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Experience 

Traditional ~ 11 Yrs. 
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1988 -1999 1999-2000 2000-02 2003-2006 2006 - 2012 2012 - 2015 

Web & Digital ~ 16 Yrs.  

Brochures 
Trade Publications 
Sales Sheets 
Competitive Comparisons  
Product Development 
Project Champion 
Created Intranet 

Built first ecommerce site 

First SEM Campaign 

Homeowners, life, health quoting 

SEO Consulting, Training 
 & Tools 

Direct response digital mkt. 

Google Trusted Store 
International ecommerce 

Having fun! 

6-mos (hated my boss) 
B2b Lead gen via SEO & SEM 
Siebel CRM Implementation 



Download slides here 

https://goo.gl/VHO7cq  
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Letter “O”, not a zero 



Marketing & Advertising Channels 
14 Digital 

V 



There are lots of channels… 
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Yet our job as 
professionals is  
two-fold: 
  
1.  determine the 

optimal mix (what’s 
included in the mix 
and the media 
weight or 
allocation for each 
component)  

2.  that’s required to 
achieve the 
business goals (e.g. 
sales, leads, 
awareness). 



Why Digital?  
This presentation focuses on 
digital marketing and advertising 
as it continues to grow in 
importance. 
 
As professionals we need to 
understand and appreciate 
where and how to integrate 
digital in our marketing mix. 

 
7 



So Our Goals Today… 

1.  Identify and define the top 14 digital marketing & 
advertising channels. 

2.  Discuss timely related issues and of course 
buzzwords to bring back to the office.   

3.  Have fun and learn lots.  
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Audience Participation 
1.  Ask questions along the way. 

 
2.  If it requires a long answer or not something we will discuss 

today, I will ask to hold it until after the presentation. 
 

3.  If I don’t know the answer, I reserve the right to make up 
something on the fly J. 
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Marketing & Advertising Channels 
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14 Digital 
V 



Paid Search is the Largest Advertising Channel 

Paid search is an established 
channel and it will grow from 
$53 billion in 2014 to $85 
billion in 2019. 
 
However as a percentage of 
advertising it will decrease 
from about 40% to 36% in 
2019 (as mobile, video grow 
faster).  
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1. Paid Search Advertising 

Paid search is 
advertising 
where your 
position and the 
cost per click is 
determined by a 
formula. 

(Product Listing Ads)  
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Paid Search is an auction… 
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Where Quality Score is Key 
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Paid search auctions are predicated on a quality score, ensuring optimal yield and 
maximum relevance. 

Position of ad is determined by Ad Rank, which is calculated by multiplying  
two factors: Max CPC Bid x Quality Score. 

Algorithms used to determine quality score provide an opportunity for a SIGNIFICANT media 
cost advantage. 
 

Max 
Bid 

Quality 
Score Ad Rank Position CPC Savings 

Advertiser A $ 4.00 5 20 2 $ 3.61 

Advertiser B $ 3.00 8 24 1 $ 2.51 25% 

Advertiser C $ 3.00 6 18 3 Min 



2. Organic Search (Marketing) 

Organic search 
(a.k.a. SEO) 
comprises the 
largest area on a 
search engine web 
page and is largely 
managed by an 
algorithm. 
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Overall SEO Factors 
Despite all the hype, 
implement best 
practices & focus on 
content (e.g. text, 
video, white papers) 
applicable to your 
market.   
 
Use social and others 
for content discovery 
and links. 
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http://searchengineland.com/download/seotable/SearchEngineLand-
Periodic-Table-of-SEO-2015.pdf  
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Https Indexing 
On Dec 17, 2015, Google 
announced that they are giving 
a slight ranking boost to websites 
that employ https (secure) URLs. 
 
In fact, they are started the 
process in August 2014. 
 
Takeaway, buy an SSL certificate 
and implement https. 
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https://googlewebmastercentral.blogspot.com/2015/12/
indexing-https-pages-by-default.html  



Each Day 15% of Queries Are New 

This equates to 450 Million per day 
that Google has never seen before.  
 
This is a problem for Google and 
other search engines as they can’t 
match the queries with 
advertisements. 
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Google Introduces “RankBrain” 

What is it? 
On Oct. 26, Google announced that is using 
artificial intelligence to help process search 
results. 
 
