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	7.5 million – that’s the number of results you get when you Google ‘the best digital marketing campaigns in the world’.

	In second place (at the time of writing) is a mention of this book – that’s not a bad start!

	Digital marketing – the fastest growth area of marketing we have ever witnessed – now competes for the lion’s share of an annual pot worth approximately one trillion dollars (according to advertising giant WPP).



In 2009, our first book, Understanding Digital Marketing (UDM), hit the shelves. Since then it’s been delivering a solid foundation of digital marketing know-how to practitioners around the world, and continues to do so.

We learnt a lot of valuable lessons during the writing process. Here are just a few.

Writing a book is far from easy. Although we were both very comfortable with the subject matter, and had plenty of experience and expertise to draw on, digital marketing refused to sit still. We felt a bit like portrait painters of old must have felt, trying desperately to recreate a reliable likeness of an impossibly restless child.

But when you’re tackling a subject that’s in a constant state of flux you’re prepared for that. What we weren’t prepared for was the ever-present, all-consuming nature of the process. It grows rapidly to become a roaring juggernaut that pervades every facet of your life, and that refuses to go away until the project is finished. It was an incredibly challenging, but at the same time very rewarding, experience.

UDM was an exciting project for us, and holding a copy of your first book in your hands is a real thrill – but more satisfying perhaps was the privilege of participating in a dynamic shift in thinking. Businesses around the world were embracing digital marketing and were seeing it deliver on at least some of its boundless promise.

People really like examples. That was one of the key themes that emerged as the feedback from the book flooded in. While UDM offers a comprehensive overview of the digital marketing space and the various opportunities digital presents for brands and businesses, the message from you, our readers, was that you wanted to see more examples of how brands and businesses were using these digital technologies and techniques to engage more effectively with their customers in the real world.

As marketers you wanted to see more case studies. While finely crafted chapters on web analytics and neatly woven prose explaining search engine optimization offered a necessary and useful foundation of digital marketing knowledge, marketers tend to have a strong interest in seeing how digital campaigns are constructed and how brands are applying the theory in real situations.

Another theme, particularly from those of you in the corporate sector, echoed the call for more case studies – but with the emphasis on delivering concrete examples to help ‘sell’ the merits of digital to your board. UDM helped to dispel some of the mystery and shared a foundation of digital knowledge, but you needed compelling stories of successful digital marketing campaigns that would spur your board into action.

Because digital marketing transcends traditional geographic boundaries, you also highlighted the need for more inclusive examples of digital being used effectively around the world, and not just from English-speaking markets. This was a sentiment particularly prominent among small advertisers and marketers looking to expand their reach using digital channels. It was also important to try and understand how the ‘digital engagement channels’ differed from market to market. The mix of channels you use to reach your market effectively in Japan, for example, is likely to be significantly different from the mix of channels you’d choose in Europe. While you might choose Facebook and Google to reach out to UK consumers, the same campaign could be better suited to mobile social networks in Korea.

While we engaged in this exchange of ideas – online, of course – something else happened that took us a little by surprise, but that was at the same time terribly digital. Marketers started to send us their case studies. Among them were those who genuinely wanted to share what they had learned from UDM, to show us how they had successfully applied the lessons in the book to achieve digital marketing success for themselves.

It served as a poignant reminder of the power and influence of the printed page in an age of all-consuming digital. Books remain an incredibly compelling and important medium, and will do for some time to come.

Faced with all of this input from readers we sat down together in mid-2009 at The Beehive Bar in Connonagh – a real Irish pub in the wilds of West Cork – to discuss how we could deliver what you were looking for. The ultimate outcome of that animated and creative conversation is this book.

The 25 case studies that follow are a sample of the best digital marketing campaigns of the past few years. Naturally this isn’t an exhaustive list – not by a long chalk – nor is it meant to be. By its very nature this book was always going to be a subjective exercise. These are case studies we’ve found and researched over the past year or so, and inevitably the book carries with it an element of bias towards our own particular favourites. Another thing to bear in mind as you consider the examples that follow, and compare and contrast them with others that aren’t included here, is that some of the case studies we really wanted to share with you simply weren’t available to us. The agencies or brands concerned were, for reasons of their own, unable or unwilling to share the information we needed.

