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Throughout the last decade, globalization and digitalization have changed the world of
business dramatically. As a result, the glories days of word-of-mouth and cold calling have
gone completely. Although nowadays companies rely more and more on digital marketing
as a tool to promote their goods and services, most of them still lacking a comprehensive
digital marketing plan that would let them succeed in this endeavor.

The goal of this study was to create an effective digital marketing plan for a Finnish startup
company with a limited budget. Since the company has some budget constraints, the par-
ticular focus of this study was to find out the right blend of most suitable and effective digi-
tal marketing channels, tools, and tactics, that would allow the commissioning company to
achieve business success on the biotech software market.

In order to achieve this goal, the author has explored effectiveness of digital marketing
techniques regarding ROI, the most valuable planning frameworks, most suitable digital
marketing techniques, channels, and tactics for the sector the company works, and finally,
the minimal set of digital marketing activities needed for achieving the company’s market-
ing objective. Whereas the insight into planning models and effectiveness of specific ap-
proaches was obtained from the reviewed literature, the understanding of what works the
best for the biotech software sector and the company in question was received from the
competitor analysis and the survey of the company’s clients.

Using this information the author has developed an effective digital marketing plan that in-
cludes specifically those tactics and actions that are necessary for achieving marketing ob-
jectives and business goals defined by the management of the company.

This research was conducted as a case study research with a holistic single-case design,
where, as the research philosophy was chosen pragmatism. As to the data collection, the
author used mixed methods data collection approach, which considers both, the secondary
and the primary data. Such a combination of data is quite typical for case study research
strategy.

Due to the mentioned above budget constraints, it was not possible to implement the de-
veloped plan in full. The implemented scope comprised only the tasks that could be ac-
complished by the company’s team and the author of the research. Despite this fact, dur-
ing the four months of the implementation, many of the marketing goals defined by the
management of the company have been achieved. As to the objectives of this study, they
all have been completed as well.
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1 Introduction

Throughout the last decade, globalization and digitalization have changed the world of
business dramatically. As a result, the glories days of traditional word-of-mouth and cold
calling have gone completely. Along with that, due to the availability of new technologies
for people, consumer behavior has transformed as well. Instead of blindly buying goods
that companies offer in their ads, people tend to research to find the products that suit
their needs the best. All these outcomes of technological progress made business compe-

tition genuinely fierce for many sectors.

Nowadays, to win the market companies also try to use new technologies. Although they
rely more and more on digital marketing as a mean that allows to pop up in front of their
potential customers, most of them still lacking a comprehensive digital marketing strategy
that would let them succeed in this endeavor. In fact, instead of having a digital marketing
strategy or at least a digital marketing plan that would guide them towards the success,
such companies heavily invest in random sets of digital marketing channels without an un-
derstanding of what works and what does not work for their sectors. As a result, quite of-
ten, such companies have wasted marketing budgets and, if any, get miserable financial

outcomes.

1.1 Research objectives

PrimerDigital, the commissioning company of this research, is one of those companies
that wish to boost their sales and increase awareness of its brand with the help of digital
marketing. Although due to a specific of PrimerDigital’s products and the sector the com-
pany operates, digital marketing is seen as the best way of achieving the company’s mar-
keting objectives and business goals, until recently, the company used more conventional
methods of marketing. Specifically, along with pursuing a donation-based monetization
model, PrimerDigital has heavily relied on word-of-mouth approach as the primary mean

of delivering information about its products to prospective customers.

Since these methods were not the most effective in terms of products promotion and rais-
ing capital for the further development of PrimerDigital’s products, the company’s execu-

tive team decided to reconsider their tactics and try digital marketing instead.

Although the moment this research was initiated the company’s business goals and mar-
keting objectives were not entirely clear, the CEO of the company has defined three main

reasons why the executive team wants to get into digital marketing. Specifically, these



were: attract new visitors to the website to increase sales, achieve a strong digital footprint
of the company within the internet, and reinforce the company's brand image on the bio-

technological software market.

To achieve these goals the company needs a comprehensive digital marketing plan that
will define particular tactics and actions on how the mentioned objectives could be met. As
the company has some financial issues that do not allow hiring a professional agency for
developing a digital marketing plan, and none of the company’s employees has neither a
marketing background nor competencies needed to develop and implement the plan, the
company and the author of this research made an agreement to accomplish this work as

the authors' thesis project.

As a result, the primary goal of this study is to create and implement an effective digital
marketing plan for the commissioning company. Due to marketing budget limitations Pri-
merDigital has, the particular focus of the study is to discover the right blend of most suita-
ble and cost-effective digital marketing channels, tools, and tactics, that would allow the

company to achieve its marketing objectives most efficiently.

As to the personal objectives of the author, along with delivering some value to the com-
pany through achieving its marketing goals, he hopes to raise his knowledge and skills re-
garding digital marketing planning to a new level. Also, since the research implies the im-
plementation phase, he also plans to actively participate in the implementation to apply
obtained knowledge and skill throughout a practical context, and, as a result, get hands-

on expertise regarding digital marketing.

1.2 Research problem and question

Since the primary goal of this research is crafting an effective digital marketing plan for the
startup company that has some budget constraints, the main research question was for-
mulated as follow: How to create an effective digital marketing plan for a Finnish startup

company with a limited budget?

To answer the question entirely and create a genuinely effective plan for the company this
research implies providing the answers to the following sub-questions:

- Which digital marketing techniques, tools, and tactics currently exist?

- Which digital marketing techniques are most cost-effective?

- Which digital marketing techniques, channels, and tactics are most suitable for the bio-
tech sector?



- What is the minimal set of digital marketing techniques, tools, and channels needed for
achieving the company’s marketing objectives?

Knowing the answers to these sub-questions, the author will be able to develop the digital
marketing plan that allows the company to focus all its efforts on a particular set of tools
and techniques needed for achieving marketing objectives without wasting of recourses

and budget.

1.3 Case company introduction

PrimerDigital Oy is a Finnish biotechnology startup company specializing in high-quality
PCR (Polymerase chain reaction) primer and probe design service, and software develop-
ment for PCR analysis. The company has 5 to 7 employees, and its headquarters is
based in Helsinki, Finland. Although PrimerDigital is located in Finland, it provides ser-

vices and products internationally throughout the internet.

Typical customers of the company are different kinds of biotech startups, research insti-
tutes or universities, governmental or nonprofit organizations, and big and midsize com-
mercial organizations that operate within the field of biotechnological research. Targeted
segment (decision makers) are purchasing managers, chief process engineers, CEOs or
business owners, and heads of IT departments. End users are research staff, post-doc-

toral researchers, and Ph.D. students.

Although the company offers quite in-demand products, due to lack of marketing efforts,
its sales are not impressive at all. As a result, the company has financial difficulties and
cannot afford to waste its marketing budget anymore. Moreover, as it turned out to be, tra-
ditional offline marketing efforts are not that efficient as PrimerDigital management ex-
pected. Thus the CEO of the company decided to make extra stress on digital marketing

activities within their overall marketing strategy for the year 2018.

As the primary outcome from this research, the company expects a digital marketing plan
that would allow to raise awareness about the company’s products among prospective
and existing customers (brand awareness), attract and encourage new customer to try
services and products (lead generation and sales boost), and maintain a strong relation-

ship with existing customers (customer relationships management).



1.4 Research structure

As can be seen in figure 1, this research consists of several phases, where each of them
includes additional stages. More precisely these are:
1. Phase 1 (Literature review). This phase comprises of:

- A review of professional literature on existing online promotion and communication
techniques and suitable theories regarding digital marketing planning.

- An analysis of digital marketing trends for 2018.

- Development of a conceptual framework that will guide the creation of a digital market-
ing plan for the company.

2. Phase 2 (Research and development of a digital marketing plan). This part of the re-
search includes:

- An analysis of PrimerDigital’s competitors regarding digital marketing promotion and
communication techniques. (This stage aims to reveal the most commonly used digital
marketing channels among companies that work in the biotech software market).

- A survey of the company’s customers. (This survey should provide an insight into the
most suitable digital online communication channels from the customers’ perspective).

- Defining the minimal set of digital marketing techniques that suites the most for the
company. (The aim of this section is, based on the insight obtained from the survey,
the competitor analysis, and the theoretical findings regarding the effectiveness of the
techniques in terms of ROI, to refine the list of most suitable options for the case com-
pany).

- Development of a digital marketing plan. (The goal of this stage is, based on the frame-
work developed at the literature review stage and findings obtained from the research
section, to create an effective digital marketing plan for PrimerDigital).

3. Phase 3 (Implementation). This phase aims to implement the plan in a real-life context

and analyze results. Thus, the phase consists of:

- implementation of the digital marketing plan, and
- follow-up and analysis.

4. Phase 4 (Conclusions and recommendations). The aim of this phase is summing up all

findings and provide recommendations for further work.



Literature review

- Online promotion and communication techniques
- Their effectiveness in terms of ROI

- Digital marketing trends for 2018

- Relevant digital marketing planning models

- Theoretical framework

Research and Development

- Most commonly used digital marketing channels,
tools, and tactics within the biotech sector
- Most suitable content for the biotech sector
- The best online channels for communication
with customers
- Most suitable type and form of content from
the customer's perspective
- The minimal set of techniques needed for achieving
the company's marketing goals

Digital marketing - Digital marketing plan
plan Implementation

- The outcome from the implementation phase
- The set of techniques and channels that proved to
be effective for the company

Conclusions and Recommendations

- Answers for Research Questions
- Conclusions and recommendations

Findings for further development

Figure 1. Research structure

As can be seen from above, while literature review provides an overall direction for this re-
search, information obtained from the Research and development phase helps to refine
the list of possible digital marketing techniques and find out the set of most applicable op-
tions for the company. Only such an approach provides an opportunity to get a holistic un-
derstanding of the current trends within the biotech software field and create a well-

thought and tailor-made digital marketing plan for PrimerDigital.



2 Literature review

This chapter introduces the most relevant digital marketing planning models, tools, and
promotion techniques as well as the latest trends and tendencies of the digital marketing
world. Due to rapidly changing technology and means of communication, the field of digi-
tal marketing also evolves fast. Therefore, this chapter covers not only recently published
books but also a number of internet articles from highly reputable sources of information

on digital marketing.

2.1 Fundamentals of digital marketing

A digital revolution that has accrued during the last several decades has significantly
transformed a marketing and business world. Constantly evolving internet technology, dig-
ital platforms, and social media affect consumers’ mindset and the way they interact with
business. For instance, with the help of social media platforms, consumers may easily
communicate with each other and share valuable information about products or brands.
This information, in its turn, affects the people's purchase decisions about different prod-
ucts and services and, as a result, gave them more power and independence regarding
their choices. Therefore, if marketers want to communicate with their audience effectively,
they should revise a current marketing approach and use the newest digital technologies.
(Ryan 2014, 8-16.)

As the primary challenge for marketers today Chaffey and Ellis-Chadwick (2016, 8) point
out an ability to understand which innovations are the most relevant for an organization
and how to integrate them with traditional marketing communications to gain an ad-
vantage for a company. Ryan (2014, 12) argues that the challenge for a marketer is not
just understanding technology itself but understand how people use it to take advantage

of it, and engage with people more effectively.

Over the years, the use of digital technologies to support a company’s marketing efforts
has been known by different names. Among them were terms like Internet marketing, e-
marketing, web marketing, and digital marketing. Although, in essence, they all are alter-
native terms, Dave Chaffey (2018a) proposes to focus on the latter term as on the most

frequently used today. (Chaffey 2018a.)

There are lots of different definitions of the term within professional literature and relevant
internet sources. For instance, digital marketing can be outlined as is “[t]he promotion of

products or brands via one or more forms of electronic media” (Businessdictionary 2018;



SAS 2017). Alternatively, Chaffey and Ellis-Chadwick (2016, 11) define digital marketing
as ‘“[tlhe application of the internet and related digital technologies in conjunction with tra-

ditional communications to achieve marketing objectives”.

Despite both definitions identify digital technology and media as key elements that allow
achieving marketing objectives and business goals, Chaffey and Ellis-Chadwick (2016,
11) make an extra emphasize that such technologies should be applied in conjunction
with traditional communication channels. In other words, it should support traditional mar-
keting efforts rather than entirely replace it. (Chaffey & Ellis-Chadwick 2016, 11.)

Along with that, scholars (Chaffey & PR Smith 2013, 19) outline that digital marketing en-
tirely supports the primary goals of marketing, such as identification and anticipation of

customer needs, and satisfying these needs profitably.

The identification of customer needs, in context of digital marketing, occurs through an
analysis of customers’ comments, inquiries, requests and complaints collected from
sources such as a company’s website, emails, or social media communities. Along with
that, a company should make an analysis of customers’ interests via web analytics plat-
forms, analyze what'’s selling and what’s not, and finally make online customer survey re-
garding satisfaction and suggestions for services or products improvements. (Chaffey &
PR Smith 2013, 19.)

As to the anticipation of customer needs, a company should engage customers in a dia-
log, from which it will identify and anticipate what customers might like or dislike. For this
purpose, along with the set of tools mentioned earlier, a company should use cookies. A
cookie is a piece of code that allows gathering valuable information about people who are
visiting a company’s website. (Chaffey & PR Smith 2013, 19.)

The third goal of marketing is meeting or satisfying customers’ needs. In the context of
digital marketing, it is all about positive customer experience from communications with a
company and delivering valuable and relevant content to customers from a company’s
side. (Chaffey & PR Smith 2013, 19.)

As can be seen from the above, digital marketing indeed can help with anticipating and

meeting consumer needs and, as a result, gain some profit for a company.



Since the definition and the role of digital marketing is clear, let’s look at the benefits it
provides, and what kind of business objectives can be achieved with the help of digital

marketing.

As the common goals for and benefits of digital marketing, Chaffey and Ellis-Chadwick
(2016, 18) point out the following:

- Grow sales — achieved through wider product range or distribution channels.

- Add value — achieved by providing customers with extra benefits or product develop-
ment based on customers’ online feedbacks.

- Get closer to customers - achieved through two-way dialogue and online interactions.

- Save cost — completed by providing online services and communication that does not
imply extra stuff or print cost.

- Extend the brand online - achieved through building communities and delivering new
propositions.

Additionally, Ryan (2014, 21) points out that “[u]nlike conventional forms of mass-media
marketing, the internet is unique in its capacity to both broaden the scope of your market-
ing reach and narrow its focus at the same time”. Also, he notes that by using digital chan-
nels for connection with an audience a company may overcome constraints like geogra-
phy and time zones (Ryan 2014, 21-22). Besides, digital channels are relatively cheaper
than conventional media and allow to provide for customers instant access to valuable in-

formation at any time and any place they need it (SAS 2017).

As can be seen from above, despite the nature of a business, almost any kind of com-

pany, at least to some extent, may benefit from using digital marketing.

2.2 Digital marketing scope and communication channels

Although digital marketing is often associated with a company’s activities regarding its
website or presence on different social networks, in fact, the scope of digital marketing is
more extensive. For instance, digital marketing should cover interactions between a com-
pany and its audience across a number of digital platforms, devices and communication
channels. (Chaffey 2018a.)

Dave Chaffey (2018a), highlights the following activities that are inherent for digital mar-
keting:

- online communication via digital media and different communications channels
- company presence across different online platforms and digital devices

- development of customer relationship through marketing automation

- integration of multichannel communications

- management of marketing activities through digital technologies and platforms.



As can be seen from the list above, the scope is comprehensive. Along with that, there is
apparent stress on the importance of multichannel integration that is an integral part of

digital marketing success (Chaffey 2018a).

Neil Pate’s vision about the scope of digital marketing is even broader. He proposes (Pa-
tel 2015) that digital marketing is based on two main pillars: online marketing and offline
marketing. Whereas the former implies online activities and includes promotion tech-
niques such as Search engine optimization (SEO), Search engine marketing (SEM), Con-
tent marketing, Social Media Marketing (SMM), Pay-per-click advertising (PPC), Affiliate
marketing, and Email marketing, the latter is more about enhancement of offline marketing

activities like Radio marketing, TV marketing, and Phone marketing. (Patel 2015.)

In essence, both perspectives on the scope of digital marketing, are quite similar and re-
fers to multichannel integration. Thus, we may conclude that all mentioned elements are
essential and should be considered at the development phase of this study. Otherwise,

PrimerDigital may miss out some vital market opportunities.

Figure 2 depicts how the mentioned elements should be applied through customer lifecy-
cle (CLC). As the diagram shows, each stage of CLC requires a particular set of different
communication channels. Moreover, among them can be found online marketing activities

as well as offline ones.

Community
Personalized
Customer

Messenger
Service

=
2
=1
©
=
g
<
-]
&=
=
¢
=
s
=

Remarketing
Merchandising
Re-engage Email

Google Shopping
Affliliates

Influencer Outreach

Content Marketing

Social Media

Pop Up Stores

Sponsorship
Search PPC

Television

@t M.

Figure 2. Application of marketing communication channels through consumer lifecy-
cle (Chaffey 2018b.)



Considering that currently, PrimerDigital does not use any of mentioned above offline mar-
keting activities that would require enhancement by online digital marketing efforts, further
in the text will be discussed only those techniques and communication channels that refer
to the online part of digital marketing scope given earlier. Precisely, the following seven
categories of online marketing:

- Search engine optimization (SEO)

- Search engine marketing (SEM)

- Content marketing

- Social media marketing (SMM)

- Pay-per-click advertising (PPC)

- Affiliate marketing

- Email marketing.

Despite the importance of each chosen category, due to budget constraints PrimerDigital
has, this list should be refined to a few the most suitable and cost-effective digital market-
ing techniques. To do that it is essential to understand the purpose and role of each tech-
nique regarding customer lifecycle as well as its effectiveness concerning return on invest-
ments (ROI). By having such insight, it is possible to reduce a chance to waste a budge

on irrelevant or ineffective marketing efforts.

2.3 Customer lifecycle concept

Nowadays, the chance that someone buys a product after the first contact with it is mea-
ger. As a rule, people make kind of research about products before making the purchase
decision. Therefore, the consumer journey has many touch points that businesses may
use for communicating and convincing people that products and services they promote
are way better than the rest of the offers on the market. (Hogg 2018.) To identify such

points of contact companies need to understand the concept of the customer lifecycle.

In essence, customer lifecycle represents the phases of a customer’s relationship with an
organization. Usually, it includes stages of feeling a need, awareness, consideration, se-
lection and purchase, experience, loyalty, advocacy, engagement, or an alternative to the
latter three - exit. By identifying the stage at which customers or prospects are at a partic-
ular moment, an organization can communicate with them more efficiently and finally es-

tablish a relationship that is important for better understanding their’ needs. (Franz 2014.)

The main tasks for marketer regarding customer lifecycle can be identified as the follow-
ing:
- Claim someone’s attention.

- Bring them into your sphere of influence.
- Turn them into a registered and/or paying customer.
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- Keep them as a customer.
- Turn them into a company advocate.
(NetGenesis corp. 2000, 26.)

To accomplish all those tasks, a marketer has a number of communication strategies at
his disposal. Figure 3 represents how digital communications channels can be used
through an entire customer lifecycle. (Chaffey 2018b.) The diagram is based on Smart In-
sights’ RACE framework that stands for Reach, Act, Convert, and Engage. The Frame-
work covers the whole customer lifecycle and outlines online marketing activities that

should be considered as part of a digital marketing strategy. (Chaffey 2017.)
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Figure 3. Digital marketing communication channels with regard to consumer lifecycle

(Chaffey 2018b)

Relying on this diagram, a marketer can find out which communication channel is the
most suitable for a particular stage of CLC. By having this insight, it is possible not only

effectively communicate with customers and prospects but also wisely use a company’s

resources.

2.4 The most effective digital marketing channels regarding ROI

Although figure 3 allows identifying the most relevant marketing techniques for a particular
stage of the customer lifecycle, it does not tell anything about their efficiency regarding the
return on investment (ROI). Such insight can be especially crucial for startup companies
that have some marketing budget limitations. Because of such issue companies quite of-

ten try to figure out a core set of digital marketing activities that are not only relevant to a
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company but are delivering the best return on investment. For this purpose, a company
needs to estimate “which channels will produce significant volumes of leads and sales at

an acceptable cost per acquisition (CPA) for new customers” (Chaffey & Jones 2017, 20).

According to the research conducted by Smartinsights in 2017, Organic search (SEO),
Content marketing, and Email marketing are the most effective digital marketing tech-
niques regarding ROI. These three are followed by Social media marketing (organic) and
paid advertisement techniques such as Paid search marketing (AdWords) and Social me-
dia ads. Techniques such as Website personalization, Online PR, and Display advertise-
ment have relatively lower results regarding ROI. (Chaffey & Jones 2017, 20-21.) The re-
search conducted by Econsultancy in the year 2106 (Davis 2016), also indicates Email
marketing, SEO, and Content marketing as the top three the most effective marketing

techniques regarding ROI.

Figures 1 and 2 in appendix 7 provide more detail information regarding the effectiveness
of the mentioned above techniques in terms of ROl and show their positioning relative to

each other.

Although these findings highlight SEO, Email marketing, and Content marketing as the
most effective techniques with the highest RO, it is essential to understand that for each
particular company this set may vary. Therefore, all investments into a specific set of digi-
tal marketing techniques should be based on a company’s objectives and metrics, ROI,
and customer journey analysis. Also, a company may research how competitors from the
same industry spend their budgets and which channels are the most effective for them.
(Burney 2016.)

2.5 Trends in digital marketing for 2018

It is not a secret that, due to emerging technologies, the world of digital marketing is con-
tinually evolving. Thus, to take advantage of such changes, along with usage of the men-
tioned above the most commonly used marketing techniques, a marketer should also take

into account some new trends happening within the digital marketing field.

Constant monitoring of emerging technologies or at least paying attention to new trends
allows companies to take advantage of new marketing opportunities and stay competitive
for a long time. All the trends that are discussed in this subchapter have started in few last

years and are going to continue in 2018 as well.
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Video marketing

During the past few years, for many people, visual content has become more preferable
than text-based alternatives. Even in case of a product’s or services’ reviews, people pre-
fer to consume information in the form of video over simple text. (Tripura 2018.) Consider-
ing that nowadays most of the social media and blogging platforms allow using video in
different forms, from businesses perspective, such trend provides a range of opportuni-
ties. For instance, through the use of video content on social media companies can deliver
valuable information to their followers and achieve higher user engagement. As a result,
many companies started to use it as a part of their marketing communication strategies.
(Tripura 2018.)

Along with that, marketing experts highlight the overall increase in mobile device usage.
According to research conducted by Cisco (2017), by 2021 the share of mobile videos will
achieve three-quarters of overall mobile data traffic. In other words, people will watch vid-
eos on their mobile devices more often than they do it now. So that, in order to take the

full advantage of video marketing, video content should be optimized for mobile platforms.

All these facts suggest that video marketing should be considered as one of the most criti-
cal trends for 2018. Therefore, undoubtedly it should be taken into account at the digital

marketing planning stage.

Artificial intelligence

Another significant trend is the usage of Atrtificial intelligence. Atrtificial intelligence (Al) is
the simulation process of human knowledge by machines, that is based on learning, rea-
soning, and self-correction. (Rouse, 2016.) Regarding digital marketing, it has a range of
applications. For example, Al helps to predict customers’ needs and interpret their behav-
ior. Based on this information, marketers have an opportunity to personalize a customer
journey and improve conversion. Along with that, Al allows to figure out the most effective
marketing approaches or defining the most efficient advertisement message for a paid ad-

vertising campaign. (Tripura 2018.)

Chatbots

The third trend in digital marketing is Chatbots. In essence, Chatbot is an Al-based piece
of code designed to conduct a conversation with humankind over the Internet. From a dig-
ital marketing perspective, Chatbots are an excellent tool for fast response to customers’
questions or comments regarding a product or customer service issues. (Tasner 2018.)

Although Chatbots work only with basic repeatable questions, it is only the way to provide
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immediate responses from a company’s customer service across the globe in 24/7 mode.

Moreover, this technology is applicable in a range of sectors. (Investopedia 2016.)

All these benefits make Chatbots more and more popular in the business world and, as a
result, companies implement this tool for enhancement of their online communications ef-
forts.

Online reviews and User-generated content

The last trend discussed in this subchapter is Online reviews and User-generated content.
They both are quite important because nowadays customers have become more active
with regards to searching for information on a product or service before buying it. Accord-
ing to Smith and Anderson (2016), around 82 percent of Americans read online reviews
and ratings generated by other buyers when purchasing something for the first time.
Moreover, 39 percent of US adults state that they have shared their opinion about compa-
nies or products on different social media. Since such online reviews or share of experi-
ence is usually unpaid and generated by regular people, the public tends to trust it more

than companies' generated message. (Smith & Anderson 2016.)

Alongside online reviews, there are many types of content that can be generated by cus-
tomers online. Such material is called User-Generated Content (UGC) and refers to the
promotion of a brand by users, instead of the brand itself. UGC may have different forms,
most common types are: media content like videos and pictures, blog posts, and testimo-
nials. For businesses, UGS has a range of benefits over traditional marketing techniques.
Comparing to a TV commercial or banner ads, USG is a significantly cheaper and rela-
tively effective way to reach a target audience. As a rule, campaigns that are based on

UGC will be more authentic, transparent, and consumer-oriented. (Tintup 2016.)

To take advantage of this trend companies should use all forms of UGC including testimo-
nials and reviews on social media platforms where they have a presence as well as on

their websites.

2.6 Digital marketing techniques

Considering the findings from the previous subchapters, as the critical online promotion
techniques for discussion in this section, have been selected the following:

- Content marketing

- Social Media Marketing (SMM)

- Search engine optimization (SEO)
- Search engine marketing (SEM)
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- Paid advertisement (PPC)
- Email marketing
- Video marketing.

All the mentioned above digital marketing techniques are introduced and discussed in
more detail in the following subchapters. The methods that fell out of this scope are not

discussed in this study at all.

