is available for 

users. There are sections “promotions” for price sensitive clients, 

http://www.cristi10.com/
http://cristi10.com/


GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 133 of 174 

 

“brands” for lovers of the brand, “best–selling”, “products”, 

“payment methods”, information about the company, social 

buttons, internal search etc. 

Online marketing activities 

- E–mail marketing. The company Krisi Ltd. uses the online 

marketing to inform clients that have made at least one 

purchase through the online store (bulletins). The system 

also sends another type of bulletins, targeted at customers, 

who have visited the website, though haven't done a 

purchase. For those there are special inviting bids, offering 

partial discounts for the first purchase. 

- Online advisements. The company has got only 10 

quotations (links) on other pages. 

Social presence 

Krisi Ltd has an account on Facebook only. It has a total 

number of 466 friends. Its last posting is dated 6th July 2014. Posting 

is chaotic with intervals of a month or even longer. One type of 

posting are collaged photos displaying the necessary information 

with regard to this post. These include images of concrete bags on 

promotion, company’s logo, web address and a phone number for 

requests. The other type is a pasted link directly to the page of the 

particular product. 
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SEO analysis 

- Organic search. The visibility of the online platform of the 

company Krisi Ltd is 10, 00 (Visibility). The highest value is 

reported on the 3rd March 2015 – 11, 12, and the lowest on 

the 25th September 2015 – 8, 25. The website visibility is 

constant, varying in the range of approximately 3 units from 

the beginning until now.   

The rest parameters of the online store are Alexa Traffic Rank 2 616 

559 (for 6 months), IP 91.215.216.38, total indexation number 18 

008. The web uses robots.txt file, but lacks sitemap.xml, it loads for 

1, 5 seconds and has 1 018 keywords, from which 87 keywords are 

new, 76 keywords are lost, 198 keyword are improved and 347 

displaced. 

 

                  

 

 

 

 

 

 

 

Fig. 7.2.1 „Visibility on Google“ 
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Fig. 7.2.2 „Organic keywords searched by users“ 

 

 First ranked for this online store is the key phrase “sports 

bags” with a volume of  880 clicks. On the second and third position 

with an equal number of 320 clicks are “women’s sports bags” and 

“sport handbags”. After them are “children bags” with 260 clicks and 

“sport bag” with 170 clicks. The keyword positions in organic search 

are distributed as it is shown on the diagram below:  

 

 

Ninety percent of selling is conviction, and 

10 per cent is persuasion.  

Shiv Khera 
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                 Fig. 7.2.3 „Positions of all organic keywords “ 

 

- Top 1 – 65 keywords; 

- Top 2 – 3 – 67 keywords; 

- Top 4 – 5 – 77 keywords; 

- Top 6 – 10 – 120 keywords; 

- Top 11 – 20 – 111 keywords; 

- Top 21 – 50 – 257 keywords; 

- Top 51 – 100 – 321 keywords; 

 

155 keywords of the total number of indexed organic 

keywords lead to the homepage, and the rest – to particular products 

pages. 
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Fig. 7.2.4 „Visibility of company’s web pages “ 

 On this stage the company doesn’t support paid ads on 

Google AdWords. It is necessary to initiate such a campaign in 

future in order to be competitive among other companies in this field. 

On the other hand, this could also be defined as a lost profits, as with 

a small monthly budget sales would justify the investment. 

 

Other aspects and activities 

- Operating on several markets. Bags, backpacks, wallets, 

belts, watches; 

- Easy and user–friendly navigation through the website. 

 

Comparative Analysis of the Companies Respect 07 Ltd and 

Krisi Ltd 

  The company Respect 007 Ltd and Krisi Ltd operate on the 

same market niche (bags and accessories). The difference between 

both business organizations lies in the fact that Respect 07 Ltd is 
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specialized in offering handbags to the end users (faces the needs of 

only the female part of the population). Krisi Ltd covers a wider 

scope, offering bags (bags, backpacks, suitcases) and accessories 

(belts, wallets, watches) to the end user (men, women and children). 