We also pondered long and hard on whether scoring or ranking the case studies – putting them in some sort of order of merit – would add value. Eventually it dawned on us that scoring would be a largely arbitrary exercise. Instead we decided to present the campaigns in no particular order and to let you decide which of them you prefer, and to suggest favourites of your own on www.understandingdigital.com, on Facebook (www.facebook.com/understandingdigital), on Twitter (@udigital) and through your own websites, blogs and social media channels.

This book, then, is a starting point. We’re kick-starting a conversation with this selection of digital marketing case studies and examples, whetting our collective appetites and beginning what we hope will be an enduring online conversation from which we can all reap the benefits.

Selecting the campaigns

How did we choose which campaigns would feature in this book? It wasn’t easy. To begin with we drew up a shortlist of more than 100 campaigns from a variety of sources. These included industry award nominations, campaigns that had generated significant levels of online buzz, submissions by readers of UDM and of course those campaigns that had really resonated with each of us over the past year or two.

Then we worked through the list, did a little digging and assessed them based on the following criteria.

Understanding the challenge and applying practical solutions

From the outset we wanted to see campaigns that didn’t go crazy by creating unsustainable and awkward engagement models. We also looked for evidence that the agency completely understood both the product and the proposition, but more importantly had produced work that was relevant and practical to a digital world. Rather than see a digital strategy for the audience, we wanted to see a strategy for the digital audience – if that makes sense.

Innovation and clever use of technology

This is a throwback to when Damian created the Golden Spider Awards in 1997 and the Digital Media Awards in 2002 (both still giving gongs) – the same criteria were used then. Ultimately we were looking for something that pushed the digital boundaries by being achingly smart. Without reinventing the wheel we wanted something that made us wonder ‘why hasn’t anybody thought of that before?’

Creativity and presentation

This book is all about creativity, but it’s how the campaign engaged us as readers, writers and digital marketers that really mattered. Later you will read opinions from several digital marketing experts who commented on some of the campaigns. While their opinions didn’t necessarily reflect our own selection of the campaigns, we were mindful of how ‘engaged’ they did or didn’t feel.

The standard of presentation was another important factor. Online and mobile channels impose certain creative constraints but also offer possibilities. What we wanted to see here was campaigns that made you sit up and perhaps even utter the magic words ‘that’s cool’!

Return on investment

While many still feel the internet is a direct response medium (most of them traditional agencies who are still lurking on the periphery of digital) and should be judged purely on percentiles and financial returns, others, ourselves included, feel a bit differently. Whether the return on investment (ROI) was in fact sales, profit, market share, new customers or brand awareness, we wanted to see engagement. In particular we wanted to see campaigns that emphasized engagement from the very outset and understood that digital marketing was a method to achieve this.

Overall level of brilliance

This is the overall ‘wow!’ factor – that unquantifiable something that resonates at a subconscious level. Ideally we wanted to see advertisers breaking the mould, especially if they were relatively new to digital marketing or trying new techniques.

Eva and the experts

That’s not a bad name for a rock band – but in this case it was an oft-coined expression during the creative process behind the book.

When we decided to write something inclusive and global, we hit on the idea of inviting digital marketing experts from around the world to comment on some of the campaigns. We felt it was a really good way of adding an additional element of perspective to the content, and of keeping us in touch with the thoughts of leaders, thinkers and visionaries in this sector.

We were also faced with the onerous task of researching, collecting, collating and analysing more than 100 case studies. This was a completely different challenge to the original research for UDM; gathering case studies meant we were relying on receiving timely and accurate information from third parties – agencies and brands. Coordinating the process, ensuring that we got to the people we needed to speak to and that they delivered the information we needed, was always going to be a tall order. We knew early in the process that we’d need the help of a tenacious researcher who understood the digital space and had a passion for all things creative.

Enter Eva McLaughlin. Based in Amsterdam, Eva has spent the best part of a year hassling agencies and advertisers to divulge the information in the case studies that follow. Without her persistence and tenacity you wouldn’t be holding this book today. So, a big thank you to Eva!

Understanding Digital: a personal view

Damian

Understanding Digital has been a continuous journey. It began 18 years ago when I first saw the internet in Jerry Reitman’s office at Leo Burnett in Chicago. Being part of the greatest communications revolution in history is an exciting role, but I have always felt that you get out of it what you put into it. Maybe that’s karma.