2.6.1 Content marketing

Through the past decade, digital marketing and content have become genuinely insepara-
ble. Nowadays, content in a digital landscape is one of the few available for organizations
marketing approaches that allow them to communicate effectively with their prospects and
customers. As a result, content marketing has become widely used not only by leading
large brands but also by small businesses and one-person entities from around the globe.
(Ryan 2014, 300.) Eighty-six percent of B2C and ninety-one percent of B2B companies
that have participated in marketing research conducted by Content Marketing Institute in
the year 2017 have stated that they actively used content marketing for achieving their
marketing goals (Beets & Handley 2017a, 6; Beets & Handley 2017b, 6).

Among the reasons why content marketing is so prevalent in the business world, Ryan
(2014, 300) highlights the following reasons: relatively low entry barriers, high availability
and a wide variety of publishing platforms, and its cost-effectiveness. Besides that, the us-
age of content marketing may help organizations increase sales, reduce costs, and get
better customers who will be more loyal to an organization. (Contentmarketinginstitute
2017.)

As to the definition, Content marketing can be defined as follow:

Content marketing is a strategic marketing approach focused on creating and distrib-
uting valuable, relevant, and consistent content to attract and retain a clearly defined
audience — and, ultimately, to drive profitable customer action.(Contentmarketingin-
stitute 2017.)

From Neel Patel perspective, Content marketing is all about storytelling and attracting
people's attention (Patel 2018a). With the help of such stories, companies not only pro-
mote their products but also attract and engage customers. However, instead of just tell-
ing about products or services, they should provide genuinely relevant and useful content
that can solve problems that people may have. (Contentmarketinginstitute 2017.) In other
words, unlike a traditional advertisement, content marketing is based on high-quality, rele-

vant content and storytelling approach with the focus on building a strong relationship with
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the target audience. As a result, if the target market feels that content is valuable for them,
they will engage with a company, promote its message, and finally became loyal custom-
ers. (Patel 2018a.)

Neil Patel points out the following three key elements that should be addressed to make
content valuable and appealing to the target audience:

1. Push on the person’s pain point.
2. Agitate that pain.

3. Solve their problem.

(Patel 2018a.)

In essence, a company should understand not only who their customers, prospects, and
audience are but understand their pain (a problem they have) in order to address it. Just
after getting such insight, a company should plan and create content. Otherwise, content
is not able to solve the problem and will be seen by people as not valuable for them at all.
(Patel 2018a.)

There are many possible types of content that an organization may create and use for
achieving its marketing and business goals (appendix 7, figure 3). According to Beets and
Handley (2017a, 22; 2017b, 23), in the year 2017, the most popular content among B2C
segment were: social media posts, pre-produced videos, illustration, infographics, and in-
teractive tools, whereas for B2B segment that were: social media posts, case studies, vid-
eos, e-books, infographics, and lllustrations. As the most effective types for B2B compa-
nies, they highlight e-books and white papers whereas for B2C it was social media posts.
(Beets & Handley 2017a, 22; Beets & Handley 2017b, 23.)

Of course, for each particular case, the effectiveness of a specific type of content may
vary. In fact, it depends on a range of factors such as brand, resources, budget, and tar-
get audience. (Ryan 2014, 311.) Besides, Neil Patel (2018a) points out that each stage of
the customer journey requires a particular type of content. Therefore, to find out the most
effective type of material, a company should also understand who is its ideal client and

know all possible touch points through the journey. (Patel 2018a.)

Figure 4 represents how different formats of content should be applied regarding various
stages of Sale funnel. For instance, while content like e-books is excellent for building
trust at the consideration stage of the funnel, newsletter creates either a sort of ongoing
conversation with prospects or helps to stay in contact with them at the research stage.
Careful guidance of prospects through the funnel allows a company to turn them into loyal

customers who will advocate the brand in the future. (Patel 2018a.)
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Figure 4. Example of different formats of content regarding stages of Sale funnel (Patel
2018a)

To map the most relevant content throughout a customer journey, marketers may use the
content marketing matrix (figure 5). The matrix was developed by Smart Insights in 2012,
and it is still a quite popular tool among digital marketers. The main aims of the tool are:
review a company’s current content marketing efforts to find out a gap within an existing
set, generate ideas for the most engaging types of content to fill the gap, and analyze
competitors to find out what type of material they use. (Bosomworth 2015a.)
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Figure 5. The content marketing matrix (Smartinsights 2018, 13)
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The matrix has the four quadrants that refer to different purposes of content (Educate, En-
tertain, Inspire, Convince). Also, it has the two dimensions that relate to marketing goals
(awareness/purchase) and the way by which a marketer appeals to the audience to
achieve engagement (emotional/rational). Depending on the marketing goals, whether it is
supporting the purchase process or achieve audience engagement, a marketer identifies
a starting point for content ideas. Whereas for the former we are mapping content from
awareness to purchase direction, for the latter we are mapping content from emotional to
rational. (Smartinsights 2018, 13.) As a result, a marketer can identify the type of material

that would be relevant and valuable for customers at each stage of the customer journey.

As it is clear from the definition of content marketing, along with the thinking about a type
of content, marketers should think over the way by which content will be delivered to the

target audience.

Although there are many options available for content distribution, Social media, Email,
Blogs, In-person events, and Webinars are the top five formats that marketers from B2B
and B2C segments use for delivering their content. As a rule, companies use a mix of sev-
eral options simultaneously. A particular set depends on the nature of business as well as
on marketing goals and target audience. (Beets & Handley 2017a, 22; Beets & Handley
2017b, 23.)

On top of that, as a rule, each channel has its own specific regarding the required amount
of content and the frequency of publishing. According to Ryan (2014, 314), the amount of
published content rather varies for each particular case and depends on factors such as a
company’s marketing objectives, industry, and available resource. Although Ryan (2014,

314) points out that there is no a golden rule on how many content companies should cre-

ate, he notes that “the more content you create — the better”. (Ryan 2014, 314.)

As it is clear from the definition of content marketing given earlier, along with content’s
value and relevance, a marketer also should think about content’s consistency. Con-
sistency in content marketing can be defined by two factors: consistent quality, and con-
sistent publishing. Whereas the former refers to the quality and style of delivered infor-
mation, the latter means publishing regularly. (Hodkinson 2017.) Dave Chaffey (2015,
614) also points out that content should “be updated regularly to encourage return visits to
the site, and amplified through social media, thus helping to increase the visibility of a

brand within the search engines”. To manage content effectively and deliver it on time
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companies should plan out the content schedule via content or editorial calendar. (Chaffey
2015, 614.)

Despite the benefits content marketing provides, like any other digital marketing tech-
nique, it has some drawbacks as well. Specifically, some marketers encounter challenges
measuring the effectiveness of content marketing regarding conversions, revenue, and re-
turns on investment (ROI). (Patel 2018a.)

As it turned out to be, a significant percentage of B2B and B2C companies do not meas-
ure content marketing ROI because they either do not know how to measure it or because
the measurement is too complicated (Beets & Handley 2017a, 31; Beets & Handley
2017b, 32).

As an option to gauge content marketing ROI, Esti Frischling (2017) suggests using differ-
ent analytics platforms such as Google Analytics or Clicky. These platforms allow measur-
ing conversions defined for a particular campaign. As an example, it can be the number of

leads generated or the number of purchases completed. (Frischling 2017.)

To track the efficiency of a particular piece of content across customer journeys is recom-
mended to analyze metrics like engagement rate, time on site, and page views per visit.
Also, analysis of metrics such as the number of readers, top performing source, and arti-
cles viewed, may help to measure content performance and find out the most performing
one. (Frischling 2017.)

As can be seen from above, content marketing is an excellent digital marketing technique
that allows companies not only increase sales by building brand awareness and guiding
people through sale funnel but also enables to engage people with a brand and convert

them into loyal customers who will advocate a brand.

2.6.2 Social Media Marketing (SMM)

Over the past few years, the importance of Social media marketing has increased signifi-
cantly. According to Michael Stelzner (2017, 15-18), this form of digital marketing allows
companies to engage with their customers and improves their business in the following

ways:

increased exposure
increased traffic

developed loyal fans
provided marketplace insight
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generated leads

increased thought leadership
grew business partners
improved sales.

Chaffey and Smith (2013, 599) describe social media marketing as a process of “[m]oni-
toring and facilitating customer-to-customer interaction, participation and sharing through
digital media to encourage positive engagement with a company and its brands, leading to
commercial value.” One more definition, such as that from Searchengineland (2014), de-
scribes social media marketing as follow: “[s]ocial media marketing refers to the process

of gaining traffic or attention through social media sites.”

As can be seen from above, despite the definitions look at SMM from slightly different an-
gles, they both refer to social media as one of the primary means of achieving marketing

objectives.

Nowadays, scholars from the digital marketing field point out the growth in popularity of
social media. Since many users from across the globe use social media on a daily basis,
for many companies, it has become one of the most important channels for engaging with

a target audience. (Stelzner 2017, 7.)

Among the reasons why organizations should get involved in social media, Damian Ryan
(2014, 155) points out an opportunity of getting deeper engagement with customers and
having some insights that are not possible to get in any other way. Along with that,
Chaffey (2015, 7) highlights that social media are highly influential in shaping people’s
opinions about brands. To understand why this is possible, it is important first to determine

what social media is.

Alan Charlesworth (2015, 1), describes social media as “any web presence where users
can add their own content but do not have control over the site in the same way as they
would their own website”. The almost identical definition provides Simon Kingsnorth. In his
vision “[s]ocial media is generally defined as any website or application that enables users
to create and share content, or to participate in social networking” (Kingsnorth 2016, 150).
According to Ryan (2014, 151), “[slocial media is the umbrella term for web-based soft-
ware and services that allow users to come together online and exchange, discuss, com-

municate and participate in any form of social interaction.”
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As can be seen from the definitions, along with interactions between people, social media
implies the creation and sharing of user-generated content (UGC). As a rule, such mate-
rial may have a form of text, audio, images, and video. Besides that, people may share
some personal experience and expertise, create recommendations, reviews or ratings of

products, services, and brands. (Ryan 2014, 151.)

Nowadays, people do not trust what adverts say about products. Instead, they prefer the
recommendations and insights received from their peers (Charlesworth 2015, 7.) Based
on this fact, it is possible to assume that USG is critically important for many companies
across the globe. Along with that, since USG is an essential element of social networks, it
is quite clear that social media, indeed, may shape the perception of a brand or product
(Charlesworth 2015, 7).

To leverage the power of social media companies should understand not only what social
media is but also reasons why people use it in the first place. As the main reasons why
people use social media Charlesworth (2015, 12-13) points out the following:

- for socialization

- for self-expression

- for achievement of a certain status within a community

- to get information from peers

- to get a financial gain as access to free/discounted products, music downloads or
searching for a job.

The reasons mentioned above have a different nature. Therefore, quite often, people have
not a particular one but rather a combination of several reasons at a time. What is more
important, is that the number of such reasons may vary from time to time. (Charlesworth
2015,12.)

Since reasons for being on social media are clear, let’s look at what strategy organizations
should apply regarding presence and communication on social media platforms. Linda
Coles (2015, 22) points out that success on social media platforms largely depends on
people engagement and readiness to share a content company promotes. Therefore, it is
essential to create only content that people would appreciate. (Coles 2015, 22.) In order to
identify what would be valuable for people, organizations should not only pursue tactics

described further but clearly understand how social media work.

In essence, whatever the reason people have to use social media, all interactions be-
tween them on social media platforms occurs in the form of conversations and sharing of
content. In other words, while people are hanging out, they talk to each other and share

what has a sense for them or a community they belong to. Since people use social media
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for spending their leisure time, they are unlikely to be interested in a business sales pitch
or any advertisement. Moreover, companies cannot control what people say or think about

the services or products they promote. (Ryan 2014, 170.)

Despite such limitations, organizations should participate in conversations to positively in-
fluence the direction of discussions (Kingsnorth 2016,152; Ryan 2014, 154). To get the
most out of social media companies should rather listen than talk. By listening they will re-
veal what people talk about, what would be interesting for them and what kind of infor-
mation and content would be valuable for them. (Ryan 2014, 154.) In the case of negative
perception of a product or a brand, a company should also try to spot issues that need fix-
ing. Such insight allows creating a relevant content or a solution that satisfy a need or fix
an issue people might have. As a result, a company get people interested in products and
finally engage them in relationships. (Coles 2015, 2-7.) To achieve engagement, Ryan
(2014, 173) suggests being open, honest and considerate. By following this approach, or-
ganizations may create a positive image, that is important for better communication be-
tween customers and an organization. Moreover, it may help to foster an atmosphere that

implies brand advocacy from customers side. (Ryan 2014, 151-154.)

Another issue a marketer encounter regarding social media marketing is the identification
of appropriate platforms to be applied. It is not a secret that there are a vast variety of dif-
ferent types of social media platforms and sites available for business. For instance, figure
6 represents the most-used social media platforms among B2C and B2B companies that

participated in the Social media marketing Research in 2017. (Stelzner 2017,19.)

COMMONLY USED SOCIAL MEDIA PLATFORMS
0% 10% 20% 30 % 40 % 50 % 60 % 70% 80 % 90% 100%

Facebook
Twitter
Linkedin
Instagram
YouTube
Pinterest

Snapchat

Figure 6. The most commonly used social media platforms in B2B and B2C segments
(adapted from Stelzner 2017,19)
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According to the same research, despite 94 percent of the respondents have Facebook in
their set of social media, only 62 percent of them would choose Facebook as the primary
platform used for achieving their marketing goals. Linkedln and Twitter would prefer 16
and 9 percent of respondents respectively. (Stelzner 2017, 25.) In other words, this data
demonstrates that options that work the best for one organization may not work for an-
other one with the same results. Therefore, a blind usage of the most popular platforms
will be inefficient and may lead an organization to poor outcomes. Organizations should

always have a valid reason for selecting a particular platform. (Charlesworth 2015, 20.)

To find out the most appropriate options a marketer should distinguish between different
types of social media platforms and know the benefits they have. According to scholars
(Charlesworth 2015, 4; Ryan 2014, 158-161; Kingsnorth 2016, 159), all social media sites

can be broadly segmented into the categories described below.

Social bookmarking (sharing) sites

The first category is Social bookmarking (sharing) sites. This category refers to sites that
allow users to share content that they perceive as favorite or valuable for them or for a
community they belong to. Along with that, people from the community may rate and rank
such content. The most known sites in this category are Digg, Reddit, Delicious, and
StumbleUpon. From a business perspective, such sites allow analyzing what type of con-
tent people are interested in or what they do and do not like. Also, sites from this category
help to find out some “hot” topics that can be used for content creation purpose. (Ryan
2014, 157.)

Social networks

The second category is Social networks. All social networks can be divided into two main
types: Professional networking and Social networking sites. Whereas the former, is mostly
used for publishing more formal types of content and discovering an opportunity within
business and academic world, the latter has a focus on social life and used for staying in
contact and sharing different types of digital media content. The most known sites in this
segment are LinkedIn, Google +, Facebook, Meetup, and Myspace. Also, this category
comprises a number of document-sharing sites such as SlideShare and Docstoc. For mar-
keters, this type of social media provides a lot of different opportunity regarding building
brand awareness and running PPC campaigns. (Kingsnorth 2016, 155-156.) The main fo-
cus for a marketer here is listening to customers and providing engaging and valuable
content (Chaffey 2015, 7).
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Social streaming sites

Social streaming sites, also known as Media sharing sites, are quite popular for sharing
and discussing media content like photos, video, podcasts, and presentations slides.
Since streaming sites allow commenting on content, it is a good source for gaining an in-
sight into a target market’s preferences. Such information is vital from a content creation
perspective. Also, these sites are suitable for distributing a company’s digital media con-
tent. Among the most established names in this category are: Pinterest, Instagram, Flickr,
YouTube, Blip.tv, and Vimeo. (Ryan 2014, 159.)

Social search sites

This category refers to a number of available search engine platforms that help not only
find a relevant and valuable content regarding certain products but also allow to tag, com-
ment, and vote for the result of a search. The most known example is Google +1. (Chaffey
& Smith 2013, 216.)

Social knowledge sites

The fifth category is social knowledge sites or simply “WIKIS”. Acronym stand for “what |
know is”. In essence, it is an online collection of web pages that are available for anyone
to contribute. (Ryan 2014, 169.) The basic idea behind such sites is sharing information
(content) to help people solve their problems or find some answers. The most known ex-
amples of such sites are Wikipedia and Yahoo! Answers. Whereas Wikipedia has rela-
tively little application for marketing, Yahoo! Answers allow organizations to demonstrate

how their products may help people to solve problems they have. (Chaffey 2015, 7.)

Social blogging sites

During the last decade, we have witnessed emerging of free and easy-to-use blogging
platforms that allow almost anyone to become a publisher and express their opinions,
share their visions and experiences. Since such views might shape the perception of a
brand, social blogging should not be underestimated by marketers. From a business per-
spective, blogging is a valuable tool as well. Corporate blogs usually help companies to
reach out many people and connected them to a brand. Online blogs allow companies to
achieve massive exposure for a brand and get more online traffic and inbound links.

(Ryan 2014, 165.) The most known example of a blogging platform is WordPress.

Along with traditional blogging platforms, in this category, we have Microblogging plat-
forms as well. The most established example here is Twitter that has become incredibly
popular among businesses and brands. It can be used for broadcasting short messages

to keep people up-to-date with the latest news regarding a brand or an industry. Besides
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that, “[{]witter can offer an immediate and surprisingly accurate barometer of public opin-
ion on the web”. (Ryan 2014, 167.)

Simon Kingsnorth (2016, 156) argues that despite both types are essential tools, they
have different purposes and should be used in different ways. While Twitter is great for
sending and getting short messages that are effective for updates, blogs allow sharing a
more detailed content and can, therefore, provide more opportunities for shaping potential

customers' perception regarding products or a brand. (Kingsnorth 2016, 156.)

Social publishing and rating sites

This category includes a number of forums and discussion sites where people talk, share
their opinions, rate products and write reviews. All these sites allow users to express their
opinions and discuss a range of topics. From a marketing perspective, sites from this cat-
egory enable companies not only to get an insight into what people think about their prod-

ucts but also get in touch with them. (Ryan 2014, 161.)

Despite such a broad segmentation, it is important to remember that due to a variety of
features inherent for social media platforms most of the mentioned examples do not be-

long to a single category in 100 percent. (Ryan 2014, 156.)

Figure 7 represents the Social Media Marketing Radar that helps to summarize all men-
tioned above categories. This tool was developed by Smart Insights in 2010 with the aim
to help companies prioritize available options. According to the model, those options that
are close to the center are more critical for business and should be considered in the first
place. (Bosomworth 2015b.)
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Figure 7. Social Media Marketing Radar (Bosomworth 2015b)

Although radar allows keeping a company’s focus and recourses on the most appropriate
options, it rather provides a universal set of social media platforms. To understand what
types of social media suite the best for a particular case, along with applying this tool,
companies should investigate what works the best for their sectors. For this purpose,
Chaffey and Smith (2013, 224) propose surveying customers about their preferences re-
garding social media platform and analyze competitors regarding the set of social media
they have and how they use chosen channels. (Chaffey & Smith 2013, 224.)

As was shown above, social media marketing undoubtedly has many benefits that make it
one of the most important parts of digital marketing. Nowadays, if companies do not take
advantage of using social media platforms, they are definitely missing out an incredible
marketing opportunity. Therefore, social media marketing should be considered as a vital

part of a company’s digital marketing plan.
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2.6.3 Search Engine Optimization (SEO)

As the State of Inbound research has revealed (An 2017, 17), the biggest marketing chal-
lenge for many companies from across the globe in 2017 was generating traffic of leads to

their websites. In 2018 the issue, most likely, will remain acute as well.

In today’s digital landscape, different search engines like Google, Yahoo, and Bing play a
crucial role in navigating target traffic to a company’s website. Therefore, many compa-
nies try to leverage this channel and establish a presence within search engine results.
(MOZ 2014a.)

Mimi An (2017, 17) highlights that 61 percent of The State of Inbound research’s respond-
ents state that the highest priority for their online marketing efforts is increasing company
organic visibility. In other words, they are ready to make an enormous amount of efforts to
reach the top positions on a search engine’s first page. The reason why it is so vital for
them is that the first five organic results from a search get 67 percent of all clicks. (Patel
2018b; Sarcona 2018.)

Due to continually growing competition, standing out from the crowd and generating high-
quality traffic is getting harder. In order to achieve or maintain top-ranking positions within
a search, along with producing high-quality content, companies need to do search engine
optimization (SEO). (Patel 2018b.)

There are many different definitions of SEO within professional literature. For instance,
Neil Patel (2018b) describes SEO as “the process of optimizing your online content so
that a search engine likes to show it as a top result for searches of a certain keyword”.
Similarly, Dave Chaffey (2015, 412) defines SEO as “[a] structured approach used to im-
prove the position of a company or its products in search engine natural or organic results
listings for selected keyphrases”. According to MOZ (2018a), “[s]earch engine optimization
(SEOQ) is the practice of increasing the quantity and quality of traffic to your website

through organic search engine results”. And, finally, from Searchengineland’s perspective,

SEO “is the process of getting traffic from the “free,” “organic,” “editorial” or “natural”

search results on search engines” (Searchengineland 2017).
Although all the definitions above have a different focus, they all have a mutual idea be-

hind. This idea is that SEO can improve a company’s position on the search engine re-

sults page (SERP) and increase organic traffic to a company’s website.
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As to the advantages of SEO, Chaffey and Ellis-Chadwick (2016, 488) point out the fol-
lowing:

- allows attracting a significant number of highly targeted visitors

- target visitors always have a high intent of making a purchase

- cost per visit is relatively cheap

- allows to include new content into search dynamically and relatively quick.

Although these benefits look quite promising for companies, it is essential to know that
SEO has some drawbacks as well. Among them are lack of predictability regarding ROI, it
requires a significant amount of time for results to be implemented, unclear weight and im-
pact of ranking factors, ongoing investments, and reduced ability to develop awareness
comparing to other media channels. (Chaffey & Ellis-Chadwick 2016, 488-489.)

To get the most from SEO, it is crucial to understand the basic principles behind the ap-
proach and how search engines work. As can be seen from the definitions, the character
“O” of the acronym SEO stands for Optimizations that are needed to be done to make the
mentioned above results achievable. As a rule, to be efficient, such optimizations should
consider many factors that affect a page ranking. Based on such factors search engines
determines if the content has a high-quality and if it is relevant to a user’s search query.
(Ryan 2014, 106.)

Nowadays, each search engine has its own algorithm that is based on a particular set of
ranking factors (MOZ 2018a). Considering this fact and the fact that Google has about 73
percent of the total search engine market share (NetMarketShare 2018), it is wise to focus

primarily on Google and discuss only factors that affect its algorithm.

According to Brian Dean (2018), Google’s algorithm includes more than 200 ranking fac-
tors that can be broadly divided into the following categories:

- Domain Factors

- Page-Level Factors

- Site-Level Factors

- Backlink Factors

- User Interaction

- Special Google Algorithm Rules
- Brand Signals

- On-Site Webspam Factors

- Off-Site Webspam Factors
(Dean 2018.)

Although these factors are essential for Google's ranking algorithm, they all have different
weight relative to each other. Figure 8 represents all the mentioned above categories
combined into thematic clusters with their relative importance to Google’s algorithm. (Fish-
kin 2013.)

28



Weighting of Thematic Clusters of Ranking Factors in Google

(based on survey responses by 128 SEO professionals in June 2013)

Domain Level Keyword Usage
{e.g. exact-match keyword domains,
partial-keyword matches, etc.)

Social Metrics
(e.g. quantity/quality of tweeted links, Domain-Level, Link
Facebook shares, Google +1s, etc.) Authority Features
(e.g. quantity of links to the
domain, trust/quality of links
to the domain, domain-level
User, Usage, & Traffic/Query Data PageRank, etc))
(e.g. traffic/usage signals from
browsers/toolbars/clickstream, 8.06° 20.94%
quantity/diversity/CTR of queries, -06%
etc.)

Page-Level Link Features
(e.g. PageRank, TrustRank,
quantity of link links,
anchor text distribution,
quality of link sources, etc.)

Domain-Level Brand Features
(e.g. offline usage of
brand/domain name, mentions
of brand/domain in

news/media/press, entity

Page-Level KW

& Content Features
(e.g. TF*IDF, topic-
modeling scores on
content, content
quantity/relevance, etc.)

association, etc.)

Page-Level, Keyword-
Agnostic Features
(e.g. content length, 14.94% MOZ

readability, uniqueness,
load speed, etc.)

Figure 8. Weighting of thematic clusters of ranking factors of Google’s algorithm (Fishkin
2013)

As can be seen from the pie chart, there are three significant clusters that Google's algo-
rithm perceives as the most important. Altogether they account almost 60 percent of SEO
success. Thus it is wise to start optimization from them. Along with that, it is also essential
to take into account categories with a smaller impact. There are two reasons why they
should not be ignored. First one is that Google always changes its algorithm. As a result,
the impact of these factors may vary over time. And the second one is that in total they
still account more than 40 percent of success. (Fishkin 2013.)

To address these ranking factors, a marketer should make some optimizations. Although
those optimizations can take a number of forms, they all can be divided into two broad
categories: on-page SEO and off-page SEO. (Patel 2018b.)

Whereas on-page SEO refers to optimization of a website’s content and HTML source
code to match it to a critical phrase searched, off-page SEO relates to actions taken to im-

prove a search engine’s perception of a website's popularity (MOZ 2017).

In essence, on-site SEO concerns all ranking factors that help search engines understand
what kind of content a website has and what kind of search queries (keywords) would
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match to this content. As a rule, in part of on-site SEO, a company should make optimiza-
tion of the following elements: Content, HTML code, and webpage’s structure. (MOZ
2017; Patel 2018b.)

Among the most important factors regarding content optimization, Neil Patel (2018b) high-
lights the following: quality of copy, keywords, freshness of content, and how precise con-

tent answers to a search query.

In case of HTML optimization, a marketer should look at elements like Title tags (the infor-
mation user see up in the tab of a browser when opening a new page), Meta description
(information users see as an excerpt in the results of Google searchers), Schema (HTML
tags that affect the way content of our webpage will be shown in search results), and Sub-

heads (provide a clear structure of content and give reference points). (Patel 2018b.)

