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The Digital Environment Outlook
Top 5 digital channels

 SEO (30%)

SEO + Other tools – PPC, Influencer, 
Affiliate, Social media, Content (42%)

 Social media – Facebook, Twitter, 
LinkedIn (25%)

 Content marketing – video, blogging 
(23%)

 Email marketing (18%)

 Mobile marketing (14%)

 Other (6%)
Source: Smart Insights



The Digital Environment Outlook
The state of SEO

• 61% of marketers say growing SEO/organic
presence is a high inbound marketing priority
(HubSpot, State of Inbound 2017)

• 50% SMEs only have a basic understanding of SEO
(Higher visibility, 2017)

• As of April 2017, the global marketing share
percentage, in terms of the use of Search Engines
heavily favors Google, with over 77% (Smart
Insights 2017)

• 50% of search queries are four words or longer.
(WordStream, 2016)

• More Google searches take place on mobile devices
than on computers (Google, 2017)

• High-quality content and link building are the two
most important signals used by Google to rank
your website for search.(Search Engine Watch,
2016)

https://www.highervisibility.com/resource/research/what-do-small-businesses-know-about-seo/
http://www.smartinsights.com/search-engine-marketing/search-engine-statistics/
https://searchengineland.com/now-know-googles-top-three-search-ranking-factors-245882


The Digital Environment Outlook
The state of PPC

• The average click-through rate in
Facebook ads across all industries is
90% (WordStream 2017)

• The average click-through rate of a
paid ad is 2%, yet ads in the first
position earn an average click-through
rate of almost 8% (Clever Clicks 2017)

• Both desktop and mobile ads deliver
branding effectiveness but mobile ads
perform better - particularly at the
bottom of the funnel (comScore, The
Global Mobile report 2017)

• Mobile adblock usage is surging internationally and has overtaken desktop usage (PageFair 2017)
• Businesses make an average of $2 in revenue for every $1 they spend on AdWords. (Google

Economic Impact Report)



The Digital Environment Outlook
The state of Social Media

• Facebook provides the highest social value for B2C
(96%) whereas Linkedin provides the highest social
value for B2B (93%) (Smart Insights and Clutch,
2017)

• Written articles (27%), videos (26%), and images
(24%) are the three most engaging content on social
media (Smart Insights and Clutch, 2017)

• Only 5% of web-using adults have a lot of trust in the
information they get from social media (Pew Research
Center, 2017)

• 40% of internet users are most likely to use social
networks to keep in touch with what their friends are
doing, whilst only 27% use social to research/find
products to buy (Global Web Index, 2017)

• Social media and video viewing are the two most
popular online activities, together accounting for more
than a third of all internet time (Smart Insights, 2017)Source: Clutch

http://blog.globalwebindex.net/chart-of-the-day/social-media/


The Digital Environment Outlook
The state of Mobile Marketing

• Globally, users spend almost 2 hours per day
online via mobile (Global Web Index)

• Increasing brand awareness and engagement are
the biggest objectives for mobile advertising
(Brand Quarterly, 2017)

• Mobile now represents almost 7 in 10 digital
media minutes, and smartphone apps alone
account for half of all digital time spent
(comScore, 2017)

• Creating personalized customer experiences
(32%) is the greatest long-term growth potential
for mobile products (Open Mobile Media, State of
Mobile 2017)

• 48% of users start mobile research from search
engines – (Smart Insights, 2017



The Digital Environment Outlook
The state of E-Mail Marketing

• Limited internal resources (28%), lack of strategy (28%)
and lack of content (23%) are the biggest challenges to
delivering successfully automated email marketing
programs (DMA, 2017)

• PC and tablet users have unique click rates of 3.8%, a
40% increase over the 2.7% mobile click rate (MailChimp,
2017)

• Marketers are out of touch with what customers want -
they see trustworthy reputation (38%) and exclusive
content (29%) as the most effective for sign-ups but
consumers want money-off discounts (45%), free
samples (35%) and free delivery (35%) (DMA, 2017)

• Personalized email content based on software/machine learning is 55% effective (OneSpot, 2017)
• Open rate has increased from 35% to 58%, unique open rate has increased from 15% to 25%, click

rate has decreased from 10.8% to 3.8%, unique click rate has increased from 2.1% to 2.5%
(SendGrid, 2017 Global Email Benchmark Report)

https://sendgrid.com/


The Digital Environment Outlook
The state of Content Marketing

• 53% of marketers say blog content creation is their top
inbound marketing priority. (HubSpot, 2017)

• Content marketing has become an almost universal tactic,
with almost 90% of companies using it 2017 (Content
Marketing Institute B2B Content Marketing)

• 87% of B2B buyers give more credence to industry
influencer content (DemandGen 2017).

