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https://ads.google.com/
https://www.yektanet.com/
https://mediaad.org/
https://ads.google.com/
https://ads.google.com/
https://www.sabavision.com/fa
https://www.namasha.com/
https://tapsell.ir/
https://analytics.google.com/
file:///C:/Users/SocialMedia/Desktop/similarweb.com
https://checkup.tools/
https://tools.hostiran.net/
https://moz.com/free-seo-tools
https://adwords.google.com/ko/KeywordPlanner/Home
https://search.google.com/search-console/about
https://www.seo.seoyar.com/
https://www.seosazi.com/
https://ads.google.com/
https://tapsell.ir/
http://sabacell.com/
https://tagrow.net/
http://ad-venture.ir/
http://graphmedia.ir/
https://www.adsensor.me/
https://novinhub.com/
http://www.toolgram.ir/
http://ikavan.com/
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https://segmentino.com/
https://chabokpush.com/
https://akhbarrasmi.com/
https://www.triboon.co/
https://virgool.io/
http://analytips.ir/tools/utm/
https://ga-dev-tools.appspot.com/campaign-url-builder/
https://firebase.google.com/
https://get.fabric.io/
https://adtrace.io/
http://chabok.io/
https://metrix.ir/
https://firebase.google.com/
http://chabok.io/
https://pushe.co/
https://farapayamak.ir/
https://www.sms.ir/
https://www.melipayamak.com/send/
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Figure 1-4 An integrated marketing communications planning model
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Awareness

Source: http: //www.digitalmarketer.com/content -marketing/
FIGURE 4-2: The three-step marketing funnel.

marketing

Source:

FIGURE 4-3: You need different content types at each stage of the marketing funnel.
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Figure 7-3
Communications effects
pyramid
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Touch Point Strength by Consumer Pathwoy Stage

eA™E N BB

Television

Newspoper e » I — o
Mogozine [ EEE— -— o
Rodio I

00H | —
Events /POS I . .

Guerrillo

Onling Disploy e——————o I o

Website ——— —

Sociol Medio o . —
Search —

Shopper Markefing E——————

Mobile I . PUR—-

I Frimory strength
o———o Secondary or support medium

Note: O0H. ot of home: POS, point of sale



LQJU‘S 9 u.ul_oj' bw 9 6 oo ' S e

olud i
oo o :uHLOS blas

T Seud - ailiomns gl g pudimnn Jobi' £95 52
6 P
L akul 5o ol ydeo plw b guip b
&y
S 70 yanno gl s 5O

L JUls

O Rel aolije; ol g il

13



() Cd> sl peS
O i d b MTP oS sl eSS 0
Sy g &S Hlie lo S 0



An example of a customer journey map

~
Awareness Consideration Purchase Experience product
Stimulus and Develop Buy in-store or On-pack interaction
inspiration preference online
. I
Traditional v Video or micro-content
communication shared by Facebook or
other social media
Social discovery | @ o
u [
\\ Later searches in journey ]
Display \ _;‘ Loop closed - share
Y | personal experience or
N I ,l' offer to social
- Search
Digital o °\ Online value proposition .'I
communication < drives visit to websits i
_of- : f = based on contant or offer i
out-of-store Website/mobile ﬁ\ 9 £ on-pack promotion
\\ I encourages intaraction on
. ‘ ~ !p‘ \\ ‘.’ smartphone, tablet or
Ad remarketing “o\ Buy product] f P deskiop
Site visitor added to . M ';'
Email cookie pool’ — sees ad on “\
. social network or publisher hY
remarketing site s /
. | \\ /
Digital Smartphone Sees local ad or trial | Q Subscribes to CRM -
communication coupon sent by SMS | ~ e
; ; = s i nutrition information
in-store Interactive “b/
display |
In-store interactive
Product At home or at display offers trial
experience work

Figure 2.3

An example of a customer journey map
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Content

Great content needs to be all of the following:

e credible;

e shareable;

e useful or fun;
* interesting;

* relevant;

e different;

* on brand.