Finally, in part of a company’s website structure and architecture optimization, the most
critical factors are a safe connection, mobile optimization (a mobile-friendly design) and
loading times (Patel 2018b).

When it comes to off-page SEO, Google analyzes the factors like quality and quantity of
links into the page, quality and quantity of shares of a website’s content, some personal
factors like geolocation and searcher’s history, and of course trust of the page which is
based on the page’s authority, bounce rate, domain age, and brand Identity of a webpage
(Patel 2018b).

Unlike on-page SEO, where the success of optimizations depends on a company’s efforts,
most of the factors related to off-page SEO are out of a company’s control. Despite this
fact, both groups of optimizations are essential for achieving good ranking results and get-
ting high-quality traffic. (Patel 2018b.)

Although many companies know that Search Engine Optimization may help them to reach
the top position in the search engine results page (SERP), they often do it only once and
never optimize their websites again. Such an approach is not appropriate because search
engines often adapt their algorithms to provide better search results for users. For in-
stance, due to a rise in mobile search, Google plans to roll out “mobile-first” index, that im-
plies favoring mobile versions of websites over their desktop counterparts in SERP.
(Hughes 2018.)
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According to Murray (2018), to do SEO efficiently and get the most of it, companies
should continuously do keywords search, create new content and revise it over time, ana-
lyze inbounds links, and monitor technical aspects of a webpage. Similarly, Ryan (2014,
105) highlights the importance of the same set of actions and make stress that only by
satisfying each of the mentioned above aspects companies will get a correctly done SEO.
Moreover, he states that only such a tactic can bring sustainable results in long-term per-
spective (Ryan 2014, 105). Besides, Simon Kingsnorth (2016, 91) argues that “SEO
should always focus on optimizing for the user, not the search engine”. As a result, by fol-
lowing these strategies, companies will be able to achieve tangible results from their SEO
efforts.

To measure the success of Search Engine Optimization efforts, a marketer should track
the following metrics (MOZ 2014b):

1. Search Engine Share of Referring Visits (this metric shows the contribution of each
traffic source for a website. It is useful for comparing results over time or for identifying
possible weaknesses).

2. Search Engine Referrals (is vital for measuring the contribution of the company’s
search traffic from each engine to gauge performance at each one regarding SEO ef-
forts).

3. Visits Referred by Specific Search Engine Terms and Phrases (this metric help identify
new trends in keyword demand, the most performing key terms, and find potentially un-
der optimized keywords that can bring significant traffic).

4. Conversion Rate by Search Query Term/Phrase (this metric is vital for identification of
keywords that send visitors who are more likely to convert to customers, and under-
standing which landing-pages should be improved or promoted).

5. The number of pages visited from search engines at least once (this number provides
an insight into indexation of website’s pages and essential for understanding if a com-
pany has missing pages from search).

These five metrics are universal for any businesses and can be used along with more
specific ones that are important for a particular business case. Besides that, these metrics
can be used not only for assessment of overall SEO performance but for analysis and op-

timization of SEO strategy on a regular basis.

As can be seen from this section, SEO is a bit complex and technically oriented field.
However, this is a good way for businesses to stand out of the crowd and get the top posi-
tion in search engines results. To get that, companies need to have not only a solid SEO
strategy that reflects all mentioned above practices but also regularly run an SEO audit to

figure out possible areas for improvement.
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2.6.4 Search Engine Marketing (SEM)

Although Search Engine Marketing (SEM) is another popular online promotion technique
that many companies include in their digital marketing plans, there are lots of confusion
about the term (Sullivan 2010).

For instance, Pulizzi and Barrett (2009, 68) provide the following definition: “Search en-
gine marketing (SEM) generally refers to the pay-per-click (PPC) listings on the right side
of a search engine results page.” As can be seen, the definition refers only to pay-per-
click and exclude search engine optimization part, which, according to Sullivan (2010), is
an inseparable part of search engine marketing. Sullivan (2010) insists that SEM is an
umbrella term for two different search engine marketing activities: search engine optimiza-
tion and paid search. As a result, he defines Search Engine Marketing as “[t]he act of mar-
keting a web site via search engines, whether this be improving rank in organic listings,
purchasing paid listings or a combination of these and other search engine-related activi-
ties” (Sullivan 2010).

In order to understand how SEM works and how both activities relate to each other, it is
vital to understand the composition of Search Engine Result Pages (SERP). Such an un-

derstanding can be obtained from an analysis of Google’s SERP structure.

Since 2001, Google regularly adds non-organic results into the SERP. Nowadays, besides
Organic results, Google SERPs may have the following features (MOZ 2018b.):

- rich snippets (additional fields that visualize search result)

- paid results (results that are based on bought keywords)

- universal results (have a form of images, news, and featured snippets)
- knowledge graph (data in the form of panels or boxes).

In essence, all mentioned SERP’s content may be divided into two main types: Organic
(Natural listings) and Paid Search (Pay-Per-Click basis (PPC) Listings). While the appear-
ance of the former within SERP mostly depends on the quality of content and SEO efforts,
the latter gets listed only if a company pays money. (Searchengineland 2010.) In other
words, a company may achieve a top position on the first page of Google’s search in two

ways: by doing SEO or paying money.

As was mentioned in the previous subchapter, although getting the top positions in SERP
by doing SEO is possible, it is not simple at all, especially for small-size companies that
just entered a market. As a solution for such a situation Chaffey and Ellis-Chadwick (2016,

489) propose to look at paid search promotion. They see this technique as an excellent
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alternative to SEO which allows achieving results quickly and outshines the mentioned
earlier drawbacks of SEO. (Chaffey & Ellis-Chadwick 2016, 489.)

Comparing to SEO, paid search provides more control on the appearance in the listings.
As a result, this form of search engine activities is seen as a preferable way for increasing
a company’s visibility and generating visitors. (Chaffey & Ellis-Chadwick 2016, 495.) Be-
sides that, according to Pulizzi and Barrett (2009, 68), “Many companies use PPC to gen-
erate conversions (to a direct sale, download, or free trial promotion) or to buy traffic when

organic listings are nonexistent”.

Despite all the benefits, paid search is not an ideal promotion option and it also has some
disadvantages. For example, many people perceive the natural listings more reliable and
prefer to click on them instead of paid search results that usually are marked as an “ad”.

(Chaffey & Ellis-Chadwick 2016, 485.) According to Ryan (2014, 106), “70-80 per cent of

users ignore the paid ads on any given search, focusing on the organic results”.

Another drawback of PPC is that a content promoted on paid basis appears in SERP only
if a company pays (Sullivan 2010). As a result, such a strategy is rather good for a short-

run promotion campaign than for promotion of content regularly.

Considering mentioned above facts, it is clear that each promotion approaches has its
pros and cons and has different purposes to be used. To get the most of search engine
promotion, companies should use SEM that encompasses earning traffic through unpaid
(free) listings as well as buying traffic through paid search listings. This technique is an ex-
cellent way to find a balance between both ways of gaining targeted traffic and increasing

visibility from search engines. (Searchengineland 2010.)

2.6.5 Paid advertising (PPC)

Although paid search promotion technique has been already briefly touched in the context
of SEM, in this section, this technique will be discussed in more detail and compared with
social media paid advertisement. Also, this section concerns the Pay-Per-Click (PPC)
model, types of online paid advertisement available for companies, advantages and disad-
vantages of each of them, and the main differences between targeting approaches used

in PPC based campaigns.
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As discussed earlier in this paper, nowadays, most companies strive to achieve a top po-
sition on the first page of search engine results to build sustainable traffic to their web-
sites. Although it is possible to do with the help of SEO, in most cases it requires a signifi-
cant amount of effort and time. “Time without traffic, of course, is a missed opportunity for
your online business, and that’'s where paid search advertising comes in.” (Ryan 2014,
129).

The primary purpose of online paid advertising is building awareness of a brand and deliv-
ering highly targeted visitors to a site (Kingsnorth 2016, 107). In essence, it is the same
purpose as SEO has but unlike SEO paid advertising is focused on buying visits to a web-

site instead of getting them organically (Kim 2016).

Since paid advertising allows companies to show up in tops of searches and bring traffic
to websites in a short time, it has become one of the most common techniques used in
digital marketing. The online advertising market is growing all the time. According to eMar-
keter (2017), in 2017 the worldwide average growth of online ad spending was 7.0 per-
cent. This trend is expected to be maintained in the future with the average growth rates
between 4.9 and 8.3 percent. (eMarketer 2017.)

In essence, there are two types of online paid advertising available for business:

- paid search ads (refers to the ads that usually appears as a search result within the
search engines results pages or context-based ads (contextual ads) that displayed on
third-party sites that are part of ‘display networks’ like Google AdSense) (Chaffey 2015,
414; Ryan 2014, 128)

- social media platforms ads (refers to the advertisements displayed to users on social
media platforms) (Jolly, W. 2018).

Both groups are based on pay-per-click (PPC) model which implies that “advertisers pay a
fee each time one of their ads is clicked” (Kim 2016). In other words, unlike the conven-
tional approach, advertisers pay not when an ad is displayed, but when the ad is clicked
and bring visits to the advertiser’'s website. This model is also known as pay-per-click mar-
keting. (Chaffey 2015, 414.) As a rule, paid ads are labeled with the special mark like “AD”
or “sponsored links” to make it clear to users that they are not part of the search engine’s

organic results (Ryan 2014, 128).

As the advantages of PPC, scholars (Chaffey & Ellis-Chadwick 2016, 498; Ryan 2014,
129) point out the following:

- It is based on pay-per-click approach, that implies payment for an ad if only it were
clicked instead for an impression.

- It allows to target audience with high precision and, as a result, high conversion.

- Comparing to SEO, it is relatively simple and allows to get results in a short time.
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- It provides financial and editorial control that makes PPC more predictable.
- It allows to retarget the same people over time.
- It builds brand awareness even if an ad was not clicked.

Along with the advantages, paid advertising has some drawbacks as well. According to
Chaffey and Ellis-Chadwick (2016, 499), due to the popularity of PPC, a campaign may be
highly competitive and expensive, as a result not cost-effective to compete. Besides that,
PPC requires specialist knowledge and time for preparing and managing an ad campaign.
Last but not least is that ads are not always relevant to people interests or needs, or peo-
ple do not trust them. (Chaffey & Ellis-Chadwick 2016, 499.)

Despite both, paid search ads and social media ads, based on the PPC model, each of
them has its own specific regarding targeting. To understand the difference let's compare

them to each other.

Since Facebook and Google are the two main options that companies prefer to use for
their PPC campaigns (Trabelsi 2014), these two will be used further in the text, to explain

the difference between social media and search engine paid ads.

Let’s start with paid search ads from Google. The company provides two options: Ad-
Words service that works with search queries and AdSense display network based on
pages’ content. The central principle behind both is to display ads based on the search
queries searchers use. In other words, the search engine analyzes keywords from an en-
tered query and returns relevant ads alongside with list of organic search results. (Ryan
2014, 129.) On the display networks, the algorithm works the same way, but instead of
analyzing queries, the system interprets a page’s content and displays ads relevant to the
context. In both cases, a marketer has to bid on keywords that are relevant to business
offer. (Trabelsi 2014.)

Since Google does not have much information about its users, its algorithm relies on key-
words targeting. On the one hand, keywords targeting does not allow to control precisely
who will see ads (Trabelsi 2014), but on the other hand, Google’s keywords targeting
model, allows to find people who are in research or buy mode. As a result, companies
may expect significantly higher conversion and response rate compared to campaign for
social media platforms. (Chaffey 2015, 415; Trabelsi 2014.)

In comparison to Google, Facebook has a significant amount of information about its us-

ers. Data from people's profiles provides an opportunity to target an audience by different
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parameters such as interests, demography, and geography. In other words, Facebook

shows ads according to people’s like, shares, demographic and location. (Trabelsi 2014.)

Such a model allows a marketer to create custom or lookalike audiences that are based
on a particular portrait of a company’s clients. In essence, Facebook analyzes profiles of
existing client and matches them up with people who have some similarities. When such
people found, they can be targeted with similar offers. Knowing for sure a portrait of those
who have already converted, a marketer targets alike people that are more likely will turn
to customers. Another option Facebook provides is targeting based on a company’s cus-
tomer email list. Again, based on the data Facebook has, it finds owners of emails from

the list and shows them ads. This option is crucial for remarketing purposes. (Page 2018.)

Since both options have different targeting approach and have slightly different applica-
tions, the choice between the two mostly depends on a company’s marketing goals,
product's nature, and target audience. As an option, companies may start from equal

budgeting for each and then decide which one works best and brings better conversions.

To make a PPC campaign effective, a marketer should follow specific strategies. If a PPC
campaign is going to be on search engines, it is important to remember that keywords are
the foundation of paid search ads. Thus, selection of keywords should be made wisely.
Keywords should be not only relevant to a product of an offer but be also as specific as
possible. In case if a company select a generic keyword, it is highly likely that an ad will
appeal to the wrong audience or, due to high competition, a keyword will be too expen-
sive. As a solution, companies should use product-specific and long-tail keywords. In es-
sence, a long-tail keyword is rather a phrase that is relevant to offer or product than a par-
ticular word. (Ryan 2014, 131; Patel 2018a.) Figure 9 represents how the probability of

conversion and cost depends on keyword phrase length.
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OF CONVERSION OF CONVERSION

Figure 9. Relation between conversion and length of a keyword phrase (adapted from Pa-
tel 2018a)

In the case of social media advertising, a company should know a portrait of a customer to
focus on the right people instead of targeting a broad audience. If a company’s offer is
shown to random people, they never click the ad. As a result, a campaign will be ineffec-
tive. Another issue a marketer should consider is the ad’s copy and style. If a message is
plain and is not appealing to people, they never click on it. Hence, it is recommended to
try different ad variations to find the right combination of keywords, message, and images.
The variant that has the highest click-through rate, cost per conversion, and brings the
most of traffic is the best one. (Ryan 2014, 134.)

Considering all mentioned above it is possible to conclude that paid advertising is un-
doubtedly an effective marketing technique that allows businesses to conduct a highly-tar-
geted, low cost and high conversion campaigns on search engines as well as on social
media platforms. Thus, this technique should be considered by marketers as a part of a

digital marketing plan.

2.6.6 Email marketing

Nowadays, many marketing practitioners perceive Email marketing as one of the most po-
tent and cost-efficient techniques that allow communicating effectively with customers and
prospects. By having this tool in digital marketing arsenal, a company may efficiently de-
liver information in front of the target audience. (Ryan 2014, 179-180.) Chaffey and Ellis-
Chadwick (2016, 524) note that “email is an effective tool for building relationships with

customers online.”
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According to Ryan (2014, 180), email marketing allows not only delivering a sale offer to
prospects or customers but also maintaining consumer engagement, strengthening brand
perception, and adding credibility to the business. As the main benefits of this digital mar-
keting technique, Chaffey and Smith (2013, 454-455) point out the following:

- ltis relatively cheap and cost-efficient tool comparing traditional direct mailing.

- It implies direct response to offer through clicking embodied call-to-action link to a des-
tination site.

- It does not require much time to start a marketing campaign

- It allows making campaign highly personalized for each particular segment of custom-
ers.

- It provides an opportunity to test different options of emails’ design before rolling out it
as a campaign.

- It may efficiently reinforce another media campaign that carries out through direct mail
or mobile messaging.

In essence, Email marketing implies two different types of emails- those that a company
sends to customers, (Outbound email marketing), and those that customers sent to a
company (Inbound email marketing). Whereas the former is used for customers retention,
sale promotion, gathering customer data, lead generation, and acquisition purposes, the
latter is needed for direct communications with customers to support them and get feed-
back. Both types are important. Therefore, a marketer should manage Outbound emails
as well as Inbound ones. (Chaffey & Ellis-Chadwick 2016, 522.)

According to Chaffey and Smith (2013, 403), customers acquisition can be carried out
through cold emails, co-branded emails, and ad placements links embodied into third-
party emails. The choice between these three depends on the level of customers’ engage-
ment with a company. For instance, cold emails recipient, as a rule, know nothing about a
company, whereas co-branded emails imply that a recipient has a strong affinity with the
company. (Chaffey & Smith 2013, 403.)

The following text presents five options of emails that companies can use to convert po-
tential customers and retain existing ones. (Chaffey & Ellis-Chadwick 2016, 524; Chaffey
2015, 440).

Conversion email - As a rule, this type of emails takes place when a person has ex-
pressed his interest in a product but did not make a purchase yet. The aim is to persuade
the person to try a trial version of a product or make the next step to purchase. (Chaffey &
Ellis-Chadwick 2016, 524.)

Regular e-newsletters — This type is needed for sending clients some updates on the lat-

est products or promotions. Frequencies and type of content depend on a segment of the
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audience. (Chaffey & Ellis-Chadwick 2016, 524.) Although a marketer himself decides the
frequency, it is recommended to ask directly from customers what option would be the
best for them (Chaffey 2015, 440).

House-list-campaign — A company should use this type of emails to encourage people to
use a trial of existing product or service, promote new products and services, stimulate re-
peat purchase, and re-activate users who no longer use a service (Chaffey & Ellis-Chad-
wick 2016, 524).

Event-triggered (behavioral) emails — As it is clear from the name, this type of emails re-
fers to the launch of the company’s new products or services, or for sending special offers
(Chaffey 2015, 440).

Email sequence — Is a series of emails sent with some interval between them. For in-
stance, after subscription for a trial version of a product, emails will be sent outat 3, 7, 15

and 21 days to encourage recipients to update for a paid version. (Chaffey 2015, 440.)

Whatever option a company has chosen for its email marketing campaign, before start
sending a message, a marketer should check if all recipients in the email list have given
their permission to contact them. Skipping this step a marketer risks that recipients con-
sider the message as spam. Moreover, each email should have an option for unsubscrib-
ing from a campaign. (Chaffey & Smith 2013, 403.)

Chaffey and Smith (2013, 403-455) point out the importance of maintaining up-to-date
lists and thinking out email message and design. Also, they make stress that emails’ con-
tent should be renderable for different email reading systems and device platforms.
(Chaffey & Smith 2013, 403-455.)

To address these issues and get the most of an email marketing campaign, instead of re-
lying on a standard desktop email client, a company should always use professional email
marketing systems. Nowadays, there are several options available for businesses: soft-
ware installed on a company’s local machine, software that runs on company’s server, or

a software-as-a-service (SaaS) that runs on an online service platform. (Ryan 2014, 181.)

As the most popular options of online-based marketing software can be identified the fol-
lowing (Kissmetrics 2010):

- AWeber
- MailChimp
- Constant Contact
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- Campaign Monitor
- Blue Sky Factory
- Emma.

Any of the mentioned above options, allow to manage a company’s email lists efficiently,
craft messages’ design templates, modify the content to make sure that emails pass
through spam filters, and finally, to track campaigns performance. Usage of professional
software is vital in case a company has a long list of recipients and runs email campaigns
regularly. (Ryan 2014, 181.)

Another secret of success in email marketing is engagement with recipients. Chaffey and
Ellis-Chadwick (2016, 527) point out some approaches that may help to achieve it:

- Develop a welcome program. This approach implies sending automatically triggered
messages over the first several months after a person has registered in the list. The
aim of such emails is educating a respondent about a brand and products, or merely
send a highly targeted offer.

- Use offers to engage and re-activate a list in case they are less responsive.

- Segment email list by different criteria such as age, geolocation or level of responsive-
ness to treat them differently and make more crafted offers.

- In case of renting lists, it is essential to request only emails that opted-in no more than
nine months ago.

In order to measure the success of an email campaign, a marketer should consider some
metrics that can be found from email clients or email marketing software. As the most im-
portant metrics, digital marketing scholars, and practitioners indicate the following:

- Open rate: Indicates how many people have opened the email a company sent. From
this metric, a marketer can gauge how well a company established a relationship with
recipients. If the number is low, a company should focus on providing value and man-
aging customer’s expectations. (Kissmetrics 2010.)

- Click-through rate: indicates the number of people who clicked through a link embodied
within an email (Chaffey & Ellis-Chadwick 2016, 526), also indicates a type of links
people tended to click on in case if an email has more than one option for clicking
(Ryan 2014, 199). The cause of low number can be either wrong target audience or
poor quality of copy (Kissmetrics 2010).

- Unsubscribe rate - shows how many people unsubscribed from the company’s email
lists (Ryan 2014, 199). A cause of high unsubscribe rate can be low value to subscrib-
ers or issue related to copy quality (Kissmetrics 2010).

- Delivery rate — Indicates the number of delivered emails. If it is low, it means that some
emails from the list are no longer valid or spam filter block the sent email. (Chaffey &
Ellis-Chadwick 2016, 526.)

Comparing to a website where content usually is more generic and oriented on a broader
audience, through email marketing a company can efficiently deliver a relevant message
to people who have a genuine interest in it. So that, email marketing is an efficient way of
connecting and maintaining a relationship with customers. As a result, email marketing is
a vital element of digital marketing which should be undoubtedly integrated into a com-

pany’s digital marketing plan. (Ryan 2014, 203.)
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2.6.7 Video marketing

The last marketing tool discussed in this subchapter is Video Marketing. This tool is get-
ting more and more popular among marketers from across the globe so that it should be
considered as part of a digital marketing plan in this study as well.

It is not a secret that nowadays, people prefer consuming visual content instead of tradi-
tional text-based alternatives (Hayes 2018). As a result, businesses actively leverage this
trend. According to Stelzner (2017, 40), eighty-five percent of companies participated in
the Social media marketing research conducted in 2017 actively used visual content in the
context of social media marketing. (Stelzner 2017, 40.)

Figure 10 indicates the most commonly used type of content for social media among the
research’s respondents. As can be seen from the graph, although the two most popular
forms of content were images (85%) and blogs (66%), a large percentage of the respond-
ents used video (57%) and live video (28%) in their social media marketing as well. (Stelz-
ner 2017, 40.)

Along with that, the report highlights that in the near future seventy-five percent of re-
spondents are planning on increasing their use of videos (Stelzner 2017, 40-42). These
data undeniably confirm that, for many companies, videos already became an integral part
of their marketing in 2017. Moreover, the research predicts significant growth in the popu-
larity of videos as a marketing instrument in 2018. (Stelzner 2017, 40-42.)

THE MOST COMMONLY USED TYPE OF CONTENT FOR SOCIAL MEDIA IN 2017
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
Visual images
Blogging
Video

Live video

Podcasting

Figure 10. The most commonly used type of content for social media in 2017 (adapted
from Stelzner 2017, 40)
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To understand why video content is so crucial for both, business and people, we should

discover the role it plays for each of the categories.

While for people videos have become a source of information (Trimble 2015), for compa-
nies it is a tool that gives an opportunity to improve credibility and confidence of custom-

ers and teach them about the products company produces (Rouhiainen 2014, 5).

Nowadays, video is not only the most desirable type of content that people would like to
receive from the business in which they are interested but also the type of content that
makes people remember the company's message relatively longer comparing to other
types of content (Collins & Conley 2017). Besides that, If a company creates videos that
are enjoyable for a target audience, most of the audience consider sharing it with their
peers (WYZOWL 2018, 7). Finally, videos have the highest ROl comparing to other types

of online content (Selders 2018).

Marketers often use videos as a tool that helps them to improve business in the following
ways (Hayes 2018):

- educate people regarding products or services a company provides
- increase traffic and sales

- reduce support queries

- increased dwell time on a company’s website.

To effectively use video content, it is vital to understand what types of videos exist in the
context of digital marketing. As a rule, marketing practitioners distinguish between the fol-

lowing types of videos.

Company presentation videos

This type of videos is also known as “About” videos. As the name of the category sug-
gests, it refers to company mission, vision, goals, and beliefs. Additionally, it should briefly
describe some information regarding products and services a company provides. (Rouhi-
ainen 2014, 12.)

Demo videos

As a rule, a demo video should be about 10 minutes long and give a viewer an under-
standing of how a product can be used. Since the viewer is eager to learn about a product
in detail, these videos are good for pointing out the product’s features and advantages it
provides. (Mendez 2017.)
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FAQ or Questions and answers videos
The aim here is providing clear answers to the most frequently asked questions. It per-
fectly works at the consideration stage of the buyer journey, where potential customers

consider making a purchase. (Rouhiainen 2014, 13.)

Educational (Tutorials) videos
As a rule, instead of promoting a product or a service, the educational videos reveal valu-
able and useful information to help viewers understand how a product should be used or

how it may solve a problem that the viewers have (Mendez 2017).

Since people often find such videos through search, by having educational videos in a
marketing arsenal, a company may not only establish its presence in search engines but
attract new people to a company’s website or any other media platform a company has a

presence (Rouhiainen 2014, 15).

Explainer videos

Like the previous category, these videos also explain how product or service may solve a
problem but in a storytelling style. As a rule, explainer videos are about 2 minutes long
and may have some stimulating animation. Due to the short length and useful content,

people like to share it on social media. (Mendez 2017.)

Testimonial (Case studies) videos

In essence, a testimonial is a short video where people (quite often customers of a com-
pany) tell others about their experience with a product or a company, and clarify why the
product that they choose is better than any alternative option on a market. Since Testimo-
nials implies third-party endorsements of a product, service, or company, they are an ex-
cellent way to generate brand trust. (Mendez 2017.) Quite often companies make testimo-
nials in the form of “before and after” comparison where clear empirical data confirm re-
sults. This approach is an excellent way to increase a viewer’s trust in testimonials. (Rou-
hiainen 2014, 14.)

Such a variety of video types allows a marketer to find a proper video for each stage of
the customer journey. Having videos from different categories in a campaign, enable a
marketer to guide prospects through the sales funnel and convert them into the clients.
(Mendez 2017.) Figure 11 demonstrates the application of videos from mentioned above

categories at each step of the funnel.
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VIDEO MARKTING FUNNEL
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Figure 11. Video marketing funnel (adapted from Collins & Conley 2017)

As a rule, people at the top of the funnel are searching for a solution to the problem they
have. Such people do not know yet anything regarding particular products or brand that
could help them. Thus, Educational videos and Videos about the company are the best
content to attract their attention and bring them to the website. At the next stage, by using
Case studies, How to videos, and Product demos a company may easily achieve trust and
establish contact with people. All these are vital for converting visitors to leads. Testimoni-
als and FAQs, in their turn, help to convince people that products a company offers are
the best, and as a result, convert leads into customers. At the last stage of the funnel, with
the help of Educational videos, a company may turn customers to brand advocates. (Men-
dez 2017.)

