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Learning Objectives
On successful completion of this module the learner will be able to:

e understand the term of digital advertising and related concepts;

o tell the importance and benefits of digital advertising applications in marketing
communication;

e identify types of digital advertising formats;

e know the process for creating and managing advertising content on the google
search engine and several social media platforms;

e create and manage advertising content on the google search engine and several
social media platforms;

e understand the most important components of efficient digital advertising;

e use key performance indicators in their digital advertising campaigns.
6.0 Introduction

Advertising as a form of marketing communication is an essential part of the
promotion of small and medium sized tourism and hospitality enterprises (SMTES). For
many years, marketing communication and campaigns relied on conventional media

including TV, print and radio advertisements, and direct mail supported by public relations.
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Since the web concept was first proposed in the late 1980s by Sir Tim Berners-Lee, there
have been huge changes in the use of tools for marketing communication. The digital
equivalents of these traditional media, which are known as digital media channels, have
become essential parts of a successful marketing campaign and communication. For
instance, in an online campaign, marketers can use display ads, pay-per-click (PPC) ads
search engine optimization (SEQO) to gain higher positions in the search results, and
content on social media to engage audiences. “Many of these digital communication
techniques are equivalent to the conventional ones — for example, display ads are broadly
similar to print or display ads and email marketing is equivalent to direct mail. But the
approaches used to target the online audience are potentially very different, with
personalized results depending on the customer and previous interactions with
communications giving a bunch of choices to deliver faster, accurate messages” (Chaffey,
2016 p.456). As the use of digital media has become the norm, advertising across all
digital channels has surpassed conventional advertising. In 2021, digital advertising

accounted for 64.4 percent of total adverting spending worldwide (www.statista.com).

This module aims to present the basic elements of digital advertising and its
utilization in small and medium sized tourism and hospitality businesses. The definition of
digital advertising and other related concepts is given in a comprehensive way and several
forms and types of digital ads are presented. This unit also explains the process for
creating and managing advertising content on the google search engine and several
social media platforms, and the most important factors for creating efficient digital
advertising campaigns. It also offers insights into the measurement of digital marketing

performance.

Advertising is a marketing communication method that attempts to inform and
influence the buying behavior of potential customers and consumers of a product or
service. The short way to refer to that is an advert or “ad”. It's a one-way message to
promote and advertise a brand, product, service or even an idea. The unique ability to

deliver a specific message to several people has given it a crucial role in marketing
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businesses (Hopper, 2020). There is a great number of advertising types but one of the
most important and commonly used is digital adverting. Digital advertising is a non-
personal and paid form of communication by an identified sponsor to promote businesses,
goods, services or ideas on the internet and digital platforms (Richards and Curran, 2002).
Online advertising, web advertising or internet advertising is used synonymously with
digital advertising and all refers to the same form of marketing communication. There are
different forms or types of digital advertising such as display ads, emails ads, mobile ads,
search engine ads and social media ads. Digital advertising is often confused with search
engine advertising which is a type of digital advertising. Search engine advertising, also
known as paid search advertising, online search advertising or paid search marketing, is
a type of digital advertising where advertisers bid and pay to rank higher in the search
results pages of various search engines such as Google, Bing and Yahoo when users
search for a relevant keyword. Search engine advertising is different from search engine
marketing and search engine optimization. Search engine marketing or SEM is the
technique used to promote ‘an organization through search engines to meet its objectives
by delivering relevant content in the search listings for searchers and encouraging them
to click through to a destination site’. (Chaffey & Ellis- Chadwick, 2016 p.672). Search
engine marketing has two components: search engine advertising and search engine
optimization. Search engine advertising involves paid content placement by an identified
sponsor (Heinze, Fletcher, Rashid & Cruz, 2021) whereas search engine optimization is
about ways and means of ranking high in the search engine results page without any
payment to search engines. Another term that is often confused with digital advertising is
pay-per-click (PPC) advertising. In simple words, PPC means that an advertiser pays the
advertising platform when their advert is clicked on (Stroke: 290, 2011). PPC advertising
may involve different types of digital advertising such as search engine advertising, social

media advertising or display advertising as well as different channels and platforms.

Digital advertising can tremendously help businesses of all sizes. Main benefits

and disadvantages of digital advertising are summarized below.
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It facilitates targeted marketing: Online advertising aims at a specified audience and
works as a behavioral targeting technique. With an appropriate search engine keyword
search you get all the words related to your business. The more filters and advanced
targeting options you use to create your target group, the more efficient your campaign
will be. Adverts are posted on websites about the content of those sites and relevance of
these sites to the keywords defined by the advertiser (Heinze, Fletcher, Rashid & Cruz,
2021). In the case of social media advertising, it is possible to profile consumers in terms
of demographics and geography and send different advertising messages to different
market segments. Digital advertising enables businesses, no matter how big or small, to
have a presence to sell online to specific target consumers or buyer persona (Chaffey,
2017). Through digital marketing, business get a global reach and they get the opportunity

to reach new markets and make new trades.

It is affordable and cost- effective: The cost to create an advertisement online seems
affordable and lower compared to the one of offline or mass media advertising. The more
well-planned and targeted your advertising campaign, the more successful your business
will be. Pay-per-click campaign is a great example of the low-cost benefit of digital
advertising. The potential customers see your advertisement online but you pay only if

they click on it.

It is controlled and managed by the company: Businesses can control the settings of

their campaign and make adjustments if needed.

It is measurable: The next benefit of online advertising is the fact that businesses get
analytics of their online advertising campaigns. They can manage and control everything
from the daily budget to monitoring their overall expenses. Every time that you see
something that does not go the way you planned, you make new adjustments and set new
goals. You have every little detail of your advertising campaign from the number of daily

clicks to your overall revenue.

It creates awareness and brand image: Sharing is another great advantage of online

advertising. Attractive digital advertising may reach to a wider audience through sharing

5



<> REEN Co-funded by the

M Crasmus+ Programme
digitourism - of the European Union
and publicity online. People can write reviews and share their opinion about a business

or brand advertisement online which may lead to an increase in awareness, brand image

and sales.

No one can deny the fact that there are also some negative aspects when utilizing
the digital advertising technique (Donson, 2016).

It may be time-consuming: It may be proven time-consuming as it takes longer to plan
and create your online marketing campaign. The advanced settings and filters you may
need to use to target your audience and control every small detail need time to be carefully
planned and designed. Furthermore, time should be also devoted to analyzing your results

to see if your campaign was efficient or if you need adjustments.

Special knowledge and skills are needed: If the manager of the online campaign does
not have the right knowledge and skills to conduct the whole process successfully, there
will be a problem. The environment, the trends and market needs, the platforms and tools

are so fast-paced that the manager needs to be updated and alert for everything.

High competition: Digital advertising gives a business the opportunity to reach a wider
audience not just in proximity but also on a global scale. This creates the problem of high
competition as the business will have to compete with other similar businesses throughout
the world. The more attention businesses gain for their good or service the more traffic
they get and as a result, they may have the chance to stand out. However, there is the
risk of digital advertising messages being lost among hundreds of competing messages

online.

Being exposed to negative publicity: The advantage of “sharing” mentioned above can
easily become a disadvantage since the feedback and criticism is open and visible to
everyone online. Negative posts and comments about your services or product can pose

a huge threat to your advertising campaign.

