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Abstract

As consumers are moving towards the digital media at an increasing rate marketers must follow.
Past research has indicated that Icelandic marketers are lagging behind regarding their digital

marketing practices.

The purpose of this thesis was to offer insight into the digital marketing practice in Iceland on
the basses of best practice according to the available literature assess the trends and where
digital marketing headed. With this information, Icelandic marketers should be able to better

organize their overall marketing strategy.

A qualitative research design was chosen due to the lack of available research data on the
subject. Data was gathered via semi-structured interviews in order to gain a better insight into
the opinions of the marketers themselves. Every digital platform was covered, what they are,
how they work and how to use them ending in a best practice recommendation according to the

available literature.

The results indicate that the Icelandic marketers seem too vary in their approach to digital
marketing practices. There are marketers that are applying best practice and there are also
companies that confirm the notion that Icelandic marketers lack knowledge of the digital

marketing media.
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1. Introduction

In the past, marketing appeared to be easier to research, as businesses depended on a limited
number of TV channels, radio stations, newspapers and magazines for each market. Reaching
out to consumers was simpler since marketers just had to rely on persuasive messages in order
to sell their products. In the late 20" century and the beginning of the 21% technology has
stormed the world of marketing with the introduction of digital channels. Companies now have
access to millions of different websites, endless amount of mobile apps for phones and other
smart devices they can use to market their product. Hence it is safe to say that technology has
made marketing a lot more complex over the last two decades. As a consequence, marketers

have to acquire new technical skills in order to stay competitive.

This digital revolution also provides marketers with tools and channels to help them reach
consumers. The new technology has spawned an information age which has led to more
accurate levels of production, targeted communications and more relevant pricing (Kotler &
Keller, 2012). Marketers now have the ability to promote their products in a more cost efficient
and faster way, as well as gathering more information about markets, customers, potential
customers and competitors (Kotler & Keller, 2012). Companies can send ads, coupons,
samples, and information to its customers who have requested them or given the company
permission to send them. The internet also provides marketers with tools to conduct reliable
marketing research and gather information about customers’ purchases, preferences,

demographics, and profitability (Kotler & Keller, 2012).

The main purpose of this thesis is to offer insight into the digital marketing practice amongst
Icelandic companies. The structure of the thesis is outlined in figure 1. Starting with the
introduction of the concepts of digital marketing and forming the theoretical framework. The
research then combines the theoretical framework to the practice in order to answer the research
questions. The practical contribution of the thesis involves building a best practice guideline

for digital marketing based on the theoretical framework.



Figure 1. The Structure of the thesis
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2. Theoretical framework

Just as the advertising landscape changed in the 60’s with the introduction of TV ads, it is
changing again today with more and more consumers looking online, through their phones,
tablets and computers, for information. The digital advertising space has been continuously
growing for several years (Interactive Advertising Bureau, 2014 April), and is expected to
continue to grow in the coming years due to the fact that a growing number of consumers are
using the internet for news, entertainment (e.g. Netflix) and social interaction on sites such as

Facebook. When looking at internet statistics, this growth becomes even more apparent as seen



in figure 2. In the third quarter of 2013 internet advertising revenues hit an all-time high of
$10.69 billion in the US (Interactive Advertising Bureau 2013 December 23), this marks a 15%
increase from the third quarter of 2012 which was also a record at the time. In the fourth quarter
of 2013 Internet advertising revenues amount to $12.1 billion an increase of 14% from the 2013

third-quarter (Interactive Advertising Bureau, 2014 April).

Figure 2. Q3 US Online Ad Revenues in US$ billions 2001-2013
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This trend in marketing seems to mirror the fact that the consumers are moving towards the
digital media at a greater scale than ever before, both for consumer products and information.
Today’s consumers are able to get information from home, at work, or via mobile phone in as
much detail as they want about almost anything, including brands and products(Kotler & Keller,
2012). Customers can access consumer reports from anywhere in the world to guide them along
when deciding what to buy (Kotler & Keller, 2012). The internet surpassed television in 2010
as the main source of news in the US for people age 18 to 29 according to a study from the Pew
Research Center (see figure 3), with 65% of them naming the internet as their main source,
while back in 2007 only 34% claimed the internet as their main source of news
(PewResearchCenter, 2011 January 4). This trend has continued as 71% of people in the same
age group cite the internet as their main news source in 2013 (PewResearchCenter, 2013
October 16).



Figure 3. People age 18-29 citing the Internet as main news source
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The online trend is not just tied to advertising; retailers have also been adopting the internet as
a sales platform. The early internet companies such as Amazon and eBay have dramatically
changed the traditional distribution channels for delivering products to consumers by cutting
out the middle man (Kotler & Keller, 2012). These companies forced the traditional
manufacturers and retailers to rethink their distribution and to become a “brick and click”
companies, that is have online sales as well as physical stores (Kotler & Keller, 2012). This has
allowed some of the companies to become stronger as they now had larger resources to work
with and build their brand names. The level of convenience for the customer has increased
substantially with the introduction of online shopping. Consumers can compare products and
prices and order from multiple suppliers all over the world 24 hours a day, 7 days a week (see
figure 4). Customers are therefore no longer restricted to local suppliers and are thus

experiencing enormous price savings (Kotler & Keller, 2012).



Figure 4. Consumers are able to compare prices from different retailers online.
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The internet offers companies and brands a lot of possibilities beyond simply selling their
products and services. Companies can build stronger relationships with their customers,
retailers can offer detailed technical information as well as links to useful product information
(Kotler & Keller, 2012). Other benefits include, access to all the information customers’ need

to do business available in one place and around the clock availability.

2.1 The Icelandic consumers

Most of the information available on digital marketing in general comes from the U.S or E.U.
it should be interesting to look at a smaller marketplace like the Icelandic market. According to
the Icelandic statistics office 96% of Icelandic households own a computer and 95% have

internet access. The number of internet users in Iceland has grown to 96% of the population
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among the highest in the world. This trend also applies to smart devices as 44% of Icelandic
internet users connect via smartphone (Iceland’s Statistics office, 2014). In 2013 96.5% of
Icelanders were active internet users and 39.9% were daily internet users (Iceland’s Statistics
office, 2013). Compared to the EU with 72% active internet users in 2013 it should be safe to

assume that Icelandic businesses have much to gain by marketing their products online.

The Icelandic consumers are also buying online as according to Iceland’s statistics office (2013)
57.6% of internet users in Iceland bought products and services online during the last 12

months, and 64% of them bought from Icelandic companies.

2.2 Icelandic marketers

In a recent study conducted by Capacent, 27.2% of Icelandic marketers claimed the internet to
be the most effective marketing medium (Capacent, March 1. 2013), up from only 7.5% in 2008
(see figure 5). While growing number of marketers are putting ever more emphasis on the
digital media TV ads are getting less attention. In 2008 58.4% of Icelandic marketers claimed
TV as the most effective marketing media but in 2013 50.6% said TV ads were most effective
(Capacent, March 1. 2013). These numbers seem to indicate that the marketers are moving from
TV to digital media. Although this trend might not be happening as fast as expected and could
therefore be indicating a gap between what the marketers are doing and the consumer behavior.
According to a study conducted by Capacent 72% of Icelandic consumers use search engines
and 61% use company websites when looking for information on products and services
(Gudmundsson & Hauksson, 2009) (see figure 6). Compared to the offline media where 36%
of Icelandic consumers look for information in newspapers and only 15% on the TV
(Gudmundsson & Hauksson, 2009), the gap between what marketers are doing and consumer

behavior becomes apparent.



Figure 5. Most effective marketing medium according to Icelandic marketers.
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Figure 6. Where Icelandic consumers look for information when buying products and services.
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Although there seems to be a gap between consumer behavior and marketing practices in
Iceland, the trend is moving in the right direction as marketers are increasingly moving towards
the digital marketing channels. The digital marketing channels are the fastest growing
marketing media amongst the Icelandic marketers, with 86.5% of them using digital marketing
in 2012 and 75.3% of all surveyed increased their digital marketing in 2013 (see table 1)
(Gunnarsson, 2013). The fastest growing digital marketing channel according to the survey was
social media were 66% of Icelandic marketers were using social media in their campaigns in
2012 and 67% increased their usage of social media marketing between 2012 and 2013 (see
table 2) (Gunnarsson, 2013). Another highlight mentioned that 46% of the Icelandic marketers
used search engine marketing in 2012 and 55% increased their search engine marketing
between 2012 and 2013 (Gunnarsson, 2013).

Table 1. Usage of advertising media

Used in Increased use  Decreased use Change
2012 in 2013 in 2013
Newspapers 95,1% 13,2% 24% -11%
Digital 86,5% 75,3% 4,2% +71%
TV 73,5% 29,7% 10,1% +20%
Radio 76,8% 29,4% 13,1% +16

(Source, Gunnarsson, 2013)

Table 2. Usage of digital advertising media

Used in Increased use  Decreased use Change

2012 in 2013 in 2013
Search engines 46% 55% 3% +52%
Social media 66% 67% 3% +64%

(Source, Gunnarsson, 2013)

2.3 Digital marketing

Marketing is in essence the creation and/or identification of demand for a product or service
turning the demand into sales and profit (Kotler & Keller, 2012). Digital marketing is therefore
the creation and/or identification of demand for a product or service turning the demand into
sales and profit using the internet (Stokes, 2011). Digital marketing is hence a term used to

describe marketing done via the internet, be it via home computer, laptop, smartphone or tablet,
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or any other device that delivers advertising online. It includes marketing via search engine,
social media, adverts placed in Emails and other ways in which the internet can be used to
deliver advertising material to the consumer. Digital marketing does not mean that all the
traditional rules of marketing do not apply to marketing and businesses anymore. The internet
only provides an environment in which to build on the traditional marketing principles (Stokes,
2011).

The main difference between regular marketing and digital marketing is the ability to generate
a massive amount of measurable data on consumer behavior (Stokes, 2011). Marketers now
have access to more data via the internet than ever before possible; they can measure consumer
behavior, actions and action paths, as well as results which gives them an excellent opportunity
to monitor return in investment (ROI) for their marketing investments. Digital marketing offers
marketers the benefit of tracking both how often an ad was seen (impressions) and also how
many time the ad has gotten users to the target website (click), they can also measure what is
being viewed and for how long (Stokes, 2011). This consumer tracking offers accurate

measurability, precision, customization, personalization and easy consumer targeting.

Digital marketing can be particularly beneficial for businesses as it tends to be much more cost
effective than regular marketing campaigns via TV stations and regular newspapers and
magazines. Therefore marketers tend to see higher ROI for their digital marketing campaigns.
The internet also offers a great opportunity for marketers for efficient and effective
communication with their customers (Faber et al. 2004). With the ever growing momentum of
user generated content via digital media, such as Facebook, Twitter, blogs, Flickr and more;
marketers have had to find new ways to connect with their customers on the interactive digital

channels.

At this point there is no data on the spending on digital marketing relative to the overall
marketing budget for the Icelandic companies, though it is estimated to be around 6-10%
(Gudmundsson & Hauksson, 2009). This seems very low since as mentioned above the

consumers are online looking for information on products and services.



2.4 Digital marketing strateqy

Marketing strategy should be in line with the overall business objectives, therefore digital
marketing strategy should be aligned with the business objectives online. In other words if the
business objectives is to increase sales then the digital marketing strategy should be to increase
sales online (Stokes, 2011).

A digital marketing strategy builds on and adapts the principles of traditional marketing, using
the opportunities and challenges offered by the internet (Stokes, 2011). When building a digital
marketing strategy marketers must place the user in all core decisions (Stokes, 2011). Due to
the ease of measurability of digital data, it becomes easier for marketers to build and implement
strategies with a testing framework built in and think in terms of return on investment (Stokes,
2011). Digital marketers must also be very flexible since the digital medium is ever changing

and trends can come and go in a matter of weeks (Stokes, 2011).

2.5 Challenges for digital marketers.

Digital marketing also comes with some challenges. As data becomes readily available for
marketers it is also available for consumers. As consumers get easy access to online data the
competition amongst retailers has increased, for example, customers are able to scan desired
products in-store and look up different prices and other benefits, so if the price point is not
competitive it is likely that the customer might not buy the product even though he is already
in the store to do so. Easy access to various users and customer reviews has also made it more
difficult for retailers to sell inferior or bad products as consumers would avoid them after

reading the reviews.

Due to the endless amount of data and advertising consumers are bombarded with every day, it
becomes problematic to use digital marketing in an effective manner as consumers seem to be
coming immune to all the advertising aimed at them. Today’s consumers have shown the ability
to shut out or not pay attention to traditional marketing messages this is known as selective
attention (Ryan and Jones, 2012). Selective attention also include animation avoidance when
users ignore areas with blinking text or other advertising animations, and pop-up purges when
users close pop-up ‘windows’ before they have even fully rendered (Ryan and Jones, 2012).
This form of selective blindness can be a serious problem for marketers relying on online ads
that include visual stimuli. Internet users are now able to install ad blockers on their web

browsers which enable them to block all ads on websites (Stokes, 2011). In 1960 marketers

10



were able to reach up to 80% of U.S women by running a TV ad on the main networks (Kotler
& Keller, 2012). Today many people buy technology that enables them to skip TV ads. Due to
this change in consumer behavior, marketers must find a way to better market their products.
The biggest challenge for marketers today is to create content which the consumers like, want

to see and is profitable.

There still seem to be companies that do not have an online presence nor do any kind of digital
marketing. In today’s digital world there is almost nothing that has no internet presence,
companies are listed in online databases and can also be mentioned in consumer generated
media such as the social media sites (Stokes, 2011). These companies thus run the risk of letting

others determine what is written about them online.

2.6 The marketing mix and marketing strategy for Digital Marketing

Whenever a company or brand wants to market a product or service they must start by deciding
on a clear marketing strategy. A marketing strategy includes deciding which customer to serve
and choosing a value proposition (Kotler & Armstrong, 2011). Businesses choose which
customer to serve by using marketed segmentation, which means dividing the market into
segments and selecting which segments they want to serve (Kotler & Armstrong, 2011). Value
proposition are the benefits and/or values a company promises to deliver to its customers to
satisfy their demand (Kotler & Armstrong, 2011). Companies choose a value proposition by
deciding how to serve the target customer, that is, how the marketers plan to differentiate and

position the product in the marketplace.

The marketing mix is a tool used to differentiate and position a product in the marketplace. This
also provides a simple conceptual framework that is used to vary different elements within a
product or service in order to influence the demand within the target market (Chaffey, 2009).
As suggested by Kotler & Keller (2012) the marketing mix is one of the major concepts in
modern marketing. The marketing mix is a set of strategic marketing tools that marketers use
to generate the response they want in the target market. The marketing mix consists of
everything marketers are able to do in order to stimulate demand for their products (Kotler &
Keller, 2012).

The building blocks behind marketing mix are credited to McCarthy (1960), defining the key
marketing mix tools as four broad groups, called the four P’s of marketing: product, price, place,

and promotion (see table 3). The Four P’s are used as tools to turn marketing planning into
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practice (Bennet, 1997). They consist of controllable variables that can be used to create an
effective marketing mix, resulting in sales and profit. The goal of the marketing mix is to
achieve marketing targets in terms of sales, profit and consumer satisfaction. In order for the

marketing mix to be as effective as it can be the variables should be measured and updated in

order to fit different situations as well as various marketing goals.

Table 3. The traditional marketing mix

The 4p’s Definition Example
Product What the company offers to their customers. Cocoa cola is the most successful
This includes quality, design features, brand soft drink company in the world
name and services and got that way by offering their
customers a quality product and
design.
Price The price customers pay for the product. Coca colais able to charge a
Includes list price discounts and credit terms. premium price for their product
because of their brand recognition.
Place The actions that make the product availableto  Coca cola, got their market share
its target customers. Place includes channels, by among other things being
locations inventory transportations and always available when and where
logistics. customers want their product.
Promotion Actions that communicate the qualities of the Coca cola spends more than any

product or service to encourage the target
customers to buy it. Promotion involves

other company in the world on
advertising each year.

advertising, public relations sales promotion
and personal selling.

Source Kotler & Keller (2011)

To deliver value to the target customer, the company needs to create a product that satisfies the
needs of the market. The firm must also decide the specific price of their product, the location
and the availability. Finally, the company needs to promote the product, in order to target
customers and convince them of its value (Kotler & Armstrong, 2011). Marketers use a
combination of each of these tools in order to build a mix that communicates and delivers value

to the target customers (Kotler & Armstrong, 2011).