One more issue regarding videos is the choice of a platform where a company can publish
its content. According to Hangwon (2014), there are four options for content promotion:
company's website, social media platforms, mobile, and emails. Each of these alternatives
provides a range of benefits for business. For instance, having a video on a landing page
make people stay on the page significantly longer and as a result, make the page more
valuable from search engines perspective. When publishing on social media platforms,
video content has better chances to be shared compared to text-based alternatives of
content. Also, an email that has incorporated videos show a better click-through rate.
(Hangwon 2014.)
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As the most popular social media platforms for publishing video content the State of Video
Marketing 2018 report indicates the following options: YouTube, Facebook, Instagram,
Twitter, and LinkedIn (WYZOWL 2018, 8). The order shows the popularity of platforms.

Although there are lots of different options of social media available for marketers today,
to make video marketing proficient, it is essential to understand what works precisely for
the market a company operates. As discussed previously, the best way to find out what
works is to analyze the marketing efforts of competitors and survey the company’s cus-

tomers.

As was shown in this section, video marketing is another powerful digital marketing pro-

motion technique that should not be avoided by marketers in 2018.

2.7 Digital marketing planning

This subchapter introduces the most relevant models and frameworks for digital marketing
planning and strategy development. Also, it presents the role of digital marketing strategy

and digital marketing plan as well as the relationship between them.

2.7.1 Digital marketing strategy and digital marketing plan

To show the importance of having a digital marketing strategy and digital marketing plan
this section outlines information on what digital strategy and plan are, why companies
need them, how each is related to overall business strategy, and what kind of issue com-

panies may encounter in case of lacking these two.

Chaffey and Chadwick (2016, 178) define digital marketing strategy as “[d]efinition of the
approach by which applying digital technology platforms will support marketing and busi-
ness objectives.” As the main aims of digital marketing strategy, they point out the follow-
ing (Chaffey & Ellis-Chadwick 2016, 178):

- defining a clear direction for digital marketing activities

- provide an analysis of a company’s external environment and internal resources
- setting clear objectives that support the overall marketing objectives

- defining a set of suitable strategic option for achieving the objectives

- specify deployment of resources.

As to the scope of digital marketing strategyi, it is also quite broad. Precisely, it includes
the following areas (Chaffey & Ellis-Chadwick 2016, 180):
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- enhancing website functionality and attraction visits

— customer relationship through marketing automation tools

- development of the overall customer experience across multiple channels

- maximize the result from partnering with publishers, influencers, and bloggers

- use of social media marketing through a company’s website and social networks.

A clearly defined strategy helps companies not only to stay focused, target the right audi-
ence, and align digital marketing activities with their business goals but also allows to
avoid risks of missing a substantial market opportunity or even lose market share to com-
petitors (Ryan 2014, 22). Besides, lacking a digital marketing strategy may affect client ac-
quisitions, brand visibility, and a company’s revenue generating opportunities (Forbes
2014).

In fact, despite the mentioned benefits of having a digital marketing strategy, not all com-
panies do, indeed, have one. As the Managing Digital Marketing research indicates, only
thirty-four percent of the research’s respondents have stated that they have a clearly de-
fined and integrated digital marketing strategy. In contrast, almost half of the business sur-

veyed do not have a strategy at all. (Chaffey & Jones 2017, 14.)

Strategy development and implementation processes are usually coordinated through a
marketing plan that occurs as a result of the marketing planning process (Chaffey & Ellis-
Chadwick 2016, 187). Chaffey and Ellis-Chadwick (2016, 187) describe marketing plan-
ning as “[a] logical sequence and a series of activities leading to the setting of marketing

objectives and the formulation of plans for achieving them.”

In essence, there are two types of marketing plans: strategic marketing plans and tactical
marketing plans. Whereas the former covers a period of three to five years and focused
on strategic decisions, the latter covers specific actions over a period up to one year.
(McDonald & Wilson 2011, 30.)

Chaffey and Ellis-Chadwick (2016, 187) argue that strategy development in digital market-
ing context implies the same principles. As a result, a company may have an overall digi-
tal marketing plan, that is typically annual, and also a long-term digital transformational
plan for the next three to five years. (Chaffey & Ellis-Chadwick 2016, 187.) Figure 12 illus-

trates an overall hierarchy of the mentioned plans and their relations to each other.
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Step 1. Annual business plan

Step 2. Annual marketing plan

Step 3. Annual communications plan

Campaign 1 Campaign 2 Campaign 3
E-campaign E-campaign E-campaign
component 1...n component 1...n component 1...n

Always-on digital marketing activity: Search, social,and email marketing

Digital marketing plan

Figure 12. Hierarchy of plans (adapted from Chaffey & Ellis-Chadwick 2016, 185)

As can be seen from the diagram above, there are several different plans that perfectly
support each other. At the top of a planning hierarchy, we have a business plan that out-
lines organizational objectives and identifies a long-term strategy to achieve corporate
goals. The purpose of the business plan is matching opportunities with recourses and

strategies an organization has. (Cowman 2017, 3-6.)

Further, the business strategy informs and influences a marketing plan, which, in essence,
considers the sales activities, distribution, delivery of a product or service, and communi-
cations. The purpose of the marketing plan is achieving the overall corporate objectives
from the business plan through engaging and influencing an audience. Also, it should de-

fine the strategy and resources needed to complete the goals. (Cowman 2017, 7-12.)

Under these two, we have communication or multichannel marketing plan integrated with
a digital marketing plan, and some marketing campaign plans. Whereas the former is a
long-term plan defining how to compete more effectively with different communication
channels including digital ones (Cowman 2017, 28), the latter is a short-term integrated
communications plan indicating different digital media channels to achieve objectives of a
particular campaign (Cowman 2017, 12). A digital marketing plan, in its turn, suggests the
best combination of different media channels and how they support a company’s goals
and objectives (Cowman 2017, 20).

A digital marketing plan is typically annual, and it covers the following areas (Cowman

2017, 22):

- areview of a company’s digital capabilities
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- set of achievable and realistic objectives
- set of digital marketing techniques to be invested in
- list of required resources.

As the purpose of a digital marketing plan, Sarah Cowman (2017,21) indicates the follow-
ing:
The purpose of a digital marketing plan is to ensure that digital marketing activities
are relevant and timely in the achievement of your organization’s objectives, that
they can be implemented with available resources and that they are capable of cre-

ating and sustaining a competitive position online. (Cowman 2017, 21.)

Even though, doing digital marketing without a strategy is possible, by pursuing such ap-
proach companies are not able to get the most from the digital marketing activities they

conduct (Rouhiainen January 2018).

For companies that do not have a strategy yet, the best option to start is to create at first a
separate digital marketing plan, that, along with opportunities and problems, should define
the way how to incorporate digital marketing as a part of business activities. And sec-
ondly, start integration of digital into a marketing strategy. As a result, digital activities will
be fully aligned with overall marketing goals and become part of business as usual.
(Chaffey 2018c.)

To create a digital marketing plan that will have all the essential elements and address all
possible implementation issues, an organization should use appropriate frameworks de-
veloped for planning purpose. As such tools, Sarah Cowman (2017, 25) suggests using
SOSTAC® structure developed by PR Smith and RACE Frameworks developed by Dave
Chaffey and Smart Insights’ team. Whereas the former is a good option for structuring
overall digital marketing plan, the latter is more action-oriented and helps to plan tactics to
implement. (Cowman 2017, 25.) Both frameworks will be discussed in detail in the follow-

ing sections.

2.7.2 PR Smith’s SOSTAC® planning model

SOSTAC® is a relatively simple, clear and logical framework that perfectly fits for structur-
ing different kinds of plans. For the development of a digital marketing plan, the framework
is useful as well. SOSTAC® stands for Situation analysis, Objectives, Strategy, Tactics,
Actions, and Control. All these elements are critical to the success and represent particu-

lar stages of a plan's development process. (PR Smith 2018.)
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As can be seen from figure 13, the framework has a logical structure where each stage
informs the following one. Although the stages follow a particular order, they have some
overlap, and each of them may be easily revised during the planning process. (Chaffey &
Smith 2013, 3; Smith 2018.)

Situation
/ analysis \
Control Objectives
Y
Actions Strategy

i

Figure 13. PR Smith’s SOSTAC® planning model (adapted from Smith 2018)

Tactics

To understand the role and what stands behind each of the stages, let’s look at these six

blocks from the digital marketing perspective.

Situation analysis. The purpose of this stage is to outline the situation in which a com-
pany currently is. It implies answering the question “where are we now?” and includes an
analysis of a company’s customers, competitors, competencies, current performance,
partners, and market trends. (Chaffey & Smith 2013, 538, 540-537.)

Objectives. At this stage, a company determines specific, measurable objectives which
should be achieved with the help of digital marketing. In essence, this stage implies an-
swering “Where do we want to be?” and “what do we want to achieve through online
channels?” (Chaffey & Smith 2013, 3.) As the most common goals for companies Chaffey
and Smith (2013, 548) point out the following: grow sales, add value, get closer to custom-

ers, save costs, and add some value.

Strategy. At this point, a marketer should answer “How do we get there?” question. In
other words, he needs to identify the overall direction to follow and summarize how to

achieve the goals. Specifically, it should include a company’s online value propositions
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(OVPs), the overall marketing and promotional mix, and set of the selected digital media
channels. On top of that, it is essential to define the level of resources needed for each of
the channels and the way those resources will be used. (Chaffey & Smith 2013, 551-552.)

Tactics. According to Chaffey and Smith (2013, 559), “Tactics are the detail of strategy”.
Thus, this section represents and defines in detail how to implement the strategy and an-
swers “how exactly do we get there?”. In other words, at this stage, a marketer defines the
list of tools he plans to use at each stage during the strategy implementation. (Chaffey &
Smith 2013, 559.)

Actions. This stage is about particular actions, skills, and responsibilities needed for the
accomplishment of the tactics defined in the previous stage (Chaffey & Smith 2013, 4,
564-566).

Control. The purpose of this stage is to make sure if we are on the right track or not. Spe-
cifically, it is about the assessment of key performance indicators (KPI) or the results
achieved regarding the objectives defined earlier. The main point is that by having a con-
trol system, a marketer may regularly review the KPl and make improvements of tactics or
actions timely. (Chaffey & Smith 2013, 566-576.)

As can be seen from above, each element of SOSTAC® is unique and essential. Thus
they all should be considered by a marketer without any exception. Figure 14 indicates
critical points and questions that need to be addressed during the planning as well as
some tools and approaches that should be used at each stage of a plan development pro-

cess.
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Where are we now?

- Goal performance 5(Ss)

- Customer insight

- E-marketing SWOT

- Brand perception

- Internet capabilities and resources

Situation

analysis

Where do we want to be?
5 Ss Objectives

How do we monitor performance?
- 555 + Web analytics - KPIs

- Usability testing Sell- Customer accusation and retention target
- Customer satisfaction survey Serve- Customer satisfaction targets
- Site visitor profiling Control Objecfives Sizzle- Sife stickiness, visit duration
- Frequency of reporting Speak- Trialogue, number of engaged customers
- Process of reporting and actions Save- Quantified efficiency gains
The details of tactics Actions S’N‘G’fegy How do we get there?
Who does what and when - Segmentation, targeting and positioning
- Responsibilities and structures - OVP (Online Value Proposition)
- Internal resources and skills - Sequence, (credibility before visibility)
- External agencies - Integration (Consistent OVP) and database
- Tools (Web functionality, e-mail, IPTV, etc.)
Tactics

How exactly do we get there?
(the details of strategy)
- E-marketing mix
(communications mix, social networking)
- Details of contact strategy
- E-campaign, initiative schedule

Figure 14. SOSTAC® planning framework (adapted from Chaffey & Smith 2013, 4)

All the features mentioned above make SOSTAC® one of the most popular and useful

models for digital marketing planning.

Although SOSTAC® is an excellent tool for structuring and developing plans, it is recom-
mended to combine it with the RACE planning framework. (Cowman 2017, 25). Whereas
the former is covering all stages of creating and implementing a digital marketing plan, the
latter “is structured around the many activities in the modern marketing funnel designed to
define online and offline tactics to engage audiences to get results” (Cowman 2017, 29).
Also, the RACE framework perfectly supports the SOSTAC® planning model in case of

multi-channel plan structure (Cowman 2017, 29).

2.7.3 RACE Digital Marketing Planning Framework

RACE is a framework developed by Smart Insights to help manage and improve results
companies gain from digital marketing activities. RACE stands for Reach, Act, Convert,
and Engage. Each of these steps has a particular purpose and helps to engage prospects
and customers with a company at different stages of the customer lifecycle. (Chaffey & EI-
lis-Chadwick 2016, 31.) Although the acronym consists only of the four mentioned above
steps, in fact, the framework involves an additional phase which implies the creation of the

overall digital strategy, setting objectives and planning. (Chaffey 2017.)
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As to the rest of the framework steps, they can be described as follow. Reach is about
building awareness of a brand, products or services across different media platforms with
the aim to generate traffic to a website or any other platform a company has a presence
on (Chaffey & Ellis-Chadwick 2016, 31). Act implies engagement of an audience with a
brand and making them interact with a company or each other on the company’s website
or social media (Chaffey & Ellis-Chadwick 2016, 31). Convert is aiming to convert visitors
of a company’s website or social media communities to leads or customers (Chaffey & El-
lis-Chadwick 2016, 31). And, finally, Engage implies establishing long-term relationships
with customers that in its turn ultimately lead to customer’s retention and repeat pur-
chases (Chaffey 2017).

RACE is a practical and action-oriented framework that focuses on a set of tactics that
should be managed in a digital marketing communications strategy. Figure 15 represents
all the mentioned stages of the framework in relation to the customer lifecycle and indi-
cates a set of KPIs that digital marketers should consider while setting targets for a com-
pany’s performance evaluation at each specific stage. (Cowman 2017, 25.)
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Figure 15 RACE framework (Chaffey 2017)
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Since RACE framework provides a clear structure that covers all stages of a customer
lifecycle in relation to communication channels and identifies a set of relevant KPlIs, it is
an excellent tool for understanding which set of digital marketing activities are the most ef-
ficient at a particular stage. Such insight is vital not only for making digital marketing strat-
egy effective but for getting more commercial value from investments in a specific channel

as well.

2.8 Literature summary

As was shown in the literature review section, there is a range of different online market-
ing techniques, tools, and models that may help to develop an effective digital marketing

plan for PrimerDigital. Let’s look at them briefly one more time.

The list below provides the set of online promotion and communication marketing tech-
niques that should be considered further in this study:

- Content marketing. This technique is essential for the company because it provides
a general understanding of what type of content a company needs to achieve its mar-
keting goals. Along with that, it plays a crucial role in the success of digital marketing
techniques outlined further.

- Search Engine Marketing(SEM). Since this digital marketing technique incorporates
both, SEO and PPC, it can help the company not only improve its position in search
engine organic and paid listings but also generate traffic of visitors who have a firm
intention to buy.

- Social Media Marketing (SMM). With the help of SMM, the company will be able not
only promote information about its products and services but also can effectively com-
municate with customers and engage them in generating content (UGC), which, in its
turn, will help to establish a trust for the brand and increase lead-to-customer conver-
sion. Besides, this channel is useful regarding increasing brand awareness among
the target audience.

- Email marketing. Email marketing also plays an essential role in building a relation-
ship with customers and prospects. Moreover, through this channel, the company can
get valuable insight from customers regarding issues they may have with the products
and services the company provides.

- Video marketing. Since nowadays people prefer watching videos instead of reading
boring texts, Video marketing provides an opportunity to support marketing efforts
throughout the whole consumer journey and, as a result, helps to increase conver-
sions at different stages of the marketing funnel. Along with that, video content may
positively affect the company’s position in search engines as well as consumer trust
towards a company.

Although quite often we can find all these five techniques used simultaneously in market-
ing arsenals of companies from across the globe, it is important to remember that each
method has its own purpose to be used. Moreover, they all have different performance in
terms of ROI. Considering this fact and the fact that PrimerDigital has some budget limita-
tions, it is quite critical to range the mentioned above techniques according to their effec-

tiveness regarding ROI. By doing so, we get the following order: SEO, content marketing,
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email marketing, SEM/PPC and social media, where SEO demonstrate the highest ROI,

and social media the lowest one.

As for the tools, and planning models that may help to develop an effective digital market-
ing plan for PrimerDigital, this research highlights SOSTAC® and RACE frameworks.
Since these two planning models not only help to structure the development process but
also help to manage the implementation of the developed digital marketing plan they both
should be used at the development stage of this research. Along with that, tools such as
Social media marketing radar, Content marketing planning template (Matrix), and a con-

cept of customer lifecycle may also contribute to the development process.

Even though, during this stage, the author attempted to narrow down the scope and focus
of the literature review to the most relevant options for the company, the list of findings is
still quite broad and universal. To make it more specific, and find out which techniques are
the most suitable for the biotech software sector in general and for the PrimerDigital in
particular, it is necessary to carry out competitor analysis as well as ask the company’s
customers regarding their preferences about types and formats of content, and their pref-

erences regarding communication channels and platforms.

Since these two activities are essential for answering the research question and, develop-
ing a genuinely effective digital marketing plan for the company they will take place at the

development stage of this study.

Also, it is important to note that, due to the continually evolving nature of the digital mar-
keting field, there is a probability that some of the information discussed in this chapter
may be a bit outdated. Despite this fact, the findings from this chapter form a solid basis

for developing a digital marketing plan for the company.

2.9 Conceptual framework

This subchapter introduces the conceptual framework that will guide the development pro-

cess of a digital marketing plan for the commissioning company.
As can be seen in figure 16, the framework for this study has been developed based on

two planning models that were presented earlier. Specifically, these are PR Smith’s
SOSTAC® and Smart Insights’ RACE model. Along with that, the framework involves ad-
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ditional empirical data from a competitor analysis and a survey of PrimerDigital’s custom-
ers. Such data can help to refine the findings from the literature review section and make

the planning process more focused and accurate.

Conceptual framework for
Primer Digital Oy
Competitor Analysis
| Customer Survey
SMART KPIs
Google Analytics métrics A
CRM dz\ S :
- SMART
C 0 Objectives
RACE
A S
T Findings on
Relevant
Digital
marketing
techniques

ocial Medis
keting

Content Marketing Planning Template
(Content Marketing Matrix)

Figure 16. Conceptual framework for developing a digital marketing plan for PrimerDigital

Although SOSTAC® implies a range of essential tools and methods for each stage of a
planning process, they all are rather generic and lined up to fit the development of any
plans. To make the framework more digital marketing oriented, along with the tools that
SOSTAC® model suggests, the framework includes additional instruments such as Con-
tent Marketing Template (Content Marketing Matrix) and Social Media Marketing radar.
The role of RACE in this framework is to help think over the objectives and communication
channels through PrimerDigital’s customer lifecycle. Additionally, Smart KPI and Google
Analytics' metrics have been added to the framework as the vital elements of the control

and assessment stages.
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3 Research methodology and methods

This chapter aims to introduce the methodology and the design of this research. Specifi-
cally, the chapter presents the chosen research philosophy, approach to theory develop-
ment, methodological choice, strategy, the time horizon of the research, and, finally, the
process of data collection and analysis. Each of these elements represents a particular

layer of so-called research ‘onion’ introduced by Saunders, Lewis & Thornhill (2016, 124).

Figure 17 depicts the research ‘onion’ itself and helps to understand the connection be-
tween the mentioned above layers. By peeling off the onion’s layers one by one, a re-
searcher can define the way in which research data will be collected and analyzed to an-

swer a research question. (Saunders & al. 2016, 122-124.)

Positivism ——---———"~x——Phllosophy
Approach to
———">x;— theory development

Methodological
Mono method » cholce
quantitative Deduction Critical ;
realism |
Survey Mono method i

qualitative

Experiment

Archival
research

Cross-sectional

Multi-method
quantitative

Data
collection Case study Inter-
pretivism

and data A
analysis /) e ————————— R~ — — ——— ——] — Strategy(ies)

Multi-method
qualitative

R e S Time

horizon

Longitudinal

Narrative Grounded
natey; Mixed method

simple

Mixed method
complex

Induction modernism
Techniques and

procedures

Pragmatism

Figure 17. The research ‘onion’ (Saunders & al. 2016, 124)

3.1 Research design

As shown in figure 17, the first decision a researcher should make regarding planning his
study is to define an appropriate research philosophy. The term research philosophy re-
fers to a researcher’s beliefs and assumptions regarding the development of knowledge.
These include epistemological assumptions (assumptions about human knowledge and
how to communicate it to others), ontological assumptions (assumptions about the nature
of reality in which a researcher encounter himself), and axiological assumptions (the ways

a researcher’s values influence a research process). In other words, while a researcher
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undertakes research for a particular organization, these three types of beliefs and as-
sumptions shape his understanding of research questions, the strategy and methods of

the research, and interpretations of findings. (Saunders & al. 2016, 124.)

According to Saunders & al. (2016, 135), there are five major philosophies available for
business and management study. Among them are positivism, critical realism, interpre-
tivism, postmodernism, and pragmatism (Saunders & al. 2016, 135). To find out which

one the best suits research purposes, a researcher should make a choice based on his

own beliefs and assumptions (Saunders & al. 2016,125-135).

In this study, the phenomenon under research is an effective digital marketing plan for a
startup company, and the research seeks practical outcomes that would be implemented
in the real-life context of the company. Considering that pragmatism implies a wide range
of research strategies and that ontology, epistemology, and axiology of pragmatism are
precisely focused on improving practice, this philosophy was chosen as the most appro-
priate option for the case. (Saunders & al. 2016, 137, 142-144.)

When the research design comes to theory development approach (the second layer of
the onion), there are three main options of theory reasoning available for choice. Among
them are deductive, inductive, and abductive. Whereas deductive approach implies the
development of a theory or hypothesis based on literature and testing it further through
data collection, inductive approach involves building theory or hypothesis based on the
data collected through a conducted research. Abductive approach, in its turn, effectively
combines both approaches and allows moving in both directions - from theory to data (as
in deduction) as well as from data to theory (as in induction). (Saunders & al. 2016, 144-
149.)

In this research, the author used a mix of deductive and inductive approaches. It was nec-
essary because the study has a complex structure (figure 18). Specifically, it starts from
literature review, where the relevant theories and the most suitable hypothesis are de-
fined, continues with the phase where the initial theories are tested and adjusted based on
the findings from the customer survey and the competitor analysis, and ends with the im-
plementation phase where the theories are tested by the data again. Therefore, only a

combination of both approaches allows answering the research question in full.
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Stage 1 Stage 2 Stage 3 Stage 4

Literature Competitor Survey of Implemenation
review analysis PrimerDigital’s and analysis
clients of results

Figure 18. The structure of the research

The next important layer of the ‘onion’ is the methodological choice of the research. As
shown in figure 17, there are six different alternatives available for selection. Despite such
a variety of options, in essence, a researcher should decide whether to follow qualitative,

quantitative, or mixed methods research design.

Simply put, qualitative design implies collection and analysis of non-numeric data such as
words, images, video clips, and other similar materials, whereas quantitative one is about
gathering and analysis of numeric data such numbers, graphs or statistics. In the case of
a combination of both, quantitative and qualitative elements, research will have a mixed

methods research design. The choice between the options depends on the research phi-

losophy, research approaches, and choose strategies. (Saunders & al. 2016, 164-166.)

Since this research is focused on a particular phenomenon (creation of digital marketing
plan) within a real-life context of one particular company, as a research strategy, was se-
lected Case study research with a holistic single-case design (Saunders et al. 2016, 184).
According to Saunders & al. (2016, 185-186), this research strategy is clearly connected
to inductive and deductive theory development approaches and provides an opportunity to
use a mixed methods data collection approach. The chosen earlier pragmatism philoso-
phy also valued both, quantitative and qualitative research. Considering these facts and
the fact that the research consists of different phases of the data collection that should be
done one by one and should subsequently inform and guide each other, the sequential
mixed methods research was chosen as the perfect option for this research. (Saunders &
al. 2016, 170-171.)

As to the nature of the research, it can be defined as exploratory, descriptive, explanatory,
evaluative or a combination of these (Saunders & al. 2016, 164). Although, this research
starts from exploration and identification of the most suitable and efficient digital marketing
tools and techniques for the sector, it also includes the phase where, based on the data
obtained from the competitor analysis and the customer survey, the author defines the ul-
timate minimal set of digital marketing techniques that the company should use to achieve

its marketing objectives fully. Therefore, instead of being merely Exploratory, this research
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is rather a combination of two natures: Exploratory and Explanatory. (Saunders & al.
2016, 164.)

The last layer of the onion is time horizon. Considering all mentioned above and that the
research was meant to be conducted within a certain period of time as a “snapshot”, as
the most appropriate time horizon of the research was chosen cross-sectional one (Saun-
ders & al. 2016, 200).

3.2 Data collection and analysis

As was mentioned earlier, to answer the research question fully, this research consisted
of several stages of data collection. Among them were a literature review, competitor anal-
ysis, surveying of the company’s clients, and the last but not least was the implementation

and analysis of the results (Figure 18).

The data obtained at each of the mentioned stages has its own purpose and role. Hence it
could not be ignored or taken out of consideration. Specifically, findings from reviewed lit-
erature not only brought an insight into digital marketing planning and the technique and
tools available for achieving the company’s marketing objectives and business goals but
also guided the further research and digital marketing plan development. Since the find-
ings from the initial stage were too broad, which is quite typical for Exploratory type of
study (Saunders & al. 2016, 175), competitor analysis helped to narrow the focus of the
research down and to define the methods and tools that are the most appropriate for the
biotech sector. The findings from the conducted survey, in its turn, helped to refine the
findings further, and, as a result, to distill a small set of digital marketing techniques which
are relevant and efficient precisely for the case company. Finally, the data obtained at the
implementation stage were vital for understanding the effectiveness of the developed

plan.

