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Introduction to the Belgian media landscape
Thierry Geerts - CEO Google Belgium
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the web

morning on
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E-commerce is a global business

5 billion consumers connected to your businesss



Mobile first

Pizza @ 19:30
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OneStep
close
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Belgium has to catch up

Online
ad spend
in
Belgium
indexed

Google
spend
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Belgian
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Make the web work for you




NOW is the moment.
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Consumer trends shaping the future
Pascal Van Laere - Industry head CPG & Auto

Google





http://www.youtube.com/watch?v=6zkZ3f8DnKs

What marketers think about

How can | win market share ?

How can | deepen the relationship with my consumers?
What would make people LOVE my brand?

How can | differentiate our positioning vs. competition?

Can | get people to share our content - or maybe even co-create it with me?



What people think about

How can | deepen the relationship with my kids?

How can | make my wife love me again?

What should we have for dinner?

How can we fix our economy?

How can | help my daughter through her eating disorders?

Help - | can't sleep!!!!









Loyalty builds brands




Loyalty doesn’t build brands




Laundry

P
I

Brand

Market share
(%) (%)

Penetration

Purchase
frequency

Persil

22 41

3.9

® Ariel

14 26

3.9

Bold

19

3.8

Daz

17

3.7

Surf

17

3.4

Average

3.7



But what about...

Harley-Davidson buyers buy other bikes twice
as often as they buy a Harley

_Eé/; Repeat Rates
/. >

| / ( Dell  71%
“ ) Apple 55%

e HP 52%



THIS IS

FRUCTIS

000’s of HHs buying

12300
9225
6150

3075

. ] .

1 x 2 x 3 x 4 x 5 x 6 x 745 8 x 9 x
SOURCE: NELSEN ANNUAL PURCHASE FREQUENCY




THIS IS WHAT IT NEEDS TO DO
TO LOOK

LIKE PANTENE

12300

9225

6150
K {074
0 IIII ...l —— ——
2 x 3 x 4 x

1l x 5 x 6 x 7 x 8 x 9 x
ANNUAL PURCHASE FREQUENCY
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MARKETING IS A FIGHT FOR

ATTENTION
- NOT LOVE

Reach is critical to drive penetration



1. Shift in Media L
behavior

2. Mobile

3. Online Video




1. Shift in
Media behavior




Media beha\/iour has changed

-_







Media consumption in Belgium

M Time spent

Intertnet

Google

Google Confidential and Proprietary

Source: Online survey commissioned by Google - TNS Fieldwork Nov. 2014 - Note: internet spend excludes big players like Google, Facebook, etc.



UNLIMITED CHOICE

any content, any time, any screen

Google

G’orogle Confidential and Proprietary



The marketing framework is changing

From To

Defining your target
group

Target group
defines themselves
via signals







Mobile anno 2015

Nomophobia I
noun

a fear of being without
mobile device, power
source, or service area
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The Mobile Revolution




TODAY

- s+ B

YESTERDAY i o

a2 L
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Mobile made digital
mainstream..




87% under 35 years use a smartphone

<25 25-34 35-44 45-54 5959



36% of time spent online

22% 24% 54%

Google Youf[B

Source: Online survey commissioned by Google - TNS Fieldwork Nov. 2014 - 2508k Confidential and Proprietary



Smartphones are used for a wide range
of different activities on a weekly basis

Q) ) @)

Search E-mail Social

e e ] i

38%




‘ With YouTube being the wmobilﬁo destination

500/ - of YouTube views happen - -/ |
o.on mobile and tablet - ' y BT ‘
- .
M .
; hi R
90% }r/ﬁ*r year growth in

watchtime /

5 ¢

& '“ ﬁ
Google Confidential and Propr ; tary , GOOS[G‘ Yﬂ ll TUI] B




3. Online Video




88% of onliners under 35 years watch
online videos at least once a week

(> 1> »] >
S, e T
> > |
Daily Weekly Monthly Less than monthly
48% 40% 6% 3%




New definition of TV ?

the,best way to reach.Millennials is ofn'm

T

100%

% of smartphone-owning
18-34 year-olds that reported %
using each device to watch B
video content 50%
25%
0%

Smartphones Computer Tablet ™

Google Confidential and Proprietary




Google Confidential and Proprietayi_.-- :



Abdel En Vrai
85K Sub

7M views




NOS met online programmaformules
voor millennials

De NOS experimenteert met nieuwe
online programmaformules voor
millennials, de doelgroep die via
klassieke televisie lastig te bereiken is.
Met inzet van Snapchat, YouTube en
Instagram.