List of Content Formats

. © How-to's

. ® Content Curation
. @ Case Studies

. @ Charts/Graphs

. @ Ebooks

. © Email Newsletters / Autoresponders

. @ Cartoons/ lllustrations
. & Book Summaries

. €9 Tool Reviews

. @D Giveaways

- ® [As

. @@ 0Q8A Session

. & Webinar

- @ Guides

. € Dictionary

| @ “Dayinthe Life of" Post
(@ Infographics

. @ Interview

- @ Lists

. ® Mind Maps

. (@ Meme

Online Game

® Helpful Application /Tool |

Opinion Post
@ White Papers
@ Vlog

Videos
Templates
® Surveys

@) Slideshares
€ Resources

(13 Quotes
O Quizzes

@ Polls
@ Podeasts

€D Pinboards

Photo Collage
@ Original Research
Press releases

Photos
¢ Predictions

@ User Generated Content

& Company News

22
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Most Important Google Search Ranking Factors for
2018

Secured sites (HTTPS vs. HTTP)

Websites that are mobile-friendly

Page speed

Schema markup

Webpage content quality

Webpage content length

Social signals

Quality backlinks

Optimized images

Domain age

Page supparts HTTPS/SSL

Dwelltime or long dick metrics B.66
Keyword is dossly related to domain name through entity associztion 6.79
Keyword iz present in the root domain nams 7.36
Domzin-lavel, keyword zgnosticfezturss 6.12
Quantity of searches forthis keyword + specific brand name, URLor domain name 8.13
Aggragated dwall time or long click metrics fordomain 7.53
Use of responsive design and,/or mobile optimised 7.83
Pagelozad spead 8.07
Domazin lzvel brand matrics 7.32

Ranking factor

Domain-level, link authority features

Page-level keyword and content-based metrics

Dwell time or long click metrics

Page is mobile friendly (for mobile rankings)

Quantity of searches for this keyword + specific brand name, URL or domain name
Page load speed

Use of responsive design and/or mobile optimised

Relative CTR from Google SERPs to the page for the keyword

Uniqueness of the content on the page

5.81 275
4.08 271
5.22 214
4.09 203

6.2 183
5.76 177
6.33 160

6.6 147

Importance
5.47
8.76
8.66
8.64
8.13
8.07
7.93
7.88
7.87

Dl o Fonaedbins
1 !Qr!fl'kn)f:l ractor

Page contains Open Graph data and/or Twitter cards
Length of time until domain name expires

Use of images on the page

Page contains Schema.org or other structured data
Domain lists contact information

Quantity of error pages crawled on the site
Existence/quality of verified real-world business info
Use of rich media (video, slides etc.)

Uniqueness of content across the whole site

Length of content on the page

7.75
7.63
7.38
7.25
F225
7.13
7.00
6.50
6.38
6.38


https://www.bluecorona.com/blog/https-and-seo
https://www.bluecorona.com/blog/guide-to-mobile-first-index
https://www.bluecorona.com/blog/website-speed-page-speed-affects-bottom-line
https://www.bluecorona.com/blog/schema-markup
https://www.bluecorona.com/blog/how-google-recognizes-and-rewards-quality-content
https://www.bluecorona.com/blog/blog-post-length-and-seo/
https://www.bluecorona.com/blog/how-does-social-media-affect-seo
https://www.bluecorona.com/blog/what-does-a-bad-backlink-look-like
https://www.bluecorona.com/blog/optimizing-photos-for-websites
https://youtu.be/-pnpg00FWJY

Table 1-1 Choosing KPIs

CMI/Marketing Profs B2B
Top Goals

Suggested Metrics

Increase brand awareness

Social media shares, social media likes, email forwards, referral links

Lead generation

Lead nurturing

Blog signups, blog comments, conversion rate, form completions

Increase engagement

Comments, page depth (how many pages consumed), downloads, page views, back links, time on
site, click through rate

Grow sales revenue by X
percent

Revenue influenced by content (which content was consumed before sale), offline sales

Improve customer
retention/loyalty

Bounce rate, followers, retention rate

Encourage customer
evangelism

Social media shares, comments, follower count, word of mouth

Increase upsells/cross-sells

Measure conversions in shopping cart and on landing pages, number of conversions

34
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