Along with that, each phase of the research involved the use of different research instru-
ments and approaches. For instance, the literature review was done by reading through
up-to-date books and internet-based articles. The competitor analysis was based on ob-
servations made by an assessment form discussed in more detail in the sub-chapter 4.1
(Competitor analysis). For the survey was used a questionnaire developed specifically for
this research (appendix 8), which, in its turn, was run on a specialized online survey plat-
form. An assessment of the results of the implementation phase involved the usage of
Google Analytic platform to control certain KPIs defined at the digital marketing plan de-

velopment stage of this research.
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As a rule, the data collected during research can be categorized as secondary or primary
one. As the secondary data, this research considers the data that were originally collected
for some purpose that differs from the research question or objectives, whereas the pri-
mary one is the data that were collected exclusively by the author of the research to an-
swer the research question and meet the research objectives. This research, due to its re-
search design, considered the secondary data as well as the primary one. Such a combi-
nation of primary and secondary data is quite typical for case study research strategy.
(Saunders & al. 2016, 318-332.)

To collect the secondary data, along with findings from relevant literature, were used repu-
table online sources of data. Among them were online services such as Google Analytics,
Similarweb, Woorank, and Likealyzer. In most cases, these were quantitative data such
as statistics about the industry or companies under research. Since these data were used
for comparative purposes only and rather played a role of a guideline for defining KPlIs
needed for further assessments of the research’s outcomes, there was no need for apply-

ing statistical methods of analysis to it.

Vartanian (2011, in Saunders & al. 2016, 330) points out that secondary data that is highly
relevant to the research question and has a high-quality helps not only to answer the re-
search question in full but also save resources such as time and money. Therefore, since
secondary data used in this research matched these criteria, it was used together with the

primary one to answer the research question and save mentioned above resources.

As to the primary data, it was collected via the survey conducted with the company’s cli-
ents as well as via the competitor analysis. Whereas the former had a form of question-
naire run on an online survey platform, the latter implied collection of the data through ob-
servation of the competitors’ online entities such as websites and social media communi-

ties.

The competitor analysis considered an examination of eleven companies that were identi-
fied by the management of the commissioning company as the main rivals within the sec-
tor it works. The analysis implied an online observation of competitors’ websites and so-
cial media communities via the internet to assess how they carry out their digital market-
ing tasks, and to find out some common patterns regarding digital marketing channels and
tactics within the biotech sector. All the data were collected by the author of the research
manually with the help of the assessment form presented in appendix 2b. During the ob-

servations, the author inspected the mentioned above online entities entirely anonymously
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and was not involved in any actions, but analysis of the posted content and identification

of used digital marketing approaches.

The survey, in its turn, was carried out with the help of an online survey platform. The pri-
mary purpose of the survey was to collect the data that are required for answering the re-
search question and achieving the objectives of the research. To find out participants for
the survey the author used PrimerDigital’s customer database which was provided by the
management of the company. As a result, a group of customers in the amount of 350 peo-

ple were invited via email to participate in the survey.

The questionnaire and the assessment form used for the research are described in more
detail in the subchapters 4.1 and 4.2. Also, in these subchapters can be found more de-

tailed information on the data collection process.

As the most appropriate technique for the qualitative data analysis, in this research, was
applied Thematic Analysis. This technique is often used as a generic approach to qualita-
tive data analysis, and its purpose is to search for themes, and patterns, that arise across
examined data sets. Also, Thematic Analysis is not tied to a particular research philoso-
phy, and it works for both deductive and inductive study approach. (Saunders & al. 2016,
579.)

Since the research implies several stages of data collection (sequential design), the ini-
tially undertaken literature review allowed to determine categories and codes according to
which, the data collected from the competitor analysis stage were coded, summarized,
and categorized for further consideration. Precisely, from the literature were identified digi-
tal marketing techniques, channels, online platforms, and types of content that could be

found during the observations.

After accomplishing the observation stage, all the collected data were coded and grouped
by categories for further identification of common for the sector themes and patterns re-
garding digital marketing. As the codes were used professional terms, acronyms and met-
rics also defined from the literature. Consequently, these data sets were analyzed with the
help of Microsoft Excel spreadsheets, where all the results were presented in the form of
tables and graphs. At the final stage of data analysis, the results were interpreted and
linked with the research question. The findings of the competitor analysis are presented in

the section 4.1.6.
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Unlike the competitor analysis, the data collected via the customer survey were coded,
categorized, and presented with the help of embodied tools available at the chosen online
survey platform. The author made the final interpretation of the results in the same man-
ner as it was done for the competitor analysis. The findings from this stage are presented
in the subchapter 4.2.3.
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4 Digital marketing priority list for PrimerDigital

Whereas the literature review section provides an overall list of currently existing digital
marketing techniques, this chapter reveals the digital marketing channels, tools, and tac-
tics that are the most commonly used within the sector the company operates as well as
defines the minimal set of the techniques that would be the most suitable and efficient for

the case company.

As discussed in the literature review section, the best way to understand what works and
what does not work, for the sector in general and the company in particular, is to make a

competitor analysis and conduct a customer survey.

In order to find out the minimal set of digital marketing techniques that would be sufficient
for achieving the company’s business goals and marketing objectives, all the channels,
tools, and tactics identified from the analysis and the survey should be aligned with the
company’s marketing objectives and prioritized according to their effectiveness in terms of
ROL.

4.1 Competitor analysis

The conducted competitor analysis provides an insight into the most commonly used digi-
tal marketing techniques in the biotech sector. Also, it reveals the types and formats of
website and social media content, the most widely used social media platforms, and the

tactics that the competitors use to manage their social media communities.

4.1.1 The structure and tools used for the competitor analysis

To conduct the competitor analysis, the management of PrimerDigital has provided to the
author a list of eleven companies. All those companies work within the same sector and
can be classified either as the direct competitors of PrimerDigital (companies that offer the
same services or products) or indirect ones (companies that provide a bit different ser-

vices or products to the same target group).

Since the analysis implied not only an identification of individual efforts each competitor
makes regarding digital marketing but also the discovering of common patterns and trends
for the biotech sector, the author decided to conduct the competitor analysis in two parts

— specifically, an individual examination of each company, and final consideration and
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comparison of gathered information. Individual examination, in its turn, encompasses a
website analysis, an analysis of social media, and identification of digital marketing tech-
niques that examined companies use. Each of these stages presented in more detail fur-

ther in the text.

Stage 1. Website analysis
This analysis, along with an overall description of the inspected website, reveals the types
of the content the site provides, its ranking on google search, technology in use, connec-

tion to social media platforms, and sources of traffic to this site.

Since this analysis goes beyond a visual examination and a brief overview of a website’s
structure and appearance, the author used professional digital marketing tools and spe-
cialized online services. Specifically, for identification and classification of the content pro-
vided on the competitors’ websites was used the content marketing matrix (figure 5). To
understand a company’s position in search engine results (SERP) was used a list of que-
ries based on keywords relevant to a company or products it provides. In order to conduct
an SEO audit, reveal a website’s possible connection to social media platforms, and iden-
tify the technology used on the examined website, was used Woorank.com online service.
Finally, to identify main sources of traffic to the website and get the website’s audience in-

sight was used Similarweb.com service.

Woorank, Similarweb, and keyword queries approach have been identified by the author
of this research from an article of Francois Georges (Francois 2018) published on Talk-
walker website. As to the matrix used in the analysis, it has been identified at the literature

review stage and discussed in detail in subchapter 2.6.1.

The main benefit behind the use of precisely these tools is that besides they provide all
the necessary information regarding the competitors’ websites, they all can be used on a
free basis with an insignificant loss in the functionality. Such a feature makes this set of
tools a perfect option for companies that have some constraints of marketing budgets.
Since PrimerDigital is one of those companies, this set has become a backbone for the

competitor analysis in this research.

Stage 2. Social Media analysis
Social Media analysis reveals all the activities and efforts the competitors make regarding
social media. Specifically, the analysis implies an examination of the competitors’ pres-

ence on different social media platforms such as Facebook, Twitter, LinkedIn, and
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YouTube, a breakdown of the content they publish on the platforms, and revealing social

media strategies they pursuit.

To identify a company’s presence on social media were used the links provided on the ex-
amined websites, data obtained from the social media section in the Woorank analysis,
and results from a web search. As the primary tools for this stage were used LikeA-

lyzer.com and Twitonomy.com online services.

Stage 3. Analysis of digital marketing techniques the companies use

As clear from the name, this analysis is aiming to reveal the set of digital marketing tech-
niques the competitors use. To understand what exactly they have in their digital market-
ing arsenals, along with data obtained at Stage 1 and Stage 2, the author used detailed
reports from Similarweb online service. Such reports, among other things, provide a
breakdown of website traffic by different channels. As a result, combining these data with
the data obtained from the website and social media analysis stages was possible to

gauge if a company use a particular digital marketing technique or not.

Such a broad examination of the competitors’ online activities allowed not only to reveal
the set of online digital channels the companies use but identify their content marketing

and social media marketing strategies.

To structure and combine all the information mentioned above the author used a modified
version of Lasse Rouhiainen’s company examination form (appendix 2b). Although the
original version of the form (appendix 2a) helps to sum up all the necessary information
about a company and its digital marketing activities, it was designed for revealing a com-
pany’s strengths and weaknesses regarding digital marketing rather than for competitor
analysis. Therefore, the original design has been modified by the author of this research.
In contrast with the original form, the modified version has a design that is more suitable
precisely for this study. Specifically, the new design implies additional dimensions such as
Number of employees which helps to reveal the size of a company, Client’s interests that
are important for a target segment identification, and Overall summary section, which is
critical not only for an understanding of a digital marketing strategy a company uses but
also for further comparison between companies under examination. Also, since the origi-
nal form implies information that is available only for the insiders, fields such as Biggest

challenges and Main marketing objectives have been removed from the new design.

Having completed individual examinations of the competitors, the author proceeded to the

second part of the analysis - consideration and comparison of gathered information. At
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this stage, the summaries of the accomplished eleven individual examinations were com-
bined and analyzed to find out some common patterns of the competitors' behavior re-
garding the use of digital marketing channels and techniques. The procedure involved be-
coming familiar with the gathered data, coding it based on codes derived from terms used
in the professional literature reviewed at the literature review stage, categorizing and
grouping it into appropriate units, and subsequent analysis and representation of the find-
ings in the form of tables and graphs with a help of Microsoft Excel spreadsheets. The
conclusions of the competitor analysis are presented and discussed in the following sec-

tion.

4.1.2 Digital marketing techniques the competitors use

As it turned out to be, most of PrimerDigital’s competitors actively use digital marketing as
a part of their marketing strategy. Table 1 represents an overview of eleven selected com-
panies in terms of digital marketing techniques they use. The table is based on the data

obtained from SimilarWeb and Woorank services as well as on a visual examination of the

competitors’ websites.

According to the findings from the conducted analysis, only OLIGO Primer Analysis INC
has a lack of digital marketing activities regarding product promotion, building brand

awareness, or communication with customers.

Despite the companies work in the same sector and offer similar products and services,
their size varies significantly. Therefore, along with the digital marketing techniques com-

mon for the industry, the table provides information about the size of the competitors.

Since each company has a unique number of employees, they all were grouped by cate-
gories such as XS (1-10 people employed), S (11-50 people employed), M (51-500 people
employed), L (501-1000 people employed), and XL (more than 1000 people employed).
The data about the number of employees were obtained from information published on
the companies’ websites, Google search, or Similarweb service. Such an additional di-
mension helps to understand if there is a correlation between the size of a company and

the set of marketing approaches it uses.
Those digital marketing techniques that the companies certainly do or do not have within

their marketing arsenal are marked by green or red color respectively. The gray mark

means that a marked technique is most likely in use but not regularly (the more details
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about the gray mark can be found in the Search Engine Optimization section further in the
text).

Table 1. The set of digital marketing techniques that the competitors use

Name of a Size/num- | Google | SMM | Con- | Email | Search Engine Mar-

company ber of Analyt- tent Mar- | keting (SEM)
people ics Mar- | keting | SEO | Paid Dis-
working ket- plays

ing

Eurofins Ge- (M)

nomics

Thermo Fisher | (XL)

Scientific

Integrated (L)

DNA technolo-

gies

Genesig (S)

Eurogentec (M)

Premier Bio- (L)
soft
DNA Software | (XS)

GenePattern (XS)

Qiagen bioin- | (L-XL)
formatics
OLIGO Primer | (XS)
Analysis
Unipro U-gene | (S)

0/o/0/o/0[0/0[o o/0/®
0/0/0/0/0/000 000
0/0/0/0/0/000 000
o/9/00/0[0/o[o 000
00000000 000
0/0/0/0/00/00| 00/ ¢
90/0/00/0/0/0/0 000

As can be seen from the above, almost each of the eleven examined competitors, regard-
less of its size, use digital marketing techniques such as Email marketing, Social media

marketing, and Content marketing.

Another interesting fact is that, although techniques such as Search Engine Optimization
(SEO), Paid Search, and Display advertising are the elements of Search Engine Market-
ing (SEM), most of the examined companies use them somewhat independently. For in-
stance, Qiagen bioinformatics use only SEO and Paid search, whereas Thermo Fisher
Scientific have all the three within its marketing arsenal. In contrast, Unipro U-gene,
GenePattern, and Eurogentec neglect SEM at all and mostly rely on Social Media Market-
ing (SMM) and Content marketing as the primary marketing activities for product promo-

tion and communication with customers.
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Figure 19 represents the popularity of each of the mentioned digital marketing techniques
among the examined companies. Regarding SEO, the visual represents only those com-

panies that most likely are doing SEO regularly (in table 1 they are marked by gray color).

The most commonly used Digital Marketing techniques among the competitors

Social Media Marketing (SMM) 90,9 %

Content Marketing 81,8%

Email marketing 72,7%

Paid Search

Displays

Search Engine Optimization*

Figure 19. The most commonly used digital marketing techniques among the competitors

As can be seen from the figure, Social Media Marketing, Content Marketing, and Email
marketing are the most popular digital marketing techniques among the selected competi-
tors. Specifically, almost 91 percent of the examined companies have a presence on dif-
ferent social media platforms and provide some valuable content on their websites. Nearly
73 percent of the companies use emails as a part of their digital marketing strategy. Paid
search is popular among 54.5 percent of the competitors. Last but not least is Display Ad.
Networks, which is popular among 27.3 percent of the examined rivals. As can be seen
from table 1, among these companies are Thermo Fisher Scientific, Integrated DNA tech-
nologies, and Premier Biosoft. They all have more than 500 employees and belong to the

L and XL size category.

Although it is difficult to find a correlation between a company’s size and a set of digital
marketing tools it uses, it is clear that Displays Network ads are exclusively used only by
companies that belong to the L-XL size category (table 1). A detailed analysis of and find-

ings on each of the techniques presented further in the text.
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Social media marketing

Figure 20 represents the most commonly used social media platforms among the selected
companies. As can be seen from the visual below, the most popular social media are
Twitter (90.9%), Facebook (81.8%), YouTube (81.8%), LinkedIn (72.7%), and Research
Gate (63.6%). Google+ (54.5%), personal blog (45.5%), and Instagram (9.1%) are less
popular within the industry. A particular set of social media platforms and the most com-
monly used topics for social media posts in the biotech sector will be discussed in the sub-
chapter 4.1.4.

The most commonly used social media platforms among the competitors

Twitter
Facebook
YouTube
LinkedIn

RG
Google+ NG
Blog

Instagram IENEM

Figure 20. The most commonly used social media platforms among the competitors

Content marketing

As was mentioned above, along with a presence on social media, the significant fraction
of the companies (90.9%) publish some content on their websites. Although each com-
pany has its own set of content, some types of content are more popular than others. Fig-
ure 21 represents the types of website content by popularity among the competitors.
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The most common types of website content among the competitors

FAQs m—— 81,8 %
Online tools M N 63,6 %
Video tutorials (How-to’s) S ————————— 63,6 %
Product brochures, Product literature, ... HE - — S 54,5 %
Newsletters & Press releases S —— 54,5 %
Trial /[demo S 54,5 %
Webinars m—— 45,5 %
Community Blogs and Forums I 45,5 %
Manuals, User guides, Guidelines m—-——— 45,5 %
Text-based educational materials about products I 45,5 %
Customers academic publications with references... I  — —————— 45,5 %
Datasheets GG 36,4 %
Feedback from customers and Testimonials EE T — 27,3 %
Price lists  n—— 18,2 %
Technical reports  mmmm 9,1%
Whitepapers mmm 9,1%
E-books  mmmmm 9,1%
Case studies  mmmmm 9,1%
Long read Articles  mmmmm 9,1%
Figure 21. The most commonly used types of website content among the competitors

(Content formats)

As can be seen from figure 21, almost 82 percent of the competitors have published FAQs
on their websites. Such type of content helps visitors to find out an answer to a particular

question without contacting a company.

The second most popular types of content are Online tools and Video tutorials. These
types of website content are having 63.6 percent of the research participants. Whereas
Online tools help to solve a particular issue directly from a website, Video tutorials explain
how to use a product and educate customers about product features. Also, according to
the findings from the literature review section, such content makes people staying on a
webpage longer and as a result, increases average duration of a visit that is important

from search engines’ algorithm perspective.
Almost 55 percent of the competitors provide some materials that represent overall infor-
mation about products or services. Among them are Product brochures, Product literature,

Catalogues, and product descriptions.

Besides that, the same percentage of the competitors provide subscription on Newsletters

& Press releases and allows to download Trial or Demos of a product. Whereas the for-
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mer allows customers to follow the latest updates on a company’s products, the latter pro-
vides an opportunity to try a product for free. In most cases, such type of content implies

an exchange of contact information to the content (appendix 3, figure 1).

Webinars, Manuals, User guides, and text-based Guidelines that explain how to use a
product in more detail are popular among 45.5 percent of the examined companies. The
same percentage of the competitors provides a link to Community Blogs and Forums
where people may learn more about products. Also, they publish customers’ academic
publications which have some references to the products or services a company provides
(Citations & References). Such articles not only attract visitors to the website but also

serve as case studies.

Datasheets, Case studies, Long read Articles that explain the features of products or ser-
vices, Price lists, Whitepapers, Feedback from customers, and Testimonials are less pop-

ular within the sector.

From the Content marketing matrix perspective, discussed in detail in subchapter 2.6.1
(figure 5), the competitors mostly use content that belongs to the Education, Inspiration,
and Convincing sections of the matrix. Content from the Entertainment category is not
popular among the competitors at all. Figure 22 represents Smartinsights’ Content mar-
keting matrix that has been modified by the author according to the findings mentioned

above.
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Figure 22. Types of content the competitors have on their website (adapted from Smartin-
sights 2018, 13)
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Email marketing

As the examination of the competitors’ websites has revealed, to get some types of the
mentioned above content, visitors have to provide personal data to a company. Among
these data are full name, email address, and the name of a company a person works for
(appendix 3, figure 1). A particular combination varies from case to case and may depend
on a requested type of content. Since companies collect such information to build email
lists and contact visitors via email later (Patel 2018c), a sign-up form on a website may ev-

idence that companies use email marketing as a part of their digital marketing strategies.

Another sign of having email marketing within a company’s digital marketing arsenal is
website traffic that came from emails. According to the data obtained from Simi-
larweb.com (appendix 4), almost 73 percent of the competitors receive some traffic to
their websites from emails. Among these companies are Eurofins Genomics, Thermo
Fisher Scientific, Integrated DNA technologies, Premier Biosoft, DNA Software,

GenePatern, Qiagen bioinformatics, Unipro U-gene.

Based on the fact that nearly all of the mentioned above companies also request personal
information in exchange for content, we may assume that email marketing has an essen-

tial role in the digital marketing strategies of those companies.

Paid search and Display Ad. Networks

The Similarweb analysis has identified the usage of paid traffic among the competitors.
Specifically, six out of eleven companies actively use Paid search (appendix 5) and three
out of eleven use Displays (appendix 4). The companies such as Thermo Fisher Scientific
and Integrated DNA technologies use both, Paid search and Display Ad. Networks, simul-
taneously. Table 2 provides the findings regarding paid traffic among the competitors in
the form of a fraction of the overall search engine traffic as well as a fraction of the overall

website traffic.
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Table 2. The percentage of Paid search traffic in overall search traffic

Name of a company Search En- Paid Displays Paid
gine Traffic search traffic search
(Percentage traffic (Percentage traffic
of the over- | (Percent- | of the over- | (Percent-
all website age of all website | age of the
traffic) Search traffic) overall
Engine website
Traffic) traffic)
Eurofins Genomics 28.51% 9.92% - 2.83 %
Thermo Fisher Scientific 71.66% 6.02% 0.34 % 4.31 %
Integrated DNA technologies 49.74% 0.39% 0.04 % 0.19 %
Genesig 72.96% 27.56% - 2011 %
Eurogentec 66.03% - - -
Premier Biosoft 66.88% - 0.06 % -
DNA Software 26.73% 3.77% - 1.01 %
GenePattern 1.31% - - -
Qiagen bioinformatics 67.81% 5.5% - 3.73%
OLIGO Primer Analysis SW 71.25% - - -
Unipro U-gene 65.26% - - -

As can be seen from the above, the fraction of the Paid Search traffic within the break-
down of overall search traffic varies from case to case. Whereas for Genesig company
this number is quite high (27.56% of the total Search Engine Traffic which is equal to
20.11% of overall website traffic) for Integrated DNA technologies such a number is signif-
icantly lower (0.39% of the total Search Engine Traffic which is equal to 0.19% of overall
website traffic). For the rest of the competitors, this number fluctuates between 4 and 10

percent of the search engine traffic.

As was mentioned earlier, only three companies have traffic from displays. These compa-
nies are Thermo Fisher Scientific, Integrated DNA technologies, and Premier Biosoft. In
the case of Thermo Fisher Scientific, displays provide 0.34 percent of the overall website
traffic the company received, while for Integrated DNA technologies and Premier Biosoft

companies these are 0.04 and 0.06 percent respectively.

Based on the data mentioned above we may conclude that 54.5 percent of the examined
companies use paid search promotion technique as a tool for increasing search engines
traffic. Additionally, 27.3 percent of the companies use the display ad. networks that allow

not only increase traffic but the visibility of a brand as well.

Search Engine Optimization
Due to difficulties in the assessment of the competitors’ efforts regarding SEO, which is
caused by constantly changing search engine algorithms, it is difficult to say if companies

are doing SEO regularly or not. Thus, based on the findings from Woorank analysis and a
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company’s position in search engine results, all the competitors were grouped into the
three clusters and marked by different colors. The first group (green mark in table 3) in-
cludes the companies that have well-optimized websites (Woorank score is more than 60
points) and appear within the first five Google organic results. It is highly likely that such
companies are doing SEO regularly. The second group (grey mark in table 3) includes the
companies that, despite having some presence within the first page of web search results,
have some minor issues regarding website optimization (Woorank score is between 50
and 60 points). And the last third group (red mark in table 3) includes the companies that
have significant issues regarding a website optimization (Woorank score is less than 50
points) and do not have a presence within the first page of the search (red mark in table
3). It is highly likely that the companies marked by red and gray colors are doing SEO oc-

casionally or not doing it at all.

Table 3. The competitors' website analysis

Name of a company | Top 5 position | Woorank | No HTML Mobile op- | SEO
in Google score code Issues | timization
SERP (organic)

Eurofins Genomics

Thermo Fisher Sci-
entific

Integrated DNA
technologies
Genesig

Eurogentec

Premier Biosoft

DNA Software

GenePattern

Qiagen bioinformat-
ics

OLIGO Primer Anal-
ysis

Unipro U-gene

0000090900099
009000000000

0000000900909
0000009000909

4.1.3 Impact of different online channels to the competitors’ website traffic

Table 4 sums up the data obtained from SimilarWeb service (appendix 4) and represents
the impact of different digital marketing channels on the companies’ website traffic. As can

be seen from the table, for most of the examined companies the most significant number
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of visitors came from Search Engines and Direct (direct links). For some companies, the
traffic from referrals is substantial as well. For instance, Genesig, GenePatern, and Qi-
agen bioinformatics receive about 15, 29, and 7 percent of the traffic from this source re-
spectively. According to the data presented in table 4, on average, the companies receive
from Social media only 1.86 percent of their overall traffic, whereas for Email marketing
this number is 5.71 percent. Based on these data, we may assume that, in terms of web-

site traffic, on average for the sector, the most important source is Search engines.

Table 4. Impact of different channels to the competitors’ website traffic

Size/number of Traffic Direct | Traffic from Social Email . Display
Name of a company . . . X Media Engine
people working | Estimations | traffic referrals Marketing s
Marketing Traffic
Eurofins Genomics (M) High |VI 60,73 % 3,84 % 0,91 % | 6,02% E%S.51 % -
Thg‘:ﬂ;‘;”er (XL) Very High | 20.96% | 4.06% | 142% | 1,56% | 71,66 % |0,34 %
'“tfg:::?:qi':p‘ L Very High { 76% | 1,65% | 2,93% } 7,89 % 4 % (0,04 %
1
Genesig (S) Low Hm.ga % D15,03 % \ 1,03 % - |72,96 % | -
Eurogentec (M) Medium 28,94 % 4,80 % 0,24 % - 66,03 % -
Premier Biosoft (L) High }.25 % 0,88 % 2,82 % 3,16 % |VEG,88 % 10,06 %
DNA Software (XS) Low ﬂ 61,7§ % 0 H 6,58 % H 4,90 % @.73 % -
GenePattern (XS) Medium 65,51/% | 28,75 % 045% | 3,98% | 1,31 % -
_ Qiagen. (L-XL) High }3.35 % } 716% | 032% | 1,36 % E7,81 % | -
bioinformatics
OLIGO Primer } 0 0 . i I I ]
Analysis Software (XS) Low 5,40 % 1,28 % 2,06 % 71,25 %
Unipro U-gene (S) Medium 11,16 % 5,01 % 1,73% | 16,84 % | 65,26/ % -

4.1.4 Social media marketing insight for the biotech sector

Even though on average Social Media provides only about 2 percent of the overall web-
site traffic, almost each examined competitor has a presence on different social media
platforms.