YouTube is the place to be, en dat geldt
tegenwoordig ook voor nieuwsvideo's, door
de NOS speciaal gemaakt worden voor
middelbare scholieren, een doelgroep die meer YouTube dan televisie kijkt.

NOS Lab, aanjager van (pilot)projecten als NOS Kort op Instagram, plaatst iedere
donderdag om 19.00 uur een nieuwsfilmpje. Daarin wordt een actueel onderwerp
bij de kop gepakt en uitgediept. Bijvoorbeeld de schokkende beelden van de
levenloze driejarige Aylan, aangspoeld op een strand.



Today we deliver greater impact through engagement

In this video

80%

lift in
consideration

54%

Ad recall

SEPHORA lift

You Tube



Formats that make your video ad more engaging

George.
Coats & Pramsuits

Cards brings
interactivity to mobile,

tablet and desktop




*Experiences

If you pay for both engagements, which do you feel better about?

YouTube is the largest native mobile video
platform in the world

Oh, also, this one is muted by default u

simulated



It's early morning on YouTube !

T <






http://www.youtube.com/watch?v=125gutRd8rk




Real marketeers pow ered
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Winning the moments that matter in Belgium
Sebastiaan Monsieurs - Senior Online Media Consultant
Ludovic Thevelin - Online Media Consultant

Google



Mismatch ‘Consumer Journey’ vs Advertising Strategy

How people purchase How businesses advertise

Awareness /

Awareness
Consideration ReaC!1
Evaluation Campalgn

= %ﬁ%‘ﬁ’j

==




The Consumer Journey as
“a Conversation with your Consumer”

-~ -

e S - ~

7 N d N
, /VouTube ®-mails Bﬁjgs N \E—mans
/ \ Search / \ /
Apps / Revi ites M 4 YouTube N b /
eview sites , ewspapers | /
\
. . \
Awareness Consideration
/ Newspapers Websh * Search / Webshops\\ / YouTube
Blogs » ebshops —\ // \ Review sites /
\ /
/ \ Blogs / \ ’
/ N ’ * ’
Search ~ /7 Apps S ,
// S s Se - Social Media
— -

If marketing has one goal, it’s to reach consumers at the moments that most influence their decisions.
(McKinsey & Company)



The Consumer Journey as
o a Network of Micro-moments”

See >> Think > >

Care

)
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http://www.youtube.com/watch?v=GtQJEpHzFRw

Google

define: micro-moment \[.J/ “

Web Videos Images Shopping News More « Search tools

About 44,800,000 results (0.37 seconds)

mMi-cro-mo-ment

/'mikro/ /'momant/
noun; plural noun: micro-moments

1. A moment people reflexively turn to digital to act on a need
in that moment — a need to learn, do, discover or buy something.

2. Intent-rich moment when decisions are being made
or preferences being shaped.



| want-to-watch
want-to-know

want-to-find

need-to-buy

More connected
consumers means
more opportunity







ENTERTAIN-ME

NEW-DAY-NEW-ME

MOMENT MOMENT
See Think
HELP-ME-BUY
MOMENT WHAT-ELSE-IS-THERE

MOMENT

Care



The Consumer Journey to Conversion

Consumer journey
Think
in | | .
1
1
| e e e e
| Consumer goals 1 1 1 1

1
| KPIs / Metrics

&



The Consumer Journey to Conversion

Consumer journey

* INSPIRE-ME-MOMENT

your Business
* % of target audience reached

» Reach as many of your
* # Views completed

Consumer goals
Micro-moment
Business goals
KPIs / Metrics

(V)
A
&




Consumer journey

Consumer goals

Micro-moment

The Consumer Journey to Conversion

* INSPIRE-ME-MOMENT

Business goals

« Generate awareness around
your Business

» Reach as many of your
target audience as possible

KPlIs / Metrics

« # Views completed

* % of target audience reached

« # Website visits

« # Newsletter registrations

>> . I-WANT-TO-KNOW-MORE-MOMEN'>



The Consumer Journey to Conversion

Consumer journey

Consumer goals

» Want to purchase your Product
(best tailored to their needs)