Observing privacy and data protection regulations: Another issue that rises when it

comes to digital advertisements is the fact that laws, terms and regulations should not be

6
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forgotten under no circumstances. Businesses must comply with the rules and regulations
regarding privacy and personal data protection. For instance, when conducting PPC
campaigns, do not collect personal information about users, such as names and
addresses. This is related to the personally identifiable information (PIl) policy that Google
enforces quite strictly. Additionally, every single website must do this to be in line with
cookie legislation directives. “These directives state that you must always be upfront and
clear with your users about what you intend to use their data for. This use should be in
line with their rights of data protection, and their data should be kept secure and never

transferred outside the country you are using it in without appropriate protection” (Donson,
2016, p.140).

The new digital technologies have always had enormous on impact on the way
consumers behave online and business advertise their products. There has been a digital
transformation which is the source of changes (Lee, 2020: 332). This transformation is
used by marketers to secure their competitiveness and revenue. The boring static and
plain advertisements have changed through the years reaching a level where music,
videos and compelling images are utilized extremely bringing forward a totally different
paid advertising market. The rapid growth of mobile phone usage has contributed to this
change, too. In this way, marketers have greater opportunities and many new tools to

reach their audience anytime anywhere.

As the media change so do the users. This means that businesses should change
also their marketing communication strategy and advertising campaigns, to be up-to-date.
Digital advertising spending worldwide amounted to 521.02 billion U.S. dollars in 2021. It
is projected that by 2026, the spending would reach 876 billion dollars (www.statista.com).

With digital media, every contact and interaction between the business and
customer is recorded and every little piece of data is stored, waiting to be utilized for new
adjustments and optimizations. The era of big data is here to stay providing business
essential insight into their advertising campaigns. Automated advertising or else
programmatic buying optimizes and tracks every detail of the advertisement to achieve

7
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better results for your company. The production of advertisements does not depend on
personal experiences and intuitions but it is data-based. “The new term “Dynamic Creative
Optimization (DCO)” gives the marketer the ability to maximize the efficiency and

effectiveness of an ad by adapting advertising creatives to the customer’s real-time
interests” (Lee, 2020, p.336).

Display advertising is extremely popular amongst larger brands, but smaller
organizations looking for targeted brand awareness can also reap the benefits of this
method. Display advertising relies on preparing creative content such as images and
video, which tend to be more labor-intensive and require more resources and skills. This
is particularly important, since the organic content reach on major social network sites

such as Facebook and Twitter are in decline. (Heinze, Fletcher, Rashid & Cruz, 2021).

Interactivity is the first and foremost that needs to be understood when it comes to
digital advertising. The more interactivity with consumers a business has the more
profitable the advertising campaign will be. The new term “smart adverting” has appeared
giving a new view on digital advertising. Smart advertising is all about smart technology.
Smart ads embody advertising techniques that target the audience really carefully, the
location and time of the ad display are specified and the content of the ad is more
personalized and dynamic. The term digital advertising though cannot be replaced by
smart advertising since the digital advertising industry is still reluctant to use such a new

practice.

As for search engine advertising, the most famous search engines are Google,
Baidu, Yahoo! Bing Network, Yandex, Mail.ru and Seznam. They provide the users with
millions of results every second and consist a cost-effective way for businesses to target
markets and reach out to the buyer personas they aim at. “Google as the most popular
search engine in all European countries, has more than a 90 percent market share of the
search engine market in most countries. However, on a global scale there are exceptions
and the market is in constant flux. For example, in China Google only has a 3 percent
market share. For China, local search engines such as Baidu have over 75 percent, Sogou
over 10 percent and Shenma over 4 percent market share. Speaking the language and

knowing the local culture would be the requirements for any brand wishing to venture out
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to Chinese consumers. Yahoo! Bing, Network serves over 3 percent of search queries in
Europe overall. The Russian search engine Yandex has lost its market share in several
countries in Eastern Europe, most notably in Belarus and Ukraine and even in the Russian
Federation. It might be an option for those advertisers targeting Russian speakers in
Moldova, Estonia and Latvia, though the market share of this search engine does not
exceed 5 percent there. The international version of this engine also has a small search

engine market share in Turkey” (Heinze, Fletcher, Rashid & Cruz, 2021).

The marketing industry has been taken over by digital advertising especially during the
last fifteen years. There is an abundance of different choices and marketers should be
updated all the way. Display advertising, social media advertising, native search
advertising, video advertisement and email advertisement are the most important types of

digital advertising.

Display advertisement is the most conventional type of digital advertising and
contain pictures and text. These are usually banners, landing pages, pop-ups and flash
advertisements. There are specific types of ad formats that are commonly used. There

include the following (www.digitalmarketinginstitute.com).

Leaderboards: These are generally on the top of a page. They are the most efficient ones

since they catch the reader’s attention.

Mid-placement Units (MPUs): They are placed in the middle of the homepage. They

move up and down and they are animated.
Skyscrapers and Wide Skyscrapers: They are placed left and right of a homepage.

Roadblocks: There are ads for the product within the leaderboard banner, the MPU, and

both skyscrapers.
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The first type —display advertising- is the most traditional yet really effective type of
digital advertising. They contain pictures and text and they appear as banners, landing
pages, pop-ups and flash advertisements. They can be a great way to increase
awareness, especially for businesses in tourism with simple, eye-catching interactions
that maintain a presence with travelers. A great example that adopted digital display ads

is http://www.beaufortsc.org/ (Visit Beaufort — Port Royal, Sea Islands). They ran a

campaign for the summer 2020, intending to drive high-level awareness, while also

enticing potential travelers to directly click to Visit Beaufort’s partner websites.

Pop-up ad and pop-under ads have shown increased usage rates. These ads are
also called "annoying" and cause intense discomfort to the browser. Pop-up advertising
is an automatic launch of new browser windows that contains an ad when the user enters
or exits a page and it is slow to appear. A submerged ad is an ad that appears under or
behind the current browser window that the user sees when the browser window closes.
These types of ads have been heavily challenged as they are considered intrusive.
Interstitial is a format of pop-up ad that refers to a page or frame that appears when the
link is clicked by the user. These ads remain on the screen for as long as the content is
loaded. These frames pop up on the computer screen in the same way as advertisements
appear on TV. It is worth noting that there are programs that can prevent the appearance

of all the above-mentioned types of ads that are displayed without the user's permission.

Social media ads utilize social networks such as Facebook and Instagram to deliver
paid ads to your target audience. Social media ads are an effective way to create
awareness, brand image, and connect with your consumers, and boost your marketing
campaigns. Social media marketing is an increasingly significant part of digital marketing,
as more users join social media platforms and are spending increasingly longer periods
of time socializing on those platforms. (Heinze, Fletcher, Rashid & Cruz, 2021). Social
media supports the so-called interactive marketing where the users and business interact
with each other and have an active role. Social media ads are one of the fastest and most

efficient ways to connect with your target group. These ads provide your business with

10
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plenty of lucrative capabilities and have been proven an excellent way to successfully run
digital marketing campaigns. This type of advertisements utilizes the information of the

several social media users and their behavior online offering ads with personalized and

engaging content. There are plenty of alternatives to choose from such as the following:

e Facebook Ads
e Instagram Ads
e Twitter Ads

e YouTube Ads
e TikTok Ads

e Pinterest Ads
e LinkedIn Ads

There is no definite appropriate platform. All social media platforms above offer
different benefits according to the audience you wish to reach and the goals you set for
your brand. For the majority of businesses, the use of social media platforms is a great
means to create awareness and brand image. For others, it is just something to assist
their publicity and sales. By integrating social media advertising into their digital marketing
strategy, businesses can create a brand image and drive more traffic to their website
(Diamond, 2019).