This makes it more competitive in compare with Respect 07 Ltd, not 

only because of the certifications for sale of particular brands, but 

also for trying to impose their own brand. Pricing is set similarly by 

both companies and depends on the costs for the item’s acquisition 

and for preceding the sale. Regarding the discounts, each company 

has a different strategy, however the common here is that both offer 

a discount for delivery by Econt, though in a different way. Respect 

07 has 3 locally situated stores at the sea coast that are operating 

during the summer season only, and for the rest of time it relies fully 

on the online store. The situation of Krisi Ltd is not the same, as its 

four local shops are working the year round offering wholesales as 

well, and the online store covers the rest territories and the customers 

who have chosen the easier way of shopping. 

The online stores of Respect 07 Ltd and Krisi Ltd are 

developed with customer care, as the whole information is available, 

so that the user can do a purchase, be satisfied and get back for a next 

purchase. Purchase conditions, information about the items (color, 

size, and availability), price discounts, terms of delivery, and 

additional information about the companies are available. The 

difference between both is in the structure of the provided 



GUIDANCE FOR INTERNET MARKETING 

 

Project Taking the Road to Employment – Developing New Skills 
and Knowledge for Unemployed people 

Page 139 of 174 

 

information on the menu ribbon. This is so because Respect 07 Ltd 

has far less products to offer and their layout is different. However 

their strategies regarding “best–selling” and “discounts” are similar. 

The online marketing activities are partially matching. As of 

the e–mail marketing, it is still to be introduced by Respect 07 Ltd, 

while Krisi Ltd. has already implemented it and irradiates its current 

and future clients with mails. This makes Krisi Ltd more competitive 

than Respect 07 Ltd with this regard. Both companies lack 

advertising on other pages, but just use reference links. Here it is 

Respect 07 that is far surpassing with 870 links against 10 quotations 

for the other company. The social performance is neither strong nor 

constant. Both business organizations don’t support the social 

channels systematically, which leads to some lost profits. With this 

regard, Respect 07 is better positioned than Krisi though. This is due 

to having profiles on Facebook, Google+ and Twitter, while Krisi 

has an account on Facebook only, where the numerical advantage is 

also in favor of Respect 07. Their posting styles are similar, having 

the purpose to keep their customers informed about the new 

promotions and products. Concerning SEO, the platform 

http://cristi10.com/ is better than https://damskichanti.com/ with 

regard to visibility, number of keywords and their position in the 

organic search. The only advantage of Respect 07 Ltd is that it 

supports ads in Google AdWords, thus managing to attract user 

traffic with no need to compete with Krisi Ltd (though it needs to 

http://cristi10.com/
https://damskichanti.com/
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compete with the rest vendors who advertise in the same market 

niche on the basis of particular keywords). 

In conclusion, the online store of Krisi Ltd is better than the 

one of Respect 07 Ltd with regard to optimization and e–mail 

marketing. Respect 07 Ltd stands out with using paid ads on Google 

AdWords, where it doesn’t have to compete with Krisi, because the 

least doesn’t support such advertisement. The other advantage of 

Respect 07 Ltd is the huge number of used links from other pages. 

Regarding similarities, both companies don’t make enough good 

advertising in the social media though.  
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7.3.  Case Study 3 – Kupinkniga – Macedonia 

http://www.kupikniga.mk/ 

 

History  

KupiKniga.mk is the first Macedonian web portal offering 

e–trade services with books aggregating many publishing houses in 

Macedonia. The purpose of this portal is to bring together all book 

fans with all publishing houses in Macedonia and the region at one 

place. The visitors of KupiKniga.mk have the opportunity to be 

informed, to comment and exchange communication with one other. 

On the web portal KupiKniga.mk there is various literature, school 

accessories and souvenirs. 

KupiKniga.mk enables their readers to reach all information on 

books with just one click, to get their book on their home address as 

well as to establish communication with other book fans. In just one 

year time, KupiKniga.mk has become the favourite place of more 

than 15.000 dedicated readers and buyers, proving the existence of a 

reading culture in Macedonia and the real need of e–trade. More than 

36.000 of their official Facebook fans are sharing their satisfaction 

on the possibility to find their book and to get it on their home 

address in a very short time. This is important in particular for the 

buyers from the Macedonian countryside.  