* Find info on how they can buy the
product (e.g. stores, promotions)

Micro-moment

0 ¢ INSPIRE-ME-MOMENT >> . |-WANT-T0-KNOW-MORE-MOMEN'> e HELP-ME-CHOOSE-MOMENT
) 1
. i :
1 1 1
Business goals ! ! !
- iV 1
+ Generate awareness around . *Influence consideration | « Enable users in the moment of |

your Business purchase

» Showcase your Product and use

» Reach as many of your appealing USPs to convince consumers

target audience as possible

* Help users find their most

« Keep in touch with interested users convenient Point-Of-Sale (POS)

KPlIs / Metrics

* # Views completed h « # Website visits - $ Sales

* % of target audience reached « # Newsletter registrations « # Contact us inquiries




Consumer journey

Consumer goals

« Discover new Products / Brands

 Get touched by great stories

Micro-moment

The Consumer Journey to Conversion

* INSPIRE-ME-MOMENT

» Want to purchase your Product
(best tailored to their needs)

* Find info on how they can buy the
product (e.g. stores, promotions)

>> . I-WANT-TO-KNOW-MORE-MOMEN'> * HELP-ME-CHOOSE-MOMENT

Business goals

« Generate awareness around
your Business

* Reach as many of your
target audience as possible

KPlIs / Metrics
* # Views completed

* % of target audience reached

* Influence consideration

» Showcase your Product and use

appealing USPs to convince consumers

* Keep in touch with interested users

* # Website visits

* # Newsletter registrations

» Enable users in the moment of
purchase

* Help users find their most
convenient Point-Of-Sale (POS)

* $ Sales

« # Contact us inquiries

* Be part of a community
(with exclusive benefits)

« Stay up-to-date about new
products and promotions

* WHAT-ELSE-IS-THERE-MOMENT

* Build strong consumer base with
whom you can re-connect in future

» Engage with your consumer to
encourage new purchases

 # Membership registrations

* # Seller reviews

>



Consumer journey

Consumer goals

* Discover new Products / Brands

* Get touched by great stories

Micro-moment

* INSPIRE-ME-MOMENT

Business goals

« Generate awareness around
your Business

* Reach as many of your
target audience as possible

KPlIs / Metrics
* # Views completed

* % of target audience reached




Consumer journey YouTu be:
The world leader in video

Consumer goals

« Discover new Products / Brands

 Get touched by great stories

Micro-moment

* INSPIRE-ME-MOMENT

Business goals

« Generate awareness around
your Business

* Reach as many of your
target audience as possible

KPlIs / Metrics
* # Views completed

* % of target audience reached




YouTube:
The world leader in video

Consumer journey

Helps you...

Consumer goals

« Discover new Products / Brands

 Get touched by great stories

--------
---------

Micro-moment

* INSPIRE-ME-MOMENT

Business gl ' Find the right L1 Tell great ¢ Provethe
« Generate awareness around -_‘ PEO PLE :.' -_‘ STO RI Es :.' ‘-_‘ IM PACT

your Business

* Reach as many of your
target audience as possible

-----
-------------------

KPlIs / Metrics

* # Views completed

* % of target audience reached




T“he YouTube helps you reach a very diverse audience

3.8M unique visitors
via desktops

Find the right . Weekly reach
PEOPLE ] =

e o 25-34




—

T“he With an enormous reach!

More people watch YouTube on a weekly
basis than other TV channels

Find the right :
PEOPLE .




—

T"he Smart targeting - Connecting with the Right audience

Who do you want to speak to ?

Find the right :
PEOPLE






http://www.youtube.com/watch?v=9r9S_uV_c8k

T“he Smart targeting - “Because sorta you isn't you”

PR
. " "
.