Although I no longer run an agency or media company my passion for this business has ensured I have remained at its heart. Following several years with corporate finance firm Results International Group (thanks to Graham, Keith, Andy and Co) I have now founded a specialist mergers and acquisition business for the digital media sector, www.mediaventura.com.

I believe the book and site and all the events and other stuff I do with Calvin will demonstrate my commitment to this space and help give a new breed of business something different to leverage and help to open doors in a highly competitive market.

As my father often says: ‘it’s not the principle it’s the money’! He also says ‘the fastest way to get a pig up the stairs is to pull it down by its tail’ – these two guiding mantras help me in business life every single day, especially the latter.

Calvin

Damian calls Understanding Digital a continuous journey. In many ways I feel the same, but I tend to look at it as more of an ongoing adventure. Every day in the world of online marketing is different. It’s dynamic, it’s fast paced and occasionally it’s overwhelming… but it’s never dull.

That presents many challenges, but keeping abreast of the constant flux helps keep me on my toes and I hope pushes me to produce better work.

Of course, one of the best ways of keeping up with the staggering rate of change also turns out to be one of the most rewarding aspects of the work. Every day I’m privileged to engage with, and learn from, literally hundreds of amazing people: people from just around the corner and right across the world. You know who you are.

The connections I’ve made online and subsequently (in too few cases) face-to-face really are priceless. Working with Damian again has, of course, been as eventful, entertaining and thought provoking as ever!

Most of all though, writing a second book has allowed me to perpetuate the notion that all of the time I spend on Twitter, Facebook, Foursquare, watching YouTube videos and playing with iPhone apps is, in fact, real work. Long may it last!

The case studies that follow offer some amazing examples of what’s possible, but as we mentioned earlier they’re not exhaustive by any means. New creative opportunities and innovation are everywhere online, and some very bright people are constantly thinking up new ways to explore the possibilities. This is, and was only ever going to be, a snapshot.

By their nature case studies from big brands and agencies are more prominent and accessible than smaller campaigns. That’s the main reason the bulk of the case studies that follow fall into that category, but we believe there are lessons to be drawn from each of them that can inspire and inform businesses of all sizes.

These case studies offer, as we’ve already mentioned, a starting point for discussion. Now it’s your turn to let us know what you think – contact us at www.understandingdigital.com, @UDigital on Twitter and on www.facebook.com/UnderstandingDigital.

See you online…

We hope this book helps to share the hard-earned knowledge and skill of some of the world’s top digital creative minds. We hope it convinces businesses large and small to invest more in digital marketing and to take a longer-term view of its power and potential to transform their business. Above all we hope it helps you to sell more and increase profits while finding more effective and manageable ways to engage your community in dynamic and enduring relationships.
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Human nature has a tendency to admire complexity but reward simplicity.

Ben Huh, CEO, Cheezburger Network, addressing the SMX East conference in October 2009

Things move quickly online. New services spring up practically overnight, and trends shift at the drop of a (virtual) hat. As online marketers we’re on a constant learning curve, one that usually gets steeper the higher up it we manage to climb. Keeping on top of everything that’s going on in the digital space is difficult – we know, we live and breathe it every day, and there’s always new stuff to learn. It can be overwhelming, but it’s important to take a step back, a deep breath, and to look at the bigger picture. When you tear yourself away from the day-to-day minutiae you’ll find definite macro-trends emerging that will help you as you embark on your next digital marketing adventure.

Your business, your brand, your customers – a unique combination

Search online or browse a bookshelf on anything to do with internet marketing and you’ll find reams of prescriptive formulas and ‘how to’ guides promising instant success. We’ve never been fans of prescriptive formulae, and here’s why: anything that’s general enough to ‘work’ across the board patently doesn’t. By definition a one-size-fits-all solution is generic; it’s not tailored to your business’s unique needs and so it cannot possibly deliver the best results for your business. Unless somebody knows your business, your customers and your market inside out how can they possibly offer you step-by-step instructions that will work seamlessly in your particular circumstances?

The short answer is that they cannot – and neither can we.

What we can do, however, is explore some of the trends that have emerged in the digital marketing space over the past couple of years, examine where we are today and then, in the case studies that follow, show you how some of the world’s leading brands are using digital marketing to engage more effectively with audiences, promote brand awareness and boost their bottom line.

