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The big shift continues…..



and why???…..







Digital Scales 
UpUp
or
Down
as you need ity



Wh t ’ll t dWhat we’ll cover today

A Digital Perspective Best BuyA Digital Perspective – Best Buy 

Assets & Tools

Performance & Accountability



Best Buy on Digital

http://www.youtube.com/watch?v=-rTzIAWI4Ms&feature=player_embedded



Assets & ToolsAssets & Tools
Assets Tools

Database
Website(s)

Tools
Transparency
SEO/SEM

FB Page
Linked-in page
Twitter acct

Display
Mobile

Twitter acct
Other brand 
touchpoints

Email
Social Media & Commerce

p
Content
Creative



T lTools

TransparencyTransparency
Your online reputation – track with Samepoint.com
Deal with issues openly or directlyDeal with issues openly or directly

Reviews Rule + Help SEO
It’s about Word of Mouse now…..





T lTools

Search Engine Optimi ationSearch Engine Optimization
Journey not a destination
Content & Structure of your websiteContent & Structure of your website
Context
Links – in from relevant sources
Video
Relevancy
Most SMBs now outsource SEO
Demand Accountability & Monitor Traffic Growth



T lTools
Search Engine Marketingg g

Only pay for clicks
Premium Portals vs. Random Sites
Conversion Ads Matter
Optimization Matters
T k t th i ht l !Take me to the right place!
Many providers – including local media.
Demand transparent reportingDemand transparent reporting
Works hand in hand with SEO
Self Administer or Outsource? – most outsourceSelf Administer or Outsource? most outsource



T lTools

Display AdvertisingDisplay Advertising
Behaviorally Targeted
Demographically TargetedDemographically Targeted

Publisher
Local Sites – biggest Local Voices – TV, Print. Radiogg ,
National – for geo, behavioral, vertical, retargeting, 
custom content…

Ad Networks 





T lTools 

Mobile Sites & Apps
Mobile Display & Pre-rollp y

Publisher
Local Sites – biggest Local Voices – TV & Print sites/apps
National – by geo

Ad Networks 





T lTools
E MailE-Mail

Grow your own – best practice
The market is accustomed to commercial email
Ultimate Upsell tool

Social Media
It’s a conversation….not a push mediumIt s a conversation….not a push medium
It’s about value you bring to someone “liking” your business
It’s about how you improve your market or industry
It’ b t tIt’s about transparency

Social Commerce
Does it make financial sense?
Can you upsell?
Can you handle the volume?



Performance and 
A t bilit M t iAccountability Metrics

Can they prove their audience?y p
What’s your value metric? Site traffic? 
Completed Lead Forms?Completed Lead Forms?
Impressions
Click Through RateClick Through Rate
Page Views
U i Vi it hi h iUnique Visitors – schizophrenics
Time on site
CPM – Cost per thousand users reached





RResources…many are

Google Anal ticsGoogle Analytics
SamePoint.com
S M kSurveyMonkey.com
Emarketer.com

This just inIAB.net
TVB.org

This just in…..
OpenForum.com from Amex…
See “mastering online marketing”

Online-publishers.org
Pewresearch.org
MediaPost.com
iMediaconnection.com



I th d it’ b tIn the end…it’s about….



Q ti ?Questions?