The three main key points you need in order to choose the right media

platform/platforms for your audience are the following:

¢ Audience identification: The first and foremost is the identification of your audience.
The more targeted it is, the easiest will be for you to reach a conclusion.

e Goals definition: After you target the audience, you have to target your goals for
them. The main point to attract new customers and enrich your sales after all. How
do you want the social media platform to work for your customers? Provide support
and build a strong CRM strategy to keep your customers satisfied.

e Use demographics to find your audience to target: Which social media platform
does my audience uses the most? Are they active on this platform? If you give

answers to this question, it will be easy to reach a consensus.

11
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Facebook, for example, is a platform in which the users build relationships, engage
with each other and keep contact with all friends. For a brand-new business, it may not
be the best choice since there are many closed networks the posts have small-scale
reach. Twitter is a great choice to build brand awareness since you get the choice of the
hashtag. Through hashtag searching, you may draw a big audience talking and “tweeting”
about your brand. As for Pinterest you need really strong visual content as the users use
“pinning boards” for pictures and ideas they love. YouTube is a giant search engine
platform and you can post videos to reach a wider audience of all backgrounds. Instagram
appeals to younger audiences and relies on strong video contents. It's a great solution for
a hotel business, food and beverage and beauty. LinkedIn, on the other hand, is mostly
used by an older and more business-oriented audience. Overall, if you make a profile of

the audience, you want and set the goals for them you will make the right choice.

Search engine advertising also referred to as search advertising, online
search advertising, pay per click marketing, internet search advertising, paid search
advertising or keyword advertising, is a very big part of search engine marketing
(SEM). Search engine advertising is an online advertising method where text or
image ads are prioritized on search results of search engines like Google and Bing.
The most common type is the paid search ads on Google. Paid search advertising
aims at leading the person viewing an ad to click through to the advertiser’s website where
they can complete an action, such as booking a hotel room. It is a potential way of buying
visits to your website as opposed to earning those visits organically. It usually appears at
the top of the search results for relevant terms on search engines like Google and
Bing. A paid search ad is a text, image or video advertisement, usually consisting
of a headline, description, and a link to the destination URL. A great example of a
hotel unit using paid search advertising is Catsletroy Park Suites (see

https://www.castletroypark.ie/rooms/castletroy-park-suites/).

When people use specific keywords in order to search for something they

wish to buy, then these ads are the first thing they see. If you target consumers who

12
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already know what they want and they search specifically for certain keywords then

this type of ad will work pretty well for your business. Google Ads is the most

common place to create pay-per-click ads.
The principles of the process of SEA consist of the following:

e Define specific relevant keywords for your business. If you identify the right
keywords for your business the interested audience will reach you very easily.

e Define your budget. It is important to decide on how much you want to pay
each time a user clicks on your ad.

e The information you provide must be accurate and reliable and match the

information on your website.

Video advertisements are a very common and cost-efficient type of digital
advertising. They are promotional videos and appear before watching other videos on
YouTube, Facebook, Instagram etc. The challenge of this type of digital ad is the fact that
the video needs to be carefully created and designed to catch the viewer’s attention. Make
sure also that the visible content makes sense also without sound since a lot of users are
not able to listen the whole time. Successful video advertisement has been embraced by
Hilton, Pulitzer Barcelona, Marriott and many more. The storytelling technique is adopted
to create engaging content and an authentic experience for the viewer ( see

https://www.amara-marketing.com/).

Video advertising is becoming more and more popular and a powerful tool for
businesses. Video advertisements are displayed on the customers’ devices such as
mobile phones, tablets, laptops and PCs. The content of this ad aims to generate interest
to potential customers. The promotional content plays before, during or even after
streaming content. Mobile phones offer great opportunities for video advertising since the
mobile video banner expands when you click it. In contrast with the desktop advertising,

which is muted by default, the mobile video advertisement plays straight away providing

13
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a livelier experience. Online video advertising is one of the best practices that generates

traffic and brand awareness. The most current and popular trends are:

e Short video ads under 15 seconds.

e Over the top (OTT) advertisements: Distribution of streaming media on the
Internet.

e Mobile-first advertising on smartphones.

e “Shoppable” Instagram Stories.

e Cinemographs: Hybrid format of photo and video combined, entailing idle motion
while the picture is stable.

e User generated content.

e Facebook in-stream ads.

A text ad is a type of marketing communication that the advertiser uses in order to
advertise their product online. Even though video advertising campaigns on platforms
such as YouTube and Facebook are incredibly popular nowadays, no one can
underestimate the value of text ads online. The basic text ads that appear online has the
following three (3) components:

1) A headline: You can have up to three headlines which appear next to each other, max.
30 characters each. Don’t forget that they need to be catchy since they are the first thing
the user sees.

2) Description: In the description section you can add any relevant information and details

related to your company’s services and products.

3) Display URL: This is the link to your website. There is another optional field where you

can name to your landing page URL so that people understand what it is about.

A very interested example is the “unadvertise” campaign of the Small Luxury Hotels of the

world (SLH), who promote text over pictures. See the campaign below:

14



<> REEN Co-funded by the
M Crasmus+ Programme
digitourism - of the European Union

https://campaignsoftheworld.com/print/unadvertise-by-the-small-luxury-hotels-of-the-

world/.

Audio advertising is a type that allows marketers to target customers with recorded
advertisements that trigger between songs on websites such as Spotify and Pandora or
even on the internet radio. Users can typically opt out of the advertisements by purchasing
a subscription to the streaming service. An example of a hotel using an audio ad is the

Limelite Hotel. (https://www.youtube.com/watch?v=p10Qd2NmQ7HQq)

E-mail ad is a type of paid communication that is added to e-mails or newsletters in
order to drive more revenue. They are a way to monetize subscriber list of a business.
Tourism and hospitality businesses can advertise their goods and services in e-mails sent
to subscribers by many organizations. For example, hotels or car rental companies may
advertise in the newsletters of airlines sent to their subscribers. Conversely, hotels can

also feature advertisements of other businesses in their e-mails sent to their subscribers.

Native advertising is a form of paid advertising in which the ads are very much
related to the digital platform they appear. They fit “natively” on the web page. As far as
native advertisements are concerned, they work similarly to display advertisements.
However, they are more targeted and intentional and embodied into the feed. Native
search ads take into account the behavior of customers when online and show ads that
are relevant to them. The sub-types of native search ads are the in-feed ads, search ads,
recommendation widgets and last but not least, the promoted listings. Native advertising
is a form of advertising that uses the tools and language of editorial content, but promotes
a brand or marketing message. The words “native advertising” is often used

interchangeably with other terms, including branded content, sponsored posts,

15
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advertorials and other forms of branded content. “Go World Travel Magazine” is a

characteristic example that embraces native advertising. (Go World Travel Magazine,
2020).

6.4.9 Mobile Advertising

A mobile ad is a type of ad that can appear on websites and apps that are viewed
on a mobile device such as smartphones and tablets. In other words, it means
advertisements that are shown on devices that have smaller screens. This type includes
more sub-types such as call-only ads, app promotion ads, text ads and image apps.
Mandarin Oriental is a characteristic example of a famous hotel brand that successfully
uses mobile advertising. Their app (MO Hotels) enables users to make and modify
reservations, see property details for each of its locations using an interactive 3D globe
view, and view local city guides at the same time. The app also shows local deals and
offers mobile concierge service for things like booking hotel spa appointments and

restaurant reservations (https://www.mandarinoriental.com/).