Where are we now?

As authors we’re very conscious that any book about digital marketing, including this one, is in danger of dating quickly. The topic is among the most fluid and dynamic imaginable, and continues to evolve at a mind-boggling pace. Tools and services appear online seemingly overnight, and many disappear just as quickly, waxing and waning to the rhythm of fickle online consumers. All of which makes it a very exciting field to be involved in, but also makes writing about it in a way that will retain value for you, the reader, a challenging endeavour to say the least. But then, we’re always up for a challenge.

It’s a huge and still rapidly growing market

As we were researching Understanding Digital Marketing in early 2008, global online population statistics (www.internetworldstats.com) put the number of internet users worldwide at about 1.3 billion. The latest stats, as of 30 June 2010, showed that close to 2 billion people across the globe had regular access to the internet. That’s an additional 700,000 people or so, give or take a few million, in just a couple of years, and means that today more than a quarter of the global population has access to the internet. Consider the regional breakdown of internet penetration and you start to see just how crucial it is for your business to connect with its customers online, wherever in the world you happen to operate.

In North America more than 77 per cent of people are online, in Australasia/Oceania it’s 61 per cent and in Europe 77 per cent – although within that subdued European figure of just over half you have Scandinavian states sporting 80–95 per cent penetration, and the UK with more than 82 per cent. Asia’s internet penetration figures stand at around 21.5 per cent, but that doesn’t give the full picture either, because there’s a massive swing from a high 81.1 per cent penetration in South Korea to a very low 0.4 per cent penetration in Bangladesh. Percentages can hide the sheer scale of the potential online market in some of these countries too.

Take China as an example. Only 31.6 per cent of Chinese people have internet access. That doesn’t sound like much, but translate it to actual individual internet users and it represents a massive 420,000,000 people, giving China the world’s largest online population by quite some margin.

A global phenomenon, local impact

In its report Top Predictions for IT Organizations and Users, 2010 and Beyond: A New Balance, analyst firm Gartner predicts that by 2014 more than 3 billion people – or a significant majority of the world’s adult population – will have the ability to ‘transact electronically via mobile or Internet technologies’. That’s a staggering statistic that represents a fundamental shift in the foundation of global commerce.

Widespread internet adoption and the use of electronic media to facilitate commerce is a global phenomenon, but it’s one that even local businesses cannot afford to ignore. Whether people are looking for a plumber to fit their new bathroom suite or using a smartphone to pinpoint peer-recommended Italian restaurants near where they’re staying, consumers rely on the internet to guide their international, national and local purchasing decisions. Ready or not, that’s already having an impact on your business.

The way we access and use the internet is changing

Once upon a time, not so very long ago, almost everyone who accessed the internet was doing so through a fixed desktop computer hooked up to either a work network or a painfully slow dial-up modem at home. These days the desktop PC is still with us, but you’ll also find wireless-enabled laptops and even more portable netbooks offering untethered access to high-speed, wireless internet from anywhere in the home and beyond.

Access to always-on broadband is becoming almost ubiquitous in the developed world (although there are still a few exceptions, as I’m reminded writing this in rural Ireland). Using the internet today has become so quick and convenient for many of us that we’re going online more often, staying online for longer and doing much more online than we ever have before.

Going social

The shift towards social media is perhaps the most significant recent development in online marketing. Who hasn’t heard about the meteoric rise of Facebook to the top of the social networking tree or the explosive growth of Twitter during 2009?

In April 2010, UK internet users spent 65 per cent more time online (884 million hours) than they did in April 2007 (536 million hours), according to figures from the UK Online Measurement company (UKOM) (nielsenwire, June 2010). The same report reveals a huge shift towards social media, showing that in 2007, social networks and blogs accounted for less than 9 per cent of all UK internet time, while in 2010, social sites and blogs accounted for nearly 23 per cent of the total time UK internet users spend online.

‘Despite the large increase in the amount of time people spend online and the increasing proliferation of websites and online services, one thing has remained constant, and that is the bulk of time accounted for by communicating, networking and playing games,’ says Alex Burmaster, Vice President of Global Communications for Nielsen’s online division. ‘These are the pillars on which the internet as a heavily used medium are built.’

What we do online: UK internet usage for April 2010 condensed into one hour (source: UKOM/nielsen).

