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https://www.youtube.com/watch?v=clWEPrHSB_U

A) Technology Trend

mobile as main medium




B) Demographic Trend

there will be less young people, but they will be more online
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C) Shopping Trend

shopping anytime, anywhere and now
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Distributed now




D) Marketing Trend

shift many to many, content marketing

Brain is the battlefield



C) Marketing Trend - Facts & Numbers

Shift to many-to-many

CHANGING CONSUMER ENGAGEMENT
1980’s 1990’s 2000’s

1 to Many Many to Many

https://www.youtube.com/watch?feature=player_embedded&v=x0EnhXn5boM



Fragmented attention




Marketing 3.0

Key to consumer hearts and minds
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A) Content marketing - Facts & Numbers 30

Content doesn’t interrupt, it attracts
Content marketing is a pull, rather than a push, strategy
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What would you do
if you found a wallet?

Rivalry Wallet - Coca-Cola Portugal

Coca-Cola Portugal

b 171572
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https://www.youtube.com/watch?v=yC-VwrbUUO4


https://www.youtube.com/watch?v=yC-VwrbUUO4

From peaks to long-term engagement

LINKED
Traditionally we put content Building Evergreen

up and take it down content builds
fragmenting traffic sustainable traffic




Conversational Marketing
Listen & Create & Engage

Content
Factory

Customer

center Bloggers Assets
Monitoring

s el O Content creation
«feeding system»

Messaging

S

Conversational
Marketing

365 engagement
Measurement «integrated interfaces»

From: To: CRM
Fragmented Integrated KBI
tracking tracking
systems




New approach

* Use tools for listening and engaging
* Creation of content
» Benchmark metrics of engagement levels, audience numbers, competitor activity etc.

[ Management and Strategic capability ]

Engage and

Create
Analyse

Digital Capability: Social media team
5 &

Subject matter experts
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Coca-Cola's Journey website launches its own  iere creainityines communy
blogger contributor network

Share this article: n u m :m

Coca-Cola continues to transform its corporate website into a full fledged media publication, and now it is THEHUBCOMMS ARTICLES
launching an invite-only network of bloggers to share their content on it.
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In @ new section called "The Opener,” Coca-Cola's Jouney website will now host content from popular its own advanced analytics

bloggers, photographers and other creative publishers. The content will focus on three categories for now, platform

namely food, culture and innovation. The initiative works sort of like Linkedin's Influencer program, but Meet The Marketer: Sahana

instead of getting big names to contribute to their platform, Coca-Cola says it is trying to unearth new talent - i

and give them access 1o its resources. Jayaraman, Eastwick's head of
digital and content marketing

“LinkedIn recruits influencers tc provide content for Linkedin,” says Ashley Brown, Coca-Cola's head of digital

communications and social media. "We've designed Opener to be a two way street, giving bloggers the
‘Coca-Cola’ megaphone so they can grow their blogs.”


http://www.thehubcomms.com/coca-colas-journey-website-launches-its-own-blogger-contributor-network/article/323718/

@ Recyclometer WidP

Get started )

& Recycling facts

& Recycling tips

alculations based on statistics provided by WRAP and mid-2009 whole population figures from the Office of National Statistics



http://www.coca-cola.co.uk/environment/recyclometer-iframe.html

Youlllll coca-cola where will happiness strike next: the ofw E Q

Coca-Cola | Magic Pills

Coca-Cola
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https://www.youtube.com/watch?v=M9_B6h67t4A

Scoping CRM 3.0
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DESTINATION: Solution integrating
CRM, Social media and Customer center

Control & Reporting Console (CIC Agents, Marketing, Agencies, PAC, K&l)

Social
(Sysomos)

CRM Phase 1 CIC
Tibco (SalesForce)

Agenda

Blog, Facebook, Twitter,
Other
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Widgets

EG FICO LiSten

Filter

CIC Data Report

(SalesForce) React
Consumer & Customer

Proactive

CRM Phase 1 1

Self Service Campaign
Management
& Analytics

B EG Data

Email/SMS
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3.0 Benefits

Extending the reach of traditional
paid/push advertising -> increased
penetration of young cohort

New mobile,
social channels

Viral
conversational
content

I Content confidence, higher
nterest engagement of target audience

Driving interactions and loyalty
Protecting the brand from bad
publicity

Ambassadors,
community

Topical,
geolocated
content

A Triggering purchase interest and
ction incidence

http://loyalty.johnpaul.com/crm-marketing-3-0-customer-insight-brings-enterprise-wide-benefits-and-opportunities/



CRM 3.0 BUSINESS NEEDS

TOLISTENIN ANDLISTENTO (where, when and who says
what, whose words are of importance)

ANSWERING AND GETTING INVOLVED IN
CONVERSAT|ON (how, when and who should answer on behalf of the brand, by

using which platform )