The Internet has had a huge impact and is encouraging marketers to re-examine and adapt the
traditional models such as the Four P’s to the new and growing digital market environment and
also the changing consumer behavior (Stokes, 2011). The advancements in marketing through

digital channels has had a big effect on businesses and their marketing mix, so the question
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becomes, is the old marketing mix still relevant today or is there a need for a new approach?
Consumers still want the right product/service that services their demand at the right time, in
the right place for the right price so the old Four P’s should still be relevant for the digital age.

The digital marketing mix is changing as products are increasingly becoming service based as
companies also offer online product experiences (Chaffey & Smith, 2008). Consequently the
marketing mix in the digital age needs to be more service and customer driven. This creates a
problem for the traditional marketing mix since it is more product orientated rather than service
and customer orientated (Chaffey & Smith, 2008), and also uses a push approach to marketing
and does not take into account the needs of the customers (Chaffey, 2009). Booms and Bitner
(1981) argued that the traditional four P’s is product oriented rather than focusing on services
and proposed including an additional three P’s to the mix which they saw as crucial for the
delivery of services. According to Chaffey & Smith (2008) the digital marketing mix needs
these three extra P’s to be better equipped to take service into account. The three extra P’s are
people, processes and physical evidence. This is a change of paradigm when compared to the
traditional vision of the Marketing Mix. This rationale will be explained in the following

section.

2.7 The seven P’s of the digital marketing mix

2.7.1 Product

The digital world is not only advantageous to the digital products and services, any product
from any type of business can benefit. Digital products such as entertainment material, movies,
music and video games are perhaps more suitable for the digital world but most other products
can benefit as well, for example by educating, training, testing, installing and servicing, all of
which companies can do over the internet (Chaffey & Smith, 2008). In the digital age, product
quality has become even a bigger factor than ever before, mostly due to the newfound ability
of consumers to review and survey products. Lower quality products will receive negative
reviews and any lower quality products at a similar price point will be left out. Products must

be even more differentiated from the competitors in the digital age.

13



2.7.2 Price

Price remains paramount to success. The internet has changed pricing and led to customer
empowerment. Consumers now have an increased price transparency because they are regularly
published online. Customer’s price comparison ability has become faster and easier than ever
and has thus led to a downward pressure on prices. Price comparison sites have been around
for years and enable users to find the best price on almost any product. Because consumers are
easily able to access pricing information from several different suppliers online (figure 3), the
Internet is becoming a market of near perfect competition (Porter, 2001). This means that it can
be hard for brands to compete on the online market while differentiating only on premium
service quality, although many of the most successful ones are far from the lowest price,
consumers are prepared to pay extra for perceived quality (Chaffey & Smith, 2008).

Because of this price differentiation, particularly smaller businesses need to start focusing on
value instead of price. Value is a mixture of service and price where some customers are willing
to pay a premium price for a premium product (Stokes, 2011). Research has suggested that
consumers do not stay loyal to their favorite brand when the competitor offers a better price
(Chaffey & Smith, 2008). Consumers appear to start with the product and then select the
supplier based on price (Chaffey & Smith, 2008). Online companies are able to engage in cost
cutting due to web enabled services and also, in some extreme cases cut out the middleman and

his margin.

2.7.3 Promotion
In digital marketing promotion entails everything marketers do online to get their product in
front of potential customers, acquire new customers and retain existing ones (Chaffey & Smith,

2008). Online promotion includes:

e The brand or company website

e Search engine optimization (SEO)
e Banner ads

e Social networking

e Email marketing

e Mobile marketing

e Blogs

e Multimedia marketing
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All these promotional methods will be covered in this paper.

Many consumers use the Internet to access both information and entertainment; this has
naturally lead to the Internet being used to promote products and services. Online promotion is
growing and is receiving larger share of marketing budgets. Companies are able to do things
via digital channels that offline channels cannot, such as communicate and create customer
involvement that is unique to online users (Chaffey & Smith, 2008). The digital promotional
mix is an extension of the offline variant, but with some modifications. Online promotion can
be easily measured and targeted in a far more effective way. Delivering personal sales

promotions based relations can be conducted online (Stokes, 2011).

2.7.4 Place (distribution)

Before the digital age, brick-and-mortar retailers were the only viable option for selling

commodities. Now there are also click-and-mortar options alongside with online exclusive
retailers (Kotler & Keller, 2012). The Internet provides access to the global marketplace,
product distribution were markets are no longer limited by store location with the use of
efficient delivery and shipping channels. Traditional marketing products need to be placed
where customers are likely to want or need them. On the internet, marketers put a link on sites
where their customers are likely to be (Chaffey & Smith, 2008). There is an obvious overlap
for place and promotion in digital marketing as links serve as both promotion of a product links
on other sites provide a broader promotion and at the same time increases the distribution as
the product is made available on the target site (Chaffey & Smith, 2008).

As mentioned above there is an advantage for digitalized products for online distribution due
to their format, being digital such as books, music and videos. Almost all products and services
can be made available online and consumers like the convenience and lower cost of buying
online (Chaffey & Smith, 2008).

2.7.5 People
This concept observes the human element that the online world brings, including

personalization, peer-to peer sharing and communities (Stokes, 2011). As aforesaid, people are
considered an important element of the marketing mix and with the increasing online services

people are becoming even more important (Chaffey & Smith, 2008).
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People are the distinguishing factor that has helped many click-and-mortar companies
outperform some of the strictly online companies (Chaffey & Smith, 2008). This can be due to
the fact that good customer service is needed before, during and after a sale, in order to achieve

repeating sales in a competitive market (Chaffey & Smith, 2008).

2.7.6 Physical evidence

Due to the intangibility of services, customers search for physical evidence to help them assess
the quality of service (Chaffey & Smith, 2008). Physical evidence refers to the way service the
company provides appears from the outside (Chaffey & Smith, 2008), in the digital world that
could be exemplified as the website and endorsements (Chaffey & Smith, 2008). In the offline
world this physical evidence include for example company buildings, product packaging and
employee uniforms. Digital businesses can provide physical evidence with a high quality
website design, reassurance through guarantees, refund and privacy policies, security icons,
awards, customer endorsements, independent reviews and news clippings (Chaffey & Smith,
2008).

2.7.7 Process

This concept refers to the internal and external processes, transactions and internal
communications that are essential to run a successful business (Chaffey & Smith, 2008). Well
organized processes and systems can result in a competitive advantage, whereas poor processes
can diminish sales and damage brands. Bearing this in mind, such processes can have a huge
impact on any organization. Many companies have yet to learn how to optimize these methods
since 80% of potential customers tend to exit the company website before they finish the
purchase (Chaffey & Smith, 2008). This might suggest that the ordering process is too
complicated or confusing, or that the website doesn’t work smoothly enough (Chaffey & Smith,
2008).

There are more variations of the marketing mix for example the Four C’s which emphasize the
customer’s perspective, but going into all of them is beyond the aim of this paper. Regardless

of the approach, the same principles always apply (Chaffey & Smith, 2008);
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e Focus on the customer

e Relyon marketing research to know what their preferences and which variables are most
important and what the customer bases their decisions on, price, quality, delivery,
service, image or environment

e Always aim do a better job than the competitors by using the right mix

3. The Digital Marketing platforms
In this chapter every platform of digital marketing will be introduced as well as an in depth
review of each. At the end of each platform review a table of best marketing practice according

to the literature will be suggested for each platform.

3.1 Website

The first step in any online marketing strategy should be centered on the creation of a website.
A company website serves as the face of the company for online viewers and should contain
product and service information as well as general company information since this is the actual
place of business for said firm. The site must appeal to customers, investors, the media as well

as its own and possible future employees (Kotler & Armstrong, 2011).

In most digital marketing campaigns the main objective is to channel customers to the company
website, as in traditional B2C marketing where the objective would be to attract customers into
a store (Ryan, Jones, 2012). The objective of a company website depends on industry, but
generally it will be an action which results in profits. The main goal of a company’s website
should always be the conversion of website traffic to sales (Ryan, Jones, 2012), and thus
everything on the site should be centered on this. In other words, the website serves as a
transformation engine for the traffic being sent to it by other digital marketing platforms. The

conversion can be achieved in a different manner of ways (Ryan, Jones, 2012);

e Directly: via products and service information, online ordering and sales functionality,
newsletter sign-up, etc.
e Indirectly via business and brand information that builds trust, and content that

encourages repeat Vvisits.

Companies have the power and freedom to design and change their website to whatever fits

their needs. However while creating a website might be easy, there is a significant challenge to
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design a site that is easy to navigate and attractive to the customer, in order to achieve repeated
customer visits and repetition (Kotler & Armstrong, 2011). In order for a company website to
be effective, it must combine the goals of the business with the needs of the customers.
Otherwise the company runs the risk of building a website that their customers are not
comfortable with, where users can’t easily find the information they are looking for or are
interested in. The first step to be considered when designing a company website would be to
determine what the over-all goal of the website is and determining the target group. Because
different types of websites appeal to different users, a company must design their website in

order for it to attract their target market (Ryan, Jones, 2012).

To ensure that a company website is working as it should, the traffic on the site needs to be
measured (Stokes, 2011). Website analysis should always account for a company’s marketing
campaigns (Stokes, 2011). Other various digital marketing tactics such as search engine
marketing or an Email campaign could end up being unsuccessful if visitors leave the website
without completing the goal of the company’s site; that is to turn the sites visitors into customers
(Stokes, 2011).

To ensure that a company website is achieving the intended goals marketers must measure
performance indicators metrics which indicate whether objectives are being met (Stokes, 2011).
Website traffic is relatively simple to monitor and every website must to be analyzed based on
its main purpose. Marketers can use website analytics packages to measure all the relevant

factors of a digital marketing campaign. These factors are shown in table 4.

Table 4. The measurable factors for a website

Website measures Definition

Entry page The first page the user visits

Landing page Part of a web site used for direct responses from a defined marketing effort
Exit page The last page the user visits and exits from

Visitor duration The length of a visit.

Click through The number of user clicks

Click through rate  The number of clicks divided by the number of impressions.

Click path Single page visits divided by entry pages. Bounce rate is one of the most
significant metrics for marketers to measure, high bounce rate can indicate
high user dissatisfaction with a web site

Conversion The completion of an action by a visitor
Source Stokes (2011).
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This information generated from measuring these factors can then be used to redesign the site
in order to better serve the customers and reach the company’s goal (Stokes, 2011).

As mentioned above, a vast majority Icelanders use the internet as their first means when
looking for information about products and services. According to a study done by Capacent
61% of Icelandic internet users age 16 to 54 go to a company website when looking for
information on product or service they are thinking of buying (Gudmundsson & Hauksson,
2009). It is estimated in official statistics that 85% of the Icelandic companies have their own
website, 78% offer price and/or product list for customers on their website and 35% of them
offer the possibility to order products or services over the internet (Iceland’s Statistics office,
2013). Since the consumers seem to be more active online, it would be expected that a growing
number of businesses redirect their efforts to selling their products and/or services online,
especially in countries that have high internet usage among its citizens. According to the same
source, 20% of Icelandic companies reveal that it is too costly to begin offering products and
services on their website (Iceland’s Statistics office, 2013), 44% say the product or service is
not suitable for online sale and 16% mentioned problems with sending the product or service,
9 % claim problems with personal data security, and 8% mentioned problems with laws and
regulations. Despite these hindrances businesses must always follow the consumers and the

consumers are moving online.

Table 5. Best marketing practice for websites.

Website Best practice
Content A company website should contain
e Product and service information.
e General business and brand information that builds trust
¢ Content that encourages repeat visits
Also depending on the type of industry
e Online ordering and sales functionality.
o Newsletter sign-up, etc.
Design A company website must appeal to customers, investors, the media as well as its
own and possible future employees.
Effectiveness  Website analytics packages provide marketers with tools to measure all the relevant
measure factors of the websites effectiveness. The importance of the different metrics depend
on the type of business a company is in.
Bounce rate. Bounce rate is one of the most significant metric for marketers to
measure, high bounce rate can indicate high user dissatisfaction with a web site.
Conversion.
Data The data collected should be used to redesign the site in order to better serve the
customers and reach the company’s goals.
Source: The theoretical framework.
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3.2 Search engine

In order for a website to be effective customers (users) must be able to find it. Search engines
are the main tool that consumers use to find information (Hennig-Thurau et al. 2010;
Rangaswamy, Giles, and Seres 2009). Search engine results can display company websites
blogs, Twitter feeds, Facebook profiles and also posts on various internet forums. Search
engines therefore act as a doorway to the internet; consumers use them to find whatever they
are looking for online. The main objective of search engines is to drive internet traffic to
websites and according to Kotler & Armstrong (2011) search related ads are the most effective
way to get people to company websites. Because of this companies have a lot to gain form
search engine marketing in an effort to drive traffic to their company websites. According to
IAB search engine marketing accounted for 41% of all online advertising revenues in Q4 of
2013 (Interactive Advertising Bureau, 2014 April).

Search engines are based on algorithms which determine the displayed results; the algorithm is
built in away so that it displays results that closest resemble what the user is looking for (Stokes,
2011). As a practical example, Google uses over 200 different factors in their algorithm to
determine the ranking and relevance of pages (Stokes, 2011). The algorithm used by the search

engines are never revealed so marketers cannot use that formation to get an unfair advantage.

The search engines offer companies access to huge amounts of data on consumer behavior,
what they do and do not search for as well as what and how they buy (Fox, 2010). Using search
engines as a marketing tool, companies can reach consumers at the exact moment when they
are considering a purchase and provide them with information at the moment when they are
looking for it (Fox, 2010). Companies also have much to gain by using the search engines as a
marketing tool due to the traffic search engines generate. Search engines generate on average
nearly four times the internet traffic (41%) of social media websites (11%) (Reeves, 2011).
According to the website statisticbrain.com Google had 60,000,000 searches a day in 2000 but
in 2013 that number had grown to 5,922,000,000 daily searches. According to comScore
Google leads the US search market with 67.5% of total online searches in February 2014,
followed by Microsoft’s Bing with 18.4% and yahoo with 10.4% (comScore, 2014, March 20).
In the Icelandic market Google has 90% market share (Gudmundsson & Hauksson, 2009), due
to this overwhelming market share in the search engine marker this paper will only focus on

this company.

Search engine companies generate most of their revenue by selling advertising. The amount of
ads the search engine can sell relies on the number of users. Considering this fact, search
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engines must ensure that their algorithm comes up with the most relevant search results in order
to attract the most users. This suggests that in order to be seen in a search result a company
websites must make their sites relevant in the eyes of the user (Stokes, 2011).

As shown in table 6 search engine marketing can be divided into two categories, organic and
paid results (Ryan & Jones, 2012).

Table 6. Search engine marketing categories.

Categories

Organic results Places the results in the middle of the search engine results and is were
companies want to appear in order to increase traffic to their website.

Paid results Marketers can buy a way to the top of the search results pages for certain

keywords or phrases. This can be an effective method of generating more
search engine traffic, but more competitive keywords can become too
expensive for smaller businesses as the price rises as the popularity of those
terms increases

Source Ryan & Jones (2012)

3.2.1 Organic results

Organic results are not linked to financial influence of any kind and are therefore called natural
results (Stokes, 2011), they refer search results that appear due to relevance to the chosen
keywords. In order to attract and keep users, the organic results need to be consistently reliable.
Google’s leading market position can be directly linked to their superior algorithm which

presents highly relevant organic results (Stokes, 2011).

According to Fox (2010) users click on organic search results significantly more often than paid
results. The difference in clicks on organic vs. paid tends to vary significantly depending on the
source: from 85% clicks organic vs 15% paid (Fox, 2010), to 94% organic clicks vs 6% paid
(Towers, 2012). The reason behind this gap in paid vs organic results has been attributed to
trust, as over 70% of people claim to have more faith in organic search results (Prussakov,
2008). Not only does the organic search results get far more clicks than the paid ones, they are
also much more visible to users. According to Fox (2010) 50% of users look at the first paid
results while 100% look at the first organic result. Because users tend to look at organic results
rather than paid, the organic visibility becomes essential for businesses aiming to increase brand

awareness due to the increased visual stimuli (Fox, 2011).
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By not having an organic search strategy, companies are missing a fundamental part of their
business strategy and shutting out many potential customers who are looking for their business
(Fox, 2010). Even though organic results gets significantly more clicks and views than paid
results they can also be very hard to achieve and maintain, to get the top spot on the results
organically companies have to work hard which cost time and money. According to
Gudmundsson & Hauksson (2009) only a few Icelandic companies are actively working on
being seen through organic search results, which makes it a lot easier to get the top spot on the

Icelandic market.

