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Are your digital efforts measuring up? 

Digital advertising will account for $.72 cents of every incremental 
dollar spend in advertising in 2017 (Adage 2016) … 

The majority of studies indicate that maximizing the value of digital marketing 
and advertising activities is a priority for many organizations, worldwide. We are 
past the “should I use digital marketing” stage.  

The demand for performance is always an important issue for all advertising 
participants (advertisers, ad networks, agencies). And performance on the 
Internet is receiving more attention as advertising costs increase and the 
dependancy on lead generation moves away from traditional sources like call 
centres and direct mail to Internet advertising. 

In this edition we focus on measuring which part of your digital activities are 
driving the value you need. We also provide measurement insights and identify 
opportunities for your business.  As always, thank you for your feedback and 
insights on our content. They have assisted with the new look of this Digital 
Dollars and Sense. Have a wonderful winter 2017 season. 

Joe Wozny and the Concentric Team

https://blog.bufferapp.com/social-media-2016
http://adage.com/article/agency-news/digital-make-global-ad-spend-2017/306991/
http://www.concentricis.com
http://www.reuters.com/article/us-facebook-marketplace-idUSKCN12319R
https://blog.bufferapp.com/social-media-2016
http://www.reuters.com/article/us-facebook-marketplace-idUSKCN12319R
http://adage.com/article/agency-news/digital-make-global-ad-spend-2017/306991/
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DIGITAL  STRATEGY  
Also known as a digital roadmap. 
digitalroadmap® strategies are 
plans and processes for how your 
online initiatives will create value 
and revenue for your business. 

Be Smart With Your Marketing 
Efforts - Your Competition Is 

All companies jump into the world of digital 
marketing with strong expectations to get the most 
out of their advertising and marketing activities. The 
“jumping” step is important as it signals intent. And 
supporting this intent through a digital strategy is 
the next necessary step in the process of maximizing 
the effectiveness for digital marketing programs and 
actions.  

The reasoning for a digital strategy is simple. Like 
any successful business project, digital marketing 
demands a wholesome strategy and cohesive 
planning. In fact, that’s why you see business and 
government, on mass, adopting digitalroadmaps® 
for any number of their activities. 

There’s a number of ways to plan strategy and ways 
to be strategic with your digital marketing budget. 
Chapter 9 of The Digital Dollar book is good starting 
point. It provides a process to follow when creating 
your strategy and identifies outcomes that every 
strategy should include.  

To help you with your strategy decisions, reference 
articles are included in the blue section on this page. 
They speak to the broad topic of digital strategy and 
the many different dimensions of strategy to 
consider. Click on each “blue box” title on the right to 
read the article. 

Bottom Line: Think strategically on digital  
marketing investments. There’s a plethora of 
activities to select from. And focusing on two or 
three activities is guaranteed to produce a better 
outcome than “ready, fire, aim”. 

 
Sustainable Competitive Advantages in 
Digital Marketing 

This articles speaks to how a strategy can 
produce a huge advantage over your 
competition and build sustainable competitive 
advantages … which is something every business 
has an interest in.  

Why Not Having A Digital Marketing 
Strategy Is A Waste Of Your Marketing 
Efforts? 

This article speaks to why the direction a strategy 
provides is important, how you will connect 
better with your audience, how you can track 
progress and therefore ROI. 

What to do About Lack of Strategy. Why 
Your Marketing Plan Isn’t a Strategy 

Want to know what “strategy” is and why should 
you care, then read this.  Our favourite part of the 
article is what you can do about a lack of strategy 
and how deciding on what to measure is a key 
element in moving forward and being successful. 

Do You Need an Online Marketing 
Agency? Take This 5 Minute Quiz 

This Forbes article and survey makes you think 
about budgeting, what are your goals for digital 
marketing, how you want to grow your business 
and how any current products you may have 
deployed are performing. 

JOE WOZNY 
Joe is a digital thought leader, 
strategist, author, blogger and 
CEO of Concentric. Visit 
joewozny.com for more.

http://www.concentricis.com
http://thedigitaldollar.com
http://joewozny.com
http://thedigitaldollar.com
http://joewozny.com
http://searchengineland.com/sustainable-competitive-advantages-digital-marketing-258100
https://yourstory.com/2016/11/bdeea0b4a2-why-not-having-a-digital-marketing-strategy-is-a-waste-of-your-marketing-efforts/
http://www.apple.com
http://www.forbes.com/sites/groupthink/2016/11/30/do-you-need-an-online-marketing-agency-a-5-minute-quiz/#54c56076198b
http://searchengineland.com/sustainable-competitive-advantages-digital-marketing-258100
https://yourstory.com/2016/11/bdeea0b4a2-why-not-having-a-digital-marketing-strategy-is-a-waste-of-your-marketing-efforts/
http://www.apple.com
http://www.forbes.com/sites/groupthink/2016/11/30/do-you-need-an-online-marketing-agency-a-5-minute-quiz/#54c56076198b
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DIGITAL  
ADVERTISING  
Leveraging Internet 
technologies to deliver 
promotional messages. 