Why?  
1.  Helps answer new questions with machine 

learning.  
2.  Queries are getting longer and more 

complex. 
3.  Voice search is a key element of mobile and 

products like Google Now. 
4.  It doesn’t want to have Wikipedia answer all 

the questions. 
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3. Social Media Marketing 

Social media marketing 
emphasizes content. 
 
For example Pinterest is a 
visual bookmarking tool that 
curates info into boards.   
 
Pictures are added to boards 
using pins, rich pins (apps, 
locations, articles, products 
and recipes) that contain 
details and BuyIt pin. 
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3. Social Media Advertising 
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Pinning a post on Facebook is 
an example of social media 
advertising. 
 
Advertising is really the only 
way to ensure that customers 
that like your brand will see 
your post.  
 
 



4. Comparison Shopping History 
5-10 years ago there was Shopzilla, Nextag, Pricegrabber, 
Shopping.com, Become.com, Pronto.com, The Find and something 
called Amazon. These portals existed as many brands lacked 
ecommerce infrastructure. 
   
In May 2012, Google Shopping switched from a free to a paid service 
and it introduced Google Trusted Store. The comparison shopping 
engines have consolidated since that point coinciding with the growth 
of services like Amazon Prime and the emergence of App Stores.  
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http://googlecommerce.blogspot.com/2012/05/building-better-shopping-experience.html  



App Stores Largely Replaced CSE’s 
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Shopping  
Here is an example 
of the comparison 
shopping engine 
Google Shopping. 
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Shopping  
Product Listing Ads (PLAs) 
appear on Google and 
are different from 
“search ads” in that they 
emphasize  product 
pricing and include an 
image of the product. 
 
PLA’s are managed thru 
product feeds and 
requires connecting your 
Adwords account with 
Google Merchant 
Center. 
 
 
 
 

Product Listing 
Ads  
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Search Ads  



5. Public Relations 
Public relations is of 
course more than issuing 
press releases.   
 
While at iHerb I utilized 
public relations to support 
the corporate positioning 
goals.   
 
We had campaigns 
about currencies (e.g. 
Euro, Won, Yen), Rewards, 
Google Trusted Store and 
GMP Certifications. 
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6. Tablet & Mobile 
iHerb offers tablet (iPad and 
Android) and mobile (iOS and 
Android) support. 
 
The mobile versions follow the 
desktop version very closely but 
technically are not completely 
responsive. 
 
These versions currently use the 
previous home page design.   
 
In both the mobile and tablet, you 
can switch to the desktop and 
change destination, language 
and currency options. 
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7. Accelerated Mobile Pages 
With its investment in the operating system Android 
and shift in user behavior from desktop to mobile, 
Google wants websites including those with video, 
animations and graphics to load instantly.    
 
Basically AMP is an HTML page designed to be light 
weight in code and super fast loading.  As part of 
AMP Google will also host some of the content. 
 
The takeaway is mobile is key in 2016 and Google will 
give your mobile experience a ranking boost over 
sites that don’t employ this technology. 
 

31 https://www.ampproject.org/  
https://googleblog.blogspot.com/2015/10/introducing-
accelerated-mobile-pages.html  



8. Blogs 
Blogs within sites help support SEO 
traffic as they offer fresh sources of 
content. 
 
Sites like Coffee Review are blogs that 
started off as a personal opinion site.  
This site was built on WordPress and 
ranks very well for all sorts of keywords. 
 
They make money from subscribers to 
their tasting reports, coffee reviews, 
advertising and commissioned private 
tasting reviews. 
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9. Apps 
iHerb offers a convenient 
shopping app for both 
Apple and Android 
phones. 
 
Both apps allow the 
customer to select the 
language and defaults to 
the local currency.  
 
Question to the audience: 
Why are apps important for 
many b2b and b2c 
businesses?  
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9. App Notification Marketing 
App marketing is direct to the customer and by-passes search (at 
least currently).  This increases customer retention and lowers search 
costs to existing customers.  In addition app marketing offers these 
direct marketing capabilities. 