"

Find the right :
PEOPLE '

.
.
-------
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T“he Reach out to the ‘right’ people

Targeting

Find the right '
PEOPLE




—

T“he Reach out to the ‘right’ people

Targeting

R - . Topic

People
watching

Find the right videos about
. B t

PEOPLE Gzﬁlfe’s’

. Health

Science




—

T“he Reach out to the ‘right’ people

Targeting
.. ‘n- .' . “‘ .. Aﬁ\inig) :
A Lonss Audience
. Peome Combined
. . B watching segments like
Find the rlght : videos about Foodies
: Beauty Dog lovers
PEOPLE . Games Music lovers
5 Health Investment

junkies

Science




Find the right
JHTIN

Reach out to the ‘right’ people

Topic

People
watching
videos about
Beauty
Games
Health
Science

Targeting

¥ Affinity ¥

Audience

Combined
segments like
Foodies
Dog lovers
Music lovers
Investment
junkies

—

N In-Market ¥

Segments

People who
are on the
verge of
buying




Find the right

PEOPLE

Reach out to the ‘right’ people

Topic

People
watching
videos about
Beauty
Games
Health
Science

Targeting

Y Affinity ¥

Audience

Combined
segments like
Foodies
Dog lovers
Music lovers
Investment
junkies

¥ In-Market ¥

Segments

People who
are on the
verge of
buying

—

Re-
marketing

Your own
viewers that
have
Watched
Subscribed
Commented




The retes of online video

......
. " "
. .
.
.
.
.
.
.
.
.
.
.
.
.
.

Tell great

STORIES Without restrictions of Without the limitations of an Allowing for
' TIME AGENDA CONVERSATION




YouTube TrueView

“Permission based Advertising”

Stromae
Peugeot 2008 by Peugeot Belux Share
L/100KM @ 98- 150 G/KM
YouTube Mix - Stromae -
Formidable

Stromae aux NRJ Music Awards

.
.
. " 2013
? dora2607

Stromae - Papaoutai
y Str VEVO

to video in 2 3
Stromae - Rendez-vous Grand-
Place de Bruxelles

.
I .
.
.
v Advertisement 0:17
[ by Pandora2607
S 441

1 Stromae, un mec formidable

by Honor 1

Stromae - Formidable

Virtual Popstar Promotie - 70 videos

l _Suhscr\be 122

E




Tllhe YouTube TrueView

“Permission based Advertising”

Stromae
Ler e, c Peugeot 2008 by Peugeot Belux Share
- .. ost-Per- Companion
. .
. . - |
SN VleW - = L/100KM @ 98- 150 G/KM Banner
.
* s pav whe, YouTube Mix - Stromae -
. Only IP",‘ W ];‘" Formidable Stays during the
cople watc , :
. people watch YouTube video,
: your Ad free advertising
. N Stromae aux NRJ Music Awards
. 2013
Te ll t . ndora2607
. o Stromae - Papaoutai
. tre VEVO
. . You can skip 8 = s
. First 5 o video 3 :
.
n
. seco ds Advertisement 0:17 Stromae - Rendez-vous Grand-
. . Place de Bruxelles
. Free
. -
. advertising, get
. .
. .- your key Stromae - Formidable Stromae, un mec formidable
- . * e e sal
fraaast message here Virtual Popstar Promotie - 70 videos

122




Tllhe YouTube TrueView

“Permission based Advertising”

Stromae

L/100KM @ 98 - 150 G/KM

TR R R g YouTube Mix - Stromae -
4 Formidable

“ ’ 3 Stromae aux NRJ Music Awards
v . 2013
7 ) Pandora2607

Stromae - Papaoutai

Tell great : ) & 1
STORIES : i y e ¢

.
.

@ Place de Bruxelles

A * [ by Pandora2607
. [T 441,465 vie
.
. .
‘e . o © : Stromae - Formldable 1 11 Stromae, un mec formidable
"....--" videos
Virtual Popstar Promotie - 70 videos

’ " 63,882

122 — . =


http://www.youtube.com/watch?v=EekcG9bQGhw

Tllhe YouTube TrueView

“Permission based Advertising”

Stromae

5L/100KM & 98 - 150 G/KM

.t * e . v P YouTube Mix - Stromae -
. . [ ¢ Formidable
‘

3 Stromae aux NRJ Music Awards
. . 2013
. . andora2607

Stromae - Papaoutai
by StromaeVEVO

Tell great
STORIES :