According to the conducted analysis, companies use social media for the following pur-
poses:

- provide news and products updates (about product or service as well as about com-
pany-related events)

— provide products’ or services’ online support and customer service

- educate customers regarding products and services (Educational articles and videos)

- make direct and indirect promotions of product and services or any relevant content (in-
cluding online-tools and use cases)

- maintain a strong relationship with a community’s followers.
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As shown above, even though companies promote new products and services on social
media, in most cases, they use social media for providing products’ support and building
relationships with clients (professional community) rather than for building traffic or in-
creasing direct sales.

Despite a variety of Social media nowadays available for the companies, most of them
use a similar set. Table 5 identifies social media that the competitors currently use. This
table based on the data obtained from Woorank and SimilarWeb services as well as on
the links to social media communities provided by the companies on their websites.

Table 5. The social media platforms that the competitors use

o
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[¢)
=
()

Company Face- | Twitter | Linked | YouTu
book In be

Insta- | Googl
gram e+

Blog

Eurofins
Genomics
Thermo
Fisher Sci-
entific
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DNA tech-
nologies
Genesig

Eurogene-
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osoft

DNA Soft-
ware
GenePat-
tern
Qiagen bi-
oinformat-
ics
OLIGO

Unipro U-
gene

00 000 000 ¢ 09
00 000 000 ¢ 09
009 0900 000 ¢ 00
00 000 000 ¢ 09
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00 000 000 ¢ 09
00 0090 0090 0 00

As can be seen from the table, the four most popular social media platforms among the
competitors are Twitter (90.9%), Facebook (81.8%), YouTube (81.8%), and LinkedIn
(72.7%). As the examination of the competitors’ social media profiles has revered, quite
often, a company’s content posted on Facebook is identical or quite similar to the content
displayed on LinkedIn and Twitter, if such content satisfies characters limitation of the
platform (appendix 3, figure 2). On YouTube, companies have instead a unique video con-
tent that does not intersect with the content posted on social networks. Such a thing may
be explained by the fact that according to the Social media marketing radar classification
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(figure 7), Twitter, Facebook, and LinkedIn platforms can be classified as Social Networks,
whereas the YouTube belongs to the Social streaming group, where visual content is par-

amount.

As the main categories of posts on these three social networks, the research has identi-
fied the following:

1. Posts about a company’s routine.

Posts about upcoming events.

Posts about the company’s achievements and the company’s news.
Relevant news from the industry.

Link to educational or academic articles (long-read).

Products’ promotion.

Posts related to holidays (Local/ international).

Surveys.

. Tech support and Q&A Sessions.

10 Information about working hours and technical issues a company may have.
11.Products or services related posts from the following categories:

- FAQ about products

Product’'s new features releases and updates

New products and services releases

Case studies (Posts explaining an issue relevant to a product).

©CoOoNoOORWN

Such posts may have a form of plain text, text with image, or video. Table 6 identifies a
mix of content the companies use on Facebook as well as provides key characteristics of
Facebook’s content such as the average length of posts and frequency of posting. The ta-
ble based on the data obtained from Likealyzer online service and includes only those

companies that have a presence on the platform as a registered community.

Table 6. Competitors’ Facebook post analysis

Company name Post per | Average post Type of content
day length Photos Notes Videos

Eurofins Genomics 0.7 190 19% 76% 5%
Thermo Fisher Scientific 1 232 77% 20% 3%
Integrated DNA tech. 1.1 354 94% 3% 3%
Genesig 0.2 316 100% 0 0
Eurogenetec 0.1 209 100% 0 0
Premier Biosoft 0.1 219 100% 0 0
GenePattern 0.1 102 0 100% 0
Qiagen bioinformatics 0.1 257 25% 75% 0
Industry average 0.42 235 64% 34% 2%

Considering that on LinkedIn and Twitter the companies often post the same content as
on Facebook, we may assume that this data represents overall social media strategy of

the competitors in terms of frequency and type of the materials they use.
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Unlike social networks mentioned above, YouTube, which is popular among almost 82
percent of the competitors (figure 20), serves for a bit different purpose. Specifically, it is
an education of customers regarding products and services (including product support),
direct and indirect promotion of products and services and brand promotion. As the con-
tent supporting the mentioned purposes, the companies use video manuals, tutorials, vid-
eos on how to use a product, webinars, products’ new features videos, stories of success
(use cases), and company routine related videos (news, reports from events, and testimo-

nials).

Despite the similarities of the content posted across the mentioned social networks, some
of them demonstrate better performance than others. As the metrics for the assessment of
social media performance can be used the following: the number of followers, likes, com-
ments, or shares (Agius 2016), where the latter three can be expressed as Engagement
rate. Engagement rate is the number of likes, replies, retweets/shares, and mentions re-

ceived relative to the total number of followers (Hootsuite 2018).
As can be seen from table 7, for Eurofins Genomics, Thermo Fisher Scientific, and Euro-
genetec the most performing social media platform in terms of followers is LinkedIn,

whereas for Genesig and Premier Biosoft it is Facebook.

Table 7. The number of followers on competitors’ social media

Company Facebook Twitter Linkedin YouTube
Eurofins Genomics 1 170p 296p 1287p 10p
Thermo Fisher Scientific 71 248p 40 569p 270 166p | 34 647p
Integrated DNA technolo- 6 552p 11 227p 10 904p 2 000p
gies

Genesig 1932p 644p 862p 78p
Eurogenetec 1627p 1 005p 3 515p o
Premier Biosoft 705p 122p 675p 3p
DNA Software [ x 758p 37p 37p
GenePattern 81p 570p [ x 4 171p
Qiagen bioinformatics 5127p 9 575p 1777p 2 700p
OLIGO o o o o
Unipro U-gene 185p 159p & 701p

Also, it is important to note that although the companies have a lot of social media follow-
ers, in most cases the engagement rate is quite low (table 8). According to Likealyzer
analysis, on average for the sector, the engagement rate on Facebook varies between 1
to 3 percent. Although the used in this analysis tools and services do not provide the en-

gagement rate for the rest of the social media platforms, knowing that the performance of
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the same post across different platforms is quite the same, we may assume that engage-

ment rate for Twitter and LinkedIn will be no more than 3 percent as well.

Table 8. Engagement rate on Facebook

Company name Engagement rate Number of Followers
Eurofins Genomics 1% 1170p
Thermo Fisher Scientific 3% 71 248p
Integrated DNA technologies 1% 6 552p
Genesig 0% 1932p
Eurogenetec 2% 1627p
Premier Biosoft 1% 705p
DNA Software N/A N/A
GenePattern 3% 81p
Qiagen bioinformatics 0% 5127p
OLIGO N/A N/A
Unipro U-gene N/A 185p

Along with the different performance in terms of the number of followers and the level of
engagement, each of the mentioned social media demonstrates a different contribution to
website traffic (appendix 6). For example, in the case of Genesig company, as shown in
figure 23, despite the company’s presence on Facebook, Twitter, LinkedIn, and YouTube,

only LinkedIn send traffic to the company’s website.

Figure 23. The contribution of different social media to website traffic for Genesig com-

pany (adapted from Similarweb.com)

Additionally, to the discussed above four social media, companies such as Eurofins Ge-
nomics, Thermo Fisher Scientific, Integrated DNA technologies, Premier Biosoft, DNA
Software, OLIGO, and Unipro U-gene have some mentions about them on Research Gate
platform. This platform is quite popular within the industry. As the analysis has revealed,
on Research Gate people share their experience with a product and advocate the brand,

or just sharing their professional achievements with a reference on a product they used.

Also, Eurofins Genomics, Integrated DNA technologies, Eurogenetec, Premier Biosoft,
GenePattern, and Unipro U-gene companies have a presence or mentions on social me-

dia platforms such as Instagram, WhatsApp messenger, Vkontakte, and Reddit. These
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platforms have their specifics so that they are not that popular within the biotech sector.
As the analysis revealed, the companies use them for Employer branding (hiring new staff
or inviting students from developing countries for internship or collaborations) rather than

for product promotion.

Along with mentioned above, 54.5 percent of the examined companies have a presence
on Google+. Among these companies are Eurofins Genomics, Integrated DNA technolo-
gies, Eurogenetec, Premier Biosoft, GenePattern, and Unipro U-gene. Despite such popu-
larity of Google+ within the sector, it felt out of this research because Google has an-
nounced that they are going to shut down the platform in the middle of 2019 (Google
2018).

Finally, some small percentage of the examined companies have personal blogs or fo-
rums which they tend to use for product support and engagement with customers. Among
those companies are Thermo Fisher Scientific, Premier Biosoft, GenePattern, Qiagen bio-

informatics, and Unipro U-gene.

4.1.5 Video content the competitors post on social media and websites

In essence, all video content the companies publish on social media can be categorized
either as pre-recorded videos or live stream ones. Whereas the former group represents
professionally made videos with decent graphic, script, and soundtrack, the latter group

includes simply-made screen captured video that is good for live streams or webinars.

The following examples of prerecorded videos were found on the competitors’ websites,

Facebook profiles, and YouTube channels:

tutorials (How to use a product)
use cases or testimonials
product updates

product ads /promotions.

As the examples of life videos published on websites, Facebook profiles, or YouTube

channels can be found webinars and Livestreams from professional Events.

Whereas on a website or YouTube videos are uploaded and grouped into different cate-
gories (Playlists), on Facebook videos are not categorized and can be published either as
a post with a link to videos hosted on other sites (including YouTube), or as native Face-

book videos (uploaded or created on Facebook and played as a part of the news feed).
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Table 9 represents the types of videos the competitors have on social media platforms.
The data was obtained from Likealyzer analysis and the company’s YouTube channels

examination.

Table 9. Video content the companies have on social media platforms

Name Native Facebook |- Facebook Link to — YouTube
videos - prerecorded videos — videos
Eurofins Genomics ©

Thermo Fisher Scientific
Integrated DNA technol-
ogies

Genesig

Eurogenetec

Premier Biosoft

DNA software
GenePattern

Qiagen bioinformatics
OLIGO

Unipro U-gene

(3
&

0000090
00000009

4.1.6 Most suitable digital marketing channels and tactics for the sector

As the analysis has revealed, Social Media Marketing, Content Marketing, Email market-
ing, and Search Engine Marketing are quite popular digital marketing techniques among
the competitors. Therefore, they can be considered as the most suitable for the biotech

sector.

As it turned out to be, the companies use SEM (incl. SEO and Paid promotion techniques)
and Content Marketing for increasing website traffic and products promotion. SMM and
Email marketing are vital for communicating with customers and building brand aware-
ness. Also, with the help of SMM and Email marketing, the companies provide the latest

news regarding the industry they operate, their products, and services.

Since each of the techniques has its purpose and serves to satisfy particular marketing
objectives, there is no one-size-fits-all combination can be found. As a result, each com-
pany has a unique set of online channels that allow it to achieve specific marketing goals

and objectives.

Moreover, even though some of the techniques may serve to satisfy the same objectives,

their effectiveness is not always the same. For example, although both, email marketing
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and SMM can be used for improving the number of visitors to a website, on average,

emails demonstrate better results in this regard.

Another important finding from the research is that despite having different digital market-
ing techniques in the marketing arsenal, for most of the companies the primer source of
website traffic is search engines. Therefore, methods such as SEO, Content marketing,
and partly Paid search should be considered as the most effective in terms of brand or

product promotion and building traffic to the company’s website.

As the most commonly used website content within the sector, the research identifies con-
tent that belongs to the Education, Inspiration, and Convincing sections of the content
marketing matrix. In terms of content formats, it can be published as text-based materials

or as videos, where the latter can be prerecorded video as well as a live one.

Last but not least is the competitors’ presence on social media. According to the research,
despite Facebook, Twitter, LinkedIn, and YouTube are the most popular social media
among the competitors, they all demonstrate a quite low engagement rate and, in most

cases, require significant efforts to maintain a social media profile.

Another exciting outcome regarding social media is that, quite often, the companies tend
to have an overall content strategy for all social networks where they have a presence. As
a rule, companies make posts in the form of plain text (average length for the sector is
about 240ch.) or combination of text and image. For streaming social media like YouTube,

due to the different nature of the content, the companies have a separate content strat-

egy.

4.2 Survey of PrimerDigital’s customers

Although the competitor analysis has revealed a set of the most commonly used digital
marketing techniques and approaches within the biotech sector, it is still unclear which
ones are the most suitable for the PrimerDigital case. The best way to refine the list is to
conduct a customer survey. Such an investigation may provide a vital insight into the pref-
erences of PrimerDigital’s customers regarding types and formats of content they like and
digital channels that they more likely would use to learn more about the company’s prod-

ucts.

Specifically, the survey helps to get essential information regarding the following issues:
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- Where our audience does hang out online and which communication channels are the
best to contact them?

- How did they find out information about the company and which channel brought them
to the site?

- What types and formats of content they would like to receive regarding the products the
company provides?

- What would be the best media platform for publishing the content?

- Which companies are the main competitors for PrimerDigitla's products from the cus-
tomers’ perspective?

- And finally, which, if any, issue regarding the website’s usability and navigation does
the company have?

As a result, instead of relying on the industry’s trends as a guideline for the crafting mar-
keting plan, PrimerDigital gets a chance to develop a digital marketing plan that will be in-
formed by its customers’ preferences (Cowman 2017, 19). Such an approach, ultimately,
will lead to a more focused and efficient set of digital marketing techniques and allows to

spend a marketing budget wisely.

4.2.1 The structure of the survey

To get an insight into the mentioned above issues, the author designed a list of questions.
Those questions were carefully thought out and grouped into the four different blocks. The
full list can be found in appendix 8. The purpose and the focus of each block are de-

scribed further in the text.

The first block of questions, which includes questions number one and two (appendix 8),
pursues the two goals. The first one is to reveal any information about specific channels
from which the customers first have heard about the company. And the second one is to
form a list of direct competitors, whose products the customers considered as an alterna-
tive option to PrimerDigital’s products. As a result, it is possible not only to figure out the
most reliable marketing channels in terms of delivering traffic to the site but also form a list
of direct competitors whose digital marketing activities should be analyzed in more detail
(HUBSPOT 2018, 8).

The second block of questions has focused on further product development and revealing
issues that a product may have. Specifically, it includes questions number three, four, and
five (appendix 8). The goal of this section is to understand if the customers are satisfied
with a product, what they like most or least about it, and if they need some extra features

to added to a particular product.
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At first glance it may seem that such type of questions is useless from the digital market-
ing perspective, however, since they have a form of an open-ended question, by doing an
in-depth analysis of the given answers, it is possible to get some insight that may be used
in the digital marketing context as well. For instance, if people ask to add a feature that al-
ready exists in the current version of the product, it means that there is a lack of infor-
mation regarding this feature. As a result, the company should consider this information in
content strategy and create additional manuals or tutorials on how to use the feature.
Moreover, further analysis of the given answers may also reveal particular words that can
be used as keywords for product promotion, website search engine optimization, and con-

tent creation purposes.

The aim of the third block of questions, which includes questions number six and seven
(appendix 8), is revealing issues regarding the company's website navigation and usabil-
ity. By asking people how easy or difficult was it to find out, for instance, contact infor-
mation or pricing on the site it is possible to understand if the website needs some optimi-

zation regarding these issues.

Questions number eight, nine, and ten (appendix 8) form the fourth block of questions.
The intention of this block is revealing information about the customers’ preferences re-
garding the content and social media platform that would be the most convenient for them
to learn more about the company and the products it provides. Knowing the ideal social
media platform and the particular types and formats of content the customers prefer, the
company may prioritize a specific set of marketing efforts that allow staying focused and

allocate needed recourses wisely.

4.2.2 Tools and communication channels used for the survey

The moment this study took place, FastPCR software was the best seller of PrimerDigi-
tal’'s products. Thus, the survey was mostly focused on this particular product. To find the
participants for the survey, have been leveraged FastPCR customer database. Due to the
lack of the customers' contact information and lack of available resources, conduction of
the survey by phone or in the form of a face-to-face meeting was impossible. Therefore,
as the most appropriate channel for communication, was chosen email. Instead of asking
people questions directly within an email message or sending them a questionnaire as an
attachment, the author used emails for inviting people to participate in the study. The
questionnaire itself was running on a specialized online survey platform. Nowadays, such

an approach makes an analysis of given responses much more convenient and reliable.
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The survey was conducted between July and August 2018 by emailing a list of 350 cus-

tomers. The duration was one month.

As the survey platform was chosen SurveyMonkey, which has a range of useful features
available for the platform’s users. Among them are questionnaire design tools such as
templates, typefaces, and page layouts that allows producing a professional-looking ques-
tionnaire with easy, a graphical representation of a survey’s results, and built-in analytical
functions that enable identification of the most frequent words and phrases in the given
answers. All these features combined in the same package make the platform a perfect
choice for companies that are going to conduct an online customer survey. An additional
benefit of the service is that most of the mentioned above features are available even if
the company use the service under a free account. The latter is especially crucial if a com-
pany has some budget constraints. Considering all the benefits the SurveyMonkey has,

the platform has been favored over other available options.

Due to constraints of the marketing budget, the company used the SurveyMonkey plat-
form under a free account. As a result, the total number of questions was limited to ten,
where seven out of them had the form of multiple-choice questions, and the rest of them
were open-ended ones. The full list of the survey’s questions can be found in appendix 8.
According to the SurveyMonkey’s estimations, the accomplishment of the mentioned

above set required about 3 to 4 minutes.

To make an invitation email campaign more efficient, instead of using simple email clients
such as Gmail or Microsoft outlook, was used MailChimp service. The service allows not
only to send out a massive email campaign with easy but provides lots of useful tools that
help to create an invitation letter and monitor the progress of an email campaign. Whereas
for crafting an email design the platform offers different types of templates, for tracking a
campaign’s progress it provides a number of KPIs to be measured. Among them are total
number of delivered emails, open rate (shows the percentage of audience that have
opened the emails we sent them), click rate (shows the percentage of successfully deliv-
ered emails that got at least one click), and bounce rate (shows the percentage of undeliv-
ered emails for an email campaign). All these KPIs are essential not only for understand-
ing if an email campaign was successful or not but for discovering the most efficient ver-
sions of email design. (MailChimp 2018.) In other words, based on the mentioned above
KPls, it is possible to assess email campaigns performance and, if needed, to make some
adjustments to the email’s text or subject line. All the features mentioned above combined

with the MailChimp pricing policy (absolutely free for up to 2 000 subscribers list and 12
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000 emails per month), makes the service a perfect option for a company with a limited

marketing budget.

Along with the mentioned above features, MailChimp provides some stats that can be

used as a guideline for setting KPIs for a mail campaign. Although MailChimp’s data are

categorized by industry type and size of companies, there is not the biotechnology soft-

ware sector within the list. Therefore, for PrimerDigital campaign have been selected in-

dustries that are the closest to the company’s field of interest (biotechnology software in-

dustry).

Table 10 and Table 11 represent average email campaign stats of MailChimp customers

in 2018. Whereas the former represents stats by industry, the latter provides stats by com-

pany size. With the help of this data have been defined KPlIs for the PrimerDigital case.

Table 10. Average Email Campaign Stats of MailChimp Customers by Industry
(adapted from MailChimp 2018)

Unsub-
Open  [Click Soft Hard scribe

Industry Rate Rate Bounce |Bounce |Abuse Rate |Rate

All non-labeled ac-

counts 21.09%| 2.61% 0.61% 0.39% 0.012%| 0.23%)
Pharmaceuticals 18.95%| 2.39% 0.69% 0.55% 0.010%| 0.20%
Professional Services | 20.77%|  2.39% 0.90% 0.61% 0.012%| 0.30%
Software and Web App | 19.81%| 2.05% 1.02% 0.69% 0.011%| 0.35%)
Education and Training | 21.80%| 2.48% 0.54% 0.37% 0.009%| 0.20%

Table 11. Average Email Campaign Stats of MailChimp Customers by Company Size
(adapted from MailChimp 2018)

Company Hard Unsub-

Size Open Rate |Click Rate |[Soft Bounce|Bounce Abuse Rate |scribe Rate
1-10 20.30% 2.60% 0.50% 0.30% 0.011% 0.27%
11-25 19.74% 2.25% 0.54% 0.35% 0.010% 0.23%
26-50 20.68% 2.56% 0.42% 0.28% 0.007% 0.17%
50+ 22.10% 2.66% 0.50% 0.38% 0.008% 0.18%

As can be seen from the data above, despite the numbers differ from industry to industry,

they all are pretty close to each other. According to MailChimp (MailChimp 2018), “the

size of your company doesn'’t typically make a difference on open rate or click rate”. Thus,

for the assessment of the success of PrimerDigital campaign were used the average num-

bers for the four selected industries. Specifically, open rate is 20.5 percent, click rate is
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2.4 percent, unsubscribe rate is 0.3 percent, and bounce rate is 0.7 percent for soft

bounce and 0.5 percent for the hard ones.

As was mentioned at the beginning of this subchapter, in PrimerDigital case, the total
amount of the survey campaign recipients was 350 people. They all were grouped in three
different segments (Lists), where each has received its own version of invitations letter.
Such segmentation was made with the intention to find out the most appealing subject line

and the text of the message.

The first segment of recipients was used as a test batch. This email list consisted of 50
emails. Both, the text of the invitation letter and its subject line were written in quite a for-
mal way (appendix 9, figure 1). As a result, despite 76 percent of recipients successfully
received the email, only 18.4 percent opened it, and 10.5 percent clicked the link to the
survey. Bounce rate was 24 percent, where soft bounces were about 4 percent, and an-

other 20 percent were hard ones (appendix 10, figure 1).

As can be seen from the data above, the metrics for the first batch differ from the average
numbers for the industry. Specifically, the open rate was 2.1 percent lower than expected,

whereas the click rate was 8.1 percent higher.

According to MailChimp (2018), there are two possible causes of a low open rate. The first
one is a non-resonant subject line of a sent email, and the second one is issues relevant

to passing spam filters. (MailChimp 2018.)

To increase open and click rate for the second batch, the subject of the invitation letter
has been changed significantly. According to Olivia Allen (2018), a subject line of an email
written in the form of a question increases the chances that the email will be opened.
Therefore, instead of formal “FastPCR software, survey invitation” was used “Can you
help us make FastPCR software better?” question. Also, it was personalized by a recipi-

ent's full name with the help of MailChimp’s merge tags.

Additionally to that, with the help of Glock App was conducted a spam analysis of the invi-
tation letter. Since the investigation has revealed some minor issues regarding spam fil-
ters, the text of the invitation letter has been significantly redesigned as well (appendix 9,

figure 2a).

As a result of the changes, the open rate and click rate for the second batch (91 recipi-

ents) were 36.2 and 8.6 percent respectively (appendix 10, figure 2). As can be seen from
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the numbers, comparing to the first batch, the open rate was twice higher, whereas the
click rate showed a decrease in 1.9 percent. Since the new subject line helped to increase
the open rate, it remained the same for the third batch (209 recipients), whereas the de-

sign of the letter has been slightly changed again.

Although the number of recipients of the third batch was 209 people, the quality of the
email list was significantly lower. Comparing to the previous two batches, the third one
lacked personal data of the recipients, specifically - full name, position, and the name of a
company a recipient work for. Without this data, emails cannot be personalized with the
help of MailChimp’s merge tags. Since impersonalized emails often perceived by recipi-
ents as spam, despite the usage of the same subject line as in the previous batch, all met-
rics for this one were not impressive at all. Specifically, delivery rate was 70.8 percent,
Open Rate - 25.7 percent, Bounce rate - 29.2 percent, where 22 percent were hard
bounces and 7.2 percent the soft ones. Click Rate was only 4.1 percent (appendix 10, fig-

ure 3). Table 3 sum up the results for all the three batches.

Table 12. Overall Email Campaign Stats for all three batches of invitation emails

Accomplish-
Click Hard Total ment of the
Company name Open Ratel Rate |[Soft Bounce| Bounce bounce survey
First batch (50p) 18.4% 10.5% 4%) 20% 24% 2% (1p)
Second batch (91p) 36.2% 8.6% 6.6% 29.7%| 36.3%)| 2.2% (2p)
Third batch (209p) 25.7%| 4.1% 7.2% 22% 29.2% 1.95% (4p)
Overall(350p) 18.9% 4.3% 6.6% 23.7%| 30.3%| 2% (7p)

The total number of emails sent during all three campaigns was 350, where 244 were de-
livered (Delivery Rate- 69.7%), 106 were bounced (Bounce Rate-30.3%), 66 were opened
(Open Rate-18.9%), and only 15 were clicked (Click Rate-4.3%). Also, it is important to

note that despite the click rate was 4.3 percent, only 2 percent (7 people) of recipients ac-
complished the survey. Since the survey was conducted anonymously, it was neither pos-

sible to analyze who these people were nor contact them later.

As can be seen from the data above, almost one-third of the sent emails haven’t been de-
livered to the recipients. According to MailChimp (2018), there are three reasons why
bounces may arise. The first one is because the email list is old, and many emails does
not exist anymore (so-called hard bounces), the second one is because an email did not
pass through spam filter (hard bounce as well), and the third reason is because a recipient

is temporarily unavailable, or his mailbox is full (Soft bounce). (MailChimp 2018.)
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As the bounces rate analysis has revealed, the reason of such a high bounce rate (30.3%)
was the poor quality of the email list rather than a design of invitation letter or harsh set-
tings of the recipients' spam filters. As the reason of low click-through rate (4.3%) and low
participation rate (2%) can be named a lack of promised rewards that would persuade
people to participate in the survey. As can be seen from the invitation letters’ text (appen-
dix 9), instead of promising people some tangible rewards for participation, the text ap-
peals to the ego of a scientific community. Although such an approach negatively affects
the number of participants, it provides unbiased and honest answers.

4.2.3 Findings from the survey

As shown in figure 24, four out of the seven respondents (57.14%) referred to their col-
leagues as a source from which they first heard about the FastPCR software. Another two
respondents (28,57%) found out about the product from search engines, and one more
person learned about FastPCR directly from the management of the company.

Other (please
specify) \

14.29% (1)

Recommendation
from colleagues

Google or any
other internet
search

5714% (4)
28.57% (2)

Figure 24. The channels by which customers found out about FastPCR software

As the alternatives that respondents considered before buying FastPCR, the study points
out the following products: Geneious, Gene Runner, Primer3, LaserGene, and Primer-
Blast software.