INFLUENCING AND SETTING THE TOPIC (getting

involved actively, thematising, offering sticky stories, optimization both for
search engine and social media)

DRUMMING UP FOLLOWERS (who are our evangelists, in
which fields and how we should manage our relations with them)

Classified - Internal use




3.0 Business case

more content with
less production costs

nttp://hetgiconen.com/infographic-how-to-make-the-case-for-content-marketing/

bro ader reach
higher engagement
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Costs

CONTENT MARKETING BENEFITS

“No one goes there anymore, It's too crowded” Yogi Berra
Consumers trust content not ads.

| PROOF:

¢ 92% of consumers trust recommendations from people | know.,
*  70% of consumers trust consumer opinions posted ondine
*  58% of consumers trust editorial content.
¢ 50% of consumers trust emails | sign up for.
Source: Niclsen

| “Life is uncertain. Eat dessert first.” Ernestine Ulmer

Consumers actively seek product information and reviews first.
PROOF:
¢ 30% of consumers start purchase research on Amazon while 139) start
purchase rescarch on a search engine.
Source: Forrester

“Insanity: doing the same thing over and over again and expecting different
results * Albert Einstein

Consumers need to see marketing messages multiple times.

| PROOF:

*  63% of consumers need to hear a marketing message 3-5 times to belleve It
Source: Edelman

“"Money is usually attracted, not pursued.” Jim Rohn
Consumer purchases influenced by content.

PROOF:

51% of consumers seek deals or coupons
$3% of consumers seek product infermation
369 of consumers seek reviews
31% of consumers seek news
30% of consumers seek how-to's and styliag
Source: Shop.org. comScore & the Partnering Group

CONTENT MARKETING COSTS

| *A penny saved is a penny earmed.” Benjamin Franklin

Content marketing requires human and finance resources for content
creation, distribution and promeotion.

| PROOF:

¢ 619% lower average Jead cost for inbound marketing ($135) versus outbound
marketing ($346)
Source: Hubsoot
Infographic created by Heidi Cohen of HeidiCohen.com
© 2012 Heidi Cohen - Available for reuse with link to http://HeidiCohen.com
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Share a C()ke with

Westjet

WestJet & Coca-Cola: #shareacokecanada plane
WestJet 2
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https://www.youtube.com/watch?v=0gaeyyrW7T0
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https://www.youtube.com/watch?v=G1P3r2EsAos
https://www.youtube.com/watch?v=LerdMmW,jU E

https://www.youtube.com/watch?v=fiwlgq-8GWAS



https://www.youtube.com/watch?v=LerdMmWjU_E
https://www.youtube.com/watch?v=LerdMmWjU_E
https://www.youtube.com/watch?v=LerdMmWjU_E
https://www.youtube.com/watch?v=LerdMmWjU_E
https://www.youtube.com/watch?v=LerdMmWjU_E
https://www.youtube.com/watch?v=fiwIq-8GWA8
https://www.youtube.com/watch?v=fiwIq-8GWA8
https://www.youtube.com/watch?v=fiwIq-8GWA8
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VYTISK ZDARMA PREDPLATNE INZERCE KONTAKTY TRAFIKY
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Coca-Cola dojima s novou reklamou,
(ne)znamym tvarim prirazuje jmena
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Potkavate je denné, kazdy den jim dékujete, ale neznate jejich Silikonové prsa rozhodné v zimé
jméno. Prodavacka v obchodé, Fidi¢ autobusu nebo treba vratny v
praci. Podle Coca-Coly je to trosku nezdvorilé, a tak se rozhodla
ve svém novém videu udélat témto znamym-neznamym radost. TOP EVENTY al.
Jak jinak, nez lahvi proslulé limonady s jejich pravym jménem. 19/11 Sales Excellence Forum
Dé&j tfiminutového spotu se odehrava na Filipindch, kde lidé zazivaji 20/11 POPAI DAY 2014
podobné situace. Misto jmen dostdvaji denné vidané tvare prezdivky - 27/11 Call Centra 2014
fidi¢ je "bracha", bali¢ tasek v obchodé je "kluk", securitdk v praci je
"$éf". Nikdo nezna jejich skutecné jméno - az na Coca-Colu, X . X R
samoziejmé. NEJCTENEISI hodin 3 d

http://marketingsales.tyden.cz/rubriky/marketing/coca-cola-dojima-s-novou-reklamou-ne-znamym-tvarim-prirazuje-jimena_318454.html

Xmas: Happiness in tough times:
https://www.youtube.com/watch?v=EvtVxcEsojc https://www.youtube.com/watch?v=60QI4NGQvhg
https://www.youtube.com/watch?v=x_9fQEqZCWs
https://www.youtube.com/watch?v=hDiqy-XrRFI

Valentines:
https://www.youtube.com/watch?v=RjMhZFhDOt]I
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Dekuji za pozornost!
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Roman Siser

romansiser@gmail.com
roman.siser@ceskainovace.cz
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