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Why Digital or Internet?

The internet is an excellent channel for
promoting your business to potential clients
anywhere, anytime. All they need is your
website address, whether from a business card,
an advert, letterhead, email or search engines.

The Internet has enabled entirely new forms of
social interaction, activities, and organizing,
thanks to its basic features such as widespread
usability and access.
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ALMOST 3 BILLION PEOPLE - 40% OF THE WORLD’S

POPULATION - ARE USING THE INTERNET

By the end of 2014, the number of Internet users globally reached almost 3
billion. Two-thirds of the world’s Internet users are from the developing
world. In developing countries, the number of Internet users will have
doubled in 5 years, from 974 million in 2009 to 1.9 billion in 2014.

Individuals Using the Internet, total and percentage, 2005-2014*
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Most Popular Devices Used to Search the Internet

PC/LAPTOP SMARTPHONE

GAMES CONSOLE

Emerging Devices Used to Search the Internet
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GROWTH OF INTERNET USERS vs MOBILE INTERNET
IN INDIA 2012 - 2016
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oWl GLOBAL DIGITAL SNAPSHOT {Q

A SNAPSHOT OF THE WORLD'S KEY DIGITAL STATISTICAL INDICATORS

TOTAL INTERNET ACTIVE SOCIAL UNIQUE ACTIVE MOBILE
POPULATION USERS MEDIA USERS MOBILE USERS SOCIAL USERS

We®wC

7.395 3.419 2.307 3.790 1.968

BILLION BILLION BILLION BILLION BILLION

URBANISATION: 54%  PENETRATION: 46%  PENETRATION: 31%  PENETRATION: 51%  PENETRATION: 27%

we
are, Sources: pogulotion: UN, US Census Bureau; Internet: [TU, InternetWorldStats, CIA, nationolb?overnment ministries and industry associations; .
ocial - Social & Mobile Social: Facebook, Tencent, VKontakte, Livelnternet.ru, Nikkei, VentureBeat, Niki Aghaei: Mobile: GSMA Intelligence. @wearesocialsg * 7




Online is big,

Getting bigger
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Today, 1in4 people are online
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Website - Overview

A website will maximize your marketing investment, by leveraging this
versatile and dynamic marketing channel which is the internet. There is
much more you can do with your website from gathering contact details
and information about visitors to your site, to ultimately trading on-
line. It becomes your virtual shop window enabling you to compete on
much more equal terms with much larger organizations.

- a personal website
OleE kAR ATaie =l - @ commercial website
website may be . a government website
- a non-profit organization website
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Web Technology

- Web Design : Photoshop, Paint,
frontpage...

- Web Development : PHP, ASP,
ASP.Net, JSP....

Development

- Search Engine Optimization (SEO)
- Pay Per Click (PPC)

\VELR S ilalesl | - Social Media

- Blogs and Forums

- Email Marketing......
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Digital Marketing— Overview

Digital marketing is marketing technique that makes use
of electronic devices (computers) such

as PC, Mobile, Tablets and other e-devices to engage with
customers.

Digital marketing applies technologies or platforms such
as websites, e-mail, apps (classic and mobile) and social
networks. Many organizations use a combination of
traditional and digital marketing channels.

The term 'digital marketing' was first used in the 1990s. In
the 2000s and the 2010s, digital marketing became more
sophisticated as an effective way to create a relationship
with the consumer that has depth and relevance.
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Digital Marketing Options...

» Search Engine Optimization (SEO)
» Pay Per Click (PPC)

» Social Media Marketing (SMM)

» Local Marketing

» Email Marketing

» Banner/ Display Advertising

» Content Writing and Marketing

» Video Marketing

» Mobile Marketing

» Reputation Management

Online Brand Management
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Search Engine
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Search Engine Optimization (SEO) is the
process of improving the volume and quality

of traffic to a web site from search engines
via "natural” (organic or algorithmic) search
results. (Wikipedia)




The State of Search &@~arayy

Next to email, Search is the most popular online activity

Search engine results continue to get better every year

Today, Google knows about more than 1 trillion web pages,
and they find 2 billion new ones every day

Just as we rely on search engines, they need our help to
improve their relevance.