3.2.2 Search Engine Optimization

In order for a brand or company to generate as much traffic as possible on their website it needs
to be listed on the major search engines and also be listed high enough to be seen by users (Fox,
2010). It pays to be on the top of the search results as that is where most users click. According
to Fox (2010) 62% of clicks are on search results that appear in the first page and 90% of clicks
are on the first three pagers. Other benefits of ranking high in the search results is that it
promotes brand recognition and users tend to perceive search engine results as an indication of
brand authority (Stokes, 2011). Due to the high click rates on the first page, the main objective
for marketers materializes on appearing on the first page of the search results for their particular
area of business. To be able to achieve this goal marketers use what is called search engine
optimization (SEO). SEO gives marketers the opportunities to place their company or brand in
front of the competitors, on a platform where consumers are looking for their products or
services. SEO also plays a key role in customer acquisition by ensuring that a company’s
message will appear in in the search engine results, allowing marketers to reach potential
customers (Stokes, 2011). By optimizing a website for search engines, marketers have also
constructed a site that is clear, relevant and well-designed resulting in a better user experience

and making SEO a key player in customer retention (Stokes, 2011).

Making a website more search engine accessible involves making the content accessible to the
search engine by removing technical barriers (Ryan & Jones, 2012). Key phrases are what the
users think is relevant to their search and the search engine delivers the results most relevant to
those phrases, because of this it is a crucial factor for websites to contain keywords that are
likely to be used by the target audience (Stokes, 2011). When choosing key words for a website

the most important factors to consider are:
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1. Search volume; which makes reference to how many searchers are using that phrase.

2. Competition; that is how many websites are also targeting these phrases.

Finding keywords involves narrowing down words users utilize to describe the business. When
the most relevant terms have been found, SEQO is achieved by; making relevant changes to the
markup language of the website (HTML code) and structure of the site, to involve the relevant
key words. Because the results are based on an algorithm that is changing all the time and never
revealed, SEO becomes a continuous process, but done right it can be a very effective way to

generate new business

3.2.3 Paid results

The search engines attract users with the organic results but get most of their revenues from
paid results (Stokes, 2011). Paid search results consist of sponsored or paid for search results
and are shown together with the organic results (Stokes, 2011). Paid search marketing is similar
to traditional advertising; it displays a relevant text ad with a link to a company website when
the users type specific phrases into the search engine (Chaffey & Smith, 2008). Paid search
results are distinguished from the organic results and are usually displayed on the top and on
the right side on the results page (Stokes, 2011). Marketers are able to achieve somewhat higher
conversion rates with paid than organic search due to the fact that users have sought out the
paid ad when they click on them (Chaffey & Smith, 2008). Studies have shown that being
visible in both organic and paid search results will lead to more clicks than just being visible
on either one (Yang & Ghose 2010). The rankings of paid results depend on keyword auctions
where marketers can bid on the keywords (Edelman, Ostrovsky, and Schwarz 2007; Varian
2007).

3.2.4 Potential benefits for Icelandic companies

Because of the benefits of being visible on the results, search engine marketing gets the biggest
chunk of the marketing budget in many countries, while in the Iceland market according to
Nordic eMarketing, the search engine marketing gets a very small portion of the marketing
budget (Gudmundsson & Hauksson, 2009). When put into perspective, some Icelandic
companies might be losing out by not putting more emphasis on the search engine marketing.

As mentioned above 72% of the Icelandic consumers look for information about products and
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services on search engines. With this fact in mind, the importance for Icelandic companies of

investing in search engine marketing becomes even more evident.

Table 7. Best marketing practice for Search Engines.

Search Engine marketing Best practice

Goal The goal of using search engine for marketers is to get users to the company
website and increase brand recognition.
Approach Search related ads are the most effective way to get people to company websites.

Most users click on the top results so listing high in search results promotes brand
recognition and can be seen as an indication of brand authority.

SEO Optimizing a company website improves the ranking for specific keywords.
Marketers choose key word and phrases that customers use to describe the
business. The key word and phrases should include the company’s products and
service as not all search engine users are looking for specific companies.

Organic Organic search results get far more clicks and are more visible as 100% look at the

results first organic result

Paid results Paid results can be a better choice for companies with bigger budgets who do not
what to spend as much time on SEO. Competitive keywords can become
expensive as many companies often operate in the same industry.

Organic & Being visible in both organic and paid search results will lead to more clicks than

paid just being visible on either one.

Source: The Theoretical framework.

4 Banner ads

A banner ad refers to an online advertisement with a graphic image that appears on a website
(Stokes, 2011). The banner ads have been around since 1993 and are therefore among the oldest
forms of digital marketing (Stokes, 2011). Marketers buy space on websites where the banner

will pop up in rotation every time a user visits the page (Ryan & Jones, 2012).

Today banner ads are very popular as a marketing tool and can be seen on various websites. In
order to make them more appealing to the viewer the banners are usually related to the site or
content of the website they appear on (Ryan & Jones, 2012). Marketers can choose between
many different types of banner ads page (See table 8)
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Table 7. Types of Banner ads

Banner Type Description

Floating ads Banner ads that float on-top of the page.

Rich mediaads  Expand when users click or roll over and have an extensive potential for
interactive content, like videos.

Wallpaper ads Change the background of the web-page.

Trick banners Are designed to look like operating system or browser dialogue boxes instead of
ads and include buttons.

Polite ads Refers to an ad that downloads in fragments rather than all at once in order to
minimize the distraction for the viewer.
Pop-up ads Ads that open up on top of the current page. Pop-ups were popular during the

early days of internet advertising but due to user annoyance most internet
browsers have pop-up blockers today.

Pop-under Similar to pop-up but open up behind the current page or active window.

Leaderboard Can contain text, images, and animations. By clicking the board the user gets
directed to the advertiser's website. This type is one of the largest display ad
formats available.

Big box ads Located on content pages where users spend great amounts of time reading
articles; is also among the largest display ads available.

Source: Stokes (2011)

Same as other digital marketing platforms banner ads results are easily measurable (Stokes,
2011). Marketers can monitor almost every aspect of a banner ad campaign, from what banner
ad was clicked, to what the users did after they clicked the banner, for example if the user makes
a purchase or not (Stokes, 2011). Another benefit of using banner in a campaign is their high
customizability. If a banner is not generating enough clicks it is relatively easy to change the

banner and customize to increase effectiveness (Stokes, 2011).

Most marketers rely on click-through-rate to measure the effect of banner ad campaigns
(Fulgoni & Morn, 2009), that is how many clicks or direct responses a banner gets over a
specific time period, but click-through rates are not an accurate indicator of the overall
effectiveness of online display advertisements (Fulgoni & Morn, 2009). With click-through-
rate at about 1% banner ads seem to have limited effect. Studies have shown that the use of
clicks as a single measurement of banner effectiveness, may undervalue banner ads as an
advertising medium (Briggs & Hollis 1997; Dreze & Hussherr 2003; Yoon & Lee 2007).

When a banner ad is displayed it generates an impression on the viewer (Ryan & Jones, 2012),
and so because the banner ads are based on visual stimuli they become an ideal channel for
promoting and building brand image (Stokes, 2011), as banner ads have been linked to higher

brand awareness, brand preference and purchase intentions (Briggs & Hollis 1997). Some
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research have also found that exposure to ads can generate a positive effect on succeeding ad
evaluation (Yoo et al. 2009), suggesting that exposure to banner ads causes perceptual priming,
that improves consumer preference towards the advertised brand.

Therefore measuring the effectiveness (success) of online display ads can be a challenging task.
If the goal of the banner ad is to increase brand recognition click rates do not give an accurate
measure of the success. If marketers only relied on click through rates as a measure of the
effects of banner ads they would probably not use them at all as according to research by
comScore 84% of internet users never click on banner ads and only 8% of users are responsible
for 85% of the clicks (comScore, 2009, October 1). Icelandic internet users seem to be more
willing to click on banner ads, according to a study done by Capacent for Nordic eMarketing,
they found that 27% of Icelandic internet users click on banner ads at least once a week
(Gudmundsson & Hauksson, 2009). According to that study there are even more benefits for

Icelandic marketers than the U.S ones from using banner ads.

Banner ads can have many other benefits even though they do not get clicked (Fulgoni & Morn,
2009), this includes more traffic on the company website, increased searches via the search

engines, higher likelihood of customers buying the products online and in the company store.

Companies can also use banner ads that encourage users to interact with the banner (Chaffey &
Smith, 2008). The effectiveness of these banners can be assessed through “Interaction Rate”
which refers to the number of interactions with a banner divided by impressions. Interaction
rate is usually ten times higher than click through rate if the targeting, offer and design are right
(Chaffey & Smith, 2008).

One of the main challenges for marketers using banner ads as well as some other digital
marketing that is visual stimuli reliant is that web users have started to show selective attention
when surfing online. This is, in short that they have learned to ignore ads that get in the way of
what they are looking at or doing on the internet. Selective attention for banner ads can include
banner blindness, which refers to an ability of internet users to never fixate their eyes on things

that look like banner ads in shape or position on the page (Ryan and Jones, 2012).
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Table 8. Best marketing practice for banner ads.

Banner ads Best practice

Brand image  Banner ads generate an impression on the viewer and are based on visual stimuli
they are an ideal channel for promoting and building brand image.

Landing Site  Banner ads should always bring the user to the appropriate site according to the
banner.

Type Banners that encourage interaction and engagement, they can be up to ten times
more effective than regular banners.

Measurement  Click through rate.
Interaction Rate for interactive banners.
Increased searches and traffic on company website
Increase in sales.

Source: The Theoretical framework.

5 Social media marketing

The social media networks, also known as customer generated media, are revolutionizing the
digital world, the way people communicate and the manner in which marketers use to reach
their customers. According to emarketer.com the majority or about 88% of B2C marketers rely
on social media to get their message out to the consumers (eMarketer, 2013 October 24). Social
media has changed not only the way people spend their time online but also how marketers
spread their messages (ComScore, 2011 July 26). The appeal of the social media sites for
brands, companies and marketers has always been the ability to build online communities, the
opportunity to engage with the followers and maintain contact. Organizations use online
communication to target potential customers, identify market trends and implement marketing
strategies (Hogg, 2010).

Before the introduction of social media on the internet, companies and brands put most of their
online emphasis on their brand websites, and although these sites are still important today the
emphasis has been increasingly shifting to the social media sites (ComScore, 2012 June 12).
Facebook has become a powerful marketing and advertising platform over the past few years,
for example 100% of the Ad Age Top 100 Advertisers have a brand Facebook page (ComScore,
2011 July 26). This trend is part due to the fact that Facebook brand regularly outperform their
corresponding brand websites in terms of visits (ComScore, 2012 June 12). For example the
brand Skittles had 23,000 visitors on their brand site in March 2012 while the Skittles Facebook
brand page got 320,000 visitors or 14 times more than the brand website (ComScore, 2012 June
12). Still Facebook brand pages themselves do not serve as a primary means of brand
engagement because Facebook users spend most of their time on the newsfeed rather than
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visiting brand pages (ComScore, 2012 June 12). So the newsfeed ends up being the primary
channel for brand exposure.

Due to the ability to achieve consumer engagement via social media, many brands have invested
in marketing campaigns on these developing online communities. This trend becomes evident
when looking at the numbers, as 90% of Inc. 500 companies (500 fastest growing private
companies in the U.S.) use at least one social media site and 62% view social media as necessary
to their growth (Cohen, 2013). Many of the large major brands can get a lot of followers that
identify with the brand, Coca Cola for example had over 81 million fans/subscribers on
Facebook in April 2014. However, it is not only the major brands that are becoming more active
on the social media platform. Small and medium-sized businesses are investing in social media
at an increasing rate, and their investments are generating profits (eMarketer, 2014 March 11).
Almost three-quarters of small and medium-sized businesses in the U.S. that had experienced
a significant growth in revenues over the last year had increased spending on social media and
social ads and at least 8 in 10 claim that social media is effective for distributing content,
generating word-of-mouth (eMarketer, 2014 March 11).

The biggest social networks today are Facebook, YouTube, Twitter and Google+ (Baur, 2013).
In January 2013 Facebook had 1 billion active users all over the world, YouTube had 800
million and Google+ had 343 million, closely followed by Twitter and LinkedIn with 200
million active users each (Baur, 2013). Because so many internet users are active social media
users the sites become a very attractive and inexpensive way for brands to stay in touch with

their customers and increase brand awareness.

5.1 Benefit to marketers

The benefits for companies and brands from social media are many, as mentioned above they
can connect with consumers and get their message across in an inexpensive manner as well as
build brand awareness. Organizations also use online communication via social media to target
potential customers, identify market trends and implement marketing strategies (Hogg, 2010).
For companies social media sites can be very effective in both attracting new customers as well
as engaging existing ones. The biggest advantage companies get with social media marketing
is the amount of data; marketers now have the opportunity to analyze their customer
demographics in an easier and more cost effective way than ever before. With this information

marketers can customize their campaigns to their target audiences and share significant content.
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Facebook has enabled consumers to identify brands they are interested in and therefore
established a connection between the brands and the consumers. This is of great interest to
marketers as they can communicate information about the brand, products and services directly
to their customers that of their own free will opt in to get messages from the brands. Facebook
users show their opinions towards a brand by liking the brand or as also known as becoming a
fan. Users can express their feelings towards a brand due to self-expression, referral of the brand
to friends, communicating with the brand, and receiving deals and promotions (ComScore,
2011 July 26).

As mentioned above, Facebook users spend most of their time on the newsfeed, the newsfeed
offers marketers an opportunity to reach and engage with existing and potential customers. For
the top 100 brand pages there are other 34 friends of fans that can be reached for every Fan
according to ComScore (ComScore, 2011 July 26). This fact can be extremely valuable for
brands according to a Nielsen report, 92 % of consumers trust a friends recommendations over
traditional ads and that ads that are endorsed by a friend, generates 55% higher ad recall
(Nielsen, 2013 September). This higher trust does not only apply to friends as 68% trust
consumer opinions posted online (Nielsen, 2013 September). Due to the effect of positive
comments on consumer behavior, companies are interested in using them for spreading a
positive brand image among customers. As a result many companies have begun to invite
customers to rate their products or services. User comments are part of online word-of-mouth.
By monitoring the comments on social networks such as Facebook and Twitter organizations
can use them to improve their products and services. Negative comments can also provide

information on limits and possible opportunities for improvement of products or services.

5.2 How it works

Companies can engage in social networks in two ways according to Kotler & Armstrong (2011):

1. Join in on existing social networks; many major brands have joined social networks
such as YouTube, Google+, LinkedIn and Facebook.

2. Set up their own sites, companies can also launch their own web communities in order
to create a relationship between the brand and important customers, such communities
are usually brand or product specific and the owners have a much better control over

the content.
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The goal of both is to make the brand a part of consumers’ conversations and their lives. Many

major brands have joined social networks such as YouTube, Google+, LinkedIn and Facebook.

There are three ways for brands to seek audience on Facebook (ComScore, 2011 July 26).

Through fans that are those users who explicitly “like” the brand

e Friends of fans. Friends of fans is understandably a much larger group of consumers
than the fans themselves, the reach of branded content among friends of fans is far
greater than the reach among fans

e Sponsored posts.

According to AdAge (2012, January 27) only around 1% of fans engage with a brand message,
this fairly low engagement can still be beneficial to brands as according to smartinsights.com
(13. November, 2013) click-through rates for display ads stand at around 0.1% which makes

the engagement on Facebook 10 times greater.

5.3 Measuring results

Many of the companies that market their brand on Facebook seem to rely on counting Facebook
“likes” or fans as a marketing performance measure. According to ComScore the value of a
“like” for brands can be assessed in three ways Reach, Engagement and Amplification
(ComScore, 2012 June 12) (See table 10).
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Table 9. Value of “like”

Assessment Description

Reach Facebook uses an algorithm to determine what pops up on the newsfeed based on
relevance to that user, similar to the search engines. Brands that the user interacts
more regularly with, either through messages, views, likes or comments are more
likely to appear in the newsfeed of that user. This is known as fan reach. In order to
increase the chance of the content appearing in the user newsfeed, marketers need
to be frequently publishing content that is appealing to the user. Marketers can also
use Facebook’s ad platform to extend their reach, that way a post is promoted by
Facebook in order to make sure it reaches a much larger percentage of the brands
fans than marketers can ever reach with the organic reach.

Engagement  Engagement with brands on Facebook means likes, shares, posts, and check-ins.
When the users like or post on content on Facebook it appears in the newsfeed of
their friends and if they share that same content is also appears and stays on the
page it was shared on, either the users own page or a friends page if shared there.
This makes it very beneficial for marketers to generate content that users want to
share or engage with, in some way as they are able to get much greater reach.
Check-ins works the same way as friends of the user gets a notification when the
user checks in.