 KupiKniga.mk is the biggest online bookstore in Macedonia. 

 Over 54.000 visits for only couple of months.  

http://www.kupikniga.mk/
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 Constant increase of the number of visitors and loyal members 

of KupiKniga.mk. 

 The services provided by iVote Technologies include: 

development of web-portal. 

 e–commerce options (shopping cart, wish list, card processing); 

administration panel. 

 portal; social network interaction options; web traffic analytics 

and marketing solutions, as well as funnelling traffic using social 

networks. 

 

Fig. 7.3.1 The Homepage of Kupikniga 
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Content  

 

The offer of the web portal is growing each day. At the 

moment there are more than 33.000 book titles from 1100 publishers, 

categorized in 130 categories and subcategories. The function of 

browsing the book before they buy it, offered by Kupikniga.mk in 

cooperation with some publishers, is of particular importance for the 

byers. Every registered user in „my library” section can find useful 

information on his profile. The publishers and book shops have their 

own admin part, where they have the possibility of editing the 

content of their offer and adding new products. 

The main sections of the portals are placed on the main menu as 

follows: 

 Home –  On the home page „book of the day” is published. 

There is a section with recommended products/books by 

KupiKniga.mk  

 New – In this section the readers can find most new added 

books in the offer of KupiKniga.mk. 

 Top 10 –  In this section the 10 bestsellers are divided in 

months.  

 Discounts –In the section of discounts every buyer can see 

which of the products are on discount, and how much can 

she/he save with the deal.  
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 News – The news for our readers can be published by the 

publishers, book shops or KupiKniga.mk. 

 Publishers – Avalialbe list of publishers of the whole offer of 

KupiKniga.mk. 

 Book shops – List of book shops – partners of 

KupiKniga.mk. 

 Browse – The visitors have possibility of advanced search 

with more search options.  

 Help – In this section the visitors can find F.A.Qs with 

KupiKniga.mk. 

 Contact – Direct contact for all additional questions. 

 My library – Interesting Information on the profil are at 

disposal of every single registred user.  

 

Fig. 7.3.2 My Library 
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Fig. 7.3.3 Bookstores 

 

Visitor statistics  and ranking  

The web portal  KupiKniga.mk has been visited by more 

then  250.000 unique visitors generating more then 2.600.000 page 

views,  with average time of page visit of 4 minutes.  All key 

parameters are in an upward trend.  

What makes KupiKniga.mk different from any other 

information and entertaimant protal is our target group: solvent, 

highly–educated visitors who practice online shoping.  
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Fig. 7.3.4 Overview of pages and visits 

 

Web site of the Year for e–trade  

According to the jury’s and readers’ votes, KupiKniga.mk is 

a holder of the Award Web site of the Year for e–trade in 2012. This 

Award is a testimony for the team’s continued efforts and at the same 

time gives them additional motivation for enhancement and 

improvement. The mission of Kupikniga.mk continues – the best 

choice of well–priced books at one place.  
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Audience 

The group of 26 to 39 years old people is most represented among 

users of our web portal. Those are people who are highly educated, 

solvent and interested in belletristic, specialized literature and 

business guidelines. In regards to the visitors of KupiKniga.mk, the 

distibution of users can be done, using demopgraphic data such as:                                          

Fig. 7.3.5 Best site for e-trade in 2012 

 

Age group: 

– 25% of visitors are in the group of 19 – 25 years (university and 

high school students); 

– 60% of visitors are in the group of 26 – 39 years of age (solvent 

and high educated people); 

– 15% o users are in the group over 40 years of age.  

Sex: 
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– 65% of visitors are female; 

– 35% of visitors are male. 

Location: 

90% of the visitors come from Macedonia, the rest come mostly 

from the neighboring countries and the Macedonian diaspora 

community. The offer of Serbian, Albanian and English editions 

make the web portal more attractive for broader audience from 

Macedonia and the region.   