6.4.10 Retargeting (Remarketing)

Retargeting or remarketing is a specific type of display adverting that targets users
who have previously interacted with the website. It uses cookies to identify users who
have visited the website previously and shows them display ads for the brand and
products/ services they were interested before to reignite their interest and encourage
them to return, and potentially finalize a purchase. It's widely accepted that only 2% of
shoppers complete a purchase during their first visit to an online website. Retargeting
aims to bring back the other 98% of viewers to capture a higher percentage of sales

(https://hoteltechreport.com/news/retargeting)

The whole strategy starts with the definition of the audience you wish to remarket.
You can create segmented and differentiated lists of your visitors and potential users and

make new remarketing lists. This way different ads are shown to different audience.
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They key elements for effective content segmentation to remarket your audience

consist of the following:

e Use psychographic insight according to your customers actions, personal traits,
interests, activities, preferences,

e Use location- based information, according to where your customers may be,

e Use demographic information like gender, income, age, race, professional status,
family, religion, language, culture,

e Use behavioral insight to define their needs and attitudes towards your products or

services.

Affiliate marketing is a type of digital advertising where publishers or online
platforms and websites earn a commission by promoting a product or service of advertiser
using an affiliate link. Affiliate marketing is a practical way to attract more people to a
business website. “Affiliate marketing is web-based marketing practice in which a
business rewards one or more affiliates for each visitor or customers brought about by the
affiliate’s marketing efforts. Along with the financial services, retail and mobile phones, the
travel sector is one of the major spenders of affiliate marketing” (Middleton et al., 2009).
Affiliates are websites that receive a commission for a purchase or a registration. An
affiliate visit can best be compared to referred traffic, with one significant difference.
Referred traffic often has link building as a primary goal, so that a better score is achieved
in the search results. Affiliate marketing is primarily concerned with conversion, e.g., a
notification or a purchase. Affiliate sites often present themselves as a ‘friend’ of the visitor,
as a critical comparison site, but actually earn their money from a commission from the

sites to which they refer visitors (Visser, Sikkenga & Berry, 2021, p. 543).

Affiliate marketing is a commission-based arrangement where the merchant only
pays when they make the sale or get a lead. It may not be ‘suitable though for business
products or lower-priced consumer products since it will not be sufficiently profitable for

the affiliates, and it may be difficult to recruit sufficient affiliates’ (Chaffey, 2017, p.419)
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Affiliate Marketing can be utilized by both businesses that want to advertise

themselves as well as by users who maintain a popular website and want to use it for

profit. There are two main aspects to this type of marketing:

e Merchant or Advertiser
e Affiliate/ Publisher

The Affiliate intends to encourage visitors to visit the advertiser's website and gets paid if
the visitor makes a pre-agreed action (usually a purchase) - this is called ‘Cost Per Action’
(CPA). The partner's payment may be a percentage of the sale value or a specific amount
for each transaction (e.g., newsletter subscription). Examples of pages that may serve as

affiliates are:

e site with information about a topic,
e websites that compare prices such as www.trivago.com,
e blogs,

e forums, etc.

Paid influencer marketing is a type digital advertising that makes use of
endorsements and products mentioned by influencers. Influencers, as the word itself
reveals, influence public opinion toward an issue. When it comes to products and services,
you can utilize influencers in order to drive more traffic to your website and boost your
sales. This works something like a proof that your product or service is of good quality and
serves the customers well. Influencer marketing made its strong presence particularly on
Instagram but there are also other websites like YouTube, Facebook, Snapchat and
TikTok where companies tend to hire influencers to advertise or simply talk and mention

their products and services.

The two main reasons to begin a paid influencer marketing strategy are 1) to
generate brand awareness and 2) boost your sales. Another goal you have to set, though,
is to decide on your brand’s need. For instance, you may want to target younger audience

or introduce a new product and make influencers talk about it. You have to choose the
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right influencers as each one has gained popularity in different audiences. They have the

ability to reach specific audiences and secure a positive result for your brand.

How do you find the influencer you wish and what do you pay them? In contrast
with the automatic advertising campaigns, influencers are human beings and thus it is
important to develop real relationships with them and cultivate reliability and develop
trustworthy relationship. They have to handle further partnerships with other brands at the
same time, so you have to stand out. A great tool to find and identify potential influencers
is through Twitter Analytics. The time for planning, running and evaluating your influencer
marketing strategy needs to be taken into consideration and careful monitoring and follow
up is vital. The last key feature of such a campaign involves measuring the success of
influencer marketing. In order to do that you can create specified hashtags and checkout
how frequently they are mentioned. Paid influencer marketing is a very new form of
marketing strategies and has been proven to have a big impact particularly on specific
platforms. The success in paid influencer marketing may depend on the nature of
businesses and products, but with a careful monitoring and cautious selection of

influencers, the positive results are guaranteed.

Recently, Marriot Hotels created a campaign around its Moxy brand, working
closely with comedian Taryn Southern. Together, they produced a series of “Do Not
Disturb” videos that have made the social media rounds and put Moxy on the map with
their Snapchat followers. You can find the video below:

https://www.youtube.com/watch?v=06Z-Amvr4dE.

Both big advertisers and smaller ones use Google Ads for digital Advertising.
Google Ads is designed to please the majority of businesses. It is user-friendly and really

efficient. Below are the procedures for using Google Ads.
e First create your Google Account

In case you don’t have “Gmail”, create an account as it is required to create a Google Ads

account. The setup of the Google Ads account requires that you enter your email account
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and website URL. Then you are asked to create a live campaign. If you don’t feel ready

for that, go back to this step later on. There are many fields you need to fill in and they are

detailed below:

Daily Budget: Budgets are always set up at a daily level.

Locations: In this filed you need to choose the location you want to target (country or
region).

Network: Choose search network.

Keywords: Enter keywords that you created.

Bids: For a start, you can enter 0.01$. This field actually asks you to enter your
maximum bid. Of course, the budget ranges from business to business but 1.50% is
recommended. Google ads notify you if the bid is too high or low and you can make
changes accordingly.

Text ad: Create an ad message according to the character limits and restrictions.
Save and continue.

The billing section is next. You will later on have to select a payment method.

This includes the following:

1) Automatic Payments: Automatically taking money out of your account when you
reach the deadline (usually 30 days). This has a big advantage in case you are
forgetful!

2) Manual Payments: If you are a super-organized person and able to control all your
responsibilities then manually add your budget and Google will deduct from it every
time someone clicks on your ad. When you finish up your budget, the

advertisement stops.

Be sure to select the correct Time Zone too. When you set it, it can’t be changed. The

daily reports will be according to the time zone you set, so make sure you choose the

most appropriate one.

Then it is the User Access. Click the little gear icon on the top right-hand corner of

the page and from there select Account Settings, if you want to give access to other people

to your campaign. You can have several access levels and give them various permissions.
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The architecture of your advertising campaign is of the utmost significance. The campaign

and strategy have to be consistent. The structure is as follows:

1. Campaign
2. Ad groups
3. Keywords

Campaigns are above everything and all the budgeting is done here. You decide
the language, your location, your daily septs etc. Within this campaign you have targeted
users and they should be labeled with single themes. Then, the keywords within each ad
group are strongly linked to the themes of each group. 10-12 keywords are recommended

for each group.
Important notes:

v' There are restrictions on special characters (!?*#), excessive punctuation, and
capitalization.

v' The word click is banned in ad copy. That means you cannot use a phrase such as
“click here for more”.

v" The use of trademark terms in ad copy is restricted without prior authorization from
the trademark owner.

v" You cannot mislead or misrepresent the service or good that you provide.