Amplification Increasing the reach of a brand message through the user’s network is called
amplification, happening when fans work as a channel for brand exposure to friends
within their respective social networks. According to ComScore average brands
from the top 1000 brand on Facebook can achieve an amplification of 81x due to
factors like fan reach. Brands are sometimes able to double the reach of their posts
through friends of fans. Facebook also offers sponsored stories as a means to
promoting brand engagement to friends of fans.

Source: ComScore, (2012 June 12).

In 2012 Facebook restricted organic reach in order to get companies and brands to use
Facebook’s ad platform. Facebook defines Organic Reach for a brand post as “The number of
unique people who saw your post in News Feed or on your Page, including people who saw it
from a story shared by a friend when they liked, commented on or shared your post, answered
a question or responded to an event” (Facebook, 2014). In February 2014 Facebook limited the
organic reach of brand pages to about 6% according to social@ogilvy, a drop of 49% from top
levels in October 2013 (social@ogilvy, 2014 March 6). The organic reach is now around 2%
and is suspected to go as low as zero in the near future for Facebook pages with more than
500.000 followers (likes) (social@ogilvy, 2014 March 6).

With the possible end of the organic reach on Facebook, as the company seems to be moving
from earned reach to a strictly paid reach companies and brands must find new ways to stay in
touch with their followers in the future. One possibility is to pay for results, moving more
towards paid results brands must be more selective in what they publish and promote

(social@ogilvy, 2014 March 6). Marketers will still able to get their message through to their
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followers by organic means, by creating interesting and engaging content that consumers are

likely to share and discuss, thus relying on the content to go viral on the social media.

5.4 Potential benefits for Icelandic companies

In Iceland 81.7% of internet users use social media sites such as Facebook and Twitter, when
taken as a portion of the population instead of just internet users it is extracted that 79% of the
population age ranging between 16-74 use social media (Iceland’s Statistics Office, 2013). As
these numbers indicate social media is quite big in Iceland and there should therefore be much
to gain for Icelandic companies that sell to the Icelandic market. Icelandic companies have been
following the trend of the consumers as 59% of Icelandic companies use social media as part
of their marketing, which is the highest amongst the European countries, with a mean of 52%
(Iceland’s Statistics Office, 2013). When asked what they did on the social media sites 30% of
the Icelandic companies mentioned monitoring the opinions of the customers, 8% said to get
customers involved in research and development of products and services (Iceland’s Statistics

Office, 2013), which is fairly low compared to a 9% mean among the other European nations.

5.5 Challenges
Although it seems easy to do, social media marketing must be done right. Being successful on

social media networks presents challenges and most companies are still experimenting with
how to use them successfully, and the overall benefit can be hard to measure (Kotler &
Armstrong, 2011). The complex environment of social network marketing can also be
challenging to navigate. Many businesses seem to be running into problems with marketing
their brand on social media because they lack clear strategy and use marketing on social media

because they feel they should be part of it and not because its fits their overall business strategy.

One of the main challenges for marketing brands on social media is that there seems to be an
increasing trend amongst consumers to object to major companies collecting their data via
social networks. Recent data suggests that 75% of social media users do not want big companies

to use their information for commercial purposes (Hart, 2013)

One of the challenges for marketers that use social media as a marketing platform is that social
media sites along with other social networks are generally user controlled and therefor include
a big risk. If a customer is unhappy with a product or service and complains openly on the
company’s social network, other potential customers might be affected by the negative
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comments (Kotler & Armstrong, 2011). Companies must always act quickly in order to steer

away from such disasters. If done right, companies can show their potential clients that their

customer service is good due to many positive comments about the brand on their social

network site.

Despite these challenges social media offer considerably more benefits to businesses.

Companies should try to reach their target clients via the consumers preferred medium and keep

in mind that 80% of social network users prefer to connect with brands via Facebook

(Jorgensen, 2012). Also 47% of Americans say that Facebook has more influence on their

purchasing decisions than any other social network (Baer, 2012).

Table 10. Best marketing practice for Social media.

Social media Best practice

Obijective

Engage with
customers.

Customer
targeting

Customized
campaigns
Brand image

Listening to

customers

Promoted
posts
Organic reach

Content

Companies should have clearly defined objectives for their social media otherwise
they can run into problems marketing the brand.

Social network users prefer to connect with brands on social media sites so
companies should use the sites such as Facebook to engage with their customers.
Companies should have clearly defined guidelines on how to speak with customers
on social media to make sure the company voice is always the same.
Organizations also use online communication via social media to target potential
customers, identify market trends and implement marketing strategies (Hogg,
2010).

Companies should analyze their customer demographics and customize their
campaigns to their target audiences and share significant content

Positive comments can have a positive effect on brand image, so encouraging
followers to write comments can be beneficial for companies.

Companies should monitor user comments on social media sites in order to
improve their products and services. Unanswered negative comments can be
damaging for the brand image so companies must answer negative comments from
customers.

In order to get the brand message to the social media user’s marketers must use
promoted posts.

Organic reach has been restricted on Facebook as the company seems to be
moving from earned reach to a strictly paid reach.

Companies should generate content that users want to share and engage with.

Source: The Theoretical framework.
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6 Email

Every Email sent from a company to potential or current customers can be defined as Email
marketing (Stokes, 2011). Email marketing is one of the oldest but still one of the most effective
digital marketing strategies available (Stokes, 2011). When companies plan to build and/or
maintain a personal relationship with their customers Email marketing becomes a vital platform
for marketing communication (Ellis-Chadwick, Mayer & Johnston, 2009), it lets marketers
send targeted, personalized, relationship-building messages to current and potential customers
(Kotler & Armstrong, 2011). Because of this many companies use Email marketing as part of
their overall marketing strategy. According to a study by the Direct Marketing Association,
79% of all direct marketing campaigns employ Email, and Email marketing spending is
estimated to reach $2 billion in 2014 in the U.S. (Sisodia, Wolfe, and Sheth, 2007).

When used properly, it can be a very effective direct marketing tool. One of the main reasons
behind Emails popularity and effectiveness is its cost effectiveness, high target ability,
customizability and measurability. Emails sent by companies to customers or potential

customers include:

e Transactional Emails

e Newsletters: do not have to be ads and are sent to provide information to the customers
and are tended for long term goals

e Promotional Emails: are sent to inspire a purchase

e Retention based Emails

Due to extensive usage of Email as a means of communication between consumers, Email
marketing has the advantage of low start and distribution costs. Email marketing makes targeted
distribution of promotions such as discounts and coupons fairly easy and affordable (Moustakas
et al., 2006). It has the ability to maximize retention and value of customers and thus lead to
higher profits (Stokes, 2011). The low cost, high retention and target ability of consumers
makes this marketing tool one of the most cost effective strategies available. As a matter of fact,
Email marketing campaigns can produce up to twice the ROI of the other digital marketing

platforms such as banner ads (Pavlov et al., 2008).

Although Email can be very effective as a marketing tool its effectiveness varies. According to
Ellis-Chadwick & Doherty (2011) there are a number of factors that influence the effectiveness
of an Email marketing campaign. The most important factors are the sender and subject line.

The first thing that the receiver sees is the sender and the subject line. If the sender is unknown
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odds are that the Email will not be opened, also if the subject line does not interest the receiver
the Email is likely be deleted unopened. The subject line of the Email must be able to get the
attention of the customer fast and get him/her to open the Email, otherwise there might be no
other opportunity for attention and the message could be deleted and therefore the benefit of

the Email is lost.

The attention of the receiver has to flow from the subject line into the message, as it will not
happen the other way round (Ellis-Chadwick & Doherty 2011), therefore the marketers must
put a lot of creative thinking into the subject line in order to be more successful in their Email
marketing campaign. Other factors that come into play for the success of Emails as a marketing
tool are personalization to the specific customers as well as interactive features and links to a
website (Ellis-Chadwick & Doherty 2011). Research has also shown that Emails that include

discounts have a higher open, click and transaction rates (eMarketer, March 17. 2014).
To assess the effectiveness of an Email campaign, marketers can measure:

e The number of delivered Emails

e Bounce rate (The failed delivery of an Email)

e Number of opened Emails

e Numbers of those who unsubscribe: if loss of subscribers is high the company might not
be meeting the customers’ needs with the Emails

e Passon rate

e Click-through rate

e Conversion rate

As with other marketing tools Email marketing has some challenges that marketers must be
aware of. Emails can be very intrusive due to the high volume of spam. Receivers can therefore
be irritated when receiving Email ads and that could potentially hurt the brand image (Kotler &
Armstrong, 2011). To tackle this problem most companies now use some form of permission-
based Email marketing where only the customers who have opt in to get Emails receive them
(Kotler & Armstrong, 2011). Consumers tend to react positively to permission-based
advertising. When used in direct marketing permission based Email advertising has similar
features as SMS permission-advertising (Rettie, Grandcolas, & Deakins, 2005), which has been
shown to produce a positive attitude towards brands (Tsang, Ho, and Liang, 2004). Permission-

based Emails have become the norm due to customer’s complaints. So in order for a company
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to run a successful Email marketing campaign they first have to build a data base of customers

that have agreed to receive Emails from them.

The main incentive that marketers use to get permission from customers or get them to "opt in"
to a company’s mailing list is the expectation that they will receive something that matches
their interest (Grunert, 1996; Gengler and Thomas, 1995), as customers are more likely to open
these Emails. Because of this, marketers should benefit by dividing their customer base into
different segments according to their interest. According to Nasco and Bruner (2008) the
relevance of the message to the receiver is a significant factor for effectiveness of digital
advertising. Other factors that influence the open rate of Emails are the length of an Email.
Shorter Emails, as determined by the number of scrolls needed to read, have higher click
through rate (Chittenden & Rettie, 2003), longer Emails increase the likelihood that the receiver

will unsubscribe from the Email list.

Table 11. Best marketing practice for Email marketing.

Email Best practice

Sender & The sender must be someone the receiver recognizes otherwise the email will

subject line most likely be deleted. The subject line of an email must be able to get the
receivers attention

Length of an The email objective should determine its ideal length. Shorter emails, as

email determined by the number of scrolls needed to read, have higher click through
rate longer emails increase the likelihood that the receiver will unsubscribe from
the email list.

Content Emails that contain discounts have a higher open, click and transaction rates

Frequency Frequency of emails is important for building customer relationships too many

can annoy and too few could lose the receiver’s interest.

Personalization Personalization should improve click-through rates

sender and The first thing that the receiver sees is the sender and the subject line. If the

subject line sender is unknown odds are that the email will not be opened, also if the subject
line does not interest the receiver the email is likely be deleted unopened

Building an Companies must always ask for permission before sending Emails to customers or

Email database

Effectiveness
measure

potential customers. Due to the high volume of spam recipient of emails can
become irritated which could potentially hurt the brand.

To effectively assess the success of an email campaign marketers must measure;
The number of delivered emails

Bounce rate (The failed delivery of an email)

Number of opened emails

Numbers of those who unsubscribe: if loss of subscribers is high the company
might not be meeting the customers’ needs with the emails

Click-through rate

Conversion rate

Source: The Theoretical framework.
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7 Mobile

Driven by the fast technological advancements marketers have an increasing number of
marketing opportunities to choose from. Since the introduction of smartphones, tablets and
other mobile devices marketers have had the ability to reach and interact with consumers
anywhere and anytime. Mobile marketing campaigns can drive consumers to company websites

and also allows users to conduct online searches for products and services.

There are various ways for marketers to engage with consumers via mobile devices (Stokes,
2011), (See table 13).

Table 12. Mobile marketing platforms

Mobile Marketing Description

Mobile Website  Due to the size constriction of some mobile screens mobile websites must offer
a simpler version of the original site, including only the essential content that
the users need and want.

Mobile Apps One of the newer opportunities available to marketers is the mobile app. In-app
advertising can be in the form of banners, pop ups or full screen ads. One of the
biggest benefits of the in app ad is that it offers users with an interactive
experience. The mobile app market has grown considerably over the last few
years both for the android market via Google play and the apple market via the
iStore. The smartphone gives the user the opportunity to redesign the purpose
of his device by his choice of downloadable apps. In-app advertising offers
marketers the opportunity to target their customers directly via their mobile
devices.

SMS Short Message Services or SMS is the world’s largest data application and offers
a two way communication. SMS presents a way to send marketing messages to
a specific target segment at a particular time.

QR Code Quick Response Code or QR offers a convenient way to share product or
promotional information. QR Codes also offer a way to activate offline
advertising and therefore make it interactive and measurable. A newspaper ad
can include a QR code which takes users directly to the company website or to a
campaign specific site.

Source: Stokes (2011)

The smart mobile devices are fast becoming more and more central to people’s lives, as
consumers spend more and more time on them. In the US for example consumers spent 11.7%

of their time on mobile devices in 2012 (MillwardBrown, 2012), and this trend is likely to
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continue to grow. In 2013 47.5% of Internet users at age 16-74 used Internet enabled mobile
devices up from 44.2% in 2012 (Icelandic statistics office, 2014).

Due to the increase in popularity of mobile devices marketers are increasingly integrating them
into their marketing strategy. According to eMarketer (January, 9. 2014) the fast adaptation of
mobile devices among consumers fueled a significant change in mobile marketing and mobile

ad spending are estimated to grow by 62.1% in 2014 topping at $29.4 billion.

In order to run a successful mobile ad campaign companies must provide useful information
and offers that will make consumers want to receive the ads. Many companies how operate
mobile websites, optimized for mobile devices and some have even created apps to involve
customers with their brand name and sometimes to help them buy the company’s products
(Kotler & Armstrong, 2011). According to MillwardBrown (2012) a good mobile app or a
website is free, fast, clean and easy to use. It should also explain what it offers, be focused on
ease of use, deliver something of value and not prone to crash. A good mobile ad is engaging

and interactive (MillwardBrown, 2012).

If done right mobile marketing can be very beneficial for companies as mobile ads tend to have
3 — 4 times the impact on all brand metrics than traditional online ads, also according to the
MillwardBrown (2012) research 35% of mobile users have improved opinions of a brand after
receiving deals and promotions on a mobile device. Thus mobile marketing has been shown to
be very effective at brand building as well as being very flexible and can play a diverse part in

the marketing mix (MillwardBrown, 2012).

Much of the mobile marketing comes in the form of Emails and SMS, which share many
similarities, and many of the same rules apply to mobile marketing as Email marketing.
According to Barwise and Strong (2002), consumers react favorably when they choose to

receive SMS messages.

7.1 Challenges
Since mobile marketing is relatively new to both consumers and marketers, attitudes of

consumers to mobile marketing can easily change in the near future. Further research is needed,
in order to get a better idea of how consumers will react to the innovative marketing
opportunities the smart devices offer. In 2012 just 17% of smartphone users saw mobile ads in
a favorable way, compared to 34% for online display ads (MillwardBrown, 2012). Marketers
can improve the attitudes towards mobile marketing by showing more respect for the platform
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and the consumers (MillwardBrown, 2012). Research has shown that if mobile marketing is
done wrong consumers can become irritated and therefore negative towards the company brand
(Kotler & Armstrong, 2011). In order to keep a positive company brand marketers must limit
their usage of messages sent to mobile devices. Three messages a day from all marketers
combined has been shown to be optimal (Barwise and Strong, 2002). So advertisers should

limit their amount of messages sent.

According to Hart (2008) consumers view their mobile devices as part of their personal space
and are very sensitive to privacy issues regarding their devices (Hart 2008). Because mobile
devices are perceived as personal, permission and privacy should be the basis of any mobile
campaign (Stokes, 2011). According to Barnes and Scornavacca (2004) getting permission
from the receiver before sending messages will lead to higher acceptance and effectiveness of
mobile advertising While most consumers are tolerable towards mobile marketing, still only
few consumers see it as a positive thing (MillwardBrown, 2012). Ignoring these facts and
sending the consumer endless amount of messages will end up being unsuccessful and most
likely harmful because of the annoyance they will cause the consumer. It is therefore very

important that marketers strive to be sensitive about consumer’s privacy.

Table 13. Best marketing practice for mobile devices.

Mobile Best practice

Frequency Three messages a day from all marketers combined has been shown to be optimal.

Permission Marketers must get permission from the receiver before sending messages, that
will lead to higher acceptance and effectiveness of mobile advertising

Message type  Mobile users tend to have improved opinions of a brand after receiving deals and
promotions on a mobile device.

Website Because consumer are spending more time on mobile devices companies should
offer their website in a mobile version or make it accessible through an app.