Good or bad... we are what Google says we are.
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Organic vs Paid vs Local
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Why SEO Matters

Increased Visitors

Higher Ranking

SEO Friendly Site

3 Beat Compeiiiors

|
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SEO :. WHAT IS IT?
The process

of making your
website more
visible to potential
customers.

HOW DOES IT WORK?

By using quality
content, linking,
keywords on page,
and blogging.

Q

® WHAT IS IT?

Paid advertising
on google, based
on keywords that

are pertinent to

your business.

ADWORDS

HOW DOES IT WORK?

You pay ?oogle when
people click on your
ad, on the top or right
of the screen.

\y
\\\/\STRENGTHS

N
\\\/ STRENGTHS

® Great long term marketing
@ Great ROI

@ Trusted by consumers

® Trackable

@ Results compound
& increase over time

@ Long lasting
© Stable budgets
@ Targeted iraffic

@ Can lead to instant sales
@ Short time to set up

® Ads up within one day
@ Great for direct offers

@ Can be split tested

@ Trackable & measurable

www.abdulmalick.com

% WEAKNESSES

® Requires time fo rank
@ Requires long ferm vision

@ Some keywords very
competitive making it
harder to rank

% WEAKNESSES

& Can be expensive
@ Pay per click, not per sale

@ Not so effective
without a direct offer

@ No long term benefits
@ Potentially small audience

& To increase sales, budget
must also increase

Source : White Space Design



SOCIAL % wint s i
MEDIA

Virtual platforms to
create, share, and
exchange information

Twitter, Linked In,
Pinterest, Google +

HOW DOES IT WORK?
People post comments,
opinions, images etc to

their networks.

MOBILE Q. WHAT IS IT?
OPTIMISED An additional version

of your website
built specifically
for mobile devices.

o

HOW DOES IT WORK?
By identifying the

most important areas

from your web, and
reconfiguring to be

easy to read and use

on a smaller screen.

and ideas eg Facebook,

N
\\\/\STRENGTHS %WEAKNESSES

o Free fo use @ Requires investment of time

@ Requires strategy not

@ Great way to communicate
random activity

with large number of people

@ Great for building brand @ Not regarded as instant
awareness sales funnel

@ Great for promoting new offers @ Short shelf life

© Shared content helps SEO @ Needs constant monitoring

e Content can be recycled
@ Creates relationships

\y
\\\/\STRENGTHS % WEAKNESSES

@ Initial cost

@ Restricted to the amount of
information due fo space

@ Makes is even easier
for clients to find you
when out & about

@ Great for looking progressive
@ Instant call function

® Cheaper than an app

@ Updated through the main site

© Great perfomance across
all platforms
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o

@ WHAT IS IT?

Writing articles
which are
informative,
interesting and
position you as
an expert.

BLOGGING

HOW DOES IT WORK?

Load articles and
images to your blog
page and let your
network know.

?

@ WHAT IS IT?

Emailing articles
and offers directly
to your database.

DIRECT
EMAIL

HOW DOES IT WORK?

By using one of the
many email newsletter
software platform.

N
\\\/ STRENGTHS

e Great free fo
share knowledge

@ Great for building
brand awareness

e Good for building
confidence & trust

@ Shared content helps SEO

@ Easy fo set up

@ Builds profile & relationships
@ Can create income

3
\\\/\STRENGTHS

@ Great personalised contact
o Some free software available

@ Great for building brand

awareness

@ Fully trackable & measurable

® Great for special offers
@ Fast fo despatch
@ Ability fo personalise

% WEAKNESSES

@ Requires investment of time
& Requires strategy not

random activity

® Not regarded as

instant sales funnel

@ Needs regular activity

% WEAKNESSES

@
(]
<

(]
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Requires investment of time
Must be relevant & quality

Requires strategy not
random activity

Not regarded as instant
sales funnel unless there
is an offer

Firewalls can hinder delivery

20
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CUSTOMER LIFECYCLE ENGAGEMENT

REACH

té . GROWING YOUR AUDIENCE WITH ONLINE MARKETING

\ ENCOURAGING INTERACTION THROUGH CONTENT MARKETING

INCREASING CONVERSION TO SALE

CONVERT
Y

ENGAGE
IMPROVING CUSTOMER COMMUNICATIONS AND LOYALTY

www.abdulmalick.com
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B2C Content Marketing Tactic Usage

