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Digital & Social Media Marketing

Session 3: A-E-C-C-C



Agenda

 AECCC

 Online Advertising
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Integrated framework for marketing strategy

Sustainable Competitive

Advantage

Product

Price Promotion

Place

Appraise the 
Situation

What business are we 
really in?
What is the overall 
market environment?

Propose a Strategy
What is the key to 
success for this 
business?

Propose Tactics to 
Implement the 
Strategy

How do the tactics 
deliver value to the 
target market?

CompetitionCompanyCustomer

VulnerabilitiesCompetencies &

Costs

Unmet needs

S – T – P

Is digital marketing a 
strategy or just a 

tactic?
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Ohmae’s 3 C’s (5Cs) (McKinsey)

Customers

CompetitorsCompany Cost

Product/Service 
Differentiation

Cost Differentiation

The primary goal 
supposed to be the 
interest of the customer; 
Segmentation is helping 
to understand the 
customer.

Collaborators

Contexts

Supplier
Distributor
R&D
Advertising agency
Marketing research
Joint venture

Economic
Technological
Social-cultural
Regulatory
Physical



Maslow’s hierarchy of needs
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Connection

Information



Social Networking in the 1600s

Men enjoying a drink and a chat in a 17th-century 

coffeehouse 6



Customers in the Digital Age

 Customer Network: With the rise of digital media, 

customers are constantly responding, connecting, 

and sharing among themselves and with 

businesses they care about
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https://www.youtube.com/watch?v=5YGc4zOqozo
https://www.youtube.com/watch?v=5YGc4zOqozo


Network Effect Definition

 A network effect is the effect that one user of a good or 

service has on the value of that product to other people. 

When network effect is present, the value of a product or 

service is dependent on the number of others using it.
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Phone’s utility is limited if the network is 
composed of only two people

The utility for a user raises if the 
network broadens

According to Metcalfe’s law, the value of 
a network is proportional to the square 
of the number of users.  

Examples?

//upload.wikimedia.org/wikipedia/commons/1/1d/Metcalfe-Network-Effect.svg
//upload.wikimedia.org/wikipedia/commons/1/1d/Metcalfe-Network-Effect.svg
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Ohmae’s 3 C’s (McKinsey)

Customers

CompetitorsCompany
Cost

Product/Service 
Differentiation

Cost differentiation: economy of scale
• Reduced marginal cost by learning
• More unites to share fixed costs 

Network effect makes 
the same offering 
from different 
companies have 
different value to a 
same customer. 

Demand-side economies of 
scale, increasing value instead of 
declining per-unit costs



Company

 Every company is a media company
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A-E-C-C-C
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Access
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Customers in network 
seek to freely access 
digital data, content, 
and interactions as 
quickly, easily, 
accurately, and flexibly 
as possible.

 Search Engine Friendly

 Be-on Demand: on customers 

schedule and channels, real-time

 Harness Cloud Computing: 
Software as a Service (SaaS) 
Platform as a Service (PaaS)

 Go Mobile

 Keep It Simple

Be faster, be easier, be 
everywhere, be always on

http://www.digitaltrends.com/mobile/south-korean-supermarket-chain-opens-virtual-grocery-stores-in-subways/
http://www.digitaltrends.com/mobile/south-korean-supermarket-chain-opens-virtual-grocery-stores-in-subways/


Embed the Network: Internet of Things

 The Internet of Things (IoT) is the interconnection 

of uniquely identifiable embedded computing 

devices within the existing Internet infrastructure.

 Information and analysis

 Automation and control
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https://www.youtube.com/watch?v=eKaUtT_tI6g
https://www.youtube.com/watch?v=eKaUtT_tI6g


Engage: Content is King
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Customers seek to 
engage with digital 

content that is 
sensory, interactive, 
shareable, mashable, 
and relevant to their 

needs.

 Try Branding, Not Selling: story, 
entertainment, or a compelling 
idea about your brand

 Offer Utility: solve a problem or 
answer a information need

 Show a Personal Face: personal 
side and an authentic voice

 Focus on the Particular

 Make it a Game

Become of a source of valued 
content 

Age of Abundance:
Age of Scarcity:

Content 
Attention

Blenddtec: 
Will it Blend?

http://www.youtube.com/watch?v=qg1ckCkm8YI
http://www.youtube.com/watch?v=qg1ckCkm8YI


Engage: Content is King
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Customers seek to 
engage with digital 
content that is 
sensory, interactive, 
and relevant to their 
needs.