When you go on Google Ads’ Dashboard, click on the tab “Campaigns”. Then
choose Ads right underneath and click the + Ad button at the bottom. You have to choose
an ad group before you are ready to post your ad copy. Do not forget to fill in all the fields.
It is advisable you create two or three ad groups. This way you can examine the reactions
and preferences of your users. Even if you find the “perfect” ad copy that works perfectly,
do not stop checking it and make adjustments. Then you can even add ad extensions.
This method encourages to choose anything they find more interesting according to their

interests. It boosts your brands perception and estimation too.

Apart from that you can even App Download Extensions that allow the users to
directly download the application of your site on their mobile devices.
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The other tab you can find is the Opportunities tab which gives very useful piece

of advice updated in real time according to your reporting data. This means that you can

get different advice weekly.

Last but not least you have the Tools tab where you can find the Keyword Planner,
Display Planner and Conversion Tracking. Conversation tracking can be implemented in

two ways:

1. Place a Google Ads conversion tracking code on a page or something (an element)
on your website to imply the success of your business. For example, a “find-out-
more” button.

2. Setyour goals and transactions in Google Analytics and put them into Google Ads.

Be sure you measure the statistics and data, import them to Google Ads and make

adjustments to work for the best for your business.

All social media websites and applications have built in features to allow

businesses to advertise their products online.

Facebook

On Facebook, advertisers are able to target their audience based on location, age,
gender, language and other common demographic characteristics, though the most
valuable possibility is to target the audience based on interests and behaviours. For
example, a pet hotel company could target people interested in birds and intending to
travel soon. Therefore, Facebook provides organisations with opportunities to reach
exactly the right audience for their products or services. The advantages of advertising on
Facebook and Instagram for small and medium sized tourism enterprises (SMTES)
include more opportunities to increase brand awareness and reach of the message,
increasing foot traffic to physical premises or increasing web traffic to the website.
(Heinze, Fletcher, Rashid & Cruz, 2021)

Facebook is a powerful advertising tool because you can see what your audience

likes, shares, and comments on. So, any ad that users see on the right-hand side of a
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Facebook stream is targeted specifically at them. You can divide your audience according

to demographic, location, interests, behaviors, connections, and so on. Facebook ads will

vary depending on where you want your ad to appear (location based) and the results you

are after. Your ads can appear within the news feed or down the right-hand side. You can

decide on the type of ad you will use depending on your objective. For example, you can

use photo, video, or text for page post-engagement and links for website conversions.

Types of Ads on Facebook:

a)

b)

c)

d)

f)

9)

h)

)

Image ads: the best way to start your Facebook advertising campaign. Create a
post and give it a huge boost with a catchy picture.

Video ads: This can be a quick or longer demo of showing your brand’s team on
action. They can appear in the News Feed or Stories.

Video poll ads (only for mobile): They incorporate an interactive component with
several video polls. They increase brand awareness more efficiently according to
Facebook’s measurements.

Carousel ads: This kind of ad uses up to 10 pictures or videos to feature your
product. You can point out the special characteristics of your product and you can
even create a panorama.

Slideshow ads: Slideshow ads give you an easy way to make short video ads from
a collection of photos, text, or existing video clips. If you don’t have your own
images, you can pick stock photos directly from Ads Manager.

Collection ads: They are paid advertisements, which are offered only for mobile
devices and let you showcase five products that customers can click to buy.
Instant experience ads: They are a full-screen ad format that loads 15 times faster
than a mobile website outside of Facebook.

Lead ads: They are only on mobile phones since they are designed to make it easy
for people to give you their contact information without too much typing.

Dynamic ads: They promote specific products to targeted audience.

Messenger ads: Facebook Messenger ads give you access to the 1.3 billion
people who use Messenger every month. When creating your ad, simply choose

Messenger as the desired placement. You also need to select Facebook feed.
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k) Stories ads: Stories ads are a full-screen vertical video format that allow you to

maximize screen real estate without expecting viewers to turn the screen.

[) Stories augmented reality ads: Augmented reality advertisements allow people

to interact with your brand and use filters and animation.

m) Playable ads: It incorporates interactivity. You create a game scenario and people

interact with your creative and imaginative content.

In order to start an advertising campaign and manage your campaign you can utilize
Meta Business Suite of Facebook. With this tool you can view and modify your campaigns,
create ad sets or Facebook ads and monitor their results.

Meta Business Suite is the place where a business or an individual can manage
and run everything on their Facebook, Instagram and Messenger advertising
campaigns. Meta Business Suite offers the business plenty opportunities and
capabilities. Facebook ad can be set up, new ads can be created, bids can be managed
and optimization setting for your campaign can be applied. You manage your own bids
and check every little detail keeping a close eye on your advertising campaign. The

basic structure of Facebook Campaigns has got three levels:

1) Campaign
2) Ad set
3) Ad

In order to set up your campaign on Meta Business Suite first access your Meta

Business Suite account. The steps to start and create a new campaign are the following:

e Go on the Campaigns tab and then click on +Create. In this stage you have to set
some really essential information about your campaign.

e Secondly, as in any other advertising campaign, your company’s goals need to be
clearly defined. Facebook has a long list of objectives you can choose from such
as brand awareness, local awareness, traffic, engagement, app installs,
conversions, lead generation, product catalog sales, messages, store traffic, and
video views. The careful choice and definition of your company’s objectives of
utmost importance since Meta Business Suite combines them with other key

factors to optimize your ad campaign.
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Target your audience. The targeting of your audience is as important as the
setting of your goals. You can create a new Facebook target audience or use a
saved audience. When you create a new audience, you define details of the
group such as gender, locations, ages, languages and add even demographics,
interests, attitudes and behaviors.
Give your campaign a name. Giving an accurate and clear name to your
advertising campaign is important since it helps you organize your campaigns.
When you reach the stage of reporting and analyzing results an accurate name
convention will be proven really efficient.
Setting up the ad placement. In general, Meta Business Suite has the default
placements which is a list of several places from Facebook Feed to Sponsored
Messages on Messenger. The complete list of placements on Meta Business
Suite is:

¢ Facebook
Feed
Instant Articles
In-stream Videos

Right column

YV V. V VYV V

Marketplace
» Stories
¢ Instagram
> Feed
» Stories
¢ Audience Network
> Native, Banner and interstitial
» In-stream videos
» Rewarded videos
¢ Messenger
> Inbox

» Sponsored Messages
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e The next step to run your campaign is to choose your ad budget and check the
several bidding options you have. You can set a daily budget or a lifetime one. It is
important not to forget the fact that after the campaign is launched you can’t change
the type of budget you chose.

e The final step of your campaign’s creating is the format of ad the users will see. You
can select the preferred Facebook ad format you wish or else you insert your own

images.

Website and applications of social media are updated very frequently, so in order
to see current steps for creating an advertisement campaign on Facebook and
Instagram through Meta Business Suite please go to
https://www.facebook.com/business/help/1459553357539014?id=916550222172854.

Twitter

On Twitter, advertisers can target their audience based on common demographic
characteristics such as location, age, gender and language. The most valuable and
significant feature of targeting on Twitter is an opportunity to target the audience based
on their networks. Twitter native advertising, where content appears as if it is just another
message from a user, has the highest engagement rate when it is relevant to the buyer
persona (Heinze, Fletcher, Rashid & Cruz, 2021).

