
E-­‐Marke(ng	
  Checklist	
  





Pillars	
  of	
  Influence	
  



Types	
  of	
  Media	
  

Paid	
  

• Print	
  ads	
  
• TV	
  ads	
  
• Display	
  ads	
  
• Paid	
  search	
  
• Promoted	
  post	
  on	
  
Facebook	
  or	
  
LinkedIn	
  

• Sponsored	
  Tweets	
  

Owned	
  

• Your	
  web	
  or	
  mobile	
  
site.	
  

• Your	
  blog	
  on	
  own	
  
site	
  or	
  public	
  
plaIorms.	
  

• Social	
  media	
  
presence.	
  

• Your	
  apps.	
  
• Printed	
  collaterals.	
  

Earned	
  

• User	
  tweets	
  about	
  
you.	
  

• Retweets	
  from	
  
followers.	
  

• Likes,	
  Replies,	
  Shares	
  
got	
  from	
  users	
  
through	
  social	
  media	
  
channels.	
  

• Bloggers	
  wri(ng	
  
about	
  you.	
  

• Online	
  reviews.	
  
• Word	
  of	
  mouth	
  



Be	
  Social	
  

Talk	
  to	
  
interested	
  
people	
  

Content.	
  

Customize	
  product	
  
messaging.	
  

Answer	
  relevant	
  
inquiries.	
  

Get	
  people	
  to	
  
talk	
  to	
  you.	
  

Share	
  success	
  
stories.	
  

Create	
  a	
  
community.	
  

Engage.	
  

Get	
  feedback.	
  

Incen(vize	
  
engagement.	
  



GFK	
  Purchase	
  Funnel	
  	
  

C
O
N
T
E
X
T	
  

AWARENESS	
  
FAMILIARITY	
  

OPINION/IMAGERY	
  
CONSIDERATION	
  
PREFERENCE	
  
SHOPPING	
  
PURCHASE	
  



About	
  Purchase	
  
Behavior	
  

Peer	
  reviews	
  

Mixed	
  sources	
  

Percep(ve	
  reference	
  	
  

Crowd	
  

Cogni(ve	
  fluency	
  

Product	
  visualiza(on	
  

Social	
  media	
  

Emo(onal	
  decision	
  

Subconscious	
  decision	
  
Source:	
  Peep	
  Laja,	
  Markitekt	
  
hYp://conversionxl.com/9-­‐things-­‐to-­‐know-­‐about-­‐influencing-­‐purchasing-­‐decisions/	
  



TARGETS	
  

Content	
  Development	
  and	
  MarkeIng	
  Plan	
  for	
  (Project)	
  
WEEK	
  4	
  WEEK	
  3	
  WEEK	
  2	
  WEEK	
  1	
  

Template	
  by	
  JaneYe	
  Toral	
  

Market	
  
updates	
  
	
  
Events	
  
	
  
Advice	
  for	
  
buyers	
  and	
  
sellers	
  
	
  
Local	
  news	
  
	
  
Trivia	
  
	
  
Lis:ngs	
  
	
  
Lead	
  
genera:on	
  
post	
  

Market	
  
updates	
  
	
  
Events	
  
	
  
Advice	
  for	
  
buyers	
  and	
  
sellers	
  
	
  
Local	
  news	
  
	
  
Trivia	
  
	
  
Lis:ngs	
  
	
  
Lead	
  
genera:on	
  
post	
  

Market	
  
updates	
  
	
  
Events	
  
	
  
Advice	
  for	
  
buyers	
  and	
  
sellers	
  
	
  
Local	
  news	
  
	
  
Trivia	
  
	
  
Lis:ngs	
  
	
  
Lead	
  
genera:on	
  
post	
  

Market	
  
updates	
  
	
  
Events	
  
	
  
Advice	
  for	
  
buyers	
  and	
  
sellers	
  
	
  
Local	
  news	
  
	
  
Trivia	
  
	
  
Lis:ngs	
  
	
  
Lead	
  
genera:on	
  
post	
  

#	
  of	
  Targeted	
  
prospects	
  to	
  
share	
  to.	
  

#	
  of	
  Targeted	
  
customers	
  to	
  
share	
  to.	
  

#	
  of	
  Targeted	
  
Groups	
  to	
  
share	
  with	
  

#	
  of	
  Targeted	
  
Groups	
  to	
  
share	
  with	
  

CHANNELS	
  
Social	
  media,	
  email,	
  text,	
  talks,	
  mee:ngs,	
  lis:ng	
  
sites,	
  classified,	
  blog,	
  tradi:onal	
  media	
  

Budget	
  
Time,	
  content	
  crea:on,	
  
promo:on	
  



TARGETS	
  

Content	
  Development	
  and	
  MarkeIng	
  Plan	
  for	
  ________________	
  
WEEK:________	
  

Template	
  by	
  JaneYe	
  Toral	
  

CHANNELS	
   Budget	
  

WEEK:________	
   WEEK:________	
   WEEK:________	
  



•  Add important milestones 
and note of the date when 
it happened.!
–  When you opened your 

establishment.!
–  Awards received.!
–  Photos showing 

important events that 
took place there.!

Beef up your Facebook Page 
Timeline


Internal	
  Use	
  Only	
  



Improve	
  your	
  Social	
  Media	
  Presence	
  
Daily	
  Checklist	
  

•  Find	
  and	
  “Like”	
  5	
  new	
  Updates	
  and	
  relevant	
  Pages.	
  
•  Update	
  your	
  Facebook	
  Page	
  status	
  daily.	
  
–  Schedule	
  it	
  at	
  any	
  of	
  the	
  suggested	
  (me	
  slots:	
  8	
  AM,	
  12	
  
noon,	
  4	
  PM,	
  7	
  PM.	
  

–  Adjust	
  once	
  you	
  have	
  updated	
  sta(s(cs.	
  



Pin to Top


•  Highlight 
important 
updates by 
using the “Pin 
to Top” 
feature.!

•  Makes it the 
first post seen 
on your page 
regardless of 
update.!

Internal	
  Use	
  Only	
  







hYp://www.thundermailer.com/why-­‐email-­‐marke(ng-­‐infographic/	
  



hYp://www.exacYarget.com/blog/160-­‐b2c-­‐welcome-­‐email-­‐campaigns-­‐analyzed-­‐infographic/	
  



eDM	
  Invite	
  









E-­‐Mail	
  Blast	
  via	
  
Mobile	
  





Send	
  personal	
  messages	
  manually	
  
when	
  needed	
  

Sidekick	
  by	
  Hubspot	
  



Rappor(ve	
  
Nimble	
  











What	
  is	
  your	
  response	
  (me?	
  



Receive	
  chat	
  
No(fica(on	
  
Via	
  mobile	
  



Keep	
  in	
  touch	
  
Via	
  mobile	
  



Keep	
  in	
  touch	
  	
  
via	
  mobile.	
  







Adver(se	
  to	
  build	
  following	
  

•  Must	
  have	
  
great	
  
content	
  to	
  
support.	
  



Use	
  conversion	
  pixel	
  to	
  know	
  people	
  
aYracted	
  to	
  you.	
  



Use	
  conversion	
  pixel	
  to	
  create	
  
lookalike	
  audience	
  and	
  target.	
  



Affiliate	
  Marke(ng	
  is	
  Marriage	
  of	
  
Content	
  Marke(ng	
  &	
  Digital	
  

Commerce	
  







Lazada	
  Affiliate	
  Program	
  

41	
  





TwiQer:	
  
@digitalfilipino	
  
	
  
Facebook:	
  digitalfilipino	
  