[image: M02_UF_001.eps]

Social media is not only changing the way people communicate online, but is impacting the way they consume other media too – people are using their online social connections to filter, discuss, disseminate and validate the news, entertainment and products they choose to consume, online and offline.

In June 2010, eMarketer reported that social networks in the United States had reached what it described as ‘critical mass’. The company estimated that 57.5 per cent of all US internet users (some 127 million people) would use a social network at least once a month in 2010. By 2014, it estimated that almost two-thirds of US internet users would be using social networks regularly.

But are consumers really interested in connecting with brands on sites where, historically, it’s always been more about friends interacting with friends? According to eMarketer senior analyst Debra Aho Williamson they definitely are.

‘Those who still think that social network users are too busy engaging with friends to notice marketers must change their viewpoint,’ she said on the company’s blog. ‘Brand interactions are real, valuable and growing. More than half of all internet users now use social networks, and the percentage of social network users who talk about companies, either in organic conversations or on branded company pages, is growing. Consumers do pay attention and they do value positive interactions with companies.’

Brands large and small are using Twitter, Facebook, blogs, forums, content sharing, bookmarking, reviews and other social media sites to foster ongoing, mutually beneficial relationships with a constantly growing community of online consumers. These are people who really want to engage with their favourite brands online. Brands in turn get valuable insight into what customers really want, can respond proactively to problems as soon as they arise, add value and notify people who are genuinely interested about new products, offers, events or whatever, enhancing the overall customer experience and boosting their online reputation.

Used effectively, social media is a great example of a win–win, with customers and brands benefiting in equal measure from the interaction.

How big is social media?

At the time of writing, Facebook is king of the social media heap. According to its own stats page it had more than 500 million active users, 50 per cent of whom logged on to Facebook on any given day. People on the site interacted with 160 million objects (pages, groups and events). The average Facebook user, the company said, connected to 60 pages, groups and events, and created 70 pieces of content each month. In total, more than 25 billion pieces of content (links, news stories, blog posts, notes, photo albums, etc) were being shared on Facebook every month.

In March 2010, the competitive intelligence service Hitwise recorded Facebook pulling ahead of Google for the first time ever as the most visited website in the United States. In May 2010, it did the same thing in the UK. Facebook is huge, it’s growing all the time and the steady evolution of Facebook pages for businesses has been a catalyst for brands to harness what Facebook does best: interaction and engagement.

Twitter is also big news, and while its user base is much lower than that of Facebook, it continues to grow at an astonishing rate. Here are some of the stats the micro-blogging service shared during its ‘Chirp’ Developer Conference in San Francisco on 14 April 2010:


	Twitter has 105,779,710 registered users.

	New users are signing up at the rate of 300,000 per day.

	180 million unique visitors come to the site every month.

	75 per cent of Twitter traffic comes from outside Twitter.com (ie via third-party applications).

	Twitter gets a total of 3 billion requests a day via its application programming interface (API).

	Twitter users are, in total, tweeting an average of 55 million tweets per day.

	Twitter’s search engine receives around 600 million search queries per day.

	Of Twitter’s active users, 37 per cent use their phone to tweet.

	Over half of all tweets (60 per cent) come from third-party applications.

	Twitter as a business has grown: in the past year it has grown from 25 to 175 employees.



Those are impressive numbers, but it’s important to remember that the big players in social media don’t represent the only game in town. There are thousands of specialist social media sites out there catering for enthusiasts in every niche market imaginable. While they don’t have the scope or reach of the bigger sites, they do have something potentially more valuable to your business: relevance.

As always in online marketing, it pays to do your homework, to find out what’s out there. You need to know what the people you want to connect with are talking about, and where. Look at the available options and decide where you can best contribute constructively to the online dialogue to ultimately win and retain business.

Going mobile

As well as shifting usage patterns, we’re also accessing the internet today using a broader array of devices than ever before: from digital set-top-boxes to games consoles, the family PC to sophisticated mobile phones and the latest dedicated internet-optimized devices, ‘tablets’ such as Apple’s much vaunted iPad™, designed to make accessing the web easier, more convenient and more compelling than ever.