Working on Twitter is a great opportunity since it is both a promotional tool and a
great network at the same time. Advertising on Twitter can help you to reach users on
mobile devices, because 65 percent of Twitter's ad revenue is from mobile tablets or
smartphones. Ads are shown as what are called promoted tweets—so if users search for
airbnb’s, promoted tweets from Airbnb will appear in their feeds. Twitter uses similar
targeting as Facebook (location, interests, followers, etc.) to ensure that promoted tweets
are directed to the most targeted users. Your ad can be discovered by the audience that
you select, and you only pay when people follow your account, retweet a message of
yours, or move on to an action as a result of your ad. Twitter campaign needs a really
careful planning and design. You need specified goals and your tweets should be
accurate. You got 240 characters, thus your message to your audience should be brief

and clear. Basic steps for creating Twitter Ads account and starting and executing an ads
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campaign can be found on https://business.twitter.com/en/help/account-setup/ads-

account-creation.html

YouTube

YouTube is a social platform that has had explosive growth in the last thirteen years.
It was launched in 2005 and has become the top website for online videos. YouTube
advertising is simple and businesses can do it pretty fast without requiring any
professional/ technical skills. However, some marketers forget that a YouTube advertising
campaign is as important as Facebook or Twitter ads. By using YouTube ad campaign,
businesses create not only awareness about their products and services but also
improves their brand visibility. The cost is differentiated and they generate different
implications for your brands. The advertising service offered by YouTube is flexible and
allows businesses to create a customized ad campaign. Furthermore, users or businesses
have the opportunity to select a particular type of ad format to roll their ads during the
video playback. Each ad format is somewhat different from others but the ultimate
objective remains the same, which is to make the viewer aware of the product or service

of the business and generate leads.

Advertising on YouTube provides several options and ad formats you can choose from.
So, after you decide on your goal and set your objectives you have the following options:

e Home-page advertisements: This is an advertisement with a premiere spot-on
YouTube’'s homepage.

e TrueView Videos ads: The users have the option to click on “Skip This Ad Now”
after five seconds. It's almost before every video on YouTube and it is becoming
more and more popular.

e Brand channel: In this case you get several levels of customization. You can
make adjustments on the look of your page, what kind of videos are promoted
and how you engage the users. This is not like the user’s channel that can be
created in the beginning as you sign up on YouTube.

e Mobile: The advertisements are offered also on smartphones (iPhones and
Androids)
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The so- called TrueView Ads have the following formats:
1) In- Stream

2) In-Display

3) Discovery Ads

The TrueView Ads can be further classified into two types that are in-stream and in-
display advertisements. Talking about the in-display or discovery ads, these ads are
usually shown either on YouTube’s homepage or within the search results. In addition, in-
display ads also get served in the related videos section. One important thing to notice
about in-display or discovery ads is that a view is registered only when someone clicks
the ad to see the promotional video. The in-stream ads differ from the in-display ads in
the way that these ads pop up before the video the viewer has selected, starts playing. In-
stream ads can be skipped and the YouTube guidelines recommend their duration to be
in between 12 seconds and 6 minutes. Usually, viewers can skip in-stream ad videos after
watching them for 5 seconds. The advertising fee is charged from the advertiser only when
the user views the advertisement for at least 30 seconds or interacts with the video by
clicking on the call-to-action.

Here are the basic steps required for initializing a video advertisement campaign on
YouTube:

1. Upload your video
First of all, you should upload a video that will function as the ad video and will be
the promotional tool of your product. Go on YouTube Studio, which is located through

the profile icon on the upper left corner of YouTube.

2. Create an Account on Google Ads
This is Google’s official advertising platform. Sign in and start shaping your

campaign, filling in the required fields.

3. Set you Campaign (Campaign Settings)
The six (6) different campaign options are: Search, Display, Shopping, Video,

Applications and Smart. As for YouTube, choose Video campaign in order to promote
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your videos. Do not forget to set the language, budget, duration, location. The location

is of the utmost importance since it determines the region of your service and targets your

audience.

4. Ad Group Settings
The selection of the target audience is one of the major factors that decide the
success of the ad campaign. Without going further into the minute details, there are a lot
of options to customize within the ad group settings that include demographics, audiences,
and keywords.

5. Ready to Start
After setting up the YouTube video advertisement campaign successfully, the video
provided by the user will be promoted on YouTube. The ad video will be served to the
viewers that have been prioritized in the campaign settings. YouTube provides powerful
reporting tools which will provide important data about the reach of the campaign, the
number of leads acquired (using Google Analytics), the percentage of video watched in

average and many more metrics that you can use to make adjustments.

The benefits from using YouTube ad campaigns are countless. First of all, you gain
visibility for your brand. Your video will be seen everywhere by everyone. You extend your
branding to your videos straight away. You build brand recognition by placing your logo
and other elements that distinguish your company. When promoting on YouTube you
need to have a customized channel which is essential for your brands’ recognition. A
channel allows you to create a profile for yourself and have a place to link your website.

Do not forget to share your channel’s link on other social media.

The content of your videos on YouTube should be customized. Create videos or
spots that match the identity of your company and the style of YouTube. The average
length of a video on YouTube is four minutes and 20 seconds. The videos you create
should not last longer. The category you put your clip in is also important. The first step
about it is to start by checking out how popular videos in your category have been tagged.
After that you can adopt these tags and use them for your own video clip. You can add as

many tags as you want since there is not a limit.
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Viral seeding (Diamond, 2019) is a really important feature of YouTube. Viral

seeding refers to sharing your video in a very targeted and specified way in order to

increase its shareability. There are several elements included in viral seeding:

1) Targeting influencers: Influencers are people who influence other in a category and
you may manage to get them talking about your video.

2) Email the video to popular lists.

3) Create videos about deep, universal human truths and let people relate to your
video.

4) Blogging: Use your video link in a blogging process. Bloggers talk and share links

in their posts.

Further information about creating a Google Ads account and setting up a campaign can
be found on https://www.youtube.com/intl/en_us/ads/?subid=ww-en-ha-yt-bk-c-
pltlo3~CjwKCAjwzNOaBhACEIWAD7Tb60flpR7Q03eV4CEz2KCtyWZYHJSql1x5H6s01
Jk8sCGMgMOQOrevVYxBhoCDPUOQAVD BwE~%7badgroup%7d~kwd-
357555722372~17346944849~600560782752&gclid=CjwKCAjwzNOaBhACEIWAD7Th6
OflpR7Q03eV4CEz2KCtyWZYHJSq1x5H6sQ1Jk8sCGMgMQOrEVYxBhoCDPUQAVD
BwE&qgclsrc=aw.ds

LinkedIn

The audience of LinkedIn is more professional and business-oriented. It is the world’s
largest professional network and the users seem to have a stronger buying power that the
average audience. “LinkedIn is a social networking service for building and maintaining a
professional network. Therefore, it is regarded as an important social media marketing
channel in B2B, despite low popularity with the general public. The growing worldwide
audience of LinkedIn offers a breadth of options for SMEs” (Heinze, Fletcher, Rashid &
Cruz, 2021). The marketers can apply advanced settings and filters and target their
audience really carefully. The advertising process is objective-based and the business
owners and entrepreneur can run their campaign having everything under control. Your

brand gets more recognition among professionals and recruiters.