Email & SMS  Email & SMS permission based advertising has been shown to produce a positive
attitude towards brands

Source: The Theoretical framework.

8 Blogs

A blog is a frequently updated online diary or news source that has become a significant channel
for online word-of-mouth (Chaffey, 2009). Blogs can combine text, images, and web-links to

other pages and to other similar or related media (Chaffey, 2009). There are millions of blogs
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along with social networks online, offering personal opinions, reviews, and recommendations

and the rest of the online world is listening and answering (Kotler & Keller, 2012).

Blogs can be highly effective as a marketing platform as they are highly contextual and fixated
on a one issue, so the theme of the blog can accord with a company product (Mller et al 2011).

Also blogs reach consumers that are interested in the subject (Papacharissi 2007).

A significant factor for blogs is that the readers have the option to leave comments on many of
the blog sites, this makes the blogs an interactive communication tool. The comments offer
consumers a platform to post their personal opinions, reviews, ratings, and recommendations
on almost any issue, there are many blogs consumers can use and their numbers continue to
grow (Kotler & Keller, 2012).

Popular blogs can have the ability to create powerful opinion leaders; many of them review
products and/or services and may have thousands of followers which makes them very
important to brands (Kotler & Keller, 2012). These blogs are also often one of the top search
results for certain products and brands on the search engines which makes them even more
important to company brands. Due to the fact that popular blogs are able to appear at the top of
search results and have the ability to create opinion leaders there is a big potential for massive
exposure for brands through blogs. According to Ryan & Jones (2012) companies are able to
achieve more exposure if picked up by a popular blogger than with many traditional marketing
tools. According to one study up to 92.3% of internet users trust advice they get from strangers
on consumer blog reviews online while only 7.7% trust the description of the manufacturer
more (eMarketer, 2010 February 10) , which highlights the point that marketers must follow
closely what is being said about their company or brand online.

Because of the potential impact the bloggers can have on the consumers it becomes a crucial
factor to be able to monitor the online word-of-mouth in order to be able to take action if the
reviews are negative. Research has shown word of mouth to affect television ratings (Godes
and Mayzlin 2004), movie sales (Liu 2006), book sales (Chevalier and Mayzlin 2006), stock
prices (Luo 2009), customer acquisition through online networking sites (Trusov, Bucklin, and

Pauwels 2009), and new customer profitability (Villanueva, Yoo, and Hanssens 2008).

There are companies and various software programs that specialize in analyzing the online
word-of-mouth on blogs and social networks to help companies to assess the customers brand,

company or product perception.
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It’s not just the consumers who are blogging. Corporations and brands are now creating their
own blogs. According to Ryan & Jones (2012) company blogs should be used to deliver the
customer a personal insight into the company brand and as an engagement tool into the growing
online community and not as product or brand promotion. Companies can benefit from the
consumer engagement offered by the blog sites, they can either take part in a conversation on
existing blog sites or build their own. By taking part in a conversation on existing bog sites
companies are able to answer questions and try to prevent a misunderstanding that can exist
between the company and some customers. By constructing their own blog companies can
engage with consumers and show a personal side of the business, they can provide answers and
try to improve the customer experience. Company blogs can be used to feed information and
updates to consumers, and provide links to their marketing campaigns, show the expertise of
those within the company or whatever they deem relevant (Chaffey & Smith, 2008). Blogs as
well as social media can help to add a personal component to the brands and make human

connections.

Not all blogs are positive for businesses, as consumers can use the blog as a means of retribution
and revenge against companies they have had some kind of a bad experience with. Negative
reviews on blog sites are not always a bad thing. Negative reviews can actually sometimes be
helpful as some consumers view them as helpful and purchase the products despite the negative
reviews. They perceive the reviews as a personal taste and opinions of the reviewer that differ
from theirs. Consumers can sometimes learn more about a product through negative reviews

and they can result in fewer returns saving the retailers money (Kotler & Keller, 2012).

According to Capacent (2009) over 90% of Icelandic bloggers write about brands. About 80%
of Icelanders read blogs, which makes blogs an effective way to reach customers. Still the
Icelandic marketers seem to ignore this as only 15% of Icelandic companies use blog as part of
their digital marketing strategy (Iceland’s Statistics office, 2013), this also includes microblogs
such as Twitter. Because so few Icelandic companies are using blogs in their marketing
strategies it should be safe to assume that this is an untapped source for marketers in the

Icelandic market.
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Table 14. Best marketing practice for Blogs.

Blogs Best practice

Information Blogs should be used to deliver personal insight into the company brand and as an
engagement tool into the growing online community, not as product or brand
promotion.

Getinvolved  Companies should take part in the conversation on existing bog sites to be able to
answer guestions and try to prevent a misunderstanding that can exist between the
company and some customers.

Building a Companies should consider constructing their own blog. Company owned blogs

company blog offer an opportunity to engage with consumers and show a personal side of the
business, and also provide answers and try to improve the customer experience.

Monitor the Companies should monitor the online word-of-mouth and take action if reviews
online word-  are negative. Monitoring blogs can also help businesses to assess the customer’s
of-mouth brand or product perception.

High usage in  Because of the high usage of blog sites in the country Icelandic companies should
Iceland take part in blogs.

Brand Blogs offer a potential for massive exposure if picked up by a popular blogger.
exposure

Source: The Theoretical framework.

9 Multi Media marketing

In recent years it has become more cost effective to make and distribute videos and other forms
of multimedia suitable for marketing. The number of consumers that watch videos, listen to
music and follow various podcast online has increased rapidly over the last few years, in fact
YouTube has become the second largest search engine (Stokes, 2011). According to YouTube
statistics over a billion users visit YouTube each month with the site reaching more consumers
age 18-34 in the US than any cable network (YouTube statistics, 2014 April 15). In February
2014 according to comScore, 182 million viewers watched 49 billion online videos in the U.S,
YouTube ranks number one with 152 million unique viewers and 11 billion videos followed by

Facebook with 91 million viewers and 6.7 billion videos (comScore, 2014 April 8).

YouTube promotes videos that users like and are watching, as with the search engines this is
because YouTube needs to promote quality content that users like in order to get them to
continue to frequently visit the site (Stokes, 2011). Users also promote content that they like
and often share that content with their friends. Therefor marketers can benefit by producing
interesting, entertaining quality videos for sites such as YouTube that catches the user’s

attention as the content is likely to get promoted both by the site and the user.
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If a company is able to produce a video content that is entertaining and/or interesting and
internet users start sharing it by themselves chances are that that content goes viral. Viral
marketing is another version of the online of word-of-mouth marketing, it involves company
designed viral ad on social media sites that can result in a ripple effect, as the ad is passed from
user to socially connected friends (peer to peer) all over the internet (Kotler & Armstrong,
2011). The recipients of a viral marketing campaigns are more often positive towards the ad
because it comes from a friend, and because people send it amongst themselves viral marketing

tends to be very inexpensive.

Viral videos can have great value for companies as users are willingly watching and passing on
advertising for free also it should be likely that the advertising will be seen in a positive light
when they are shared by a friend. According to Yoon and Lee (2007) consumer attitude towards
an ad has a positive correlation with brand image. According to Dobele et al. (2005) an effective

viral marketing campaign must be

e Engaging in order for the message to be passed on.

e Able to capture the imagination by being fun or intriguing.
e Attached to a product that is easy to use or highly visible.
e Well targeted.

e Associated with a credible source.

e Able to combine technologies.

Digital media is also likely to be forwarded if it triggers strong emotion for example fear,
sadness, humor or inspiration (Phelps et al., 2004). One of the most viral ads of 2013 featured
an action movie star (Van Damme) in a Volvo commercial. As of May 18 the ad had 72.5
million views on the VVolvo YouTube channel. These numbers clearly show the potential benefit
for companies who succeed in producing quality content for multimedia sites. According to the
Icelandic Statistics Office only 19% of Icelandic companies use multimedia sites such as

YouTube as part of their marketing campaigns.

After producing content aimed at multimedia marketing campaigns the issue becomes getting
the content to the consumers. YouTube uses its own algorithm to deliver the most relevant
content to the users (Stokes, 2011). Therefore in order to make a company ad visible on the site

the same rules apply as with the search engines as mentioned above.
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Optimizing a video for YouTube involves SEO (Stokes, 2011).

e Video title

e Descriptions

e Tags for key words

e Encourage viewers to leave comments, subscribe to the channel, rate the video, and

share.

e Regularly upload content to ensure continuous channel activity and interest.

Table 15. Best marketing practice for multimedia marketing.

Multimedia Best practice

Content Companies should strive to produce interesting, entertaining quality content for sites
such as YouTube that catches the user’s attention as the content is likely to get
promoted both by the site and the user.

YouTube Companies should have their own branded YouTube Channel

Channel

YouTube SEO To be able to get their content to viewers marketers must promote their content
similar to how content is promoted on search engines.

Title The title is among the first things users see. Longer, descriptive titles are more
effective than short titles.

Description Search engines look for key words in the description to determine what the video is
about. Marketers should include the most relevant keywords in the description.

Promotion Encourage viewers to leave comments, subscribe to the channel, rate the video, and
share.

Frequency Regularly upload content to ensure continuous channel activity and interest.

Measuring YouTube offers detailed statistics about uploaded videos. Marketers should monitor

Success how often videos are viewed, as well as how popular their videos are relative to

other videos in that market over a specific period.

4. Research questions

What are the general trends of digital marketing in Iceland?

How are the Icelandic companies conducting their digital marketing campaigns?

What are the future themes of digital marketing in Iceland
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5. Methodology
The purpose of this research is aimed at exploring what marketers in Iceland are doing regarding
digital marketing, comparing that data to best practice according to the theoretical framework.
After a thorough research process, limited information regarding digital marketing in the
country has been found. Due to this lack availability, it was decided that a qualitative research

approach will best suit the research needs of this thesis.

5.1 Research design and approach

Figure 7 the outline of the research method.

Research Approach
Exploratory

Research Methodology
Theoretical Framework
Qualitative Research

A

Research Strategy

| | Data Collection & Analysis
Interviews & Content analysis

Source: Author

The research strategy is outlines in figure 7. One of the main benefits of qualitative research
methods according to Stokes (2011) is their ability to assist researchers in identifying and
constructing potential hypotheses. The numbers of respondents are small and only partially
representative of any target population, making them introductions to, but not substitutes for,
carefully structured, large-scale field studies (Aaker, et al., 2013).
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Due to the qualitative nature of this research it can be characterized as exploratory. Exploratory
research is used to seek insight into the nature of a research question and the general variables
that need to be considered (Aaker, et al. 2013). Exploratory research is therefore most
appropriate when little prior knowledge is available, as it is in this case. Because of this, the
results of this thesis can be used to identify the theme that exist within the digital marketing

field in Iceland, and as a consequence used to formulate testable hypothesis.

5.2 Data collection

Because of the exploratory nature of the research, the most appropriate data is the personal
opinions of the marketers themselves. In order to be able to acquire the in depth understanding
of digital marketing needed for this research, face to face interviews were chosen as a data

collection method.

According to Yin (1994) “The most significant source for obtaining case study information is
interviews”. Individual in-depth interviews are interviews which are done face-to-face with the
respondent, in which the research topic of the interview is covered in detail (Aaker, et al. 2013).
The face-to-face in-depth interview method is most appropriate for this type of research due to
the ability to get more in-depth answers to the questions as opposed to surveys; participants are
also able to describe their answers in more detail to give a better view of the rationale behind

their chosen digital marketing strategy.
According to (Aaker, et al. 2013) in depth interviews provide;

e More quality as interviewers can ask the interviewee directly and hear his personal
Views.

e More quantity because the interviewee can get more information from each participant.

e More depth, in depth interviews offer the researcher more relevance to the research

e More representation, as in depth interviews as respondents can be carefully selected to

represent the research objectives.

In-depth interviews can be conducted in two ways, nondirective and semi structured, these two
methods vary in the amount of direction the researcher provides (Aaker, et al., 2013). In
nondirective interviews the interviewer provides maximum freedom to the respondent, within

the bounds of the research topic (Aaker, et al., 2013). In semi structured interviews the
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researcher aims to cover a specific research topic, and as a consequences the freedom of the

interviewee to go off topic is minimized (Aaker, et al., 2013).

In order to get the most relevant information from the interviewees in the data collection
process, a semi structured interview method has been chosen since it offers higher flexibility
over nondirective interviews. The increased flexibility allows for open ended questions rather
than asking strictly yes or no questions. All the questions were designed to be open ended and
if they offered the possibility of a yes or no answer the interviewee was asked to elaborate.

5.3 Participants
The participants in this research were five marketing professionals from five different

companies and four different industries (See table.).

The participants were chosen from a list of Iceland’s 300 biggest companies, 75 Emails were
sent out six answered back and five ended up participating. The Emails were sent directly to

the marketing manager of each company.

Table 16. List of participants

Company Position

IT company | Head of marketing

IT company Il Digital marketing specialist

Finance Company Marketing Director
Development Manager Online
Banking

Automotive company Sales and marketing manager

Petroleum company Marketing manager

5.4 Research conditions

All the interviews were conducted at the main offices of each company. The interviews took

between 45 and 60 minutes.

5.5 Procedure
An interview questionnaire was created by the researcher based on the theoretical framework.
All the interview questions were created with the research purpose in mind in order to get a

clear insight into the digital marketing practices in Iceland. The interviews were all recorded on
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a smartphone. The results were transcribed and the data coded and sorted. All interviews were
conducted in Icelandic, after the interviews had been transcribed they were translated into
English.

Anonymity is integral to create a bond of trust between the interviewer and interviewee.
Providing said anonymity is crucial to be able to ensure that the data is less prone to bias and
deception. In order to secure this, all respondents were made aware that neither they nor the
company would be identified or identifiable. Once the research and data gathering is complete,
the recordings along with the transcripts were be destroyed. This was done in order for the
respondents to be able to give information about their digital marketing strategy in a competitive

marketplace.

5.6 Data analysis
Data analysis can be divided into three steps: data reduction, data displaying and conclusion

drawing (Miles & Huberman, 1994).

1. "Datareduction refers to the process of selecting, focusing, simplifying, abstracting, and
transforming the data that appear in written up field notes or transcriptions™ or simply
extracting the essence from the data. Data reduction for this research involves
elimination of unnecessary data.

2. Data display refers to "an organized, compressed assembly of information that permits
conclusion drawing..." Data display allows the researcher to draw conclusions from the
collected data, or organizing the data for meaning.

3. Drawing conclusion involves explaining the findings.

After the data collection from the interviews, transcripts were elaborated and translated into
English. Using the transcriptions each individual answer for the interview questions was
compared in order to find a theme. After comparing the answers for each question between

every interview the theme was compared to the literature review.

The interview was divided into three parts, in the first part marketers were asked about how
digital marketing was conducted within their company. The second part involved questions
regarding each digital marketing platforms; if and how they use them. Lastly the third part asked
about their personal views about what is happening within digital marketing today. An example
of the questionnaire can be found in the Appendix - A.
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Participation requests were sent out to 75 companies and 6 answered the Emails and 5 ended
up participating in the study. The participants include B2C companies in telecommunication,
finance, high-end retail and petroleum industry. The interviewees were marketing managers of

the companies in question.

5.7 Validity and reliability

As aforementioned, in this research data was collected through semi-structured interviews
which can lead to trouble regarding validity. Validity refers to “the extent to which a method
or procedure measures what it is supposed to measure” (Gleitman, 2011, p 33). Validity issues
could arise due to misunderstanding of the concepts used in the interview. In order to minimize
validity problems steps were taken to avoid any misunderstanding. The respondents chosen for
the interviews are marketing managers so the use of marketing terminology should not have led

to any misunderstanding.

Reliability refers to “the degree of consistency with which a test measures a trait or attribute”
(Gleitman, 2011), in other words, does the data collection methods or analysis procedures result
in consistent findings. Usually when researchers want to assess reliability they ask, if tested
again at another time will the measurement yield the same result? If the answer is yes then it
can be stated that the test has high reliability (Gleitman, 20011). Due to the fast pace of changes
within digital marketing it might be hard to get the same results at two different points in time.

Trends change and marketers must follow.

6. Results

This chapter summarizes the relevant data from the interviews. The answers will be from all

participants are grouped together for each interview guestion.

6.1 Digital marketing practices

In the first part of the interview the marketers were asked questions about digital marketing as

a whole within their company.
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How much of the total marketing budget is spent on digital marketing?