In most developing nations personal mobile devices are the primary mode of internet access today, and according to Gartner’s analysts, by 2013 browser-enabled mobile phones will overtake PCs as the most common web access device worldwide. They predict there will be 1.78 billion PCs in use in 2013, compared to 1.82 billion browser-equipped mobiles. Mobiles will continue to outnumber PCs for internet access thereafter.

Mobile commerce is set to rise accordingly, with the widespread adoption of web-enabled smartphones, affordable mobile data plans over existing 3G and emerging 4G mobile networks and the maturing of mobile payment gateways. US technology research company Coda Research Consultancy Ltd predicts a doubling of mobile commerce revenues in the United States during 2010. As consumers overcome their initial reluctance to paying for things using their mobiles, they’ll spend a projected US$2.4 billion for the year (eMarketer.com, June 2010).

Meanwhile PriceGrabber.com’s ‘Smartphone Shopping Behaviour Report’ reveals that in April 2010, 35 per cent of US web-enabled mobile phone users said they had participated in shopping-related activity (including browsing and researching prospective purchases) on their mobile phones over the past year.

Mobile internet usage is gaining traction and is starting to fulfil some of its long-anticipated promise as ‘the next big thing’ in digital marketing. If you want to stay ahead of the game, your digital marketing strategy needs to evolve to encompass mobile-optimized content for easy access on small form-factor devices. Mobile-specific applications and campaigns also need to form part of your online marketing mix moving forward, and many of the case studies you’ll read later in the book include a mobile element.

Embracing and facilitating mobile internet access for your brand is an intelligent step today… and will become an imperative for online success for many businesses over the coming years.

Any time, any place, anywhere

Thanks to the ubiquity of broadband in the home, the widespread availability of public WiFi hotspots, better 3G mobile coverage and more affordable mobile data plans, internet access really is becoming an any time, anywhere commodity. It’s cheap, it’s convenient and it’s changing the way we communicate and interact on a social and a commercial level.

As marketers, we need to be aware of these changes, understand them and adapt to them. We have a remarkable opportunity to harness the potential of this shift in consumer behaviour to connect with customers in a more targeted way that adds real value, instead of merely pumping out messages that few of them really want to hear.

Of course, instant access to the internet whenever and wherever people go means that they are tweeting, updating, reviewing and generally commenting on their daily experiences as they happen. Anyone on Twitter knows that most of the major international, national and local news stories of 2009/2010 broke on the short messaging/micro-blogging service long before ‘traditional’ media channels got wind of them.

That immediacy doesn’t just apply to news: that bad experience in a restaurant, poor customer service on the telephone or frustration at an ineffective product is now spreading online as soon as it happens in all its multimedia glory. That makes the quest for excellence, and the need to offer customers real service and value, more crucial than ever. It also means that brands need to be extra vigilant when it comes to monitoring online sentiment and engaging proactively in the online communities where their customers choose to spend their time.

Location, location, location

Coupled to a large degree with the growing number of high-end mobiles, many of them equipped with built-in GPS receivers, and the refinement of methods to determine the approximate position of non-GPS-enabled mobile phones, is the rise of location-based services.

These services allow users to access (and businesses/marketers to deliver) relevant information (and targeted advertising) directly to their handsets based on their current location.

That could be a GPS-enabled smartphone app that automatically routes your takeaway order to the nearest restaurant of your favourite pizza chain, making sure your pizza arrives piping hot in the shortest possible time; a service that delivers regular weather updates for your current location, wherever you happen to be in the world; or one that lets you see which of your online friends is nearby, so you can arrange an impromptu face-to-face meet up.

Location-aware social applications such as FourSquare (www.foursquare.com) allow people to discover new places wherever they go, ‘check in’ and see who else is at the same venue or at other venues nearby, read tips and recommendations from people who have been to the same venue before, and earn points, badges and other virtual and real-world goodies for regular visits to the same venue.

Foursquare allows people to discover new places, see which of their friends are nearby and connect with others based on their current location.
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For marketers, location-aware services offer the opportunity to connect with customers who are physically nearby – offering timely, valuable information and new ways to connect through rewards, incentives and more. Many bars and restaurants, for example, are already offering discounts and rewards to regular FourSquare visitors to their establishments.

Location-based marketing is in its infancy, but is certainly growing fast as sales of location-aware mobile phones continue to accelerate. We’re only beginning to tap into its potential. Whether location-based marketing offers great opportunities for your business or not will depend largely on what you do and who your customers are, but it’s certainly something to bear in mind as you ponder your strategy moving forward.