• Buyers also indicated they give more credence to peer
reviews, third-party publications, and user-generated
feedback. 68% of buyers said they frequently give
credence to peer reviews and user-generated feedback.
60% give credence to content authored by a third-party
publication or analyst. (DemandGen 2017)

• Top five B2B content marketing tactics: Social media
content (92%); eNewsletters (83%); articles on your
website (81%); blogs (80%); in-person events (77%).
(IMN Inc.)



The Digital Environment Outlook
The state of Influencer Marketing

• 70% of teenage YouTube
subscribers trust influencer
opinions over traditional celebrities
(Google, 2016)

• 71% of consumers are more likely
to make a purchase based on a
social media reference (Alist daily,
2016)

• 71% of luxury brands measure
influencer success through
web traffic (Econsultancy 2017)

• Over half of internet users say they follow some sort of celebrity account on social, with figures
reaching as high as 68% among 16-24s (Global web index, 2017)

• Advertisers that implemented Influencer Marketing in 2016 received $11.69 in Earned Media Value
(EMV) on average for every $1.00 they spent (RhythmOne)

http://www.alistdaily.com/social/study-why-women-turn-to-social-media-for-purchasing-decisions/
https://econsultancy.com/reports/the-new-face-of-luxury-maintaining-exclusivity-in-the-world-of-social-influence/


The Digital Environment Outlook
The state of E-Commerce

• Email marketing and SEO are the most frequent sources of
ecommerce traffic for respondents across all revenue ranges
while channels such as affiliates and content marketing were
less frequently used (MarketingSherpa ecommerce
benchmarks 2017)

• Average ecommerce conversion rates are 1%
– 2%. Even if you are doing everything right,
you can still expect to win the sale around 2%
of the time (BigCommerce 2017)

• For the majority of online transactions, the
path from awareness to conversion is very
short — 71% of consumers make their
purchase within a week of awareness or
desire (KPMG Global Survey 2017)

• 43% of companies with online stores report
seeing significant traffic from social media
(MarketingSherpa 2017)

• In developing countries, more than 38 % of
consumers said price and promotions were
the factors that drove their most recent
product choice (KPMG Global Survey 2017)

• 64% of consumers say that watching a video
on social media influenced them to make a
purchase (Animoto, 2017)



The Digital Environment Outlook
Emerging Technologies

• Big data dynamics

• Intensive data analytics

• Artificial intelligence and 
machine learning

• Virtual and augmented reality

• Influencer marketing

• Use of chatbots

• Internet of things

• 5G

• Cloud computing and 
marketing



At home……

Source: Business Daily, Monday 28th May 2018



Monitoring the Digital Marketing Environment



Market trends analysis

Tools
• Reports from digital research

and marketing firms – Smart
Insights, HubSpot, Global Web
Index, Google etc)

• Third party and regulator
publications like CA reports,
KNBS etc

Trends
• Mobile device usage versus desktop

penetration
• Internet access and key applications
• Usage of ecommerce platforms
• Demographics and their interaction with digital

channels
• Emerging digital trends and likely impact on

digital strategy.

Impact:
• Customize content that will resonate with age profiles in the

market
• Aligning content and devices used by the different demographics
• Inform trends in digital channels development and measurement
• Positioning the firm effectively
• Influencing the strategic direction of the entity



Competitor Analysis
Tools

Trends/Observations

• SEMRush and Spyfu are tools that report back what keywords a URL or
website ranks for. Ideal for brainstorming. Freemium

• Open Site Explorer, Majestic SEO and Ahrefs are SEO tools that help when
analysing both your own backlinks and competitors.