 

Services  

The web portal KupiKniga.mk offers various IT and marketing 

sollutions, enabling easy adoption and personalization in order to 

reach the bussnies goals of the partners and co-workers for sales 

boost campaigns, brand promotion, presentation of new product etc. 

The internet marketing offer of Kupikniga.mk is quite flexible and 

with respect to the audience, can be considered as quite efficient. 

Compared to the traditional media (TV, newspapers, billboards, 

flyers etc.), KupiKniga.mk offers an extraordinary competitive 

advertisement and promotion with their 50.000 visitors and 190.000 

monthly page views. In relation to the traditional ad banners, the 

offer for banner positions on the site of Kupikniga.mk is given in the 

picture 7.  
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Fig. 7.3.6 Banner positions 

 

The site also offers the possibility for renting advertisement 

space in the e е–bulletin of KupiKniga.mk.  The registered users are 

targeted with the e–bulletin. Until now, there have been more than 

14.000 users registered.  

The registered users receive the e–bulletin of Kupikniga.mk 

twice a month. This is targeted audience with more than 14.000 
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registered members who gave their consent to receive offers and info 

material from KupiKniga.mk and partners.  

 

Estimated total number of impressions and  unique users (net 

reach) within the period of renting  the advertisement space. 

 

The current growth of Kupikniga.mk is 100% on a monthly 

basis. Taking those data into consideration, it is expected the number 

of unique visitors in the following quarter to be increased between 

350.000 – 400.000 visitors. 

 

 

 

 

 

 

 

 

 

 

The purpose of business is to create and keep a 

customer. 

Peter Drucker 
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7.4. Case Study 4 – Magicnasvadba – Macedonia 

www.magicnasvadba.mk 

History  

This website, MAGICNASVADBA.mk is Macedonian 

online organizer of celebrations, where with one click you can 

completely organize a wedding from home. This site offers specific 

content whose aim is to support organization of weddings, educate 

about a complete event and useful information for everyday life.  

Knowing the requests and expectations of those who want to 

qualitatively use their time and learn something more and easier 

organization of a wedding event, magicnasvadba.mk is an online 

organizer who supports future spouses.  

 

Fig. 7.4.1 The Homepage 

http://www.magicnasvadba.mk/
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The site offers many different solutions for wedding events, 

such as selection of jewellery, wedding gowns, catering services, 

music, restaurants etc. On the special tabs there are offers about 

wedding planning, fashion, honey moon organization, advices etc.  

Numbers of visits  

The website magicnasvadba.mk has the following statistics of 

visits:  

 Over 21.954  visits a month; 

 Over  20.850 reviewed pages a month; 

 Over 7 minutes average time spent on the site. 

 

The team of magicnasvadba.mk continues to be a special place for 

online organization, education and planning for special wedding 

events.  
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7.5. Case Study 5 – eMAG – Romania 

www.emag.ro  

History  

Launched in 2001 as an online store of systems and office 

supplies, eMAG is now one of the biggest ecommerce platforms in 

Romania. The company operates the online shops www.emag.ro and 

www.emag.bg and it owns 10 showrooms in Romania and one in 

Bulgaria. 

Even though it started as an IT and electronic retailer, eMAG 

expanded its product range in recent years and is now selling toys, 

books, do–it–yourself items, home & garden products and auto 

insurance. Besides marketing its own goods, eMAG is also selling 

other’s vendors’ products, being the first Romanian online platform 

to bring several retailers together.   

eMAG was also the first retailer to bring the Black Friday 

concept in Romania, by offering discounts of between 30 and 60% 

on a wide range of products. Two years later, in 2013, they marked 

another success by putting up for sale 63 automobiles manufactured 

by Dacia, Ford, Mitsubishi, Hyundai and Mercedes Benz. 