Say it with (moving) pictures

If a picture is worth a thousand words, how much is video worth? Quite a lot, as it happens.

Online video has been around for some time now and is already a well-utilized marketing channel in its own right, but it’s one that continues to grow apace, and the rise of the viral video shows no sign of abating any time soon. During April 2010 around 178 million US internet users watched 30.3 billion online videos, that’s according to the latest figures from comScore. In December 2008 comScore also published figures that showed that video-sharing giant YouTube (which is owned by Google) had surpassed Yahoo! to become the second most popular search engine on the internet in its own right, after Google’s own core search service, a spot it has retained ever since.

Online video is so powerful because well-executed video can be incredibly engaging and entertaining, demands little effort to consume and packs a lot of information into a relatively short space of time in comparison to other media. It’s also incredibly easy to share, so people do, all the time, through social media, blogs, e-mail, etc.

Viral video, often distributed via Google’s video-sharing site YouTube, has become a stalwart of contemporary online marketing campaigns.
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Video is a firmly entrenched stalwart of the online marketers toolkit today, and you’ll find viral video components featuring in many of the case studies later in this book.

Don’t forget the old faithful

All of these changes give you a flavour of the shifting sands of the digital marketing landscape, but lest we forget, the basics of online marketing – developing a solid strategy, creating a high-quality web presence, search engine optimization (SEO) and search engine marketing (SEM), website analytics, e-mail marketing, social media, online PR, affiliate marketing and online display advertising, the topics we cover in Understanding Digital Marketing – all still apply. Effective digital marketing is all about finding the blend of channels that works best for your particular business and your particular group of customers.

Amidst all the media coverage and online hype surrounding social media, it’s easy to forget that search offers the most effective direct channel to targeted prospects who are actively looking for what you have to sell. According to comScore figures for December 2009, the global search market grew by 46 per cent year on year, with a staggering 131.3 billion searches conducted worldwide during the course of that single month, compared to 89.7 billion searches for December 2008.

We mentioned this in the first chapter of Understanding Digital Marketing and it’s worth reiterating here.

Technological advances have punctuated the evolution of advertising throughout history, each fundamentally altering the way businesses could communicate with their customers. Interestingly, however, none of these ground-breaking developments superseded those that came before. Rather, they served to augment them, offering marketers more diversity, allowing them to connect with a broader cross-section of consumers. In today’s sophisticated age of paid search placement, keyword-targeted pay-per-click advertising and social networking, you’ll still find the earliest forms of advertising alive and well.

That assertion applies equally to digital channels. Popular emerging platforms in the digital space don’t supplant the channels we’re already using, they simply add more strings to the online marketer’s virtual bow, offering ever more opportunities to reach out to and engage with consumers and business customers.

The case studies that follow help to illustrate how some familiar brands, and one or two less familiar ones, are rising to the challenges thrown up by today’s digital marketing landscape. Leading marketers offer us a glimpse into an eclectic mix of campaigns that have been particularly successful over the past few years, and provide inspiration, ideas and insight that will help us with our own campaigns in turn.

Enjoy!
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The challenge

Dockers is a casual clothing brand owned by iconic US company Levi Strauss & Co. In early 2009, the company launched a brand revitalization campaign designed to put the Dockers brand front and centre in the minds of active, professional, tech-savvy males.

Campaign budget

US$100,000.

Target audience

Fashion-conscious consumers in the 18–45 age range, skewing male.

Action

Working closely with media communications specialist OMD’s Ignition Factory and Dockers’ creative agency Razorfish, Medialets, a rich media mobile platform for native mobile applications, developed a concept to deliver the world’s first ‘Shakeable ad’ to the burgeoning iPhone market – a market that dovetailed perfectly with Dockers’ demographic goals.

Dubbed ‘Shakedown 2 Get Down’, the ad featured Dufon, aka Orb/Orbit/Orbitron, a freestyle dance expressionist from a Seattle group called Circle of Fire. In the ad, Dufon dances around the screen wearing Dockers Vintage Workwear Khakis. The ad was built by the Medialets team and was served dynamically via their own ad-server into a number of high-profile iPhone apps, including the popular iBowl, i.TV, SGN Golf and iBasketball. It ran as a full-screen interstitial ad and included stop motion video, sound and the all-important ‘Shakeable’ interaction to move between dance sequences.

