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) Long term
Busmess Plan 20-30 vears
Strategy Plan .
3-5 years
Mid term

Functional Plan: 1 Year Short Term
weting Pan

2- Production Plan

3- Human Resource Plan
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E-Commerce

Electronic commerce (EC) refers to using the Internet and other
networks (e.g., intranets) to purchase, sell, transport, or trade
data, goods, or services.

refers to a broader definition of EC, not just the

buying and selling of goods and services but conducting all kinds
of business online such as servicing customers, collaborating
with business partners, delivering e-learning, and conducting

- [ - . . _---“-
electronic transactions within organizations.
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1.4 Situation — digital marketing definitions

E-commerce f

Selling online and the ability to
transact online

==

Digital business

Involves the automation of all the
business processes in the value
i

pure digital' Blismess
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Digital marketing

Customer driven discipline

Dynamic dialogue
Customers & Suppliers
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Customer Journeys

The sequence of online and offline touch points a customer takes
during a buying process or broader customer experience. Online
this may include a range of digital platforms, communications
media, websites, pages and engagement devices. l
// . ni i i
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The Traditional Purchase Process ——> (s
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lﬂﬂdlﬂg Process ! purchasers Prospects
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1- B Awareness ;
1
+

Awareness

2- B Loyality

I Customers
4-B Love/ Hate

3-B Engagement
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Marketing Mix
I I
Product Services
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Product  Price  Promotion Place Physical People Process
evidence
Product Price  Promotion Distribution
mix mix mIIx mix
I I I | I
kdvertislng Personal selling Sales promotion Publicity Direct marketing
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What is positioning in marketing?

Simply put, positioning in marketing is a strategic process that involves creating an identity/ image of the brand or product within the target customers’
minds.

The process indicates how you differentiate your product/ service from that of your competitors and then determine which market niche to fill. A company’s

marketing positioning strategy is affected by plenty of variables related to customers' requirements and motivations, as well as by its competitors’ actions.

Let’s see some fypical examples of marketing positioning:

» Tesla and Audi position themselves as a luxury status symbol

» Starbucks positions itself as a trusted source of upscale quality coffee and beverage

+ McDonald's positions itself as a place to get quick and cheap meals

» Microsoft and Apple position themselves as a tech company that offers innovative and user-friendly products.
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What is a buyer persona?

A buyer persona is a semi-fictional representation of your ideal customer based

on market research and real data about your existing customers.

When creating your buyer personal(s), consider including customer

demographics, behavior patterns, motivations, and goals. The more detailed

you are, the better.
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Bargaining Intensity of Bargaining
power of competitor power of
buyers rivalry suppliers

Threat of
substitute
products or
services
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Marketing mlmm.dmn-:.s are firms that can help a company

sell and distribute its products or services. They should not be confused
with Internet service providers, which develop websites and provide }
~hosting services.
| @ directories (such as Yahoo! directory, Open Directory, Business.com);

e e scarch engines (Geogle, Yahoo!, Bing),

e e virtual resellers (own inventooy-afid sels direct. e.g. Amazon, CDWOW);

ee financial intermediaries roffering digital cash and payment services such
B as PayPal); -
ee forums, fan clubs and user groups (referred to collectively as ‘virtual
@ commuiuuvs ) or social networks ;g
e e cvaluators (sites which act as reviewers or comparison of services) such as
www.ripadvisor.com.
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1 Personal and profile dafay These include contact details and
characteristics for profiling customers, such as age and sex (B2C),
and business size, industry sector and the individual’s role in the
buying decision (B2B). -

2 Transaction data. A record of each purchase transaction including
specific product purchased, quantities, category, location, date and
‘time and channel where purchased.

3 Communications data . A record of which customers have been
targeted by campaigns and their response to them (outbound
communications). Also includes a record of inbound enquiries and
sales representative visits and reports (B2B).

B o,

Customer extension techniques: '

e e Re-sell. Selling similar products to existing customers

particularly important in some B2B contexts as rebuys or modified

rebuys.

ee (ross-sell. Selling additional products which may be closely

related to the original purchase, but not necessarily so.

ee Up-sell. A subset of cross-selling, but in this case selling more o
expensive products. — ) MJ'/ (gtaé/; C/v{ﬁ(/;);wod &2 c) ! A~
e e Reactivation. Customers who have not purchased for some time,

or have lapsed, can be encouraged to purchase again.

e e Referrals. Generating sales from recommendations from existing
customers — for example, member-get-member deals.

L= .
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Lead Nurt 3 £ “ e
- "r"rmg’—é fosﬁe,m‘ &> o Lead Q) S L

' The process of developmg relationships Wlth buyers at every stage
f Vle sales funnel and through every step of the buyer’s journey.

onsider who your users are

/' Lreate a welcome series
eate a top of mind campaign
se tagging and lead scoring
/ Reactivate dormant subscribes
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achieving new site visitors or gaining qualiried leads could be measured
across an entire year since this will be a continuous activity based on |
visitor building through search engines and other campaigns. Annual
@ budgets are set to help achieve these objectives.

oo Campaign-specific communications objectives . Digital marketing
campaigns such as to support a product launch through online®
advertising and viral marketing. Specific objectives can be stated for
each in terms of gaining new visitors, converting visitors to customers
and encouraging repeat purchases. Campaign objectives should have a
specific target audience and have measurable outcomes which can be
attributed to the specific campaign.

i E it - =

I Goal setting and tracking — which specific goals should be ! for online

campaigns and how do we measure success? What response mechanisms will
be most effective?