. Stromae - Rendez-vous Grand-
@ Place de Bruxelles

Advertentie overslaan >>

ae - Formidable

. . =17 11 Stromae, un mec formidable

L e videos

Virtual Popstar Promotie - 70 videos 63.882
,

122 — . =



http://www.youtube.com/watch?v=Z1tNnE8mWw0

Tllhe YouTube TrueView

“Rethink your TV Campaign”

TV Version YouTube Version

"2 SECONDES SUFFISENT

Tell 8r eat R ; ‘ POUR PRESENTER LA TENTE 2 SECONDS
STORIES ' )



http://www.youtube.com/watch?v=7uYHRpIgeVc
http://www.youtube.com/watch?v=3A1tQTJZctk

Tllhe YouTube TrueView

Make it easy for people to remember, find and buy your product

Tell great
STORIES

. .
-------



http://www.youtube.com/watch?v=YqeW9_5kURI

Tube

Prove-the
IMPACT

Measure - Analyze - Optimize

YU" Tuhé T scarh | Browse | Upload

My Videos & Playlists
Overview

~ Views reports
Views
Demographics
Playback locations
Traffic sources

Audience retention

~ Engagement reports
Subscribers
Likes and dislikes
Favorites
Comments

Sharing

My Channel  Video Editor ~ Create Videos | Subscriptions  Analytics (Insight) ~ Messages (1)

Overview > Demographics +

Content Geography

rch for loc Q |

Date range

|| Herald Sun & Dataiicious AFL Twitter Visu@d | |

101110 = 10031/11

Video: Herald Sun & Datalicious AFL Twitter Visualization
Oct 1, 2010 - Oct 31, 2011

Al Male Female
100.0% 82.0% 18.0%

B wvae B Femae

1347 1824 2534 3544 4554

;rm! locations by 1317 18-24

Australia 8.2% 12.8%  26.3%
United States 0.0% 8.5%
United Kingdom 0.0% 16.2%
Germany 0.0% 0.0%

datalicious =)

Account Settings

Download report




A
Tuhe Audience Retention Tracker

B Crganic (4,775 samples) [ TrueView in-stream (8,825,910 samplas)

=
----

Prove-the

IMPACT .'. ‘ 000 002 003 005 0068 008 0:09 041 042 014 016 017 019 020 0:22




'I'uhe Brand Lift - Moving the Brand Metrics that Matter

Brand Lift

PR
. " O g

What we Ad recall Brand
Brand Awareness .
report interest

Consideration

Prove-the ; How we Surveys Organic Search
. measure it Activity
IMPACT

Which types of Which demo is driving Is my campaign

. . the highest lift in inspiring consumers
questions will we brand awareness? to search for my
help answer brand or products?




Consumer journey

Consumer goals

Micro-moment

> . I-WANT-TO-KNOW-MORE-MOMEN'>

Business goals

* Influence consideration

» Showcase your Product and use
appealing USPs to convince consumers

* Keep in touch with interested users

KPlIs / Metrics

* # Website visits

* # Newsletter registrations
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Consumer goals

The Google Display Network
IS like the ultimate billboard

Micro-moment

* |-WANT-TO-KNOW-MORE-MOMENT

snips: S esyURL y0dE

Business goals
* Influence consideration

» Showcase your Product and use
appealing USPs to convince consumers Fies (2 orsy

flaunt ik ron,
flurry e [ FLV

* Keep in touch with interested users

KPlIs / Metrics

* # Website visits arnis SRS et

&gty I ) G Gomeen’) GOFFICE (SOl S, o s = R |

* # Newsletter registrations

Source: ComScore, Media Metrix Report, Apr 2014, Google Ad Planner, Internal Google Analysis

twvestat JStukea Ja)




Use the Google
Display Network to
create awareness
and influence
consideration

Reach your target audience based on
the topics they browse or their interests

FOOD & DRINKS

Smulweb.nl

1.000.000 impr / month

MUSIC

Qmusic.be

350.000 impr / month

REAL ESTATE

Immoweb.be

+2.500.000 impr / month



rowses fashion sit
for 30 mins




Use the Google
Display Network to
create awareness
and influence
consideration

Not just reach, but engage
with your audience

GDN ENGAGEMENT ADS

Astvmrisamani

¥ remove columns

MKkt Cap
301.008
50.8968
11.908
31.0658

Hover to Play Ads



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

Engagement Ads

“SPRING BREAK". Success Story

+ONTDEK ONZE
ENTEPROMOTIES

e

A.S. Adventure

A.S.Adventure in Belgium
saw tremendous success
from bringing their folder
online with Catalog Lightbox