Brief analysis of www.emag.ro – online offering 

Marketing Mix – 4P 

1P Product – eMAG’s portfolio lists IT and communication 

products and solutions (it is currently the largest national retailer of 

http://www.emag.ro/
http://www.emag.bg/
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IT products), as well as electronic equipment and appliances. Besides 

IT products, eMAG also offers clothing and personal items, toys, 

books and sporting goods equipment. Here is a list of the product 

categories showed on the homepage: 

o Smart technologies (i.e. smart watches, smart TVs, drones 

etc.); 

o Laptops, tablets and phones;  

o PCs, PC peripherals, software solutions (i.e. operating 

systems, multiple antivirus programs); 

o TV, audio, photo and gaming; 

o Appliances & climate systems; 

o Clothing items; 

o Cosmetics and personal care products; 

o Books, office supplies and gifts; 

o Home & Deco, Do It Yourself, Pet–shop; 

o  Sports and outdoor equipment; 

o Auto & Moto (tires & wheels, auto insurance, car 

accessories etc.) 

o Toys; 

o Supermarket (food, alcohol, cigarettes etc.).  

2P Price – The company aims to increase sales and strengthen 

market leadership position by practicing a low pricing strategy. 

eMAG recurs to promotional pricing as a way to maintain 

ongoing purchases from budget–conscious buyers and increase 
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website traffic. All their discounted products are displayed on the 

“Week Promotion” section on homepage. The company is also 

practicing psychological pricing to make their products seem like 

the best bargain on the market. For example, instead of charging 

4.200 LEI for a smart TV they charge 4.199 LEI, as you can see 

below: 

 

Fig. 7.5.1 Psychological pricing 

3P Promotion – When talking about online promotion, eMAG 

increases the audience’s reach by using affiliate marketing programs, 

email marketing, search, display and social advertising.  

4P Location – Customers can place the order online, by clicking the 

“Add to cart” button, and then wait for the retailer’s approval. 

Delivery is free for orders over 45€. If the order value is less, the 

shipping cost is 3€. 

Online Marketing Activities 

E–mail Marketing – eMAG uses this type of advertising to 

retain customers and attract prospects. The company runs rewards 
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programs and promotional codes that have deadlines or expiration 

dates, so they send a series of reminder emails to alert customers 

when their points will expire. In order to do this successfully, eMAG 

thinks about the decision making cycle and starts the series of email 

early enough to give customers time to evaluate and act on their 

offering. For example, when talking about a 5 days promotion, the 

company announces it by sending an email with one day before the 

kick–off and then continues with two or three reminders.  

eMAG is also hosting occasion contests to get their customers 

excited about the brand. When the company marked its 10,000,000th 

online order, it threw a contest to celebrate and gave away a BMW 

car to the winner. 

1. Growing Email Subscriber List – In order to expand their 

audience and drive traffic, eMAG added subscribe to 

newsletter option on its homepage. The company gives 

compelling reasons to sign–up and offers its subscribers 

many befits, as followings: 

o Regularly vouchers; 

o Email reminders on weekly promotions; 

o Invitations to events that are organized by eMAG; 

o Video tutorials and other useful materials; 

o Chance to win a weekly 444 euro gift card. 
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Referring and destinations sites 

Out of their total traffic, 16.1% comes from Referrals. Their 

top referring sites are profitshare.ro – a website for practicing 

affiliate marketing –, forum.softpedia.com, forum.computergames.ro 

and a blog called zoso.ro. Besides these webpages, eMAG get 

referrals from another 692 sites.  

The company also boosts traffic rates of other sites, such as 

the Chinese e–commerce AliExpress and Banca Transylvania’s 

webpage. 

 

Fig 7.5.2 Top Referring and Destinations sites 

 

Social Media 

The company has a good online presence, sharing valuable 

content and offers on Facebook, YouTube and Twitter.  

Facebook – The company has 878,403 fans on Facebook and it 

usually uses pictures to increase audience engagement rate. Within a 
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month, the retailer has done 27 posts on Facebook (twenty image 

advertising, five videos, two status updates and two hyperlinks), 

challenging browsers to comment and share its content. When 

talking about distribution of posts per weekdays, eMAG seems to 

prefer delivering content on Monday. 