In question one the participants were asked how much of the total marketing budget was being
spent on digital marketing. There was a noteworthy variation between the different companies
regarding how much was spent on digital marketing compared to the overall marketing budget.
Total spending on digital marketing went from being as low as 7%-8% of the total marketing
budget to about 25%-30%. For some companies the budget varies over time, as one of the IT
companies put it:

We have often produce extra for the digital mediums, | would estimate that it is about
10%-20% and can go as high as 25%-30%. Due to high cost of TV ads they tend to take
up more of the budget in the beginning of a campaign, and as the campaign prolongs
the digital mediums take up more of the budget as less impact is put on TV. When we
are silent in the above the line mediums then the digital media gets a bigger share of the

total marketing budget.

The overall budget being spent on the digital media also varied between different campaigns,
as according to the finance company:

It depends on the campaign, we manage the smaller campaign ourselves while the
bigger campaigns are managed by the marketing department and ad agencies, we do a
lot of things online that cost little money. An estimated 15% of the total marketing budget
goes to digital marketing. If everything is taken into account that does not go under

publication costs it could go up to 20%. Still this is just an estimation.

Does the company have a clearly defined policies regarding digital marketing?

In question two the participants were asked if their company has clearly defined policies
regarding digital marketing. Only the finance company said that they did not have clear

guidelines distinctively for the digital media:

No | do not think so, at least not in our department. We have a specific policies for
marketing in general, but nothing specifically for the digital mediums. Digital is just

one of the distribution channel.

Three of the participants mentioned policies regarding the social media sites such as Facebook,

as the automotive company said:
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When we went into the social media we set forth a manifesto, how we were going to
behave on the social media. This is what comes closest of being a clearly defined digital
marketing policy. Regarding a policy for how we are going to have our banners or

YouTube, then no, we do not have a defined policy.

The petroleum company participant said that the company does not have clear guidelines for
digital marketing, but they work with an ad agency which comes up with the most relevant
plans pertinent to what they are doing at that moment.

How is the knowledge of digital marketing within the company in your opinion?

In question three the marketing managers were asked how they would assess the knowledge of
digital marketing within their companies.

All of them estimated that the in-house knowledge of digital marketing was good, but not

widespread as the finance company stated:

I think it is quite good; there are relatively few, two or three, employees that have to do
with digital marketing within the company. This is not widespread knowledge. A

company like this would outsource more complex tasks to professionals.

Three out of the five said that they outsource every project and that outsourcing was the
preferred tactic when encountering difficult or challenging projects. Outsourcing applied to

both marketing and content creation for the digital media. As the petroleum company stated:

I think the knowledge is quite good, but due to the ever changing technology you have

to be on your toes and acquire knowledge as it comes.

Who is responsible for digital marketing within the company?

In Question four participants were asked who was responsible for the digital marketing within
the company. All of the participants said that digital marketing was done by more than one
singe department. Three of them mentioned outsourcing of complicated projects. Still there was
a noteworthy variation between the types of departments that were responsible in each company
besides the marketing department. Among those mentioned were sales managers, client

manager, technicians and webmasters. The finance company said:
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It is not enough to just have a technician when creating new websites, the technicians
can finish the job but then you forget to ensure the online visibility via the search engine.
So there are many different departments that work on every campaign, technicians,

marketers and possibly ad agencies.

6.2 The digital marketing platforms.

In the second part of the interview the marketers were asked about the different digital

marketing platforms individually.

6.2.1 Search engine marketing.

Does the company decisively try to affect the visibility of your website or products in the search

engine?

In question five the marketing managers were asked about search engine marketing. Every

participant interviewed claimed that their company uses some form of search engine marketing.

Two interviewees claimed that their companies were doing a good job and putting a lot of work
into SEO. IT Company Il stated:

We have put a lot of work into search engine optimization for our website. We do that

ourselves and there has been an extensive training in SEO within the company.

While the automotive company said that they did a good job at SEO he aslo stated that they do

not need the search engine traffic:

We do a good job in organic search results, still we do not need the traffic from the

search engines. Most hits are direct hits where users type the company’s internet

address (URL).
IT Company | said they could do a lot better:

We have not been conducting the search engine marketing well enough. If I go into
Google and type the competitor always comes up. We are planning to fix this but it is
just a question of what the focus should be on.
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Do you measure results?

Four out of the five companies said that they measured the results of SEO, one was not sure as
the task was outsourced. The ones that claimed they measure SEO said that they measure

everything that they can. As the automotive company said:

It would me more relevant to ask what we do not measure. We get all the results we
need, visits on the site and subpages. The webmaster get all the data and is able to
analyze every little detail that we want. We have been measuring the results of using

Google AdWords and google display. The results are somewhat endless.

Organic or paid

Three of the five participants used organic as well as paid results one relied only on organic and
one did not know which was used as they deemed the search engines irrelevant to their
marketing success. According to the finance company it is relatively easy to be visible on the
search engines because Icelandic marketers are not using it to the same extent as on the foreign

markets.
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Table 17. Summary for Search engine results

Platform Petroleum company Finance company IT company | Automotive retail IT company Il
Search Engine
Use Yes , handled by an ad Yes Yes, We have not been Yes Yes
agency conducting the search engine
marketing well enough.
Organic or paid handled by an ad agency Organic and paid We only rely on organic We use google AdWords we use paid search results as
search results. and google display. well as organic results
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6.2.2 Email marketing.

Does the company use Email as a marketing tool?

Questions six asked the participants about their Email marketing. All of the companies in this
research claimed to use Email as a marketing tool. They all differ on the other hand in how it is

being used. One said that Emails are both used as a marketing and a service tool.
How does the company get people to opt in to the Email list?

In order to get people on their Email lists all the companies ask their own customers for Email
when they sign up or become their customers. The Emails vary between newsletters and special

offers or discounts.
Does the company send direct mail?

Three out of the five questioned said that they use direct mail and target their customers directly,

the other two do not.

All the companies claimed to be measuring the result of their Email marketing. All of them
stated they measure opened Emails, Click-through rate, conversion rate, etc. also if the Email

has a specific goal than that goal is monitored. Still only three measured un-subscriptions.
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Table 18. Summary of Email results

Platform Energy company Finance company IT company | Automotive retail IT company Il
Email

Use Yes emails are sent approx. one  Yes Yes approx. 2x a month. We do not use direct mail, we Yes. It is both used as a
or two times a month are not in direct contact with marketing tool and as a service
the retail customer ourselves. tool, so if a customer
Our sales department use direct  unsubscribes from the
email newsletter they still get service

based emails.
Measure results ~ We measure opened emails, Yes We measure open rate, click We  measure  everything,

Optin

Direct mail

Type Email

Monitor
subscriptions

un-

Click-through rate, number of
unsubscribes, conversion rate,
etc. also if the email has a
specific goal we monitor that
goal.

When customer apply for a
discount card they register their
email

No

Special offers and introduction
of new branch.

No

Yes, Customers sign up when
they apply for a specific service

Yes

It differs a lot, newsletters,
information based and some
specific content.

No

rate etc.

We ask people to register their
email when they become our
customers

Yes. We have tried to send
personalized emails to certain
target groups.

Newsletters mostly

Yes

Opened emails, Click-through
rate, number of unsubscribes,
conversion rate, etc.

Our email list consist of our
customers, when they become
our customers they sign a
contract stating that we can

send them service
announcements and  direct
mail.

We prefer to send targeted
emails. about specific products
or services

We send out newsletters six or
seven times a year to every
customer,

Yes

56



6.2.3 Social media marketing.

In Question seven the participants were asked about their usage of social media as a marketing

tool.

What social media sites does the company use?
All of the companies in the research use Facebook for their digital marketing. Three of the

companies also used Twitter, Instagram and LinkedIn, ad only one used Google+.

What is the main purpose of the company’s participation in social media?
When asked about the purpose of presence on the social media sites all participants mentioned
customer relationships and being visible to the customers. The automotive company said their

purpose was:

To provide information to the customers as well as have a dialog with the ones that
want. We are not selling on Facebook, it’s more of a bran enhancement, the individual
branches have their own Facebook and there you can engage in a more direct sale. We
fist decided how we wanted to present ourselves, as the owners of the brand we have to

be careful how we act.
Some of them stated that it depends on the different social media, as the finance company said:

The main purpose is to be visible in their community’s and also to be top of mind. Social
media is a platform where the company can be less corporate. On twitter we have a
completely different target group. It acts more like a service department where we are
answering technical questions and solving problems that might come up. Other

purposes is to be visible, make the employees viable to the customers.

Facebook was also mentioned to be a platform in where the companies are able to listen to the
customers and receive service questions, one company said that it had received ideas from

customers through Facebook about products and services that went into development.

Does the company have clearly defined policies on how to speak to customers on social media?

When asked is the company had clearly defined policies on how to speak to customers on social
media all of the respondents stated that they had such policies in place. Although the companies
differed in the amount of freedom they gave their employees in taking to customers on social

media. The financial company interviewed said:
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We try not to have too many rules but we have certain guidelines. There are workshops
held two or three times a year for employees that run each branch. Every branch can
have their own distinctive personality.

Which means that the employees have more freedom in how to behave on the social media
sites. While IT company Il said:

The social media communication is always handled by the customer support department

to make sure that the voice of the company is always the same.

That implies that the employees have less freedom in the way they communicate with the
customers via social media. So there is was a difference between the companies regarding the
communication through social media and who was responsible for the communication. Three
of the respondent companies left the communication part of the social media up to their
marketing department or marketing managers, one mentioned that they used tool to monitor the
discussion and the employees answer if they are able to.

When asked how their companies monitor the results of using social media as a marketing
platform three of the respondents said that they monitor how many “likes” or “followers” they

had on the sites, while one claimed that they also monitor how many users see their posts.

All but one of the companies interviewed said that they used sponsored posts on social media.

They also mentioned that without sponsored posts their posted material got very low visibility.
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Table 19. Summary of social media results.

Platform Petroleum company Finance company IT company | Automotive company IT company Il

Social media

What social Facebook, used Facebook, Twitter, Facebook, Twitter, Facebook Facebook, twitter,
media sites do Instagram for a while but  Instagram and LinkedIn. Instagram and LinkedIn, Instagram, LinkedIn and
you use that did not work. google+ and YouTube. YouTube.

Let customers know
what we are doing,
customer relations. It is
also a part of branding.

Main purpose

Who handles the
communication
on social media

Marketing manager.

Sponsored posts?

Measure results By number of followers

Depends on the media. The

main purpose is to be
visible. Be less corporate.

We have tools that monitor
the online discussion, the
employees answer if they
can or divert it to the
relevant department if it
needs any further attention.

Yes

Just monitor how many
likes we get, it is
impossible to connect
something with Facebook.

To provide a good service
to our customers.

The marketing department
is responsible while others
inside the company can
come up with ideas.

Yes, we pay for
publication

We monitor how many
people see out posts, how
many are unsubscribing
and how many are
subscribing.

To provide information to
the customers and have a
dialog with the ones that

want. We are not selling on

Facebook, it’s more of a
bran enhancement

The webmaster handles all
the social media
communication

Yes we have done that

We observe what our
attachment is there.

It is different for different
social media sites. On
Facebook we let people
know what we are doing,
we put our blogs there

Always handled by the
customer support
department to make sure
that the voice of the
company is always the
same

We buy Facebook
sponsorship for our
advertisements but we do
not by Facebook ads

Yes
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6.2.4 \Website.

What is the main purpose of the company’s website?

In question eight the respondents were asked about their company websites. When asked about
the main purpose of the website all of them claimed to provide customers with information on
products and services. They also mentioned said it was to make information available on prices,
what the company was doing at the time and provide links to the company’s social media sites

and blogs is available.

All of the companies measure the traffic on their website, still none of them measure visitor
value. Two of the participants said that it would be impossible to determine if a visit one month
would be connected to a sale on the same month. All but the petroleum company measure where
the website traffic comes from, as well as what is being viewed and for how long users stay on
the site and where they left the website. The petroleum company said that it did not measure
the parameters of the internet traffic as the site gets relatively few visits and that they do not

measure the traffic regularly.

Does the website offer online chat with customers?
When asked if their site offers customer online chat via the website three out of the five claimed
their site offers online chat and they thought that it was an important factor for customer service

as IT company Il put it:

Our customer service department handles the online chat, our customers are very happy

with online chat service.
The other IT Company on the other hand did not offer online chat on their website and said:

We made the decision not to offer online chat but to put more effort into answering the
phones. As long as we are able to do that (answer the phones within a timeframe) as
well as answer Emails then we won'’t go this way. This (online chat) is an expensive

service which often end by the customer calling.

All the companies in the research offered their company website in a mobile form.
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Table 20. Summary of website results.

Platform
Website

Petroleum company

Finance company

IT company |

Automotive company

IT company Il

Main purpose

Traffic measure

Visitor value

Online chat

cookies

Mobile version

First and foremost to
provide product and service
information to the customer
and also receive applications
for discount cards.

Not regularly, we do not get
much traffic on the website,
other than customers looking
for price. It works well for
customers who are applying
for a discount card, other
than that we don’t get much
traffic.

No

Yes, almost on a daily basis,
not much but it matters.

Yes, when we are interested
in where the traffic is
coming from.

Yes

Provide information. The
website has links to our
social media and we are
working on making that
more accessible

Yes, we monitor what is

being viewed and for how
long.

No

Yes

No, not for marketing
purposes.

Yes

Service to customers and
sales to new customers.
Provide information on
products and services.

Yes, we monitor what is
being viewed.

No, but not sure.

No, we put our efforts into
answering the phones, and
emails. This is an expensive
service which often end by
the customer calling.

Yes, to some extent.

Yes, and an app.

To provide information
about products and services,
customers are able to
customize the product and
get prices.

Yes, the webmaster has tools
to do so.

No

Not at our branch, but they
have at other branches.

Yes

No

Provide information and sell
products and services also to
deliver news of company.
Provide links to our social
media sites.

Yes we measure all the
classic parameters, where
the traffic is coming from
and where it goes.

No

Yes, our customer service
department handles the
online chat, our customers
are very happy with online
chat service

Yes

Yes.
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6.2.5 Blogs.

In question nine the participants were asked about their company’s use of blogs as a marketing
tool. Three out of the five companies claimed to be using blogs for marketing purposes. Two
of the companies use blogs to deliver information on what is going on within the company,
relay news, talk about new products and services as well as listening to customers. As it

company Il put it:

Provide information on what is going on within the company, new products and
services. We also listen to customers. We use our blog very effectively to get

information across.

The finance company said that they used blogs mainly as a content page expositor which is
meant for content and material for educational purposes, mentioning that it could change in the
near future since they are aiming more towards video blogs. Blogs were perceived to be a very

effective way to deliver information to the consumers.
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Table 21. Summary of blog results.

Platform Petroleum company Finance company IT company | Automotive company IT company Il
Blogs

Does the No We have a kind of blog, we  Yes No Yes
company use have a content page which

bogs? is meant for content and

Main purpose
of the blog.

Does the
company
monitor blogs

educational purposes. That
could change in the future,
we are aiming more
towards video blogs.

Introduce new services
and add-ons that add
value for the customer.
Not just our services but
also apps. We are also
selling products that does
not connect to our core
business.

Yes, we try to intervene
to prevent a negative
comments build on a
misunderstanding. We
also want to know if
customers are unhappy
and try to fix that.

Provide information on
what is going on within
the company, new
products and services.
We also listen to
customers. We use our
blog very effectively to
get information across.
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6.2.6 Banner ads.
In question ten the companies were asked if they used banners as a marketing tool and more
importantly, how. Regarding the banner type, two of the respondents said that it depended on

the type of the campaign they were running. The automotive company said:

It depends, when we a launching new products then we use more brand awareness
banners, but when we have product shows we use call to action banners (show on

Saturday). For special service offers we use direct hit banners.

Four out of the five participants mentioned brand awareness banners and three said they use
direct response banner ads. Only two of the businesses said that they use interactive banner ads
and one said that they used to do that in the past but they were not working as they should so
they stopped. All the companies measured the effectiveness of their banner ad campaigns

including data on click through rate, and website traffic from different banners.
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Table 22. Summary of banner ad result

Platform Petroleum company Finance company IT company | Automotive company IT company Il
Banner ads
Type We use interactive and Our banners are usually Mostly brand awareness It depends, when we a That depends on the
direct response banners, we  about visibility and brand banners, interactive have not launching a new product we  campaign, they can be sales
are launching a campaign recognition. We often use been working. use brand awareness banner ads that requires
where customers can apply  interactive banners, and banners, but when we ha_tve clicks or pure brad image
. shows we use call to action
fo_r a_dlscount card by banners that adds value. banners. For special service banners. We havej also used
clicking a banner. offers we use direct hit banner that explained our
banners. services, which worked well.
Target page The relevant corresponding  The relevant corresponding  The relevant corresponding  The relevant corresponding  The relevant corresponding

Measure results

page.