7. ONZE FOLDER

Live Demo & Case;Study

- Brussels: 157.000 D2D catalogs replaced by
Catalog Lightbox

=> generating 2.2 million impressions and
72.000 engagements

L™ EENZWOELE 7
% COCKTAIL VAN ¥
28| PROMOTIES -

- Engagement rates until 4.06 % well above the
2-2.5 % Google benchmark


https://adwords.google.com/da/b/dabAdPreview?templateId=422&outputFormat=HTML5&width=336&height=280&visibleUrl=asadventure.com&destinationUrl=http://www.asadventure.com/benl/folder&isExpandable=true&irsKey=-7606239273339060224&hl=en_US&ad=54955933390&adGroup=17152157950&ocid=2806056240&s=70&showMulPreview=true&sig=ACiVB_wVxpKHkdJ0c_6CJtewo_4qtslo1A
http://services.google.com/fh/files/misc/asadventure-casestudy-cataloglightbox-belgium.pdf
https://adwords.google.com/da/b/dabAdPreview?templateId=422&outputFormat=HTML5&width=336&height=280&visibleUrl=asadventure.com&destinationUrl=http://www.asadventure.com/benl/folder&isExpandable=true&irsKey=-7606239273339060224&hl=en_US&ad=54955933390&adGroup=17152157950&ocid=2806056240&s=70&showMulPreview=true&sig=ACiVB_wVxpKHkdJ0c_6CJtewo_4qtslo1A

Display Remarketing

Leveraging the GDN to increase reach and continue the conversation

er is looking for User visits User Show relevant ads to
your website leaves consumer via the GDN

Re-engagement



Consumer journey

Consumer goals

» Want to purchase your Product
(best tailored to their needs)

* Find info on how they can buy the
product (e.g. stores, promotions)

Micro-moment

* HELP-ME-CHOOSE-MOMENT

Business goals

» Enable users in the moment of
purchase

* Help users find their most
convenient Point-Of-Sale (POS)

KPlIs / Metrics
* $ Sales

« # Contact us inquiries




Consumer journey

Consumer goals

» Want to purchase your Product
(best tailored to their needs)

* Find info on how they can buy the
product (e.g. stores, promotions)

Micro-moment

* HELP-ME-CHOOSE-MOMENT

Business goals

» Enable users in the moment of
purchase

* Help users find their most
convenient Point-Of-Sale (POS)

KPlIs / Metrics
* $ Sales

« # Contact us inquiries

Google

Google

Belgium

Reach your audience at the exact moment that they are looking for you

Google Sna@h I'm Feeling Lucky
I

Google.be offered in: Mederlands Frangais Deutsch
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"I think we can find some micro-moments in there"









http://www.youtube.com/watch?v=bFy2b6LJc9k

Giana, 26, Waitress

|
' Giana is surprised by the price difference
between fever sore remedies and turns to

4
w | :
Ty E LP CH OO (s her phone to see if Abreva is worth it.
‘ aw’ B - . .
= =y

MOMENT

D /7:54pm, in-store

Consumers turn to mobile for last-minute
confidence. Marketers need to provide it
for them by being there in-the-moment
with helpful content.




SEO vs SEA

Search engine Search engine
OPTIMIZATION ADVERTISING
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allows you to be visible oo e e

About 12.100.000 results (0,34 seconds)
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right message and on B s e . Co s

Bag-In-Box en Promo - Déstockage de -40% & -50%

th e r|g ht d eV|Ce Vente de Grands Crus Classés, Champagne et Vins en

Primeurs
L7 www.millesima.be/

Creating a direct link e e e e

. Vins. Elu meilleur Site de vente de vin sur internet depuis ...
Wlth your core www.vinatis com/ ~ Translate this page

Vins rouges, vins blancs ou vins rosés, toutes les couleurs sont & honneur sur Vinatis.
Nous proposons aussi une large gamme de vins bio. Acheter du vin sur ...

au d i ence Champagne - Foire aux vins - Eliqueties abimées - Bordeaux

Millésima - Achat en ligne de Grands Crus Classés, vins en ...
www.millesima.fr/ ~ Translate this page

Millesima est le leader de |a vente de grands vins et de vins en primeur depuis 1983. 2
500 000 btles dans nos chais des meilleurs millésimes de Bordeaux, ...