YouTube – On YouTube, eMAG has 5,399 subscribers and 

14,582,130 channel views. Regarding its video content strategy, the 

company uploads tutorials (i.e. how to make an online purchase of a 

car insurance, how to pick up the perfect water filter), regular TV 

spots, Black Friday advertisements and interviews with people 

working as interns for eMAG. 

Twitter – The general parameters of company’s page on Twitter are 

2,405 twits, 83 followings and 8,161 followers. When referring to the 

content strategy eMAG uses on Twitter, its marketers are usually 

posting pure text twits, followed by links and also link and picture.  

Its top hashtags are #onlineshopping and #emag. 

 

 

 

The aim of marketing is to know and 

understand the customer so well, the product 

or service fits him and sells itself.  

Peter Drucker  
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The company’s social media channels have a significant impact on 

the web traffic, generating 3.78% of total. Below you can see the 

main networks that boost eMAG traffic website. 

 

Fig. 7.5.3 Social Media Traffic 

 

SEO Analysis 

eMAG is constantly struggling to improve its quality score 

by optimizing content, running Google AdWords Campaigns and 

using effective keywords. 

On December 2015, the company had registered 12,800,000 

visits, whilst the average time spent on site by a visitor was 7 

minutes and 57 seconds.  On the same period of time, the webpage 

registered a bounce rate of 26.17%, which means the entrance pages 

are relevant to their visitors. 

When talking about traffic, eMAG marketers carry out 

search engine optimization campaigns to generate organic traffic. At 
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this point, 94.20% of the total search percentage is represented by 

organic searches. People are searching for the company’s website by 

typing “emag”, “emag.ro”, “e mag”, “emag phones” and “e–mag” on 

the browsers’ built–in search bar. These keywords show that the 

company has a strong brand awareness, since browsers search by the 

retailer name and not by the product they intend to purchase.  

On the other hand, 5.80% of total search percentage are paid 

searches. The company’s marketers bid on various keywords 

depending on the ad groups, time of running the AdWords campaign 

etc. Here is a list of paid keywords eMAG uses to run campaigns: 

“emg”, “man boots”, “sofa”, “samsung galaxy s5” and “bedroom 

furniture”. 

 

Fig. 7.5.4 Organic and Paid Keywords used by eMAG 
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Other Aspects and Activities: 

 

- Quality products offered at competitive prices; 

- Customer support is offered 24/7; 

- The company has a return policy. To qualify for a return, 

items must be received back to eMAG Fulfilment Center 

within 30 days of customers’ original order delivered date; 

- For a higher delivery fee, customers can get their products 

on the purchasing day. 

 

7.6. Case Study 6 – SAP Education – Romania 

www.sapeducation.ro  

History 

SAP Education.ro is online platform that promotes online 

and offline (class based) SAP courses. 

The portal was lunched back in 2015 and has the basic 

features of an e–commerce, ensuring the interaction between supply 

and customers. Besides their online course curricula, on 

sapeducation.ro browsers can get offers for classroom training 

courses, watch SAP webinars and review SAP certification 

guidelines.  

Brief analysis of www.sapeducation.ro – online offering 

Marketing Mix – 4P 

1P Product – Sap Education delivers: 

http://www.sapeducation.ro/
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 eLearning courses (these online course material packages 

can be purchased through the portal); 

 classroom trainings (browsers can check the list of scheduled 

classroom courses and download the registration form); 

 SAP webinars; 

 Certifications (List of valid exams and the procedure for 

certification). 

2P Price – Depending on the delivery method (classroom or 

eLearning courses), customers can pay different amounts of money, 

starting with 100 € for an online course and reaching 3,700€ for a 

classroom training. 

3P Promotion – When talking about online promotion, 

sapeducation.ro increases the audience’s reach by using email 

marketing, search advertising and social advertising.  

4P Location – Users can place the order online, by clicking the 

“Add to cart” button, and then wait for the retailer’s approval. There 

are no delivery charges.  

Online Marketing Activities 

E–mail Marketing – In order to increase brand awareness 

and rise conversion rates, SAP Education’s marketers use email 

marketing campaigns. By implementing this strategy, marketers 

control exactly who sees an email by segmenting contacts based on 

their lead status, demographics and location. SAP Education client 
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database is divided in four lists based on the stated criteria and 

gathers almost 2000 contacts.  