As to the level of satisfaction with the product, nearly all respondents of the survey are

completely satisfied. Specifically, 71.43 percent of respondents (5 people) are just satis-
fied, and another 28.57 percent (2 persons) are very satisfied (figure 25).
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Very satisfied
28.57% (2)

e

Satisfied
71.43% (5)

Figure 25. The level of PrimerDigital customers’ satisfaction with FastPCR software

The findings on what people like most/least about FastPCR and if they have any thoughts
on how to improve the software are confidential, so that, they are not presented in this pa-

per.

Looking at figure 26 and figure 27, it is clear that most of the surveyed consumers have
not had any issue with finding out the contact information on PrimerDigital website. How-
ever, one of the respondents has experienced some difficulties with finding information

about FastPCR pricing.

Very easy

Neither easy nor
\ 28.57% (2)

difficult

28.57% (2)

Easy
42,86% (3)

Figure 26. The level of difficulties the customers have experienced with finding out contact

information on PrimerDigital website



Difficult
14.29% (1)

Very easy
28.57% (2)

Neither easy nor ——_
difficult

14.29% (1)

Easy
42.86% (3)

Figure 27. The level of difficulties the customers have experienced with finding out

FastPCR prices on PrimerDigital’s website

As can be seen from figure 28, in terms of types of the content, respondents would prefer
case studies (71.43%/ 5 votes), Tutorials (57.14%/ 4 votes), Manuals and guidelines
(42.86%/ 3votes), and Testimonials (14.29%/ 1 vote) to learn more about the product.

T.43%
5714%

42.86%

2 1 14.29%

' /= L
Case studies Testimonials Manuals and Tutorials Other Case studies Testimonials Manuals and Tutorials Other

[User guidelines (please {User guidelines (ple;se
experience specify) experience specify)

Figure 28. The types of content that the survey’s respondents would prefer to consume

regarding FastPCR software

As to the online formats of content, respondents would prefer to consumer product related
information in the form of a video (57.14%/ 4 votes), email newsletters and shorter articles
or blog posts (28.57%/ 2 votes). Besides that, one vote was given to long read articles,
and one respondent specified that he would like to have some materials regarding

FastPCR in the Japanese language (figure 29).
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Figure 29. The formats of online content that the customers would prefer using to learn
about the product

The last outcome from this survey is the set of the most convenient platforms for consum-
ing FastPCR related content. As figure 30 shows, the respondents chose PrimerDigital’s
website (5 votes), YouTube (3 votes), Email Newsletters (2 votes), and LinkedIn (1 vote).
Social networks such as Twitter and Facebook were not popular among respondents at
all.
Facebook
Twitter

Linkedin 1

YouTube 3

Email 2
newsletters
PrimerDigital’s
obel 5
website

Figure 30. Media platforms that are the most convenient for the customers to learn more

o
-
N
w
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N

about the product

Although the findings mentioned above represents the preferences of only seven custom-
ers, this is the only information that the company can get regarding the digital marketing
preferences of its customers. Therefore, this data should be taken into account and used
at the planning stage to narrow down the list of options formed at previous stages of this

research.
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4.2.4 Insight into the findings of the survey

As the survey has revealed, the respondents would prefer using the company’s website,
YouTube, Email Newsletters, and LinkedIn as the most appropriate and convenient chan-
nels from which they would like to learn more about the company and products it provides.
As the most desirable type of content, the survey suggests Case studies, Tutorials, differ-
ent kinds of Manuals and guidelines, and Testimonials. To make such content easy to

consume for customers, it should have the form of video, webinar, or short articles.

Taking into account this insight regarding media platforms and types of content, we may
assume that PrimerDigital’s website and its YouTube channel are the best options to post
video content such as webinars and manuals. As for publishing articles and news regard-
ing PrimerDigital’s products, the company should use LinkedIn or a personal blog. Since
the latter is also vital from an SEO perspective, the company should consider it as the

most preferred option.

As some respondents would like to receive the latest news about FastPCR via newslet-
ters, Email marketing should be considered as one of the main channels for communica-
tion with customers. Along with keeping existing customers up with products updates and
the company’s news, it is an excellent way to get contact information on the website’s visi-
tors. Having newsletters in a marketing arsenal enables the company to engage subscrib-
ers into a dialogue, which, is vital for guiding subscribers through a sales funnel and con-

verting them into customers.

Also, newsletters are seen as a good way to get customer feedbacks which may provide a
vital insight into further product development and content creation. All these opportunities

make email marketing one of the most powerful communication channels for the com-

pany.

Along with emails, for the communication purpose, the company may also use social me-
dia such as YouTube and LinkedIn. Both platforms imply a comment section under each
post, where the company may readily communicate with people. Since algorithms of both
platforms consider a level of engagement, such an approach allows not only answer the
customer' questions and learning about their experience with products but also increase

the visibility of posts in their news feed.
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The last but not least is the finding regarding the website design and usability. Since some
of the respondents have experienced difficulties with finding pricing on the company’s
products, the current version of the website needs some small adjustments in this area.
Along with making the site more convenient, such adjustment may positively affect the

company’s position in web search results.

4.2.5 Limitations of the conducted customer survey

The main limitation of the conducted survey was the size and quality of the customer data-
base. Specifically, the company had only 350 email addresses in its customer database,
where, as it turned out to be, almost 24 percent of entries were severely outdated. Moreo-
ver, some of the entries in the database were lacking personal data of the recipients,
which made impossible personalization of the sent messages. As a result, some of the

forwarded emails were considered by recipients as spam.

As the survey was conducted between July-August of 2018, some recipients were on their
summer vacation. As a result, they received the company’s survey invitation when the link
was already inactive, and the survey was closed for participation. Due to a busy schedule

of this research, changing the starting date or the duration of the survey was not possible.

A lack of rewards for participation can be appointed as one more limitation that affected
the number of participants. Although the company could promise some monetary compen-
sation for the survey participants, to get a fair result, management of PrimerDigital de-

cided not to go with this option and instead appeal to the scientific spirit of the participants.

The last but not least is running the survey with the help of the SurveyMonkey platform
under a free account. When using the service under a free account, it is not possible to
customize neither a link to the survey nor questionaries’ design. As a result, It may look
questionable to recipients and affect their decisions regarding participation in the survey.
The main reason why the company went with the free account is budget constraints Pri-

merDigital has.
Although it was clear that these limitations may profoundly affect the number of partici-

pants of the conducted survey, they were inevitable due to limited resources and

timeframe of the research.
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4.3 The minimal set of digital marketing tools and channels needed for achieving

the company’s marketing objectives

In order to define the minimal set of the most suitable digital marketing techniques for the
company, it is necessary to clearly define marketing objectives the company currently has,

and then align them with the findings from the conducted research.

As was mentioned at the beginning of this paper, the management of the company has
defined the three main objectives. Among them were the following:

1. Rise Brand awareness among the scientific community and boost brand visibility.

2. Attract new visitors to the website and encourage them to try trials of products to grow
sales.

3. Maintain a strong relationship with existing customers to rise advocacy of the brand
and, as a result, reinforce the company’s brand image on the biotechnological software
market.

As can be seen from above, the objectives are quite broad and unmeasurable at all. Ac-
cording to Chaffey and Ellis-Chadwick (2016, 196-198), by applying the SMART concept
to such broad objectives, it is possible to make them more specific and precise. The acro-
nym stands for Specific, Measurable, Achievable, Realistic, and Timely (Chaffey & Ellis-
Chadwick 2016, 673). As a result, with the help of the concept, PrimerDigital’s objectives
were defined as follow:

Objective 1: Rise Brand awareness among the scientific community:

- Increase the number of brand advocates by 10 percent within four months.

- Increase the number of shares of content, posts and marketing emails by 10 percent
within four months.

Objective 2: Boost organic and paid visibility of the company on different search engines:
- Increase the number of organic/paid visitors from search engines by 10 percent within
four months.

Objective 3: Attract new visitors to the website:
- Increase the overall number of visitors by 10% within four months.

Objective 4: Encourage visitors to try services and products (conversion from visitor to
lead):
- Increase the number of trial downloads by 10% within four months.

Objective 5: Encourage visitors (who tried product) to purchase:
- Achieve a 10% lead to consumer conversion.

Objective 6: Encourage further purchases:
- Increase the number of repeat purchases by 10% within four months.

Objective 7: Maintain a strong relationship with existing customers:
- Increase the number of positive Feedbacks from customers by 10% within four months.
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Since the objectives are clarified, it is time to align them with the relevant digital marketing

techniques. Table 13 sum up digital marketing activities that required for achieving the

mentioned above objectives.

Table 13. Digital marketing techniques needed for achieving PrimerDigitla’s marketing ob-

jectives
Obijective Digital marketing activities and techniques needed to achieve the objec-
tives
Objective 1 | - Social media marketing — Helps to establish a presence on social me-
(Rise Brand dia in order to communicate with the scientific community.
awareness) | - Content Marketing —is needed to provide valuable content that people
would share.
- Email marketing- is vital for nurturing loyal customers who would ad-
vocate the brand in the future.
Objective 2 | - SEO- optimization of the website’s pages will make it more valuable
(Boost or- for search engines’ ranking algorithms and more relevant to people’s
ganic and search queries.
paid visibil- | - Content marketing — with the help of quality content we can attract vis-
ity of the its from different sources including search engines.
company) - PPC - allows targeting a specific customer segment by particular key-
words or personal data.
Objective 3 | - Content marketing/ Search Engine Marketing/ Email Marketing/ Social
(Attract new Media Marketing. These techniques combined will help to deliver new
visitors to visitors to the website.

the website)

Objective 4 | - Content marketing- content such as Testimonials and Case study will
(Increase work the best to convince visitors to try the product.

visitor to - Social media publications and SEM help to promote the content.

lead con-

version)

Objective 5 | - Email marketing automation (welcome and follow up program) com-
(Increase bined with right educative content is the best option for increasing
lead to con- conversion.

sumer con- | - Content marketing provides content that will support email marketing
version) efforts.

Objective 6 |- Content marketing should provide personalized content for email cam-
(Increase paigns.

the number |- Email marketing (re-engage email program). Personalized loyalty pro-
of repeat gram and email automation will help to increase the number of repeat
purchase) purchases.

Objective 7 | - Social media and Email are good for getting close to customers, hav-
(Maintain a ing a two-way dialogue is needed not only for retention but for building
strong rela- and maintaining long-term relations with customers.

tionship - Content Marketing- news about articles, webinars, content for a loy-
with the alty program.

customers)
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As can be seen from the table above, achieving each of the motioned above goals re-
quires applying a particular combination of different approaches rather than a single
unique technique. Therefore, none of the methods such as Content marketing, Search en-
gine optimization, Email marketing, Social Media marketing, or PPC should be ignored in

this plan.

To make this set more effective and precise, we need to combine the findings from the
competitor analysis, the company’s customers preferences, and literature review findings
regarding effectiveness in terms of ROI. As a result, we will have the following set, where

the order shows the priority:

Content marketing

Content marketing has the top priority for the company because the content plays an es-
sential role for almost all digital marketing techniques the company needs for achieving its
goals. In terms of the content marketing matrix classification, the company should focus
on Educative, Convincing, and partly Inspirational type of content. Specifically, different
kinds of guidelines and manuals, case studies, testimonials, tutorials, and webinars. To
make the content easy to consume it should have the form of video or short articles. Such
a set of content will cover all stages of the sale funnel and will be sufficient to support
other communication channels. Moreover, having the right content on the website posi-

tively affects SEO efforts that are important for increasing the company’s organic visibility.

Search engine optimization

Since most of the traffic within the sector came from search engines, SEO should be con-
sidered as the second most crucial technique within PrimerDigital’s digital marketing arse-
nal. By doing SEO, the company may achieve not only organic visibility on most of the
search engines and increase traffic to the website but also attract better quality visitors

who are more likely to become loyal to the company.

Email marketing

Another vital element of PrimerDigital’s marketing plan should be Email marketing and
marketing automation. This channel is suitable for communication not only with customers
but with prospects as well. Also, it allows using so-called email sequences that will guide
leads through the sale funnel and will help to establish and maintain relationships with
customers. Such sequences require a perfectly crafted and personalized content.

Whereas for existing customers the company needs to develop a Personalized loyalty
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programs and Feedback forms, for newcomers it should be welcome and follow up pro-
grams combined with educational content and questionnaires that are important for re-

vealing product related issues and the most effective marketing channels.

Social Media marketing

Based on the findings from the research, the most suitable social media for the company
are YouTube, LinkedIn, and Research Gate platforms. Whereas YouTube should be used
for publishing video content regarding products or the company, professional social net-
works such as LinkedIn, and Research Gate are suitable for posting text-based articles

and for communication with followers.

Despite the benefits social media marketing may provide to the company, it has some
drawbacks as well. Specifically, as the research indicates, comparing to the mentioned
above digital marketing techniques, social media marketing has lower ROI and requiring a
lot of resources for constant maintenance. Bearing in mind these issues and the budget
limitations the company has, for PrimerDigital, social media should be considered as an

extra option for the plan.

As an alternative option for social media, the company may use a combination of its web-
site and Email marketing. Whereas the former will play the role of a content hub, the latter

is useful for communication purposes.

PPC

The pay-per-click promotion also demonstrates a low return on investments. On top of
that, it requires professional skills to make an advertisement campaign efficient. Thus, the
best way for the company is to use paid promotion technique on an occasional basis ra-
ther than have it as a permanent part of the digital marketing plan. Moreover, to make an
ad campaign efficient, the company should outsource the task to a professional marketing
agency. Such an approach allows making the campaign not only efficient but less expen-

sive and less resource-consuming in the long run.
The above-determined set of digital marketing techniques should be sufficient for achiev-

ing all seven marketing goals the company currently has. Therefore, this set will be used

as a starting point for developing a digital marketing plan for PrimerDigital.

98



5 Development of digital marketing plan for PrimerDigital

To develop a digital marketing plan for PrimerDigital, the author of this study used the
conceptual framework presented in subchapter 2.9 (figure 16). Since the framework is
based on PR Smith’'s SOSTAC® model, the overall structure of the plan was inherited
from the model. Specifically, the structure of the digital marketing plan includes the follow-
ing sections:

- Situational analysis

- The company’s marketing objectives

- Strategies needed for achieving the objectives

- Tactics and actions for each of the selected strategies
- Set of KPI to control the efficiency of the plan

- Implementation schedule of the plan

- Appendices.

The following text outlines in detail the information each section of the plan outlines, and
actions taken by the author at each stage of the development process. The final version of

the developed plan can be found in the appendices section of this paper (appendix 14).

Situational analysis

The first section of the plan is Situational analysis which considers all aspects of the digital
environment the company operates. Specifically, the company’s current activities regard-
ing digital marketing, its competitors’ tactics and approaches regarding digital marketing, a
portrait of an ideal customer to be targeted, and the set of the most suitable digital market-
ing channels and tools for the sector. Along with that, this section includes a SWOT analy-
sis that sums up the strengths and weaknesses of the company regarding digital market-
ing and provides an overview of factors that may affect the company’s digital marketing

Success.

In essence, the situational analysis is kind of summary of the information obtained from
the competitor analysis, the survey with the company's customers, review of PrimerDigi-
tal's online marketing activities, and insight regarding PrimerDigital’'s customer combined
with the SWOT analysis of the company. Therefore, the author distilled the most crucial

data and outlined the outcome within this section.

Objectives
Whereas situational analysis is based on the outcomes from the conducted research,
marketing objectives were defined by the management of the company at the beginning of

the study. Specifically, the management wanted to Rise Brand awareness among scien-
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tific community and boost brand visibility, attract new visitors to the website and encour-
age them to try trials of products, grow sales, maintain a strong relationship with existing
customers to rise advocacy of the brand, and reinforce the company's brand image on the
biotechnological software market. Since such objectives were too broad, to make them
more specific, measurable, and achievable, has been used the SMART objectives con-

cept. As a result, this section provides a clear set of objectives for further achievement.

Strategies

In this section were defined strategies that the company should follow to succeed in its
digital marketing endeavor. Among them were the three main strategies, that play a role of
backbone for the plan, and two optional ones that should be implemented either partially
or in full dependently on the company’s marketing budget size. Specifically, Content strat-
egy, Search Engine Optimization and website adjustment strategy, and Email marketing
and marketing automation strategy were the main three, whereas Social media marketing
and Paid promotion strategies were optional. Such a set of strategies should be sufficient

for achieving all the objectives the company has.

Tactics and actions

Tactics and actions section, along with specific activities for each of the defined strategies,
provides recommendations on resource allocation and tools needed for the strategies’ im-
plementation. Also, the section includes some metrics that should be continuously con-
trolled to measure the effectiveness and impact of each strategy separately. The summary

of intermediate metrics can be found in the appendices section of the plan.

Control

Whereas the KPI defined previously allows to find out what works best for the company
and what doesn’t work, the metrics from this section helps measure the effectiveness of
PrimerDigital’s online marketing plan in general and understand if the marketing objec-
tives are achieved. In total, it was nine KPI that presented in the form of a table, where
along with an explanation of what should be measured was provided a set of sources of
the data needed for the assessment. Also, the section provides information about how of-
ten and how long the company should track and measure changes in the defined key per-
formance indicators. Precisely, as the time horizon for the control, has been determined a
four months period, where the monitoring of KPI should take place every two-week inter-

val.

100



Implementation schedule of the plan

The last but not least is the Implementation schedule section. The implementation sched-
ule has the form of the Gantt chart that sums up the task needed to be accomplished to
achieve PrimerDigital’s marketing objectives. Specifically, it highlights starting points and
deadlines for 17th tasks over the four months. Also, the tasks were grouped by colors,

where color indicates a strategy to which tasks belong.

Since the moment the plan was developed, neither the marketing budget nor the number
of people involved in the implementation phase was clear, the compiled implementation
schedule is rather preliminary and needs to be adjusted according to the allocated re-

courses when they are clear.
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6 Discussion

This chapter provides an overview of the research findings in the form of answers to the
research questions, defined at the beginning of this paper. Along with that, it presents the
project outcome as well as the result of the implementation phase, the author’s reflection
on learning from the project, and conclusions and recommendations for further develop-

ment.

6.1 Answers for the research questions

Although the main research question of this paper was formulated as “How to create an
effective digital marketing plan for a Finnish startup company with a limited budget?”, the
author decided to break it down to the following sub-questions:

- Which digital marketing techniques, tools, and tactics currently exist?

- Which digital marketing techniques are most cost-effective?

- Which digital marketing techniques, channels, and tactics are most suitable for the bio-
tech sector?

- What is the minimal set of digital marketing techniques, tools, and channels needed for
achieving the company’s marketing objectives?

Such an approach was needed to answer the research question fully and to create an ef-
fective digital marketing plan for the commissioning company. While in most cases of de-
veloping a digital marketing plan for companies answering the first three sub-questions
would be sufficient, in case of PrimerDigital, due to budget limitations the company has,
finding the minimal set of digital marketing techniques was the essential part of the re-
search as well. The following text sums up the findings of the research and provides the

answers to each sub-question defined above.

As it turned out to be, there are six digital marketing techniques that companies used in
their digital marketing arsenals in 2018. Among them are Search engine marketing (SEM)
that includes Search engine optimization (SEO) and Pay-per-click advertising (PPC), Con-
tent marketing, Social Media Marketing (SMM), Affiliate marketing, and Email marketing.
Each of the techniques has its purpose and allows achieving a particular set of marketing
objectives. The Customer lifecycle concept (CLC) described in detail in subchapter 2.3 de-
picts how they should be applied through different phases of a customer’s relationship

with an organization.

Along with that, the literature review section presents some digital marketing tools and

planning models that being combined, provide an opportunity to create a sophisticated
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digital marketing plan for almost any type of business. Among them were Content Market-
ing matrix, Social media marketing radar, SMART objectives concept, PR Smith
SOSTAC®, and Smart Insights’ RACE planning models.

In terms of ROI, the literature review identifies SEO, Content marketing, and Email mar-
keting as the most cost-effective digital marketing channels. Paid advertisement tech-

niques and SMM were rated significantly lower in this regard.

To understand what digital marketing techniques, channels, and tactics are most suitable
for the biotech software sector in general, and work for the company in particular, in addi-
tion to the literature review, the author carried out the competitor analysis and the survey

of PrimerDigital’'s customers.

According to the findings from the competitor analysis, digital marketing techniques such
as Social Media Marketing (SMM), Content marketing, and Email marketing are the most
commonly used in the sector. The techniques such as SEO and paid promotion (Paid
Search, and Display advertising) are less popular among competitors. As most suitable
communication channels for the sector, the analysis suggests social media such as Face-
book, Twitter, LinkedIn, and YouTube.

As to the company’s customers preferences regarding types and formats of a product-re-
lated content, the research identifies Case studies, Tutorials, or Manuals as most appro-
priate types, where each of these may have a form of video, short articles, or blog posts.
As to the delivery channels, videos can be promoted via YouTube, whereas for the pro-

motion of text-based materials email or the company's site suite the best.

Combining the findings on the best practices in digital marketing for the biotech software
sector together with the preferences of the company’s customers, the author defined the
minimal set of digital marketing techniques that were aligned with PrimerDigital’s market-

ing objectives and prioritized according to their effectiveness regarding ROI.

As a result, the minimal set of digital marketing techniques that should be sufficient for
achieving PrimerDigital’s marketing objectives includes the following:

1. Content marketing, with the stress on the following types of content:
- Tutorials

- Manuals and guidelines

- Case studies

- Testimonials

- Webinars

- Short articles and blog post.
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2. Search Engine Optimization.

3. Email marketing.

4. Social Media Marketing in part of YouTube and LinkedIn, where the latter is optional.
5. PPC marketing (optional).

Based on this set and the conceptual framework defined in chapter 2.9, the author created

the digital marketing plan for the commissioning company.

To understand whether the defined set of digital marketing techniques, tools, and chan-
nels were efficient and sufficient for achieving the objectives of PrimerDigital, it is neces-
sary to implement all the parts of the plan and analyze the empirical data collected at the

implementation stage.

Although the moment this paper was finished the company has implemented the devel-
oped plan only partly, it is possible to gauge the effectiveness of the plan by comparing
the implementation outcomes with the company’s marketing objectives defined at the be-

ginning of this study. This comparison presented in the following subchapter.

6.2 The outcome from the implementation stage

As the primary outcome of this study, the commissioning company has received the digital
marketing plan that is devised to achieve the entire list of the marketing objectives defined
by the management of PrimerDigital. Besides the plan, the company has received some
reports that summarize key findings from each stage of the research and can be used as

a guideline for conducting further customer surveys and competitor analysis.

Unlike the reports that were provided to the management of the commissioning company
after each part of the research, the developed digital marketing plan was presented to the

company at the final presentation event which took place on 1 of October 2018.

During the presentation, the author described in detail all the strategies and tactics the

company should follow to achieve tangible results regarding marketing objectives it has.
The presentation of the plan was followed by a discussion where the author made some
additional recommendations regarding the time frame and resources needed for the im-

plementation phase.
Although the presentation of the plan went successfully and none of the presented strate-

gies was neither criticized nor denied, due to financial difficulties PrimerDigital experi-

enced in 2018, the management of the company decided to reduce the implementation
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scope of the plan. After a careful assessment of the available resources, the CEO of the
company has agreed to implement only those tasks that could be accomplished by Pri-
merDigital’s team and the author of this paper. The time frame for the implementation was
defined as four months, precisely, the period between the 8th of October to the 1 of Feb-

ruary.

As a result, the moment this paper was finished, the company has implemented the fol-
lowing tasks. In part of the Website adjustments and Search Engine Optimization strategy
have been done improvements regarding webpages design and usability, GDPR compli-
ance of the website, and a revision of the FastPCR-related content. Also, the site was
added user registration form needed for gathering visitors’ contact information, and ad-
dressed minor issues regarding SEO. Tasks such as the website’s mobile responsiveness
and other technology-related aspects of SEO strategy require third-party contractors.

Thus they are still in progress.

In part of the Email marketing and marketing automation strategy have been done the in-
tegration of MailChimp service with the website’s registration form, configured and
launched email marketing Opt-in sequences, and thought out the customer database seg-

mentation.

As to the Content marketing strategy, although most of the tasks were out of the imple-
mentation scope, the company has already accomplished tasks that were vital for the
email marketing automation (Opt-in email sequence) and website adjustments part. Pre-
cisely, have been revised and refreshed the product’ manuals, guidelines, and FAQs.
Along with that, was designed a set of questionnaires needed for carrying out customer
satisfaction surveys and getting products’ feedback. Such a set of content allowed to run
the Opt-in sequence that has a focus on the client’s database development. Because the
Content strategy was not implemented entirely, the implementation of the Customers rela-

tionship nurturing sequence, as well as the loyalty program, was postponed for 2019.

As to the implementation of the Social media strategy, since it was optional, the CEO of
the company decided to make only some visual changes of the PrimerDigital’s YouTube

channel. The content published on the channel remains to be the same.
To understand if the mentioned above efforts were effective for the company is necessary

to analyze which out of seven marketing objectives defined earlier in this paper (subchap-

ter 4.3) PrimerDigital has achieved so far.
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The first objective the company was hoping to achieve was rising brand awareness
among the scientific community. Alternatively, as was stated in subchapter 4.3 — to in-
crease the number of brand advocates by ten percent within four months, as well as to in-
crease the amount of shared content, marketing posts, and marketing emails by ten per-
cent within the same period. Since the achievement of these goals solely depends on digi-
tal marketing activities that were out of the implemented scope, these goals have not been

achieved yet.

Objective number two and three were the attraction of new visitors to the website and
boosting brand visibility on search engines. Specifically, objective two implied an increase
of the overall number of visitors for ten percent within four months, whereas objective
three involved at least ten percent increase of visitors (organic and paid ones) that came

directly from search engines within the same four-month period.