2 Campaign insight — which data about customer and competitor behavior is
available to inform our decision?

3 Segmentation and targeting — how can we target and reach our different
audiences?

4 Offer and message development — how do we specify our offer and key
Fmessages?

5 Budgeting and selecting the digital media mix — how should we set the
budget and invest in different forms of digital media?

6 Integration into overall media schedule or plan — how should we plan the
media schedule which incorporates different waves of online and offline
‘communications?
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7. Measure customer experience

* NET PROMOTER SCORE (NPS):

How likely is it that you would recommend [Organisation X/Product Y/Service 7] to a
friend or colleague?’

Respondents give a rating between 0 (not at all likely) and 10 (extremely likely).

Promoters (9-10): These people are in love with your product or service and are likely to refer you
to potential buyers. The customers who rate you a 9 or 10 are repeat customers.

Passives (7-8): These people who rate vou a 7 or 8 are conilent with being a customer of vour
business, but are the most likely to switch to a competitor should they find a new or better product.
Detractors (0-6): These people are not happy with vour product or service and are likely to
damage your brand reputation by sharing their negative experience with their friends, family and
connections.
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1. Tratfic volume measures
Unigue visits — the number of individuals who visit the site in the specified period. !
[isits — the total number of times the site was accessed by different individuals.
Page views — the total number of pages viewed by individuals.

L

2. Quality measures
Bounce rate — The percentage of visitors who leave immediately after viewing only ﬂne‘
page. Generally, unless they’re on the site for specific information such as a support
question, a high bounce rate is a sign of poor quality traffic and/or experience.

Duration — measured as average time on page or average time on site.

Paves per visit —it gives you an idea of how many pages your visitor views on average. It's
an opportunity for a marketer to communicate their message.

Comversion rates to lead and sale. These are the most important of the quality measures
since they show what proportion of visits convert to commercial outcomes.

3 Value measures ) ’
Coal value per visit. If you assign a value to a goal such as a download, you can then

compare how different visitor sources contribute value to the site. For example, how does
social media marketing compare to email, is LinkedIn more or less valuable than Twitter — |
this is very powerful for checking your marketing investments.

Revenue per visit. For sites with e-commerce tracking, Google will report revenue per visit,
which enables you perform similar analysis to that for goal value. ‘

Page value. If marketers review this measure for pages they can determine which pages are
prompting

4 Cost measures

Cost per acquisition. Also known as Cost per Action, measures the cumulative costs of a
users taking an action that leads to a conversion and is typically used to assess media
effectiveness.

9 e
P R
) e 207 o) r’v“b/c///”o‘/*/
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Examples:

o 10 conversion events
A g (y <——V|srt conversion rate = =1%

Lol s O”ML@J L 1000 visits

. For an e-retailer this is the order conversion rate:
D

e

_ 10 sales
Order conversion rate = =1%

1000 visits

u"/v;_/ b \/“"’ — LC)),J (f’//'«,b//w/>

&/L/*/ Qf‘)p/),o/v)

~z sy =~ <7 Bounce rate % =
‘/‘/’GU

100 X single page visits to a page (or site)
all visits on page (or site)

Engagement rate % = (100 — bounce rate %)

\

by A >

cost-per-click (CPC)
Example: £2 CPC (500 clicks delivered from Google Adwords
costing £1000).

Cost-per-thousand (CPM) (M = mille) 1s usually used as the‘
currency when buying display ad space, for example, £10 CPM will
mean that the ad will be served to 1000 visitors

. 4 - F
cost-per-acquisition (CPA
peraequon (1) Spend ($)
Conversions

cost-per-acquisition — of a visitor; CPA =
cost-per-acquisition — of a lead;

Yrpg Return on investment (ROI)
profit generated from referrer
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Life Time Value (LTV)

Revenue: 100m $
# order: 50
Gross Margin (GM): 20%

Unique customer: 20

o
Uv'/‘ 250y «+— Average Order Value (AOV): Revenue / #Order

AL Y
C) \: 2 Repeated purchase (PR;#UI‘dEI'f #Customer

LTV: AOV * GM * PR

Customer acquisition cost (CAC)

P Fixed marketing spends + variable spends / # customer

-
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Sheet-to-app solutions
http://glideapps.com/
https://www.appsheet.com/
https://spreadsimple.com/
https://pory.io/
https://www.stacker.app/
https://sheety.co/
https://www.sheet2site.com/
https://table2site.com/
https://siteoly.com/
https://www.softr.io/
https://thunkable.com/
https://www.openasapp.com/
https://www.sheetgo.com/
https://stackby.com/

https://genderize.io/

GPT-3 world

https://gpt3demo.com/
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Example Startups with GPT-3:

https://medium.com/letavc/apps-and-startups-powered-by-gpt-3-976¢c55dbc737

https://www.businesswire.com/news/home/20210421005680/en/GPT-3-Tech-Startup-Copysmith-

Secures-10-Million-in-Funding
https://copysmith.ai/
Copy.ai

Synthesia.io

Full fledged No-Code development platforms
Bubble.io

Webflow.com

Adalo.com

Bildr.com

Appgyver.com

Example Startups with Bubble
https://bubble.io/blog/helloprenup-nocode/
https://coachingnocodeapps.com/bubble-app-examples

https://www.shno.co/blog/bubble-app-examples

https://www.youtube.com/watch?v=PqbB07n_uQ4&t=82s

www.Lstr.cc
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