Referring and destinations sites 

Out of their total traffic, 66,2% comes from referrals. The 

top referring site is aleron.ro, whilst the top destination site is 

training.sap.com. Below you can see the total number of users 

sessions caused by referrals during January 2016.  

 

Fig. 7.6.1 Google Analytics – Referrals Report 

 

Social Media 

SAP Education delivers content only on LinkedIn, since its 

target customers is formed by professionals activating within the IT 

or financial sector. On its LinkedIn page, the company has 41 

followers, out of which 43.2% have Senior Executive jobs.  

The company’s marketers don’t post frequently. The last 

update was done on April 2015, when sapeducation.ro announced 

lunching a webinar series on Introduction to SAP. Even though the 

online retailer doesn’t use sponsor updates, the engagement rate is 

quite high. Almost 10% of those who read the post, click on it 

afterwards. 
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SEO Analysis 

Even though the company doesn’t use paid search at the 

moment, it scores high in Google Search results when typing 

keywords such as “sap courses”, “sap online courses” and “Romania 

sap courses”. 

  When referring to the site’s speed, the average load time is 

2.99 seconds, whilst the total page size is 584 Kb. 
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7.7. Case Study 7 – Szkla – Poland 

https://www.szkla.com/ 

History 

Online Store Szkla.com guarantees fast and successful 

shopping, as well as low prices and original products. The offer 

includes contact lenses, lotions, eye drops and contact lens 

accessories. Purchased products can be picked up in person in 

showrooms or through the express shipping (for larger purchases, 

consignment is free). In turn, loyalty program allows customers to 

get an attractive discount of up to 10%. Points will be received for 

each order, as well as the command of a new customer who will 

benefit from the offer store.  

Shop Szkła.com has 100,000 regular customers, making it 

the leader in the industry and is proof that their offer represents the 

best alternative to traditional shopping opticians' shops. Szkla.com is 

the official distributor of contact lenses and ensures people getting 

genuine products. 

 

Online Marketing Activities 

  The choice of e–marketing tools is getting wider, the largest 

online stores are increasing budgets for media plans. The condition 

for success in online business depends on the speed adaptation to 

changes taking place in the market and skilful adaptation of 

https://www.szkla.com/
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communication to the recipient, as evidenced by marketing 

automation – tailored messages to a group of recipients and their 

precise segmenting. 

The company conducts regular activities, involving the acquisition of 

new customers and retain of the existing ones: 

– Display campaigns in major sites like onet.pl, wp.pl; 

– Regular mailing to customers informing about discounts, using the 

code of the purchase of e–mail; 

– SEM – Campaigns sponsored links run from the beginning of 

Google AdWords in Poland. There is no better tool for fast and 

effective way to attract Internet users to a website – get them with 

the information exactly when searching for it. 

Google AdWords (SEM) – the company is actively running SEM 

campaigns, which are aimed at attracting new customers. 

– The ability to sign up for the newsletter and get 5% discount on 

purchases in the store.  
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Fig. 7.7.2 Sign–up for newsletter 

Website: 

Informs customers about the products they have on offer. 

Depending on the type of lenses the customer is looking for, the 

brand will offer products of renowned companies such as: 

Bausch&Lomb, Ciba Vision, Johnson&Johnson, Zeiss and Cooper 

Vision. 

 

Fig. 7.7.3 The Homepage 

https://www.szkla.com/bausch-&-lomb.html
https://www.szkla.com/ciba-vision.html
https://www.szkla.com/johnson-&-johnson.html
https://www.szkla.com/zeiss.html
https://www.szkla.com/cooper-vision.html
https://www.szkla.com/cooper-vision.html
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The Landing page – Here customers can see applicable promotions 

in a given month and get additional gadgets the store offers when 

buying lenses, glasses and lens cleaning fluid. Depending on the 

amount of money they spend on products, customers can also receive 

discounts on the current purchase and on the next shopping. 