As can be seen from PrimerDigital’'s Google Analytics data (appendix 12, figure 1), in the
period between June-September, the average number of the website’s visitors was
around 3.2 thousand people per month, whereas for the implementation period (October-
February) the average number of site’s visitor is 4.7 thousand per month. Comparing
these data, we can see that the company has achieved a 46 percent increase in the num-
ber of website visitors per month. As to the visibility on search engines, this goal has been
made as well. As can be seen from the breakdown of website traffic sources (appendix
12, figure 2), in the period between June and September, search engines sent 8.5 thou-
sand people or 66.1 percent of all traffic to the website, whereas in the period between
October and February, this number is 13.8 thousand people or 73.1 percent of overall traf-
fic. Hence, the average number of visitors per month has increased by 61 percent, which
is six times more than the expected outcome. Since Paid promotion was out of the imple-

mentation scope, all the traffic from search engines is purely organic.

The next objective (Objective 4) was to encourage visitors to try services and products (in-
crease visitor-to-lead conversion), or as it was stated in subchapter 4.3 — to increase the

number of downloads of FastPCR trial by ten percent.

According to Google Analytics data (appendix 12, figure 3), there were 749 downloads of
the software between the first of October and the first of February, whereas in the period
from the beginning of May to the beginning of September visitors downloaded the soft-
ware 722 times. Comparing these data, we may see that the number of FastPCR down-
loads has risen only by 3.74 percent instead of the expected 10 percent. The main reason

why the increase was not as high as expected is a mandatory registration on the website,
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which each visitor must accomplish to get the link for the software trial downloads. Alt-
hough such an adverse effect was entirely predictable, the benefits the user registration

provides are more important for the company.

As to the visitor-to-lead conversion, because the old architecture of the website allowed
visitors to download the trial anonymously and multiple times, it is not possible to calculate
the conversion for any period before the implementation. However, due to adjustments of
the website made during the implementation period, now calculation of the conversion
rate is possible. To do that the company needs to know two variables from Google Analyt-
ics — the number of unique pageviews of the FastPCR page, and the number of people
accomplished registration process. The current visitor-to-lead conversion is 13.4 percent

(appendix 12, figure 4). From now on the company may easily track this indicator.

Objective number five was to encourage visitors who already tried the trial to purchase the
full version of the product (achieve 10% lead-to-consumer conversion). Unfortunately, this
objective has not been completed yet. As the primary tool for accomplishing the goal was
chosen email marketing automation. Specifically, during the implementation period were
tested out two different sets of messages, where the main difference between each was
emails’ release schedule, emails design, and topics of letters. Although open rate in both
cases was quite high (appendix 12, figure 5), according to the management of the com-
pany, the conversion remains the same as before the implementation. Considering that
both cohorts showed quite close results, instead of making further adjustments of the let-
ters, the company should try adding to the messages appealing content such as testimo-
nials, tutorials, and case studies. To do that it is necessary to implement the Content strat-

egy entirely as soon as possible.

Objective six was to increase the number of repeat purchases by ten percent within four
months. For achieving such a result, first of all, the company should have implemented
the customer's relationship nurturing sequence presented in the Email marketing strategy,
and also perform the content strategy in full. Since these tasks were out of the implemen-

tation scope, this objective has not been achieved yet.

The last objective of the company was to maintain a strong relationship with existing cus-
tomers. Currently, with the help of email marketing (Opt-in email sequence), the company
has established a two-way communication channel with FastPCR users. Thanks to this
channel, the company receives feed-backs on the product (appendix 12, figure 6) and
stays in touch with people who are willing to share their experience. Although those peo-

ple are not customers yet, their suggestions help improve the product and reveal issues
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that the website visitors have experienced. As a result, objective seven can be considered
as partly achieved. To achieve it in full the company should run the loyalty program which

was out of the implementation scope.

Since the implementation required a massive groundwork regarding analysis of custom-
ers’ behavior and the product purchase process, besides mentioned above outcomes, the
company has also received a detailed description of customer journey and sales funnel,
which can be used by the company as an instrument allowing to track and measure indi-

cators affecting customer conversions at different stages of the funnel.

Even though the initial plan was implemented only partially, as was shown above, the de-
veloped digital marketing plan turned out to be quite effective, and during the four-month

implementation period, the company has already received a number of positive outcomes.

As a result, the management of PrimerDigital has appreciated the importance of digital
marketing for the company in general and has considered not only a full accomplishment
of the developed digital marketing plan by the end of 2019 but also scaling it for the rest of
the company’s products and services. Along with an appreciation of the accomplished re-
search, the CEO of the company has valued the author’s contribution to the implementa-

tion of the developed plan and provided to the author a Thank-you letter.

6.3 Research validity and reliability

While the term reliability refers to replication of research results in case of following the
same research design and the same research approaches, validity refers to the appropri-
ateness of the used methods. As a result, both, reliability and validity are critical for as-

sessment of the quality of the conducted research. (Saunders & al. 2016, 202.)

Although this research is focused on the particular phenomenon at the specific company
(Case study) and, as a result, the findings are not expected to be the same for any other
company operating on the same market, the research findings should be replicable at
least for the company under research. To make it possible and to establish the quality of
this research, the author has undertaken approaches and techniques described further in
the text.

First of all, this paper provides a detailed explanation of the research design, context of
the research, and methods used for the data collection and analysis. Along with that, it

provides an accurately written research documentation, which covers all the stages of the
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conducted research. Moreover, the instruments and data sources used for the data collec-
tion and data analysis in this research are free to use and are available for anyone who
wishes to repeat the process. Finally, the list of questions used for the survey and the as-

sessment form used for competitor analysis is attached as a part of this paper as well.

The assessment form used at the competitor analysis stage has a clear and easy to use
structure. Along with that, it provides detailed instructions on how to accomplish examina-
tions of different online entities and identifies which information should be collected at

each step of the analysis.

As to the questionnaire for the customer survey, it was written in the way that all partici-
pants would understand the questions in the same way. For this matter, the list was ap-
proved by management of the company and checked and corrected by an English native
speaker who has no background relevant to digital marketing or the topic under research.
Also, to make the process transparent and easy to repeat, along with the questionnaire,

this paper provides the names of the online services being used.

Although the measures mentioned above make the process of the data collection and
analysis transparent, and allow replicating the process with the similar results (Saunders
& al. 2016, 202-205), it is important to note, that, due to the possible changes in the online
landscape in general and in the examined online entities in particular, there might be

some differences in the outcomes.

As the second factor defining the research quality is the research’s validity, it is essential

to describe the measures taken to address the validity issues as well.

In this study, due to the mixed method research design, the validity of findings was en-
sured by Triangulation technique. The idea behind this approach is that data collected
from different sources should support each other (Saunders & al. 2016, 170, 173, 270).

Specifically, the outcome from the conducted competitor analysis reinforces the findings
from the literature review and supports the initial proposition made at the stage. The con-
clusions of the conducted customer survey also underpin the data obtained earlier. Pre-
cisely, they not only correlate with the theories explored in the literature review phase but,
to some extent, support conclusions made at the competitor analysis phase. Therefore,
although the number of the survey’s participants was quite small (7 people out of 350 in-

vited) and the results could not be considered as the generalized opinion of the majority of
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PrimerDigital's customers, these findings were considered as valid and applicable for the

case.

Along with that, the author used Participant or member validation technique, which also
helps to increase the validity of the research. This method is based on the review of the
research data by participants or members, with the following confirmation of the data ac-
curacy (Saunders & al. 2016, 207). Particularly in this research, the method was used in
the following way- after accomplishing each part of the study, the author has provided a
report with findings to the commissioning company in order to allow the management of
the company to review and critic the outcomes and to get an approval running the next
stage of the research. Along with the findings, such reports provided detail explanations of

the process by which the data were collected and analyzed.

One more validity issue addressed in this research is different forms of researcher and
participant biases. To eliminate participant bias the survey and the competitor analysis
were conducted entirely anonymously and without promising any rewards or benefits to
participants. As to researcher bias, to reduce it, the author has provided a number of
screenshots verifying the findings, and used SurveyMonkey platform's embodied analyti-
cal tools for data analysis. As a result, while anonymity allowed to get unbiased and hon-
est answers, the screenshots and tools ensured the transparency of the data collection
and limited the probability of deliberate distortion of the collected data. (Saunders & al.
2016, 203, 244, 714.)

Combined the discussed above basic principles of reliability and validation techniques, the

author has established the high quality of this research.

6.4 Personal reflection on the learning from the project

As was mentioned at the beginning of this paper, besides delivering value to the com-
pany, the author was hoping to deepen his theoretical knowledge regarding digital market-
ing and apply it throughout a practical context. In other words, the author perceived this
thesis writing process as a win-win solution for both, the company and himself. Whereas
for the company this research allowed to achieve its marketing objectives and business
goals, for the author, accomplishing of the research was an excellent opportunity to reach
his personal academic goals. Among them were obtaining skills in digital marketing plan-
ning, conducting a comprehensive analysis of competitors and the company regarding
digital marketing, creating and launching email marketing campaigns, conducting of cus-

tomer satisfaction surveys and gathering product feedbacks, and finally, mastering project
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management skills that are vital for developing a digital marketing implementation sched-

ule which would allow to deliver results to the company on time and on budget.

All those learning goals have been successfully achieved by the author during this project.
Along with that, the budget limitation that the company had, allowed the author to try him-
self in the role of digital marketing manager. As a result, he has obtained a real working
experience which comprised not only close work with the management of the company
but also interactions with third-party contractors and the company’s clients. Also, the fi-
nancial difficulties the company had during this research has provided an excellent oppor-
tunity to discover a set of free to use professional digital marketing tools and services that

can be used by the author in the future.

6.5 Conclusions and recommendations for the future

Considering all mentioned above, we may conclude that the author indeed created the ef-
fective digital marketing plan for the company, broadened his knowledge and risen skills
regarding digital marketing planning, and has gained valuable work experience from the
implementation phase. By this, he has successfully achieved all the goals of this research.
Table 14 sums up the research outcomes in the form of comparison of the achieved re-

sults with the research objectives defined by the author at the beginning of this work.

Table 14. Research outcome vs. research objectives

Research objectives Outcome

Objective 1 Create an effective digital mar- The objective is achieved
keting plan for the company.

Objective 2 Rise personal knowledge and The obijective is achieved
skills regarding digital marketing
to a new level.

Objective 3 Try to apply obtained knowledge | The objective is achieved
in real life context to gain new
skills and working experience.

Objective 4 Deliver value to the company The objective is achieved
throughout helping to achieve
some of its marketing goals.

Since the management of PrimerDigital has appreciated the accomplished work and de-
cided to implement the rest of the developed digital marketing plan in 2019, the author has

provided for the company the following recommendation for further development.
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First and foremost, the company should focus all its efforts on the full implementation of
the Content and Email marketing strategies. By doing so, the company will be able not
only to increase brand and product awareness among the scientific community but also
will increase the number of brand advocates and improve the lead-to-customer conver-
sion. Moreover, implementation of customers relationship nurturing sequence in part of
email marketing will help to increase the number of repeat purchases and maintain strong
relationships with customers in the future. All these efforts will ultimately lead to an in-

crease in the company’s sales.

Although the company has already made lots of improvements regarding its website, it still
needs some adjustments. Hence, it is vital to accomplishing all tasks regarding the SEO
strategy as well. What is more important, is that the company should conduct an SEO au-

dit regularly in the future.

Besides that, it is recommended to monitor any changes happening within the market and
conduct a competitor analysis at least twice a year. Also, the company should leverage its
customer database and conducts customer satisfaction surveys regularly. Such an insight
may not only help find new market opportunities, but also find new ideas for the content

strategy, develop strong connections with the customers, and continuously develop prod-

ucts and services according to the marketing needs.

The last recommendation is to employ a person who would be exclusively responsible for
digital marketing within the company. Preferably, such a person should be an English na-
tive speaker with a biotechnology background. In this case, along with the general man-

agement and implementation of digital marketing tasks, such a person could handle con-

tent creation and text editing tasks.

Along with the recommendations given above, the author has developed a schedule that
outlines the steps the company should take in the future to achieve its marketing goals en-
tirely (appendix 13). The outlined set of tasks implies employment of at least one person
who has experience in digital marketing and is capable of implementing this work. Also, as
a timeframe for the implementation, the author chose four months. By following the sched-
ule, the company will be able to complete the developed digital marketing plan fully and

accomplish the list of the marketing goals defined earlier.
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Appendices

Appendix 1. List of specific concepts, terms, and acronyms

“Conversion rate - Percentage of site visitors that perform a particular action, such as
making a purchase” (Chaffey, D. & Smith, PR. 2013, 588).

“Digital marketing - digital marketing is at the heart of e-business — getting closer to cus-
tomers and understanding them better, adding value to products, widening distribution
channels and boosting sales through running e-marketing campaigns using digital media
channels such as search marketing, online advertising and affiliate marketing which we
will explain later in this chapter” (Chaffey & Ellis- Chadwick 2012, 328).

“Digital business strategy - Definition of the approach by which applications of internal
and external electronic communications can support and influence business strategy”
(Chaffey 2015, 654).

“Digital marketing plan - A plan to achieve the marketing objectives of the digital busi-
ness strategy” (Chaffey 2015, 654).

“Digital media channel (digital channels) - Different forms of digital media used for online
promotion such as affiliate marketing, paid search and display advertising” (Chaffey, D. &
Smith, PR. 2013, 589).

“Ideal customer - Preferred customer who is targeted due to their potential for a profitable
relationship” (Chaffey, D. & Smith, PR. 2013, 592).

PR Smith’s SOSTAC® - Marketing planning framework. SOSTAC® stands for situation

analysis, objectives, strategy, tactics, actions and control (Smith 2015).
“Search-engine optimization (SEO) - A structured approach used to increase the posi-

tion of a company or its products in search-engine results according to selected keywords”
(Chaffey 2015, 661).
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Appendix 2. Competitor analysis form

a. Lasse Rouhiainen’s company assessment form (Rouhiainen January 2018)

COMPANY INFORMATION DATE

Example COMPANY INFORMATION

Name

Sector

Location

Years in business

Main product
Typical client

Main marketing
activities

Main marketing cbjectives

Biggest challenge

Example ONLINE PRESENCE
Website

Website content
Website traffic

Google
search company name
search product + location

Facebook
YouTube
Twitter
Instagram.

Other

b. The modified version of Lasse Rouhiainen’s company assessment form (adapted from

Rouhiainen January 2018)

| Company’s overview | Date of assessment: |
Name Name of an examined company
Sector The sector in which a company operates
Estimated The number of employees/ sizes of a company
Employees
Location A company’s location
URL A company’s web address

Main product | A main product or service a company provides

Typical cli- Typical consumer of a company
ent

Clients’ in- Interests of a company’s clients
terests

Main digital Company’s online presence and digital marketing activities it makes.
marketing e.g., Social media, digital marketing techniques.
activities
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Website Types of content a company provides on its website
Content

Paid Ads. If the company uses PPC ads.

Comments A summary of the findings from the examination outlining the set of
(Summary) digital marketing tools an examined company uses.

Company’s detail analysis
1. Website

Website overview
Based on visual examination, briefly describe how a website looks like and what impres-
sion it makes on a visitor.

Website’s content
Based on visual examination, describe the types of content a company provides on its
site.

Google search results
By making queries with relevant to company keywords analyze a company’s position in
the search engine result page.

Website tech. issues analysis (www.woorank.com)

Make an analysis of a company’s website by Woorank service to find out possible issues
the site has regarding SEO. Also, to understand if a company has a presence on social
media, if it has its own blog, which the technology the website has, and gauge average
website traffic.

Overall analysis of website and breakdown of website traffic by sources (Simi-
larweb.com)

Find out the necessary information about a company such as the size of a company, lo-
cation, and typical clients. Also, to understand website traffic sources, social media in-
sight, audience insight, and if available, the average duration of a visit, number of pages
per visit, and bounce rate.

2. Social Media analysis

Facebook

Based on visual examination, briefly describe how a website looks like and what impres-
sion it makes on a visitor, understand the number of followers a company has and the
way a company uses it, including topics of posts and the means of interaction with users.
By using LikeAlyzer tool, understand the type of content a company provides, the fre-
quency of posting, the average length of posts, a company’s social media behavior, and
engagement rate.

Twitter

Understand how long a company has a presence on the platform, how much followers it
has, and the way a company uses Twitter Additionally, based on twitonomy.com analysis
understand what the number of likes/retweets for the company's most popular posts is
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Linkedin
Visually examine a company’s LinkedIn profile, to understand how much followers it has
and the purpose/way a company uses the platform.

YouTube

Visually examine a company’s YouTube profile, to understand how much followers it
has, the purpose/way a company uses the platform. Briefly describe the quality of posted
video content, and check if a company’s profile has the following key elements: full infor-
mation about the company, a trailer that briefly describes what a visitor may find on the
channel, company’s logo, cover image, links to other platforms where a company has
presence, and playlists.

3. Email marketing and newsletter subscription

Analyze the breakdown of a company’s website traffic with the help of Similarweb analy-
sis to understand if Email makes an impact on it. Also, examine the website to find out if
a company provides newsletter subscription, or requires personal information in ex-
change for content.
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Appendix 3. The findings from the conducted competitor analysis

EXPERIENCE THE POWER OF DNA.

 Corporate Information ¢
Get up to date. Stay up to date. ™ Newsletter - Sign-Up To Be Up-To-Date!
Read about IDT products at work in research, get expert ' Quality Assurance
applicaton advice, and find answ n research L Contact Us
usiions. Sign up to receive email information about best offers and breaking genomic products, technologies and
4 Deals & Promotions applications,
Firstname: *
L
Help Center Get latest news around next generation sequencing, custom DNA sequencing, oligonucleotides, SIRNA and gene
4 Product FAQs synthesis to enhance your genomic research.
Lastname: *
Contact
Email
address:
Organization Contact
o Newsletter Unsubscribe
Phone
number: Email
€2 First name
Country: Select . Last name
Yes, please send me weekly DECODED Privacy Note ) 1 have read and the Privacy Note.
emails.
mason in order o provide you w
share your per *=These fields are mandatory.
.
. ’ . .
Figure 1. IDTdna’s sign-up form (eu.idtdna.com 2018)
‘;: Eurofins Genomics
8Je® June 252t 2:15PM -G . N
ea_ Eurofins Genomics
We are heading to the 7th International Human Microbiome Congress 1,374 followers
2018 in Killarney, from 26t to 28th June. Come along and see us at our 30 @@ Eurofins Genomics @GenomicsEuops - 25 wow .
Eurofins Genomics exhibition stand and learn how our genomics end- We are heading to the 7th International Human Microbiome Congress 2018 in @5 We are heading to the 7th International Human Microblome Congress 2018 in
to-end service can help your project to succeed. Killarney, from 26th to 28th June. We are looking forward to meeting you at our N06® Kilarmey, 26th-28th June. Visi us at our @GenomicsEurope exnibition stand,
Eurofins Genomics exhibition stand see more 6

o Like (D Comment 2> Share 15 Likes

03 & Like = Comment @ Share D1 2 v ]

PREMIER Biosoft
June 15 at 6:46 AM - €

PREMIER Biosoft

Meet PREMIER Biosoft at Metabolomics 2018, the 14th International - 679 followers
Conference of the Metabolomics Society, in Seattle June 24-28. v
https://bit.ly/2JWWm92 Meet PREMIER Biosoft at Metabolomics 2018, the 14th International Conference PREMIER Biosoft @PREMIERBiosoft - Jun 15 o

of the Metabolomics Society, in Seattle June 24-28. https://bit.ly/2JWWm92

METABOLOMICS 2018

JUNE 24-28 SEATTLE, WASHINGTON
5

w Meet #PREMIERBiosoft at #Metabolomics2018 in Seattle June 24-
28. #MetSoc2018https:/bit ly/2JWWm92
gV\ETABOI.OMICS 2018

UNE 24-28 SEATILE, WASHINGTON

METABOLOMICS 2018

UNE 24-28 SEATTLE, WASHINGTON

o Like () Comment i Lies

Mayank Deore likes this. & Like = Comment @ Share

Figure 2. Example of competitors’ posts on Facebook, LinkedIn, and Twitter (Primer Bio-
soft 2018; Eurofins Genomics 2018)
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Appendix 4. The breakdown of the competitors’ website traffic by sources

(adapted from similarweb.com 2018)

1. Eurofins Genomics

60.73%
2851%
3.84%
2. Thermo Fisher Scientific
71.66%

20.97%

4.06%
B

v

3. Integrated DNA technologies

49 74%

wn

37.76%
. 3.65%
@ )

4. Genesig

15.03%
10.98%
— 1 I

5. Eurogentec

66.03%
28.94%
H -
6. Premier Biosoft
66.88%
26.25%
- 0.88%

0.91%

1.42%

2.93%
—_—

1.03%

0.24%

2.82%
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7. DNA Software

61.78%

r

8. GenePattern

65.51%

9. Qiagen bioinformatics

23.35%

10. OLIGO Primer Analysis Software

25.40%

28.75%

wr

11. Unipro U-gene

11.16%

5.01%
—

v

26.73%

1.31%

67.81%

Search

71.25%

65.26%
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Appendix 5. The breakdown of the competitors’ search engine traffic

(adapted from SimilarWeb.com 2018)

1. Eurofins Genomics
Search

) 28.51%

90.08% Organic 9.92% Paid

Top 5 Organic keywords

&

12.45% eurofing 2.64%

Al v

6.62% eurcfing genomics 1.20%
i

4.68% rispr 1.07%
i PRITT™

332% ned generation s 0.68%

AneIw

2.24% gensequenzierhun 0.68%

2. Thermo Fisher Scientific
Search

> 71.66%
93.98% Organic 6.02% Paid
Top 5 Organic keywords Top 5 aid keywords

Out of 14,912 2,688:

thermo fisher 3.14% nvitrogen 0.36%

vaem ATE%

thermofisher 2.68% petri gish 0.15%
At300% IR

thermo fisher scie 1.90% ebioscience 0.13%
Anish At6ESH

1.45% gibco 0.07%
A 0w

thermo 1.35% thermofisher 0.06%

vanw

3. Integrated DNA technologies
Search«

49.74%

Of traffic is from Search

99.61% Organic 0.39% Paid
Top 5 Organic keywords Top 5 Paid keywords

Out of 576: @ Outof 13: @

idt 28.87% plasmid for his_us. 0.05%
A283%

oligoanalyzer 5.52% buy dna test 0.05%
ATa3% Q

oligo analyzer 3.20% primer tool 0.05%
AT212%

oligo analyzer 3.1 3.18% KaK Hanucarb stem., 0.05%

dtna 2.52% oligo analyzer 0.05%
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4. Genesig
Searcho

72.96%

Of traffic is from Search

72.44% Organic
Top 5 Organic keywords
Outof 79: ©®
serratia symptoms 7.07%
molecular gen hor ... 6.44%
mycoplasma haem. 5.31%
purchase anaplas. 5.31%
genesig 4.95%

5. DNA Software
Searche

"\ 26.73%

Of traffic is from Search

96.23% Organic
Top 5 Organic keywords
Outof 48: ®
visualomp 14.48%
dna software 10.97%
primer dimers 7.61%
pcr amplification .. 7.61%
reduce primer dim... 7.61%

6. Qiagen bioinformatics

Search«

67.81%

Of traffic is from Search

94.50% Organic

Top 5 Organic keywords
Outof 1,161: @

ingenuity pathway .. 12.12%

VI2.40%
clc genomics work... 8.38%

AGLIZ%
clc workbench 3.34%

ATIO2N
bed file clc 3.10%
clc genomics work. 2.67%

27.56% Paid

Top 5 Paid keywords
outof39: ®

aper primer storage 7.64%

design gper primers 417%

12 gper primers 3.23%

hfq e coli gper 3.23%

mycoplasma ez per 3.07%

3.77%Paid

Top 5 Paid keywords
Outof 29: ®
primerpremier 3 4.10%
pcr procedure
per protocol caleul...

primer 3 output

primer design

5.50% Paid
Top 5 Paid keywords
Outof 142: @
variant analysis the... 1.53%
newly dicovered h... 0.53%
rna seq 0.34%
modern genetics g 0.28%
clc genomics work... 0.25%
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(adapted from SimilarWeb.com 2018)

1. Eurofins Genomics

" 0.91%

Of traffic is from Social

[8 ResearchGate

@ WhatsApp Webapp

Kl Facebook

8 Youtube

Reddit

2. Thermo Fisher Scientific

N 1.42%

Of traffic is from Social

I Facebook

@ Youtube

[¥ ResearchGate

M Linkedin

-Q
<I
o
3
3
]

3. Integrated DNA technologies

2.93%

Of traffic is from Social

ResearchGate
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4. Genesig

1.03%

Of traffic is from Social

M@ Linkedin
I 100.00%

5. Eurogentec

0.24%

Of traffic is from Social

Linkedin
I  100.00%

6. Premier Biosoft

2.82%

Of traffic is from Social

[¥ ResearchGate

I — 68.04%
Bl Facebook

E— 13.97%
M Dxy.cn

| 9.84%
@ Youtube

[ 6.64%
© VKontakte

| 1.51%

7. DNA Software

6.58%

Of traffic is from Social

2 Stack Overflow

| 40.26%

[@ ResearchGate

| 23.39%

@ Youtube

| 19.46%

& Stack Exchange

I 15.90%
quora

1 0.98%
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8. GenePattern

"\ 0.45%

Of traffic is from Social

Facebook

9. Qiagen bioinformatics

0.32%

Of traffic is from Social

Twitter

B Youtube

M Linkedin

10. OLIGO Primer Analysis Software

2.06%

Of traffic is from Social

[8 ResearchGate

11. Unipro U-gene

N 1.73%

Of traffic is from Social

|0
o
2
]

@ ResearchGate

3 Facebook

VKontakte

8 Youtube
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Appendix 7. The Literature review’s figures (CONFIDENTIAL)
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Appendix 8. List of questions for the survey (CONFIDENTIAL)
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Appendix 9. The design of the survey’s Invitation letters (CONFIDENTIAL)
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Appendix 10. MailChimp statistic of the email campaigns (CONFIDENTIAL)
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Appendix 11. SurveyMonkey results of PrimerDigital’s customer survey (CONFI-
DENTIAL)
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Appendix 12. Google Analytics data regarding the implementation phase (CONFI-
DENTIAL)
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Appendix 13. The implementation schedule for 2019 (CONFIDENTIAL)
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Appendix 14. Digital marketing plan for PrimerDigital (CONFIDENTIAL)
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