Lavinia - Acheter vins en ligne, ventes privées de vins a prix ...
www.lavinia fr/ ~ Translate this page




Google Search

allows you to be visible
at the right time, to the
right person, with the
right message and on
the right device
Creating a direct link
with your core
audience

SEO vs SEA

Search engine a e Search engine
OPTIMIZATION ADVERTISING

Y

GOOSIE acheter du vin

Web  Images  Maps  Videos

News More ~ Search tools

About 12.100.000 results (0,34 seconds)

Action 5+1 Gratis - corawine.be
L] www.corawine.be/ ~
Commandez avant 13h et recevez vos bouteilles dés le lendemain |

Own your
Message

Vins en Ligne - Delhaize - delhaizewineworld.com
] www.delhaizewineworld.com/ ~

Livraison etlou Retrait en Magasin. Le meilleur du Vin - Meilleur Prixt
Bouchonné = échangé - Livraison gratuite - Garantie sur la Livraison
Bag-In-Box en Promo - Déstockage de -40% & -50%

Vente de Grands Crus Classés, Champagne et Vins en
Primeurs
L7 www.millesima.be/

Commandez des Grands Crus Classés. Vendus par Caisse Direct du Chateau O
La 3eme Caisse Offerte - Caisses Découverte - Carte Cadeau Millésima W n yo u r

o
Vins. Elu meilleur Site de vente de vin sur internet depuis ... Lan d N ! l l !s l e
www.vinatis. com/ ~ Translate this page

Vins rouges, vins blancs ou vins rosés, toutes les couleurs sont  Ihonneur sur Vinatis.

Nous proposons aussi une large gamme de vins bio. Acheter du vin sur ...
Champagne - Foire aux vins - Etiquettes abimées - Bordeaux

Millésima - Achat en ligne de Grands Crus Classés, vins en ...
www.millesima.fr/ ~ Translate this page

Millesima est le leader de |a vente de grands vins et de vins en primeur depuis 1983. 2
500 000 btles dans nos chais des meilleurs millésimes de Bordeaux, ...

Allows you to be
Relevant

Lavinia - Acheter vins en ligne, ventes privées de vins a prix ...
www.lavinia fr/ ~ Translate this page



Be visible in the best spot

Search engine a e Search engine
OPTIMIZATION ADVERTISING




of internet users expect
the leading brand at the
top of the search results,
in a premium position




Add Extensions to be Relevant
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Include Mobile

to reach your audience at
the moments that matter.
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a boorhamer kopen

Google  boorhamer kope*

Web Afbeeldingen Video's Meer ~

m——

Google Shopping Gesponsord @

I l 109,95 € 118,99 €

gamma.be gereedschapcentr... redcc

Boorhamer kopen?

Adv. www.boormachinestore.be/
Boormachinestore.be: dé specialist. Voor
23.59u, morgen gratis bezorgd!

Boorhamer | Boormachine-
kopen.com
www.boormachine-kopen.com/boorhamer/
Voor mobiel - De krachtpatser voor de
grootste boorklussen. Een boorhamer op




Consumer journey I

Consumer goals

* Be part of a community
(with exclusive benefits)

« Stay up-to-date about new
products and promotions

Micro-moment

r

> . WHAT-ELSE-lS-THERE-MOMENT>:

&

! -

Business goals 2

* Build strong consumer base with
whom you can re-connect in future

» Engage with your consumer to
encourage new purchases

KPlIs / Metrics
 # Membership registrations

* # Seller reviews




Consumer journey

Consumer goals

* Be part of a community
(with exclusive benefits)

« Stay up-to-date about new
products and promotions

Micro-moment

> -WHAT-ELSE-IS-THERE-MOMENT>

Business goals

* Build strong consumer base with
whom you can re-connect in future

» Engage with your consumer to
encourage new purchases

KPlIs / Metrics
 # Membership registrations

* # Seller reviews

YouTube Brand Channel

Set up your own Video hub where you can showcase your products,

promotions and engage with your consumers

'NESPRESSO

[[/%af‘ el ’/1'2”. £

Nespresso

Home  Videos  Playlists  Channels  Discussion  About

Nespresso Pixie Clips Nespresso Pixie Clips
3 83,457 views 1 month ago

Discover the New Pixie Clips by Nespresso*
Find your own style in a large range of uniquely designed clips on

http:/www.nespresso.com

*The Pixie Clips machine is not available yet in all countries.