Social Media Content
(other than blogs)

eNewsletters

92%

Articles on
Your Website

Blogs

In-person Events
Case Studies
Videos
Hlustrations/Photos
White Papers

Online Presentations

Infographics

Webinars/Webcasts
48%
i 47%

0% 10% 20% 30% 40% 50% 60% 700 80%  90%

Research Reports

Microsites
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B2B Content Marketing Tactic Usage

Social Media Content
(other than blogs)

eNewsletters

93%

Articles on
Your Website

Illustrations/Photos
Videos

In-person Events

Blogs
Branded Content Tools 47%
45%
44%
\ 42%

%  10% 20% 30%  40% 509  80%  70%  B0% . 00%

Infographics

Microsites

Mobile Apps |

Source : Content Marekting 53
Institute
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Billion+
total users

238

Million+
total users

Helin

Million+ Million+
total users total users

Google+

twitterd

130 JAY

Million+ Million+

total users total users

ngustag}mm
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MARKETING TACTICS USED BY ORGANIZATIONS

Website [ 100%
Trade shows, conferences (in person) |GGG 00
Public relations [, 95%
Sales enablement |, OS5
Email marketing (campaigns) [, 93%
Webinars, webcasts [, o3
Content marketing (white papers, podcasts, etc.) I 92%
Seminars and other events [N 2
Search engine optimization [ 92%
Channel enablement | &5
Industry group sponsorships and support [ 84%
Video marketing (YouTube, website.etc.) N 520
Telesales-telemarketing (internal or external) [ 80%
Newsletters |, 50
Analystrelations [ 79%
Microblogging |G 7%
Blogging N 72%

Community marketing (includes discussion forums)
Online advertising (banner ads, pop-ups, etc.)

Paid search (sponsored-paid placement)

Print advertising

Embedding social bookmarks and links

Virtual events or virtual trade shows

Mobile marketing

. 717
I 71%
I, G5
A e1%
. 4%
P 40%

s 22www.abdulmalick.com
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Most commercially important
Digital Marketing Trend for 2015?

Marketing Automation (incl web personalisation and behavioural — 12.8%
email marketing) i

Mobile marketing (Mobile advertising, sites and apps) — 11.0%

Social media marketing and Social CRM | q.g%
Conversion rate optimisation (CRO) / improving website '
experiences - 1.6%

Search Engine Optimisation (s0) [ 2.3%
Communities - Branded niche or vertical communities | 3.1%
Paid search marketing, e.g. Google AdWords Pay Per Click - 3.0%

Parinerships including affiliate and co-marketing . 1.5%

Display i.e. targeted banners through ad networks and social l 1.5%
media -

other: I} 1.3%

Online PR l 1.0%

0% 10% 20% 30%

www.abdulmalick.com

40%

26



Digital Marketing Options For Business
clelcl® ©|s - $$8

DOo-IT

Facebook Pages
YOURSELF

Titter

Goodgle Plus

Pirterest

LinkedIn Forums

QA Sites

Email Marketing

Reviews [ Social Reputation
Offline Ads with QR Codes
Daily Deals

Lead Generation Services
Location-Based Services
Social Media Ads

Search / Display Ads
Local SEO

Linkbuilding

Blogging

Text Message Ads

Digital Loyalty Programs
Online Video

NEED Q, Website SEQ

TECHNICAL ;
YAy # Mobile Apps

MOZ
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SOFTWARE

LEAYNoRL(pEIERNBHEOECD

OO0 « © s ~ $S8$



et g—— b — - - ’ T “ ';M'V':"“" .01 . "‘l
- = v —3 [ Pt — — f v, w4 3
S S S9SN, | SRS > «——f"f"!lp -
| s s i m ik |t | S R e S Ve a5 |

947 companies 1,876 companies

Digital Marketing Landscape : http://www.smartinsights.com/wp-content/uploads/2014/01/marketing-technology-
services-2015.png
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Emerging Trends

Google Now

Pacific Airlines flight

2340
Flight Delayed / Wed, Jun 21, 2002

Right information, at the right time.
Swipe up to view the latest information.

Next appointment
Lunch with Brad @ 12pm
~
7

Depart San Francisco

AN 't{ll’ \
GE( 7:09pm (sched. 5:20pm) : H

Terminal 3, Gate #3

10:32pm
TPE Terminal 2, Gate 4)

No digging required.
Cards (e.g. airline boarding passes) appear
when they're needed

You're in control.

