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1w Search Engine ad19 Google w3a Bing




SEM Aa ?

* SEM dgannann Search Engine Marketing 1Uu
lwsluuuzasnisanelivdalawmiwuu Search Aunig
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OVERALL KPI TERMINOLOGIES
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= ©

Reach Frequency Impression
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Click
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%CTR
(Click though rate)

i

wasiaua n1saan Tawwn lusduuvans
5uUn W Banner %38 Search ad iauny
Asuansna lasa TagATUIMNHAANS
wWuasizue (Click / Impression) x 100



OVERALL KPI TERMINOLOGIES

¥y Wy

Engagement %ER

nsiidausiud Tavan (Engagement Rate)

(Reaction + Comment + " ¢ TR
Share + Click + View) iagsiguaraan 1sHaIwTIHnD e
(Engagement / Impression) x 100




OVERALL KPI TERMINOLOGIES

50%

- 250;0 . 75 Dfﬂ
o ad

View %VR, %VTR View t0..25%, 50%, 75, 100%

. . s | - .
CI— - (Vies Rate, View Though Rate) NUIUATIZDIAUNY lanm Tugas
lusyunsiale wWadigud n1sa Tawan lusduuuials wisy ANB1IPBNIA lDUARzEN

Al nsuaniua Tuwea (View / Impression) x 100 4% VDO 30 3u1#i (25% = 7.5 3, 50% =
153, 75% = 22.5 7, 100% = 30 7)




OVERALL KPI TERMINOLOGIES - SUMMARY

AAwr
Raach
Frequency

Imprassion

Click

% Click Throuwgh Rate (CTR)

Engagemeant
% Engagement Rate (ER)
View

b View Rate (VR or VTR)

Views to 25%, 509, T5%, 100%

ALK
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wasisud nsaanludnunlusUiuuveesunaw Banner K5 Search ad INBUTU
misidswaluwnn lnuAworuwadawsiduidosious (Click / impression) x 100

nsddausauniulienu (Reaction + Comment + Share + Click + View)

wasisurvasmsisausauiuluene Engagement £ Impression) x 100

dusunasaiveunlusUnuusEla

wasgisua msgloununiugUiuudalo faudu mMsianiualuun (View / impression) x 100

FrusunsavasauRaloururludsnsusovelSalonRa:Eg
13U VDO 30 U9 (25% = 7.5 0, 50% = 153, 75% = 22.5 3, 100% = 30 5)




OVERALL DIGITAL KPI MODEL CPE / CPA /

CPC/ CPU / CPS CPC} CPL

SPONSORSHIP CPT
Cost per Unit Cost per Time
(Unit Buy)

PERFORMAMNCE LED
MARKETING

Cost per Time | Unit : 17 stoTumm Iwgrara wite 15w 1 5w e wio 1 1@aw 1 A

Cost per Mille ! Thousand impression (CPM) : 7597887 [UBM #8 A1TLARIKE 1,000 At (M=1,000)
Cost per Click (CPC) : nasudlunma dan1sain 1 ady
Cost per View ([CPV): 01 q9auAlusm da n il Aila 1 E:-I

Cost per Complete View (CPCV) : nvitina lusnen lﬂﬂg"’lﬂnimﬁ'ﬂfﬂ {30 501 - 40 Fwa)

Cost per Engagement (CPE) : mrrieAtlusm da naT Engage 1 Al {Like + Comment + Share + Click + View)

Cost per Action | Acquisition / Sale | Lead (CPA/S/LIC) : nnvinudilusmn da 1 Action 14 Download App, Register, Order, Conversion




MATCHING METRICS TO OBJECTIVE

EFFECTIVENESS
METRICS

L m

OBJECTIVE

Education f/ Engagement /
View

L m

Interaction

EFFICIENCY METRICS

Cost Per Impression (CPM)
Reach & Frequency

Cost Per Click [CPC)
Cost Per Engagement (CPE)
Cost Per View (CPV)

Cost Per Conversion [CPC)
Cost Per Acguisition [CPA)
Cost Per Lead [CPL)

PRACTICE

You care about showing your ad /% of ad
exposure to the Audience

You care about driving traffic /
Performance of the Contents 8 Viewing of
the VDO

You care about Result Performance ofthe
Contents that lead to the goal setting




DIGITAL OBJECTIVES

* Reach a particular audience AWARENESS
* Build brand awareness
» Maintain share of voice | have o problem

ond need

» Convey brand features & benefits s Bad o sotuilion

ED TION
Generate brand involvement ki

Generate ad interactions i

Generate site visits | have identified the general solution
. | need but need help developing
Generate dwell time o plan for my business

PURCHASE

LN
» Generate response / leads ’a ]
| need to selact

» Capture consumer data o company to
waork with

O

= Stimulate direct / indirect sales




PLOTTING TACTICS TO MATCH PURCHASE FUNNEL STAGES

STAGE OF THE

FUMMEL

SELLER'S
IMPERATIVES

BUYER'S
JOURNEY

TACTICAL
PREFEREMCES

TOFU
(Top OFf
Funnel)

MOFL
(Middle OFf
Funnel)

BOFU
{Bottom Of
Funnel)

v
;

PROMOTE

AWARENESS

ENCOURAGE

CHOICE

SALES &
SERVICE

MURTURE &
EXPAND
METWORK

RESEARCH
& EXPLORE

LIS

0

:IDER
CHOOSE
PURCHASE &
EXPERIENCE

REPURCHASE,

LOYALTY &
ADVOCACY

Social Media,
SEQ, SEM,
Email Marketing,
Digital Advtg/PR,
Mabile Marketing

Content Marketing,
(blog, video,podcasts)

Email Marketing,
Marker ng Aurtomartion,
Ecommerce, Mocommerce

Influencer Marketing,
Social Media,
Email Marketing
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