Results

This was a campaign designed purely to enhance brand recognition and awareness among the target demographic. There was no click-through action to drive traffic to a landing page of any sort; the campaign’s goal was to encourage interaction and to engage with consumers in a completely new and innovative way.

The success of the campaign was measured by comparing engagement metrics such as average time per interaction of 42 seconds for the Dockers campaign compared with an average of just 12 seconds for online rich media advertising (source: Doubleclick), and an interaction rate of 33 per cent for the Dockers campaign compared to an 8 per cent average for rich media mobile content (source: insight express) and just 4.5 per cent for online rich media.

‘Time per interaction’ engagement metrics for the Dockers’ pants-dance ad.
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Lessons

The campaign is a great example of how knowing your audience and tailoring a campaign that delivers engaging content in an innovative way through the appropriate channel can resonate with consumers and deliver above-average results for brands. The way Dockers and Medialets tapped into the rapidly growing iPhone market, chose to serve their ads on iPhone apps that were popular with their target demographic (mainly sports games) and harnessed one of the iPhone’s innovative features (the accelerometer that allows the device to measure and react to movement), all combined to deliver a unique campaign that resonated with their audience.

The Dockers iPhone app used the device’s built-in accelerometer to let users interact with the campaign creative in an innovative and entertaining way.

[image: M03_UF_002.tif]

Marketers, pay attention to the power of engagement – think about the wasted investment in newspaper ads that people ignore, television commercials aimed at people who would rather jump up and stick on the kettle, and direct mail masterpieces that go straight in the bin. It is one thing knowing your audience, but holding their attention in an invitational and non-intrusive manner at least gives you a chance to get your message across without the same audience feeling as if they are being held to ransom.

It’s OK to sell stuff and have some fun too!


	
Links to campaign creative
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	http://www.medialets.com/campaignentry/ (interactive demo, full functionality requires Apple Safari v.4 or higher)



	

	http://www.youtube.com/watch?v=NwnuwGhcpRU (YouTube video of the iPhone ad in action)







	
An expert view
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Jon Walsh, Partner, Media Ventures (Europe) Ltd


	This Levi’s campaign is totally original, using fantastic stop motion video mixed with the innovative utilization of the iPhone’s accelerometer. The media selected and route to market of the mobile phone are perfect.


	However, as a consumer I would feel that I’m being left short changed if there is an end to my ‘Dockers journey’ after the dance videos had been watched. Why can’t I learn the dance moves, find out more about ‘Circle of Fire’, find the nearest Dockers store to where I am, upload my own (poor) attempts to imitate the moves? Levi’s has effectively ended the conversation with the consumer when they don’t need to.


	In summary, great creative, great targeting on perfect medium, but lacking two-way engagement opportunity and relationship-building opportunity.






Jon Walsh, Partner, Media Ventures.
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About Jon
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Jon Walsh is a digital media specialist and entrepreneur. He is currently a partner at Media Ventures, a digital media investment vehicle, and a director at Mobile Ventures, a mobile ad sales start-up. More information at www.mobventures.com







	
Credits
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Client

	
	Dockers San Francisco



	Geographical
scope

	
	Global



	Agencies

	
	Medialets in association with OMD and Razorfish

	Creative director: Theo Skye



	Awards


	
	OMMA Finalist Mobile Marketing Campaign (World’s First Shakeable Ad)




	


	
	MIXX 2009 Silver for Mobile Platforms







	
Creative biography
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Theo Skye


	Theo Skye is the Creative Director and founding member of Medialets, the rich media mobile platform for native mobile applications. He invents new ad formats and develops creative and design strategies for top-tier mobile ad campaigns enabling brands to leverage the unique engagement opportunities available on today’s mobile devices.


	Prior to Medialets, Theo was immersed in the online world as a web strategy and design consultant in the Washington DC area. He offered the full gamut of web-related services from designing and running usability testing seminars with VeriSign to designing and single-handedly building entire web content management systems for the National Archives and Records Administration. He credits his graphic design background for his ability to creatively iterate through any challenge.


	Theo lives in Brooklyn, New York, and works in Manhattan.











End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   
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