On the left side of the pull–tab, browsers can see the 

Customer Service feature – if you have questions, doubts, you can 

quickly and easily contact szkla’s people through a short form. The 

website contains further guidance, which provides information on 

how to use contact lenses, describes a lens – thanks to the customer 

who makes the first purchase may reach for professional advice and 

choose the best product for you. 

Social Media  

The company constantly monitors the network to have full 

knowledge about the activities, expectations or opinions of Internet 

users on services and products they offer. On social networks, the 

company provides substantive support to customers, responding to 

their questions and concerns. If necessary, the matter is referred to 

the appropriate channel, where the client after verification can be 

handled. The company has a special application which redirects 

customers to Contact Centre via Facebook profile based on their 

problems. In addition, the application contains a knowledge base to 

customers in the form of questions and answers.  
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Fig. 7.7.4 Facebook Fan Page 

 

The activities carried out on social networks are part of a 

broader strategy that szkła.com tries to implement. Keeping careful 

observation of customer calls on the Internet is a better way to 

understand their needs and improve products and services. As a 

result, the company has information of what customers praise, what 

they like and what needs improvement. In this way, the store can 

quickly react and avoid potential crises.   

The company conducts several actions on Facebook, with the 

following objectives: 

– Customer service – constant and effective customer service 

through actions on the board, and private messages through the client 

application; 

– Brand image: the promotion of brand image as modern, innovative 

and socially engaged; 
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– Product: promotion of company products, offers, services and 

news. 

Facebook promotes the products’ store (button "buy now"). 

Posting a button each time accompanied by the creation of a 

dedicated graphics (cover photo) and product information–type 

landing page. Actions (including cooperation with other units of the 

company) are therefore coordinated to best integrate what is 

happening on the fan page with current company decisions 

concerning the promotion of specific products and campaigns.  
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7.8. Exercise 1 – SEO Optimization  

 

For this exercise you will have access to a PC or laptop with Internet 

connection.  

You will be assisted by the trainer to follow these main steps: 

 Type www.sapeducation.ro in the address bar of your search 

engine and check the main menus of the platform. 

 Think about what possible keywords their customers or 

prospects could use to search for their services; make a list 

of them. 

 Analyze the company’s social media strategy. What channels 

do they use to advertise their services? What could they do 

to improve their content and rise engagement? Write down 

your answers. 

 

 Think about three main tactics that they could use to improve 

SEO. Give examples! 

 

7.9. Exercise 2 – Setting an Email Newsletter 

 

For this exercise you will have access to a PC or laptop with 

Internet connection. You will need also an valid email address and 

http://www.sapeducation.ro/
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access to that email address. (you can use your existing personal 

email address or create a new one on Gmail or Yahoo. 

You will be assisted by the trainer to follow these main steps 

for setting, creating and sending and Email newsletter using 

MailChimp email plaftorm: 

• Create a free demo account using your email address on 

www.mailchimp.com.  

• Think about a new Product or Service you have (or new 

Business Location, etc). 

• Presume you have an existing cusomer base and you want to 

inform your customers about your new 

Product/Service/Location. 

•Create the text and general layout for your message. Use 

existing MailChimp templates if possible. 

• Make a few tests using your colleages’ emails as receiveres. 

• Refine and adjust design, text and content. 

• Test again and distrbute final newsletter. 

 

7.10. Exercise 3 – Setting a Google AdWords 

Campaign 

 

For this exercise you will have access to a PC or laptop with 

Internet connection.  

http://www.mailchimp.com/
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You will be assisted by the trainer to follow these main steps for 

setting a Google AdWords campaign: 

• Check one of the following websites: www.aleron.ro or 

www.qpower-hvac.com.  

• Think about the Keywords that potential customers use to 

search for products on Google search engine. 

• Create the text of the add you want to be displayed when 

people search for those keyword. 

• Check the average and maximum price bid for each 

keyword. 

• Set all details of the campaign. 

 

The man who stops advertising to save money is 

like the man who stops the clock to save time.  

Henry Ford 

 

 
 
 

http://www.aleron.ro/
http://www.qpower-hvac.com/
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