 Try Branding, Not Selling: story, 
entertainment, or a compelling 
idea about your brand

 Offer Utility: solve a problem or 
answer a information need

 Show a Personal Face: personal 
side and an authentic voice

 Focus on the Particular

 Make it a Game

Become of a source of valued content 

http://www.youtube.com/watch?v=qg1ckCkm8YI
http://www.youtube.com/watch?v=qg1ckCkm8YI


Engage: Content is King
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Customers seek 
to engage with 
digital content 
that is sensory, 
interactive, and 
relevant to their 
needs.

 Try Branding, Not Selling: 
story, entertainment, or a 
compelling idea about your 
brand

 Offer Utility: solve a problem 
or answer a information need

 Show a Personal Face: 
personal side and an authentic 
voice

 Focus on the Particular

 Make it a Game

Become of a source of valued content 

Age of Abundance:
Age of Scarcity:

Content 
Attention

http://www.youtube.com/watch?v=qg1ckCkm8YI
http://www.youtube.com/watch?v=qg1ckCkm8YI


Gamification
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Gamification: The use of game elements and game-design techniques in non-
game contexts. 

Points
Badge
Leaderboards
And more mechanisms



Customize
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Customers seek to 
customize their 

experiences in networks 
by choosing and 
modifying a wide 

assortment of 
information, products, 

and services

 Offer a Vast Menu:  a huge 
range of products and a set of 
filters

 Customize Your Playlist: offer 
content adapts to the 
preferences and feedbacks

 Mash Up Your Products: let 
customers modify your 
products or service

 Make the Choice Personal:

Make your offering adapted to 
your customers’ needs



Connect
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Customers seek to 
connect with one 

another by sharing 
their ideas and 
opinion in text, 
image, symbol, 

videos, and social 
links.

 Listen and Learn

 Join the Conversation: respond 
to issues and concerns, make 
friends, interact like a real 
human being

 Provide a Forum

 Let Conversation Add a Layer 
of Value: answering one 
another’s questions about your 
product/services

 Integrate Their Voices in Yours

Become a Part of Your 
Customers’ Conversations



Facebook Sponsored Stories
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Get Permissions from Consumers!



Collaborate
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Customers seek to 
collaborate on 

collective projects 
and goals through 
platforms for love, 
glory, and money.

 Passive Contribution
contributing to  a project via 
work they are already doing

 Active Contribution
actively contribute work to part 
of a large project

 Open Competition

 Platform

Invite your customers to help 
build enterprise 



Collaborative/Sharing Economy
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A-E-C-C-C & STP

 Strategies Selection (A-E-C-C-C): 

 Which ones and priority

 They are complementary and not mutually exclusive

 Every company is a media company, then what is 

STP strategy for your media?

 The reduced cost of customization for products and 

communication:

 More individual level data available: demographic, 

geographic (location based information), behavioral 

information (including cookie)

 Direct contact provided by internet
23



Digital Marketing Planning Steps
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Measurement & Tuning

Implementation

A-E-C-C-C

Setting Goals

Digital Situation AnalysisOverall Marketing Strategy
3Cs and STP



Digital Marketing Goals

 Increase sales

 Brand awareness and brand building

 Acquisition of new customers

 Introduction of new products and service

 Retention of current customers & increase loyalty

 Increase website traffic

 Lead generation

 Marketing research: customer needs

 Cost saving

 And so on
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Agenda

 AECCC

 Online Advertising
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Worldwide Ad Spending by Medium



Internet Advertising by Format
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Display Advertising: Contextual 

Targeting
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Advertising that is targeted to a web page based on the page’s 
content, keywords, or category.



Contextual Targeting: Pitfalls
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Advertising Network
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Advertising Network: A service where ads are bought centrally through 
one company, and displayed on multiple websites that contract with that 
company for a share of revenue generated by ads served on their site. 



Display Advertising: Behavioral 

Targeting
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Behavioral targeting uses information collected on an individual’s web-browsing 
behavior, such as the webpage she/he has visited or the searches she/he has 
made, to select which advertisements to display to that individual.
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Real Time Bidding
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