Yes, but been a while since
we had a banner campaign.
We just measure what is
beneficial.

page.

We measure and collect
data, click through rate, and
website traffic from different
banners. We teak the
banners in order to see if
impacts its effectiveness.

page.

Same as for the other
factors.

page.

Yes, we measure click rate
and what comes from what
banner.

page.

We measure bounce rate and
click rate, we also measure
increase in sales for every
campaign.
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6.2.7 Multimedia.
Does the company use multimedia sites such as YouTube?

Question eleven addressed the use of multimedia as a marketing tool. All of the companies use
YouTube for marketing purposes, one also said that these online videos revolve around
customer education by posting instructional videos, which can both fall under marketing and
customer service. It became evident throughout the interviews that video sharing is on the rise

amongst Icelandic marketers. As IT company | said:

We use YouTube for traditional ads and we are going ever more onto video as people
read less today so we make videos instead of just writing. For example make a video

blog about what we are doing.

How are the videos distributed to the consumers?

When asked about how the marketers distribute the video content to the consumers all of them
mentioned Facebook as the main distribution channel. Email and company websites were also
mentioned as distribution tools for the videos. One other interviewee also pointed out that they
get their business partners to sponsor the videos. When asked about the results measurement
for these videos, three said that they monitor the number of views, and one of them mentioned
that they monitor how the content is being viewed, that is; if users skip ahead or stop watching
before the end of the video. Only the automotive company stated that they do not measure the

results of online videos.
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Table 23. Summary of multimedia marketing

Platform Petroleum company Finance company IT company | Automotive company IT company Il
Multimedia
marketing
Does the Yes we have a YouTube Yes we use YouTube and We use YouTube for Yes, we upload videos we Yes, we use YouTube to
company use channel and post videos a Vimeo. We create our own  traditional ads and we are produce ourselves as well as  proadcast advertisements
Multimedia few times a year. content for these mediums. ~ 90Ing more and more onto  what we get from our and instructional videos for
marketing video as people read less. So  headquarters in Europe. The
i . . our products.
we make videos instead of videos are not for sales
just writing, for example we  purposes but pure
make video blogs about entertainment, so the
what we are doing. consumers have a positive
top of mind for the brand.
How is the We send a link via email and We use many different sites, Mostly via Facebook and the We just post them on Email, our website,
gc_mt?tf)lt ; also post on Facebook. as well as the social media. newsletter. YouTube and get our Facebook and via online
istribute

Measure results

We monitor how many
viewed the video.

Yes

We monitor the number of
views, and where the
viewer’s come from.

partners to promote them.
We provide a link on
Facebook.

We don’t

chat. When we upload new
videos we post in on
Facebook and Twitter. Our
instructional videos are tools
for our customer support.
When we upload ads we use
sponsored stories on
Facebook.

We monitor the views on the
videos, if people jump ahead
or quit watching before the
end.
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6.2.8 Mobile marketing.
In question twelve the marketers are asked about their marketing via mobile and smart devices,

such as smartphones and tablets.

Does the company website come in a mobile form or with an app?

All of the marketers said that the company website was available in a mobile form factor. Four
out of five said that their website was available via a company smart phone app. Four out of the
five participants said that they monitor the traffic that comes to their website via a mobile device
relative to a personal computer. The finance company said:

We monitor where the traffic is coming from, home computers or a mobile device. There
has been a 300%-400% increase in the mobile traffic on our website.

All of the participants stated that they use SMS for marketing purposes. Out of the companies
interviewed two of them use QR codes as part of their mobile marketing strategy, although one

of them stated that QR is on the decline, both with consumers and marketers.
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Table 24. Summary of mobile marketing results.

Platform Petroleum company Finance company IT company | Automotive company IT company Il
Mobile

marketing

Does the Yes Yes, we have a mobile Yes, we have a mobile The site is available in a Yes

company version and an app. version and an app. mobile form.

website come in

a mobile form

or with an app

Does the no Yes, we monitor where the Yes We monitor everything that  Yes we have done that, but
company traffic is coming from, home comes to our site. not decisively.
monitor the computers or a mobile

traffic that device. There has been a

comes from 300%-400% increase in the

mobile devices
VS computers?

What type of
mobile
marketing does
the company
use?

We use SMS, we don’t yet
have an app for mobile
devices. We have also
offered QR codes for
tourists.

mobile traffic on our
website.

We use SMS for
announcements to
customers, games for
specific target group as well
as QR code, although the
QR code is disappearing.

Apps and SMS, sometimes
games.

We are launching an app.

Apps, SMS, QR codes
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6.3 Marketers personal view

In the third and last section of the interview the marketers are asked general questions about
digital marketing as a whole. Because of the variation of the answers in this section each

participant will be given a number and their answers covered separately.

In question thirteen the marketers were asked what they personally think is most relevant for
success in digital marketing.

Petroleum Company

In order to be successful in digital marketing marketers seen to be able to create content

which catches the consumer’s attention.
The Finance Company

The social media sites are here to stay and marketers who get a good handle on the social
media have a head start on the competitors. Mobile is rising as a platform and will be

huge so doing well there is also very important.

To look at marketing as an investment and then measure the return on that investment

is important.

Not ready to name one platform that is or will be the most important, they are all
connected. | think it would be most beneficial for marketers to adopt customer
engagement via social media as well as mobile smart devices that is where the fastest

growth is going to be.
IT Company |

Interaction between all those factors, it is not possible to be good in just one platform
and not the others.

The Automotive Company

To use Facebook effectively is the biggest factor right now, looking at app usage then
the Facebook app is always on top. With everything else taken into account only 17%
of the consumers are not on Facebook while 80% are not using the other social media

sites.
IT Company Il

To monitor and measure as much a possible and respond in an appropriate manner.

70



In question fourteen the marketers were asked where digital marketing was headed in

their opinion in the next three years.
Petroleum Company

It is ever growing; it has been predicted that newspapers will be obsolete within four to

five years.
The Finance Company

Newspaper ads are disappearing. Regarding social media, Facebook ads are going down

but Facebook sponsored posts are on the rise.
IT Company |

Digital marketing is going to grow. Consumer behavior has changed so much the past
few years, only a few years ago marketers could launch an ad campaign on TV and the
newspapers which reach almost everyone. That is not the case today, now people watch
what they want when they want. Also today the communication is no longer one-way

but a conversation with the customers so companies need to listen.
The Automotive Company

I think it is inevitable that digital marketing will increase, people are increasingly getting
their information online. When our customers come to us they often have all the

information and sometimes know even more than the sales people.
IT Company Il

In my opinion that the professionalism is going to increase. | think the ad agencies are
now waking up regarding the importance of the digital mediums. Subsequently general
knowledge of digital marketing is going to increase as well as the realization of the

importance of harmonizing what companies do online and offline.

In question fifteen the marketers were asked about what challenges and opportunities

they see for digital marketing in Iceland in the near future.
Petroleum Company

Tailoring the digital marketing campaigns to a specific customer segment, so marketers

are targeting the right people.

The Finance Company

71



The fast changing technology makes it harder for marketers to keep up. The future
marketers need to have a deep understanding of technology as well as marketing, being
able to combine the two in one company or department.

IT Company |

Find new ways, to be imaginative about what can be done to get the customer involved,

that is; increase customer involvement.
The Automotive Company

Companies need to decide where they are going to position themselves. What platform
are they going to use and what is most relevant to their business. Which platform is
being used their target group. Find the media that is right for that group. It varies
between the age groups what media is being used, for example those who are using

social media other than Facebook tend to be younger than 50.
IT Company Il

The cost of digital marketing have risen considerably and will probably continue to do
so. The ad space on Icelandic websites is expensive so if one wants to be highly visible
on said websites, it comes with a cost. The danger is that it becomes too expensive before
Icelandic companies see the full potential, and will therefore not be willing to use digital

marketing.

The opportunities are endless, they are for example in making more interesting banners
so consumers don’t just use ad block. It’s going to be exciting to see the development
of the google network and if the Icelandic marketers will be using it more instead of
buying ad space from mbl.is every week. You have contextual targeting and direct
targeting in the google network but you don’t have that in the domestic market. I think

that will change in the coming years

In question sixteen the marketers were asked if they saw any developments in digital

marketing that they thought Icelandic marketers should be more aware of?
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Petroleum Company

Digital marketing is getting more tailored to the specific customer segments. The
technology is getting so advanced and the amount of available information is growing

fast.
The Finance Company

Marketers need to be more aware of the interaction between the digital mediums and be
able to choose the right platform for their campaigns. Marketers need to be familiar with

all the digital media, in order to decide which campaign belongs on which media.
IT Company |

No
The Automotive Company

Not that | am aware of.
IT Company Il

Marketers should be more aware of the interaction between digital and non-digital, also
they need to more ready for dual viewing. Consumers are increasingly watching TV
while on other devices, so when they see something on TV they are likely to look for it
online. Also having a inferior website is just as bad as having none at all. It will be
interesting to see how the social media develops. The interaction between TV and

Twitter.

In question seventeen the marketers were asked if the saw any untapped resources

regarding digital marketing on the Icelandic market?
Petroleum Company

Especially in younger groups, there we could be doing better.
The Finance Company

There are many. It is a question of what is realistic. There are very few untapped
resources in mobile marketing, we can all buy display ads that appear in apps but is that

mobile marketing?
IT Company |

Marketers could improve their measurements and analyzing of data.
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The Automotive Company
Not that | am aware of.
IT Company Il

The TV stations are just realizing the potential of Twitter. Still they differ in the approach,
as with Channel 2 in Iceland seems to be forcing the medium on the viewers, you cannot do
that, if you have to tell the audience that tweets are in one word, those audience are not on

twitter. You cannot force the conversation you can only help it along.

7. Conclusion

This chapter contains the conclusion, comparison of the answers to the interview questions and

an answer to the research question.

This exploratory study offers insights into digital marketing in practice by examining Icelandic
marketers. This thesis lays a foundation for future research, it does not investigate the Icelandic
marketing landscape; rather, it provides perspective on digital marketing in Iceland, in an
attempt to form testable hypotheses. The contribution of this thesis is an in depth view of what
is going on in the digital marketing field in Iceland and construction of a best practice guide on

all the digital marketing platforms for Icelandic marketers.

The findings of this thesis demonstrates the current status of digital marketing amongst
Icelandic B2C companies, what practices they have adopted and how they compare to the best

practices according to the current literature.

The findings of this research are relevant for all B2C companies in Iceland in order to compare
their digital marketing practices both to what other companies are doing and as well to the best

practices according to the available literature and recommended by this thesis.

The first pars of the conclusions are aimed at answering the first research question.
What are the general trends of digital marketing in Iceland?

The first question aimed at gaining an insight into the spending on the digital marketing

channels relative to the traditional channels. According to the literature, consumers are moving
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towards the digital media at an increasing rate and the marketers are following that trend. Still
the results of this papers indicates that some marketers are still devoting relatively small portion
of their overall marketing budget to digital marketing which could indicate that the marketer
are not moving as fast at the consumers towards the digital. This low portion of the overall
marketing budget could also be due to the fact that the traditional marketing channels are more
expensive that the digital channels, as indicated by one of the participants that the percentage
of the marketing budget spent on digital channels increases as the campaign prolongs and it is

no longer being shown on TV.

In question two the participants were asked if their company has clearly defined policies
regarding digital marketing. There seems to be a lack of clearly define digital marketing policies
for some companies although they are actively using the digital channels the reach their
customers. This could indicate that some companies are using digital marketing channels
without defining clearly why and without a clear goal. These findings could also point to the
possibility for improvement.

In question three the marketers were asked about their own opinion about the general
knowledge of digital marketing within their companies. Regarding knowledge of digital
marketing the interviewees claimed that in-house knowledge was good, and also they outsource
more technical projects to digital marketing specialists. There seems to be a positive change
regarding in-house knowledge of digital marketing in Iceland as according to Gudmundsson &

Hauksson (2009) knowledge of digital marketing among Icelandic marketers is lacking.

According to the interview results the general trend of digital marketing in Iceland seems to be
growing, the level of professionalism and knowledge is increasing although the Icelandic
marketers seem to lack behind compared other countries in the weight given to the digital

platforms.

In the second part of the conclusions aims to answer the second research question.
How are the Icelandic companies conducting their digital marketing campaigns?

All of the company’s interviews had applied some of the digital marketing platforms and
practices discussed in this thesis. Although there was a difference in the marketing approach,
that is how they used the different platforms. All of the marketers considered their chosen

platform and approach the correct one for their business. These findings imply that the
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marketers use their own methods to measure the effects and success of their marketing

practices.
Search engines

According to best practice for search engine marketing it is recommended that companies strive
towards visibility on the search engine results. All of the participating companies said that they
use search engine marketing but there was a difference in how the companies were using search

engine marketing.

Only two of the participants were decisively working on SEO to gain visibility in search engine
results. One participant stated that although they did a good job at SEO they do not need search
engine visibility, which is contrary to the best practice revised by the theoretical framework.
There seems to be some lack of recognition of the importance of the search engines as a
marketing tool amongst the Icelandic marketers. One even stated that search engines were
irrelevant for their marketing success. When asked to elaborate on the reasons behind the lack
of relevance it was stated that their customers only uses the company web address to access
their site and not the search engines, negating the fact that consumers also look up products and

not simply brands or companies.

One of the participants claiming to use SEO decisively said that; they could be doing a lot better
regarding their SEO practices since their competitor always comes up at the top of the search
engine results for relevant search terms. This indicates that they are aware of the problem and

might be moving towards fixing it.

Three of the five participants are relying on organic as well as paid results which is in
accordance with best practice, only one said that they only relied on organic results and would

therefore be missing out on the benefits that come with using paid as well.

These findings suggest that some Icelandic marketers are realizing the importance of the search
engines as a marketing tool while others have yet to do so. As one participant said that the
Icelandic marketers are not actively using the search engines for their marketing so gaining
visibility was relatively easy. That indicates that things have not changed much the past five
years as according to Gudmundsson & Hauksson (2009) the Icelandic marketers are not using
the search engines effectively. Still the fact remains that 72% of Icelandic consumers use search
engines when looking for information on products and services (Gudmundsson & Hauksson,
2009)

76



All of the participants claimed to measure all the relevant factor that have to do with search

engine visibility, which is accordance with best practice.

These findings seem to indicate that there is a difference in the approach to search engine
marketing practices between Icelandic and other countries as according to 1AB search engine
marketing accounted for 41% of all online advertising revenues in Q4 of 2013 (Interactive
Advertising Bureau, 2014 April).

Email

The companies interviewed for this paper all used email as a marketing tool, although one
participant did not send Emails to their customers as that was handled by another branch of the
company. There were some differences to the types of emails sent which can be due to the

different industries the companies operate in.

Of the companies interviewed all of them said that all the relevant parameters of email
marketing effectiveness were measured, although only two participants said that they measure
un-subscriptions on their Email list. Measuring un-subscribers can be used as an indicator of
the effectiveness of email marketing campaigns as they could be signaling for example that the
Emails being sent are not offering what the customer wants or is interested in. Un-subscriptions
could also indicate if the company is sending to many customer could be more likely to

unsubscribe.

All of the companies aimed their email campaigns exclusively at their own customers as their
means of building an Email database involved getting their own customers to sign up. This

could indicate that Emails are not being used to their full potential as a marketing tool.

Three out of the four companies using Email as a marketing tool said that they prefer to send
targeted Emails which is in accordance with the best practice recommended by this thesis, as

personalized Emails can improve click-through-rate.

Social media

All of the participating companies use Facebook as a marketing tool; that does not seem
surprising since 81.7% of internet users use social media sites such as Facebook and Twitter
(Iceland’s Statistics Office, 2013).
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Only two of the participating companies claimed to use the other social media sites Twitter and
Instagram. This could be due to the younger demographic that those companies are reaching
out to.

In accordance with best practice the marketers interviewed said that their objective was to reach
out to customers and be visible on their media of choice. As with the other platforms the
companies differ in their approach to social media but all of them were actively promoting their

brands.

All the company’s say that they have clearly defined policies on how to speak with their
customers which is in accordance with best practice, although they differ in the amount of
freedom given to their employees that handle the customer relation on social media. This
difference could be duo to the difference in sizes of the companies, as more people are likely to

be responsible for the customer communication in the bigger companies.

Contrary to best practice according to the theoretical framework none of the participants said
that they analyze the customer demographics in order to run customized campaigns. The social
media sites offer marketers a unique opportunity to specifically target a certain customer

segments of their choosing.