Choose exactly which cards you see. You

| control whether you get personalized

W A i | results from your calendars, locations and
vy 5 | searches after opting in.
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Emerging Trends

Vending Machine recommends drinks based on visual
demographic profiling based on facial recognition (Japan).

www.abdulmalick.com
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Emerging Trends

UBER

THE EVERYDAY ITEMS YOU NEED
IN 10 MINUTES OR LESS

800 Market St

Sat pickup location Call Driver

Hailing a taxi or ordering lunch is as simple as pushing a button.
Uber is revolutionizing more than just the taxi experience.

www.abdulmalick.com

31



Emerging Trends

UBER

THE EVERYDAY ITEMS YOU NEED
IN 10 MINUTES OR LESS

800 Market St

Sat pickup location Call Driver

Hailing a taxi or ordering lunch is as simple as pushing a button.
Uber is revolutionizing more than just the taxi experience.

www.abdulmalick.com
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Emerging Trends
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Subway riders scan items which are delivered same day
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Emerging Trends

www.abdulmalick.com
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Emerging Trends
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Emerging Trends
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Emerging Trends
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Emerging Trends

[=) Squcre

Accept payments. Everywhera
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Emerging Trends

Enterprise wearables

Business sensors

NoSQL databases

www.abdulmalick.com
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ﬂ% Physical Office >>> Website

@ Direct Postal Mail >>> Email.
E

% ,; B

Traditional Advertising >>> Online
Advertising

| Y Surveys, Polls And Market Research
= | >>> Web Analytics

¥
IR Traditional PR >>> Web PR

L
pppaite it
Word Of Mouth >>> Viral




Choose Digital Marketing/SEO as Your Career

High demand

A LOT of people have made a successful career

Digital Marketers make Good Money !

Only Web-Designing MAY NOT be enough

Logical step ahead if you come from marketing or advertising
Learn, Learn and Learn - Lots of Learning

Digital Marketing and SEO are already recognized as a career
Challenging Career

will be active, smart professional after some years
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Digital Marketing Manager . SEO Editor

Digital Marketing Analyst . SEO Webmaster

Digital Marketing Executive . Search Marketing

SEO/M Specialist (Specialist/Guru/Mgr/Director/VP/SVP)
SEO/M Manager . Internet Marketing

_ _ (Specialist/Guru/Mgr/Director/VP/SVP)
SEO/M Director/ Director of SEO/M

_ . Web Marketing
SEO/M Strategist (Specialist/Guru/Mgr/Director/VP/SVP)

SEO/M Expert
SEO/M Engineer

Head of SEO/M
Chief Search Officer

SEO/M Analyst _
. Technical SEO/M
SEO/M Program Manager (Specialist/Guru/Mgr/Director/VP/SVP)
SEO/M Technologist . Technical Marketing
SEO Architect (Specialist/Guru/Mgr/Director/VP/SVP)

Traffic Acquisition

SEO Copywriter - A\ _
(Specialist/Guru/Mgr/Director/VP/SVP)

» Search Traffic Acquisitign
(Specielist/ickusu/Mgr/Director/VP/SVP)y2



Job Trends from Indeed.com
~digital analytics
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Job Trends from Indeed.com
~ digital marketing
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Average Salary of Jobs with Related Titles

Seo Expert  $71.000 |
Seo Manager $76.000 D
seo $70.000 [N
Seo Specialist  $53.000
Atg Delivery Manager  $153.000
Director of Ecommerce  $177.000
work Lles 566,000 D
Search Marketing Consultant  $143,000
Web Development Manager $107.000 D
Digital Marketing Manager $76.000
Digital Marketing Specialist $51,000 Y
Media Sales Representative  $65,000 [y
BB Appointment Setting  $64.000 R
Online Marketing Manager $65.000 (S
Technical Sales High  $123.000 D
In USD as of Jan B, 2015 G5k 130k 185k
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Fun2Video

.COM

o S y Doctor please tell me
' : ' boy or girl?

i want to update
status onffacebook
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God on facebook
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M. Ezhil Raja M. Abdul Malick

ezhilraja @gmail.com abdulmalic@gmail.com

98840 54506 99942 04540

Social Media : @EzhilRaja Social Media : @abdulmalick
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