• You only need to enter the homepage URL of each site to record the
homepage Page Authority, Domain Authority and Root Domain Links

• Tweetdeck and Buzzsumo are tools that can be used to analyse competitors
content and sentiments that customers have towards the content

Impact
• Useful in refining the digital strategy at the firm through competitive keywords and site

performance.
• Inform content and platform choice by analysing sentiments
• Content scheduling



Customer Analysis
-towards developing informed user profiles and customer journey

KEYWORDS
Google Keywords Planner
• topical keywords

Keywordseverywhere.com
• reveals precise keyword

search volumes in Google
Keyword Planner, Google
Search Console, Google,
Amazon and many other sites

• extension in Chrome and
Firefox

SOCIAL MEDIA LISTENING 
TOOLS
TalkWalker
• monitoring of Twitter,

Facebook, Instagram, LinkedIn
and other websites.

Social Mention
• shows detail on strength,

sentiment, passion and reach.
• displays keywords, hashtags

and sites.
Hootsuite
• one of the best free tools

monitoring Twitter, Facebook,
LinkedIn, WordpressOFFLINE BEHAVIOR

• Sourced from industry reports that reveal purchasing power, age
profiles, customer friendly channels, literacy, sensitivity etc

• Useful in formulation of customer personas



Internal environment capabilities



Managing digital activities - Tools

SEMRush, SEOmonitor, WhatsmySERP etc

• Keyword Ranking

Open Site Explorer

• Link analysis - page authority and domain
authority

Google Console

• Monitoring and maintaining site presence in
Google search results

• Mobile friendliness

• Diagnosing technical issues like site errors

PageSpeed Insights

• grades how well a page is optimized for page
speed on both desktop and mobile.

• It also gives suggestions in areas where
improvements can be made.

SEOptimer, Mozbar and SEO SiteCheckup
• How well on-page optimization has been

done
SERP Preview
• Shows appearance of a page before going

live
Tweetdeck
• Social media listening
Native reporting tools
• Performance of all digital marketing

channels e.g., Facebook Analytics
Litmus – paid tool for email testing
• Multi-device Renderability, load times,

other metrics
Google Analytics
• Digital marketing KPIs (traffic and

conversions)
• Interaction with other channels

…….and many many others 



Digital Marketing Skills Set



Digital Marketing Metrics



Digital Marketing Metrics

Measuring digital
marketing should be
through the
contribution of digital
marketing at different
levels;
• Strategic control
• Profitability control
• Annual plan control
• Efficiency control



Digital Marketing Channels Metrics

Search Engine Optimization
• Key word rankings
• Organic traffic
• Conversion goals
• Sales 
• Referral traffic
• Cart abandonment rate
• Time on site
• Link building – root domain 

and total links

Pay per Click
• Impressions
• Clicks
• Click through rate
• Cost per impression
• Cost per click
• Cost per acquisition (CPA)
• Average position
• Conversions
• Conversion rate
• Cost per conversion
• Impression share
• Click/impression assisted 

conversion
• Quality score
• Overall spend
• ROI

Content Marketing
• Reach
• Clicks
• Engagement
• Sentiment
• Retention 
• Conversions

Email Marketing
• Click through rate
• Conversion rate
• Bounce rate
• Share/forward rate
• List growth
• Overall ROI

Social media marketing
Most social media tools report on
• Overall page activity
• Sentiments
• Conversations
• Reach
• Follower growth
• Top influencers
• Conversions 



Using digital media to increase customer loyalty and value

Drivers of loyalty
Emotional loyalty
• Favourable perceptions,

opinions and
recommendations
including social sharing

Behavioral loyalty
• Demonstrated by repeat

sales and response to
marketing campaigns

Source: Smart Insights



Lifetime value

Source: Smart Insights



Questions?



Thank You

CPA Boniface L’Souza, ACIM, CFIP

Tutor

Simon Page College of Marketing, Kenya

bonny@simonpage.ac.ke

0723626471
Simon Page College of Marketing, Kenya

5th Floor, KEMU Hub
Phone: +254 724 146 609

Email: progress@simonpage.ac.ke
Website: www.simonpage.ac.ke

mailto:bonny@simonpage.ac.ke
mailto:progress@simonpage.ac.ke
http://www.simonpage.ac.ke/