According to best practice offered by this paper marketers should always rely on sponsored
post when trying to reach consumers via Facebook, due to the demise of organic reach on the
site (social@ogilvy, 2014 March 6). All but one of the companies interviewed claimed to use
sponsored posts of Facebook. One specifically said that they were getting very little reach with
their unsponsored posts, indicating that same demise of organic reach is affecting Icelandic

businesses.

Website

The results of the interviews indicate that, the Icelandic marketers are following the best
practice model to some extent regarding their company websites. All of the companies
interviewed claimed the purpose of their website was to provide customers with information on
products and services. They also mentioned said it was to make information available on prices,
what the company was doing at the time and provide links to the company’s social media sites

and blogs if available, all as according to best practice.

78



Four out of the five companies measure the traffic on their company website, where the traffic
comes from, the same participants claimed measure what is being viewed and for how long

users stay on the site and where they left.

Regarding online chat offered on company websites there was a lack of consensus as to what
approach was most beneficial, even among companies in similar industries. While one deemed
it an important factor in their customer service the other said it was unnecessary as they used
other means to keep in touch with their customers, such as Facebook, Email and phone. This
results confirms the claim of Gudmundsson & Hauksson (2009) that Icelandic marketers define

success in their own terms.

As 47.5% of Icelandic internet users at age 16-74 used Internet enabled mobile devices in 2013
(Icelandic statistics office, 2014), it was expected that the companies in the study offered their
websites in a mobile form factor. All of the companies offered a mobile version of their website,

indicating that the Icelandic marketers are following that particular consumer trend.

Blogs

Only three out of the five were using blogs as a marketing tool. This seems to indicate that some
Icelandic marketers are not aware of the potential of blogs in building brand awareness and
positive brand image. As about 80% of Icelanders read blogs and over 90% of Icelandic
bloggers write about brands (Capacent, 2009). These statistics show that bogs are especially

effective in getting brand information to the general consumer.

By not taking part in blogs these companies are taking part in the online word-of-mouth, and
are unable to answer consumer complaints or questions about the company or its products and

run the risk of getting negative publicity as a consequence.

The companies that used blogs were using it effectively according to best practice, that is to
make information available for customers and potential customers as well as monitoring the
online word-of-mouth. They also claimed that blogs were very effective tool to bring

information to customers.
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Banner ads

According to the best practice offered by this thesis banner ads should be used for building
brand awareness. In accordance with the best practice four out of the five participants use

banners for brand awareness, and three said they use direct response banner ads.

Only two of the interviewed companies said that they use interactive banner ads and one
claiming that they do not work. According to best practice, banners that encourage interaction

are up to ten times more effective than regular banners.

This cap between best practice offered and the actual practice of the Icelandic marketers could
be due to ineffective usage because. Another fact suggesting ineffective usage is that according
to Gudmundsson & Hauksson (2009) Icelandic consumers are more likely than consumer from
other countries to click and interact with banners.

All companies followed most of the best practice regarding measurement of effectiveness for
banner ad campaigns. The measures including data on click-through-rate and website traffic
from different banners. None of the participants mentioned increased sales as a measurement
factor, still increase in sales is one of the recommended factor to measure in a banner ad

campaign.

In accordance with best practice all participants said that the banner lending site was the

appropriate landing site according to the banner objectives.

Multimedia marketing

Regarding multimedia marketing all of the companies said they used YouTube for marketing
purposes as recommended by the best practice of this thesis. One participant said they also use

video sharing site as a customer service tool by posting instructional videos for their products.

Using video sharing sites seems to be on the rise amongst Icelandic marketers and as one
participant said, people read less today so we make videos instead of writing. This indicates
that the production of company video blogs would increase in the near future. All the
companies have their own branded YouTube channel. The companies vary substantially in the

frequency of content posting.

The companies interviewed use Facebook as the main distribution channel for their video
content even further indicating the widespread use of that particular social media site. They also
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distribute the video content via Email and company website. None of the companies mentioned
that they encourage viewers to leave comments, subscribe to their channel, rate the video and
share in order to promote them even further. That could indicate that some companies are not
fully aware with how the algorithm of the video sharing sites work, or that they are just starting

to realize the reach that brands are able to achieve via sites such as YouTube.

Only one company said that they do not measure the effectiveness of their video content. The
others monitor the views their videos get and only one said that they monitor how the video is
being viewed, that is if viewers skip ahead of stop in the middle and do not finish. By measuring
how the videos are being viewed can provide and insight into the content being uploads, if it
interest the views or not and therefore of the company is on the right track on their video content

creation.

Mobile marketing.

As mentioned above all of the companies said they offered the company website in a mobile
form factor and four of them offer their site in an app form, indicating that mobile marketing
practices amongst Icelandic marketers are according to best practice. Four of the five measure
the traffic that comes from mobile devices with one claiming that the mobile traffic on their
website had increased 300% to 400% the last 12 months.

All participants use SMS as a marketing tool and only two claim to use QR code for marketing,

stating that the QR did not catch on amongst the Icelandic consumers.

In the third and last part of the conclusions aim to answer the third research question.
What are the future themes of digital marketing in Iceland?
In order to be successful

According to the marketers interviewed social media and the mobile platform are big factors in
order to be successful in the digital marketing field. Although it should not come as a surprise
that the platform which most marketers in Iceland use is considers one of the most important
among Icelandic marketers. They also mention content creation and measurement which is in

accordance with the best practice regarding digital marketing success. Both are tied to the point
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made by one of the interviewees that marketing should be seen as an investment; invest in

content creation and in order to assess the return in that investment the marketers must measure.

Where digital marketing is headed

There was an overall consensus that digital marketing was growing among Icelandic companies
at the expense of the newspapers and other media. That would also be expected, as the internet
is playing a much bigger role in consumer’s lives and that translates to their behavior, and
marketers follow the consumers. It was also said that the level of professionalism is going up
among the Icelandic marketers and that they were waking up to the potentials of the digital
media. It could be seen as a strange thing that in a country with such high internet usage that
marketers have seemed so far behind compared to other countries.

Challenges and opportunities

The challenges and opportunities within digital marketing are somewhat tied together. The new
technology offers more productive ways for marketers to get their message across to consumers
but it also demands that the marketers learn how to use the digital channels. According to one
participant the ever faster developing technology can make it hard for marketers to keep up,
marketers must be aware of what the consumers are doing on the digital media to be able to
follow and promote their products on a platform that the consumers prefer. The marketers need
to acquire technical knowledge as well as traditional marketing knowledge to be able to follow
best practice on the digital channels. Another possibility is leaving marketing practices up to

more than one different departments within the companies that work together.

Companies need to decide where to position themselves. Choose a platform that is most relevant

to their business and target group. It varies between the age groups what media is being used,

The cost ost of digital is going up, the danger is that it becomes too expensive before Icelandic

companies see the full potential, and will therefore not be willing to use digital marketing.

On the positive side the digital channels offers marketers a way to be creative in how they offer
and create value for their customers. Being creative and increase customer involvement can be
very beneficial for businesses as customers are able to distribute content for free and that content

is more likely to be viewed favorably as it is shared among friends.
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Something digital marketers should be more aware of.

Digital marketing is getting more tailored towards a specific customer segment. The amount of

information is growing fast.

Marketers need to be more aware of the interaction between the digital mediums and be able to
choose the right platform for their campaigns. Marketers need to be familiar with all the digital

media, in order to decide which campaign belongs on which media.

Marketers need to be aware of the interaction between digital and non-digital, also they need to

more ready for dual viewing, as many consumers are watching TV while online.

Untapped resources

According to the participants interviewed marketers could improve their measurements and
analyzing of data, still according to the interview results they almost exclusively claim to
measure all appropriate factor of their digital marketing campaigns.

Twitter was mentioned as a possible untapped source for marketers, as the interaction between

Twitter and TV is on the rise.

It was also stated by one of the participants that there are various untapped resources for
marketer in the digital field, but it was still a question of being realistic.

8. Future research

The current research was meant to give insight into digital marketing landscape in Iceland.

The qualitative research method involving in-depth interviews was chosen for this research to
form testable hypothesis. Future research could use the results of this thesis to conduct a
qualitative research on the same topic involving survey questioners in order to perform
statistical analysis and get s more detailed overview of the status of digital marketing in Iceland.
A survey based statistical tests could give a better insight into the difference is between different

companies regarding their digital marketing practices. The current research could also be
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relevant to future research regarding differences between B2B and B2C companies in their

digital marketing approach.

Due to the fast development of technology and the fact that all the marketers in this research
said that the weight of digital in marketing practices is going to increase, it would be interesting
to do the same research regularly so monitor the changes and how the Icelandic marketers adopt

the new marketing practices.

9. Limitations

The main limitation of this thesis was the lack of responses the researcher got when collecting
data. Of the 75 Emails sent out only six answered back and five ended up participating. The

number of participants is by no means representative of Icelandic companies in general.
Other limitations were duo to time and finance limitations.

The research is limited by its approach as it is quantitative and not designed to do any statistical

analysis and test hypothesis.
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11. Appendix A

Interview Questions

1
2
3.
4

o

Hversu stor hluti af heildar auglysingafjarmagni fer til stafreennar markadssetningar?
Er skir afmorkud stefna fyrir starfreena markadsetningu innan fyrirteekisins?
Hvernig telur pu ad pekking & stafreenni markadssetningu sé innan fyrirtaekisins?
Hver sér um stafreena markadseiningu innan fyrirtaekisins

a. Markadsdeild

b. Teknideild

c. Adkeypt pjonusta

Hvada form stafreennar markadssetningar er notad?
Leitarvélar (Search engine)
1. Erunnud markvist ad synileika i nidurstodum leitarvela (search engine
optimization)?
i. Hver sér um ad gera fyrirteekid sjaanlegt i leitarnidurstooum?
1. Teknimenn
2. Markadsfolk
3. Adkeypt pjonusta
4. Annad
2. Ernotast vid organic eda kostadar nidurstodur?
i. Kostadar nidurstodur
1. Hvada pjonustu nytir fyrirteekid sér?
a. Kaupa akvedin leitarord i tengslum vid auglysingaherferd,
voru eda pjonustu?
b. Byrta auglysingar a 6drum sidum sem selja auglysingaplass
i gegnum google.
2. Hvada greidsluform er notast vid.
a. Pay per click
b. Fost upphaed & magn birtinga
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3.

ii. Organic nidurstodur.
1. Hvernig unnid ad pvi ad na halda synileika?

a. Tenglar & 6drum sioum til ad auka sinileika i
leitarnidurstodum. Til deemis med ad skiptast a tenglum vid
byrgja, vidskiptafélaga i somu eda svipadari grein, eda finna
siour med sama efni og bidja um tengla.

Hvert beinir tengillinn (hver er lendingarsidan), og inniheldur su sida pad sem

leitad var ad? Eda er alltaf bara farid beint & upphafssidu.

4. Hvernig er arangur almennt metinn? Hvert af eftirtéldu er meelt?

i. Fjoldi heimsdkna
ii. Fjoldi nyrra heimsokna
iii. Fjoldi sidna sem eru skodadar (page views)
iv. Timi & sidu (time spent on page)
v. Endurkast (bounce rate) (peir sem koma & siduna og fara strax aftur an pess
ad uppfylla tileettlada hegdun)

B. To6lvupostur, Email

1.

2
3.
4

Hvernig er farid ad pvi ad safna folki & postlista
Er bedid um leyfi &dur en sendar eru auglysingar, i gegnum télvupost, (opt in)
Er folki gefin audveldur kostur & pvi ad skra sig af pdstlistanum.
Eru vidtakendur valdir & einhvern hatt, p.e. einhvern sérstakan markhép, ef ja pa
hvernig?
Hverskonar pdstar eru sendir?
i. Fréttabréf
ii. Tilbod
iii. Leikir
iv. Auglysingaherferdir
v. Pdstar a afmarkadan hdp vidskiptavina
Hversu oft eru sendir postar (tidni) og a hvada tima
Lendingarsida ef posturinn inniheldur hlekk (link)
Hvernig er arangur meaeldur?
i. Opnunarhlutfall
ii. Smellihlutfall
iii. Afskraningarhlutfall
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iv.

Umbreytingarhlutfall

C. Samfélagsmidlar

1. Hvada samfélagsmidlar eru notadir?

2. hvert er markmidid med patttoku & samfélagsmiolum?

Kynna fyrirteekid eda voru fyrir vidskiptavinum
Vekja ahuga folks sem ekki eru vidskiptavinir
Hlusta & vidskiptavinina

iv. Samtol
v. AdJstoda
vi. Hvetja til umraedu
vii. Nyskdpun, fa alit og hugmyndir hvernig vorur og pjonusta geetu verid betri

3. Er fastmdtud samskiptastefna vid vidskiptavini & samfélagsmidlunum

4. Huverjir sjd um samskiptin

5. Er arangur maldur

D. Vefsida

1. Hvert er megin markmid vefsidu fyrirteekisins

E. Blogg
1.

Upplysingar um voru og pjonustu til ad byggja traust
Pontun/verslun
Fa folk til ad gerast askrifendur

1. Fréttabreéf fyrirteekis

2. Samfélagsmidlum

Er umferd um heimasiduna mald?

Hversu lengi félk er & sidunni
Hvad er verid ad skoda

Hvadan kemur umferdin

Eru verdmaeti hvers vidskiptavinar sem kemur & heimasiduna meeld (visitor
value)? Gert til ad dattla hversu miklu mé eyda i ad na folki & siduna.
Er bodid uppa samskipti vid vidskiptavini i gegnum vefsiduna (Netspjall)?

Er notast vid smakdkur (cookies) til ad atta sig betur & vidskiptavinum?

Hver er megin tilgangur med patttoku i bloggi?

Koma & framfeeri hvad er ad gerast innan veggja fyrirtekis

Kynna voru og pjonustu
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iii. Hlusta eftir umfjollun um fyrirteekid og svara fyrirspurnum neytenda
F. Vefbordar
1. Tegund vefborda
i. Beinsvorun
ii. Morkun/Boradi til ad auka vorumerkja vitund

iii.  Gagnvirkur vefbordi

2. Lendingarsidan, Hvert beinir vefbordin peim sem smellir & hann?
i. Heimasidu fyrirtaekis (forsida)
ii. A tiltekna voru/pjonustu sem var auglyst
3. Hvert er markmid lendingasidurnar?
i. Fasem flestar heimsoknir og ad folk kynni sér pad sem par er
ii. Fafolk til ad skra sig i hop, klubb, eda podstlista
iii. Fafolk til ad kaupa voru og pjonustu eda taka patt i leik
iv. Auka voérumerkjavitund
4. Hvernig er arangur meeldur?
i. Byrtingar: Heildarfjoldi birtinga vefborda
ii. Flettingar; Fjoldi mismunandi sidna sem eru skodadar.
iii. Endurkast: Fjoldi peirra sem skodadi adeins forsiduna i heimsokn / Fjoldi
heimsokna samtals
iv. Smellihlutfall: Fjoldi peirra sem smella / Fjéldi birtinga & vefbordanum
v. Fjolda heimsdkna & heimasidu
vi. Fjolda heimsdkna i verslun fyrirtekisins.
vii. Fjolda simtala.

viii. Aukningu i solu.

G. Margmidlun (YouTube)
1. Eru birtar auglysigar & myndbandasidum einsog YouTube?
2. Hvernig er myndbdndunum dreift til neytenda?

3. Er maldur arangur af myndbéndunum?

94



H. Sima og snjallteekja markadssetning (mobile marketing)

1. Er heimasida fyrirteelisins faanleg ad snjallsima formi og/eda appi?

2. Er fylgst med hversu mikid af umferd sem kemur & heimasidu fyrirtaekisins kemur

fra simum og snjallteekjum?

3. Markadssetning i gegnum

i.
ii.
iii.
iv.
V.

Vi.

App

SMS

MMS

Leiki

QR kboa
Stadsettingarteeki

Hvada pattur telur pa skipta mestu mali til arangurs i stafreenni markadseltingu?

6

7. Hvert stefnir starfreen markadssetning a naestu 3.4rum ad pinu mati?
8. Hvada pattur & eftir ad aukast?
9

Hvada pattur & eftir ad minka?

10. Hverja telur pu helstu askoranir og moguleika fyrir starfreena markadssetningu & naestu

arum?

11. Er einhver proun innan stafreennar markadsettiningar sem fyrirteeki maettu vera

medvitadari um?

12. Telur pa ad pad séu onytt teekifeeri fyrir pitt fyrirteeki innan stafreennar markadssetningar?
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