LinkedIn has different ad formats including the following:
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e Sponsored Ads: Sponsored advertisements can be single images, videos or even
carousel. In the case your aim at raising the engagement of your audience this ad
format is a great solution.

e Direct Sponsored Content: These advertisements are not published on your
LinkedIn page but you can use them to make adjustments and target your
audience even better.

e Sponsored InMail: This type of ad gives the marketer the ability to send
messages to the users’ inboxes.

e Text Ads: LinkedIn Text ads can be shown in the top banner or in the right rail.
They can entail brief headlines or small images. They can be measured by per-
per-click.

e Dynamic ads: This type targets the viewer by mentioning their name and showing
their profile picture itself.

Display advertisements do not exist on LinkedIn anymore. The key elements for a
successful LinkedIn advertisement can be included in the following bullets:

o Define the right audience according to your goals. The campaign will be
successful only if the audience is carefully targeted and identified. There are
many functions and settings to help you define your audience based on
features like location, gender, age, educational background, job titles,
interests and so on. LinkedIin Demographics is a very helpful tool for this.
There is also the option of Audience Expansion in the case you wish to reach
wider awareness.

e The content of your promotional message should be short to prevent your
customer from scrolling past.

e The content of your promotional message should be clear.

o Use keywords like “join, register, download, try” to engage LinkedIn users

e Try to be direct and personal in order to build a good CRM

In order to create your advertising campaign on LinkedIn, the procedure is the

following:
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1. Sign in to Campaign Manager: Campaign Manager is the advertising
platform on LinkedIn. After you created your free account, the platform itself
gives you instructions for each next step.

2. Choose your objective: This is the action you wish your audience to take
upon when they see your ad. Selection your objective helps show ad formats,
traits and bid-types that assist your objective during campaign creation.

3. Choose your audience: After setting your goals and objectives you are
guided by Campaign Manager to save the features of your audience. You can
target with professional traits—such as job title, company name, and industry
type, target by professional or personal interests, or customize by bringing in
your own data using Matched Audiences—which includes retargeting, email
contact targeting, and account-based targeting.

4. Choose an ad format: This step is right after you choose your audience.
You'll be asked to choose an ad format for your campaign. Depending on your
objective, you can select from the various sponsored content formats (single-
image, carousel or videos ads in the LinkedIn feed), Message Ads (ads that
show up in LinkedIn messages), or Text Ads.

5. Set your budget: The fifth step is about setting your initial budget. This will
help you automate and control your costs.

6. Set up your ad creative: As you create Sponsored Content and Text Ads,
Campaign Manager will generate previews in different sizes and
environments, so you can see what they’ll look like. For Message Ads, you
can send yourself a test message to preview.

7. Save your payment details: This is the final step before launching your
campaign. Enter a debit or credit card, save the information and your

campaign will enter a review process before it is finally launched.

More up to date information about setting up and executing a LinkedIn advertising

campaign can be found on https://business.linkedin.com/marketing-

solutions/success/best-practices/create-your-first-campaign.
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Digital marketing seems to be more effective and efficient than the traditional form due

to the following factors:

v It enables businesses to share large quantities of information and data with

potential users at low cost.

v' The marketing budget can be purposefully assigned given the fact that it is easily

measurable.

As a result of the growing number of possibilities regarding digitalization and

interactivity that the internet facilitates, a number of marketers’ dreams have become

reality. When used wisely, the internet makes marketing more effective: marketing

objectives can be met with less effort. Because the internet allows customer’s individual

data to be saved, and communications have become increasingly ‘personalized’. The

profile of the individual customer is recognized; thus, they receive a ‘personalized offer’,

an individual proposition. That way a travel agency can offer a customer, who is

recognized in their database as someone who likes to take his/her children to a theme

park, a last-minute deal for Disneyland Paris. (Visser, Sakkenga & Berry, 2021, p.15).

According to Chaffey and Ellis Chadwick’ 5S model (2019), there are five crucial

objectives of digital marketing communication which are briefly reviewed below.

1.

4.
5.

Sell: Increasing sales by accessing new target markets or developing new
engaging products.

Speak: Initiatives for better and more efficient communications with potential
customers.

Serve: Customer service should be present and efficient to keep the
customers satisfied.

Save: Use social media for cost reduction and wider audience reach

Sizzle: Initiatives to support your brand and business.

The four Ps of the marketing mix Product, Place, Price and Promotion are immensely

supported by the use of Internet and the users are provided with information they need

anytime anywhere. Businesses should not forget that digital marketing is a continuous
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cycle and its success depends on the connection of the following components (Kotler and
Keller, 2016):

v

Market sensing: Market sensing refers to a process that keeps organizations and
businesses up to date and informed about the current trends and market needs.
Product realization: This process refers to the development of new core products,
lines of products and services, extending the market supply and the launch of
products

Customer acquisition: This process is about defining and segmenting the target
markets as well as reaching a wider audience and boosting brand awareness.
Order fulfillment processing: This process is about receiving and approving
orders or confirming bookings, shipping the ordered goods on time and conducting
payments. In other words, this is all about keeping your promises to meet up with
your audience’s expectations.

Customer relationship management (CRM): This is about building an efficient
communication between the business and your customers. It takes deeper
understanding, stronger relationships and personalized offers for individual

customers.

As far as digital advertising itself is concerned, the content that is presented to the

viewers should meet the following criteria:

authentic
consistent

comprehensible

v
v
v
v’ targeted
v interactive
v shareable
v’ accessible

The so- called AIDA model can be utilized for setting up efficient digital adverting

campaigns (Visser, Sikkenga & Berry, 2021, p. 208):

>
>

search terms (Attention)

advertisements (Interest)
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» landing pages (Desire)

» call to action/CTA (Action)

The above mentioned are the four (4) most important components for effective digital
advertising. Attention is achieved by the results presented to the potential customer. The
advertisements they see and may click on, generate interest to one or more suppliers.
After clicking on the ad, they are transferred to the landing page. Suppose the search
engine user clicks on one of the advertisements and views the advertiser’s offer on their
screen. The landing page they are taken answers explain the benefits and advantages of
the product offered (if it's been well built and the traffic is well targeted). This means that
the landing page and its content can create desire. Then, every product that is offered is
accompanied by a ‘call to action’. For example, the possibility to order, request more
information, reserve or book etc. By clicking on the ordering/ booking button, the product
is placed in the shopping basket or the serviced is reserved. Then, the purchase can

actually be completed (action).

Ongoing test and optimization are required for every action and advertising campaign
on a product basis. Ad content should be differentiated and creative. “Because of their
relevance, it is important to incorporate your targeted keywords in the ad creatives. What
makes your content different? Highlight your unique selling points (USPs). Continuously
run three or four variations of ads and learn what makes the better-performing ads more
appealing to your buyer persona. As for the landing pages, they have to be optimized for
organic on-page SEO for the related search term. Using data from Google Analytics,
regularly review whether the content of the page follows the AIDA model and offers the
user what they were hoping for when they clicked on the ad. User experience testing can
help to refine these landing pages. Last but not least, campaign review and optimization
are essential to monitor the crucial points of your advertising campaign. It is a structured
approach to reviewing an existing campaign and improving the paid search advertising
results. The review should take into account paid search marketing performance in
relation to other channels, relative performance to historic time period, competitor activity,
etc. These reviews can take place on a weekly or — if needed — daily basis, especially at

the critical points of a campaign. Learn through this data about your buyer persona
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behavior and, if necessary, share the results to inform activities on other channels”
(Heinze, Fletcher, Rashid & Cruz, 2021).