Read more

Nespresso Espaiia | 1001
Formas de tomar café
PR S

Coffee Conversations

Nespresso Les Collections
by Nespresso by Nespresso

D8 Subscribe [EEREER

Related channels on
YouTube

Coffee Maker Revi...
Brance

Subscrive
nescaferu
Subscribe

LittleBabyBum &
Susserive

mcdonalds123ru
m

2 SurpriseToys
@

¢ Kopotkan aHumauun
& Subscriba



Consumer journey
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Consumer journey

Consumer goals

» Want to purchase your Product | * Be part of a community with
(best tailored to their needs) exclusive benefits

* Find info on how they can buy the * Stay up-to-date about new

1

1

! product (e.g. stores, promotions) ! products and promotions i

l i l l |

| Micro-moment : | | |

1 ] 1 1 1

= ) ! 1

0 * INSPIRE-ME-MOMENT * I-WANT-TO-KNOW-MORE-MOMENT ¢ HELP-ME-CHOOSE-MOMENT ¢ WHAT-ELSE-IS-THERE-MOMENT

T T : 1

| l | | l

! Business goals : ! ! !

[ ) . . 1 I

 « Generate awareness around ; *Influence consideration | « Enable users in the moment of | - Build strong consumer base with |

° .~ your Business . Showcase your Product and use purchase ' whom you can re-connect in future |
[ 1

1 i i 1

M 1 * Reach as many of your : IR CREE (D CRmIED) IR * Help users find their most . » Engage with your consumer to !

target audience as possible '« Keep in touch with interested users | convenient Point-Of-Sale (POS) ! encourage new purchases !

| l | | |

' KPIs / Metrics i i i i

J 1

* # Views completed ) « # Website visits - $ Sales : « # Membership registrations |

* % of target audience reached / « # Newsletter registrations « # Contact us inquiries « # Seller reviews




Consumer journey

Consumer goals
. » Want to purchase your Product I * Be part of a community with
a * Discover new Products / Brands (best tailored to their needs) exclusive benefits
* Get touched by great stories « Find info on how they can buy the - - Stay up-to-date about new

product (e.g. stores, promotions) products and promotions

Micro-moment

I
I
1
1
1
2 f :
@ « INSPIRE-ME-MOMENT >> . I-WANT-TO-KNOW-MORE-MOMEN'> « HELP-ME-CHOOSE-MOMENT > . WHAT-ELSE-IS-THERE-MOMENT>
T T : 1
1 I 1 1 1
1 I 1 1 1
! Business goals : ! ! :
| » Generate awareness around . * Influence consideration | « Enable users in the moment of | + Build strong consumer base with |
I
1

your Business purchase ' whom you can re-connect in future

1
[}
(] , *Showcase your Product and use

[} i i 1
“ o Reach as many of your ! Ly LS O Eeies consumers + Help users find their most ‘ * Engage with your consumer to !
target audience as possible '« Keep in touch with interested users | convenient Point-Of-Sale (POS) ! encourage new purchases !
| | | | |
' KPIs / Metrics i i i |
@ * # Views completed ) * # Website visits * $ Sales :  # Membership registrations |

@ 1

* % of target audience reached ! « # Newsletter registrations « # Contact us inquiries . * # Seller reviews

Google products |

YouTube (TrueView)

YouTube (Brand Channel)



The Consumer Journey as
o a Network of Micro-moments”

Connect >> The > >



Google

NEW BUSINESS TEAM

Market insights Consulting Implementation Support

Industry data, trends, Cansumer journey Dedicated strategist Set-up, billing
& benchmarks & Marketing strategy builds your campaigns & Invaicing
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Program

Case study: PepsiCo
Marnick Vandebroek - Digital Manager Benelux

Google