1.  Task Reminders  
2.  Sales Specials  
3.  Alerts (shipping delays, closures) 
4.  Segmented Pushes (promos to select customers) 
5.  Contests 
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9. App Streaming 
Two years ago, Google announced 
they are indexing content within 
apps. 
 
On Nov 18, 2015, Google announced 
that it is now streaming content from 
apps so the user doesn’t need to 
have the app loaded on their device.   
 
The goal is to deliver app-content to 
the user, even when they don’t have 
the app installed on their 
smartphone. 
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http://insidesearch.blogspot.com/2015/11/new-ways-to-find-
and-stream-app-content.html  
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10. YouTube 
iHerb has an YouTube 
channel.   
 
Historically the 
company shared 
videos primarily 
emphasizing its 
customer referral 
program called iHerb 
Rewards. 
 
Today it also 
communicates 
information about 
corporate responsibility 
and technology.  
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11. Email Marketing 
Although SMS (text 
messaging) and App 
Marketing are gaining 
momentum, email is the 
workhorse of customer 
retention today.  
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12. Remarketing – How It Works 
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Online 
Advertising 

Seg
men
ta
t
ion 

Golf	
Microsite	

Spa	
Microsite	

Tennis	
Microsite	

Clients 1st Offer Sites 

Clients 2nd 
Offer Sites 

Golf	
Retarget	
Offer	

Tennis		
Retarget	
Offer	

Span		
Retarget	
Offer	

Golf 
Retargeting 

Advertisement 

Tennis 
Retargeting 

Advertisement 

Spa 
Retargeting 

Advertisement 

3rd Party Sites 



12. Remarketing Example 
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13. Content Marketing  

Outbrain 
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Content marketing 
involves producing 
content (e.g. articles, 
blog posts, white 
papers, infographics) 
to encourage your 
prospects and 
customers towards 
specific goal. 



13. Content Discovery or Amplification 
This is an old example of a 
campaign with a previous client 
Uncle Bob’s Storage. 
 
We researched contextual 
topics and used this as a 
strategy to find new customers.   
 
Hence we used native 
advertising before it was hip J.  
Once on the client site, we had 
produced great content for 
conversion.  
 
Top companies in space: 
•  Outbrain 
•  Taboola 
•  Adblade 43 



14. SMS (Text) Marketing 

Text marketing serves as a 
great direct response 
component.  
 
Customers are more likely read 
text messages and read them 
faster compared to email. 
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Where The Market is Headed? 



Programmatic Buying 

Programmatic buying 
involves using a Demand Side 
Platform (e.g. SiteScout, 
DoubleClick Bid Manager) to 
aggregating exchanges (e.g. 
Adwords, Facebook) and 
apply algorithms to purchase, 
analyze and optimize media 
(e.g. search, social, display) 
on publisher websites with the 
goal of reaching your 
intended audiences. 
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Learn More 
https://
www.thinkwithgoogle.com/topics/
programmatic.html  
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Display Advertising 
Per eMarketer (in contrast to the PwC Global 
numbers presented earlier) in the US, Display 
will outpace Paid Search this year.   
 
Display is growing in large part to the use of 
programmatic buying. 
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Appendix A 
Paid Search  



Paid Search Targeting 
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https://support.google.com/adwords/answer/1704368?hl=en  



Keyword Match Types  

51 https://support.google.com/adwords/answer/2497836?hl=en  

http://help.bingads.microsoft.com/apex/index/3/en-us/50822  



Appendix B 
Local SEO 



Local Search is Similar Yet Different 
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Local Major Factors 
1.  Get included in “Google 

My Business”.  
2.  Fix, Name Address 

Phone(NAP) inconsistences. 
3.  Solicit local citations 

(reviews). 
4.  Proximity of business to 

point of search. 
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Claim Your Business – It’s Free 
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https://www.google.com/business/  
 
 
Later this year Travis Low, Vice President 
of SEO at Revana Digital will go deep  
into local SEO. 
 

  
https://www.linkedin.com/in/travislowseo  



Local is Mobile 
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Free Download 
While this chart is from 2014, 
chances are more people 
are using their smartphone 
except my dad and mother-
in-law.  
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https://think.storage.googleapis.com/docs/
how-advertisers-can-extend-their-relevance-
with-search_infographics.pdf  