The key performance indicators are utilized as a metric to see if your campaign is
going well. They work as guideposts for your campaign and provide you with quantitative
data about your company’s objectives. Different ads campaigns may have different KPlIs

and different metrics can be used at different stages of a campaign.

When your campaign's primary goal is to raise awareness, you target a broader
audience. In this case, Cost Per Mille (CPM)/Cost Per Thousand is a great solution. It
refers to the term of the cost the marketer pays per one thousand impressions on the
Internet. The impression is a way of measuring the number of views an advertisement
receives. CPM is considered as the most popular method for pricing online
advertisements. Another KPI is the Click Though Rate (CTR). It is a metric to show the
advertiser if the ad was clicked. It shows the percentage of people who viewed the ad and
then engaged. It is used in combination with CPM for more reliable results. When your
advertisements are placed in a ranked list, the KPIl of positioning may be proven
particularly helpful. The higher on the list an ad is, the more chances you get increase in

awareness and thus traffic to your website.

After awareness comes the engagement. Your aim is to drive more traffic to your
website and increase your sales. In this case, you may as well consider the Cost Per Click
(CPC). In Cost Per Click the marketer pays every time a viewer clicks on the
advertisement. Cost Per Click provides vital knowledge about the effectiveness of an
advertising campaign. The lower the Cost Per Click, the more successful the
advertisement. It is mainly used by marketers who have set a daily budget and when it is

reached, the advertisement is removed.

Cost Per Action (CPA) refers to another conversion pricing model in which the
advertiser pays media sources an amount of money based on actions their audience take.

This metric is the one mainly used for conversion campaigns. No matter what goals you

36



<> Co-funded by the

M Crasmus+ Programme
digitourism M Of the European Union
have set and hope for your advertising campaign, checking out the number of conversions
you get is always helpful. This way, the advertiser identifies the strengths and
weaknesses and see what is really functioning for each campaign. The Conversion Rate

(CvR) is a tool that provides the company with valuable insight and knowledge in order to

make new adjustments or use this valuable information for future advertising campaigns.

Some of the tools to help with a number of paid advertising benchmarking efforts,
together are the following (Heinze, Fletcher, Rashid & Cruz, 2021).

» “Google Analytics — offers a free powerful tool for tracking paid activities related to
a website. Using the free URL builder allows an extension of Google Analytics
where each campaign can be specifically tracked even by the smallest
organization, without the need for an external software budget. It integrates
particularly well with Google Ads, where a paid search ad click can be tracked in
terms of its conversions and revenue for e-commerce websites.

» Keyword Spy — offers an overview of the average cost being paid for a keyword by
some of your competitors targeting the same market. This tool offers some free
information and, for a premium, more advanced analytics on paid advertising
performance.

» Word Stream — this advanced tool brings all your paid advertising accounts from
Google Ads, Bing and Facebook into one place and offers paid advertising grading
reports and landing page grading, as well as advice on how to optimize your efforts.

» Social Flow — allows for managing and reporting on multiple social media platforms

such as Facebook, Pinterest and Twitter campaigns.”

Digitalization has had a huge impact on the way advertisers create and show their
advertising content. The conventional methods and tools which were used in the past
seem to fade as times passes. The constant need of people to be online, search for
products on the Internet and stay connected has led advertisers to utilize the Internet more

and more. The expenditure on digital advertising is rising and more businesses tend to
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invest on it to reach wider audiences, generate brand interest and loyalty, raise awareness

and eventually increase the sales.

Social networks have become a tremendously useful tool for SMTES since they are
cost-efficient places to reach the masses. Depending on their target market, businesses
use the appropriate social media platform to help them reach their marketing goals
successfully. The advertising contents need engaging features to catch the eye of the
viewer and an emotional targeting should be followed to create a more authentic

experience.

Digital advertising needs careful and stable moves in order to be successful. The
numerous advantages it offers can be turned into big disadvantages really fast if the
services and products offered do not meet the needs of customers and dissatisfy them.
Careful monitoring of the metrics and analytics related to the advertising campaign should
be implemented. The adoption of KPIs will help businesses determine the performance of
their campaign and make adjustments if needed.
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Supplementary Resources

“The Future of Advertising- Four scenarios” see link below:
https://www.youtube.com/watch?v=P2tL HET3B3I

What is SEO? | Search Engine Optimization Explained” see link below:
https://www.youtube.com/watch?v=sdOypO9IMTWY

“Digital Ad Formats: What Mobile Ad Formats Have to Offer’ see link below:
https://www.youtube.com/watch?v=|BSUovzcsXY

“What is SEO Search Engine Optimization in 2 minutes” see link below:
https://www.youtube.com/watch?v=aNGTHx3QStU

“What is social media marketing in 2 minutes” see link below:

https://www.youtube.com/watch?v=9m45nVsvvEY
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1) Which of the following is not an accurate description of digital advertising?

a. Digital advertising is a one-way message used by companies to promote
their product and service

b. Digital advertising is a part of marketing communication

c. Digital advertising is also called search engine marketing

d. Digital advertising uses display ads, emails, apps, SEM and paid social ads

2) Which of the following is not a type of an online ad format?
A. display ad
B. video
C. real-time bidding
D. email

E. remarketing ad

3) Online advertising can be defined as a process whereby a customer’s attention is

gained, followed by
a) purchasing b) advertising c) learning d) responding

4) “Shoppable” Instagram stories and Cinemagraphs are a current trend on

a) Pay-per click advertisements  b) Programmatic advertisements

c) Video Advertisements d) Email advertisements
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5) One of the main disadvantages of digital advertising is the fact that it cannot be

measured and it is considered uncontrollable.
a) True

b) False

6) Social Media ads cannot target a specific type of audience. Instead, it reaches

masses due to the huge numbers of social media users.
a) True

b) False

7) Put the following steps of creating and managing Google Ads in order:
A) Select payment method

B) Choose Search Network

C) Create an account

D) Create a live campaign

E) User Access

a. CBADE b.CDBAE c. DABEC d. CDBEA

8) What is the right order of advertising campaign architecture in Google Ads?
A) Keywords
B) Ad Groups

C) Campaign
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a. CAB b. BAC c. CBA d. ABC
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9) Please match the concepts with the correct definitions.

1. Paid influencer marketing

2. Search engine advertising

3. Meta Business Suite

4. Cost Per Click

A. 1c, 2b, 3a, 4d B. 1d, 2b, 3a, 4c

D. 1d, 2a, 3b, 4c

An online advertising method
where text or image ads are
prioritized on search results of
search engines like Google and
Bing
A type digital advertising that
makes use of endorsements and
products mentioned by influencers.
It is the cost marketer pays every
time a viewer clicks on the
advertisement.
It is a free tool to manage
Facebook, Instagram and
Messenger ads

C. 1b, 2a, 3d, 4c

10) Please match the concepts with the correct definitions.

1. Retargeting

a. A model in which the advertiser

pays every time a user clicks on
the ad
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2. Affiliate marketing

A specific type of display adverting
that targets users who have
previously interacted with the
website

3. Native advertising

A type of digital advertising where
publishers or online platforms and
websites earn a commission by

promoting a product or service of

advertiser using an affiliate link

4. Pay per click ad

A form of paid advertising in which
the ads are very much related to
the digital platform they appear.

A) 1b, 2c, 3d, 4a B) 1d, 2b, 3c, 4a

D) 1d, 2b, 3a, 4c
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