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UNDERSTANDING MARKETING

* How can you define Marketing ?

* Dr Philip Kotler defines marketing as follows, “Marketing is that function of the organisation that can
keep in constant touch with the organisation’s consumers, read their needs, develop products that meet
these needs, and build a programme of communications to express the organisation’s purposes”. (Kotler

and Levy, 1969:p |5).
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UNDERSTANDING DIGITAL

* People are not passive consumers; they are empowered as publishers, editors and

commentators. The conversation is multi-directional and usually not started or controlled

by brands.(new power balance)
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UNDERSTANDING DIGITAL MARKETING

* If marketing creates and satisfies demand, digital marketing drives the
creation of demand using the power of the Internet, and satisfies this demand

in new and innovative ways.

* The Internet is an interactive medium. It allows for the exchange of currency,

but more than that, it allows for the exchange of value.
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MARKETING STRATEGY

|.  Marketing Research
* Gathering, Recording and Analyzing to create an Insight

* Qualitative and Quantitative Research

PRODUCT

2. Segmentation, Positionning
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Average Time Spent per Day with TV* vs. Digital
Media by Adults in France, 2013-2018

hrs:mins

4:07

2:47

I | I I
2013 2014 2015 2016 2017 2018
B Tv: W Digital

Note: ages 18+, time spent with each medium includes all time spent with
that medium, regardiess of multitasking; for example, 1 hour of
multitasking on digital media while watching TV is counted as 1 hour for TV
and 1 hour for digital media; *excludes digital

Source; eMarketer, Nov 2076

Z18534 v eMarketer.com

Average Time Spent per Day with Desktop/Laptop* vs.
Mobile Internet by Adults in France, 2013-2018

hrs:mins

2013 2014 2015 2016 2017 2018
B Desktop/laptop* M Mobile internet

Note: ages 18+, time spent with each medium includes all time spent with
that medium, regardless of muiltitasking; for example, 1 hour of
multitasking on desktop/laptop while using the mobile internet is counted
as 1 hour for desktop/laptop and 1 hour for mobile internet; *includes all
internet activities on nonmaobile devices

Source, eMarketer, Nov 2016

218559 www.eMarketer.com
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DIGITAL MARKETING APPROACH :THE TCEO MODEL

1. Think: Research, plan and strategise. Use the opportunities of digital to
meet communication, market and product challenges. Plan assets and

Optimise
campaigns.

2. Create: Make beautiful assets, from websites and videos to banner
adverts and applications.

3. [Engage: Use channels to drive traffic to those assets and build
relationships with customers.

4. Optimise: Track and analyse to understand how assets and campaigns
are performing. Derive insight to improve and test assets and

campaigns.
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Temps moyen de regard en secondes
Résultats organiques
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SEO

Hespress Telquel

ChoufTV Jeune Afrique AMApresse




SEO

Contenu
Optimisation
Régularité
Patience

Sécuriteé

C.O.R.P.S
JQ
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The Internet

arketin
ree

Blogging  SOCIAL MEDIA

EMAIL Measure MARKETING
MARKETING
Deploy Shared Content
Design/Develop Social Networks
Lists
Free Listings White Paper
DIRECTORIES Portals Press Release PUBLIC
& LISTINGS Lead Generation RELATIONS
Paid Listings Articles
Rating & Review
Ad Networks
PPC Affiliates
SEARCH ENGINE ONLINE
MARKETING ADVERTISING
SEO Blogs
RichMedia DEVELOPMENT Credible
Validation Usable

Scalable

Web Standards DESIGN  Fiexibte

Audience Relevant
Situation SRt ) Benefit Driven Organized
Attract o el Compelling
ultiply ocu
RESEARCH CONTENT
Engage 2 Clear  Brand Message

STRATEGY BRANDING