4 Reasons to Invest Your Ad Budget 
on Vertical Search Sites 

PPC Vertical Search advertising can be a hidden gem 
for advertisers.  And it’s growing in prominence and 
impact as the Internet moves to paid placement. 

Vertical Search sites are singularly focused 
information portals such as Kayak, Yelp, 
MyInsurance, Amazon, etc.  These sites are not new. 
However they are unlocking new value for 
advertisers through PPC offerings. Benefits include:  

1. The customer base has high purchase 
consideration intent  

2. The amount of data you can identify and engage 
with a very focused target audience  

3. You can deliver messaging matching what the 
consumer is searching for at the moment  

4. Ad prices can be on a PPC basis offering, an 
alternative to impression priced sites such as 
those operated by media publishers. 

Read a good supporting article here. 

Measuring Ad Conversions from 
Mobile Phones 

As spending on digital channels increases, so does 
pressure on marketing teams to prove and improve 
ROI; and that can be a challenge. Benchmark data 
such as CPL (cost per lead) and CPA (cost per 
acquisition) help take the guesswork out of decision-

making by enabling teams to optimize for what’s 
really driving leads, customers and revenue.  

Call conversion measurements are very important as 
more people respond to ads through their Smart 
Phones. Meaningful measurements for Call 
Conversion include a) the marketing source b) the 
caller’s path through your website c) who the caller 
is (phone number) d) time of day - Using different 
telephone numbers assists with granular tracking of 
responses for companies with a diverse product mix.  

Tracking the result from the call (did it produce a 
sale, inquiry, visit, etc.) together with the callers 
telephone number is a must do activity for your 
business team. This information can be matched with 
analytics data to provide insights into the 
effectiveness of phone response to ads. More  

Ads That Get Your Attention 

Which online ad creative elements capture 
consumers attention and are most likely to be seen 
the most? 

Researchers from Fairfax Media presented a range of 
different ads and tracked eye movement/gaze in 
their study. Participants also engaged in an ad-recall 
exercise and experience discussions. 

Top elements included: 

1. Contrasting colors/brand colors 

2. Simple, concise messaging 

3. Clear, uncluttered design 

4. Prominent brand logos/symbols 

Ads that matched brands' other online/offline 
campaign elements also had higher engagement/
recall. Read the Study (It’s free on sign up!) 

FACEBOOK OPENS CREATIVE HUB AD TESTING TO ALL USERS 
Have you ever wanted to view and/or try out Facebook ad options like Carousels and 
Canvas but thought they look a little bit too complicated?  Facebook’s Creative Hub is 

now open “for your use” and it is a pretty handy and helpful tool.
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http://www.marketingprofs.com/opinions/2016/31153/four-reasons-you-should-be-investing-in-ads-on-vertical-search-sites?adref=nlt112816
https://www.entrepreneur.com/article/280765
http://www.adcentre.com.au/insights/eye-tracking-study/
https://www.facebook.com/business/news/creative-hub-product-announcement
http://www.marketingprofs.com/opinions/2016/31153/four-reasons-you-should-be-investing-in-ads-on-vertical-search-sites?adref=nlt112816
https://www.entrepreneur.com/article/280765
http://www.adcentre.com.au/insights/eye-tracking-study/
http://www.concentricis.com
https://www.facebook.com/business/news/creative-hub-product-announcement
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CONTENT  
MARKETING  
Creating and freely 
sharing information 
with intent to 
attract prospects. 

Feed the Need - Deliver ROI 

Believe it or not, any reason we engage with content 
boils down to one simple motivation: filling a need. 

Being aware of the needs of your audience, and how 
your content is meeting those needs is critical.  

Developing or adopting a framework for needs 
assessment is important and part of ensuring you get 
a ROI for your Content Marketing efforts. 

Needs assessment has three components, in our 
opinion. First define the “buyer personas” of your 
target audience. Second, match your company, 
product or service value statements to the buyer 
personas. Third, prioritize the attributes of each 
value statement against a needs hierarchy (for 
example Abraham Maslow’s hierarchy of needs - see 
image top right of this page). 

With this “functional information in hand” create 
your content in the form you believe it will best be 
consumed, shared and published on multiple 
platforms. Read a good supporting article here. 

3 WAYS TO MAKE A SPLASH ON INSTAGRAM 
1. Consider your visuals and how native they look to the platform. In a 

sense, any promoted content should “blend in” and look like an 
organic part of the native feed. 

2. Images are the most important element on Instagram, but don’t 
forget that great copywriting can make your paid content more 

effective. Keep in mind that Instagram shows only the first two lines 
of copy. Everything else is hidden under the “Read More” link. 

3. Know your audience. Target the right people.

“Three Predictions for Content 
Marketing in the Coming Year” 

1. Video will dominate all Consumer platforms 
putting pressure on B2C companies to make it 
part of a content mix. B2B will experiment with 
video but are not being pushed as hard as B2C 
companies to adopt video. 

2. Interactive content (example - build & price) 
drives engagement. More companies will find 
opportunities to make their brand stand out by 
turning customers into active participants.  

3. Influencer marketing results will be directly 
correlated with budgets. Content marketers will 
reach a larger audience with an influencer 
marketing program provided they can afford 
the commercial rates that influencer(s) are 
going to charge to leverage their audiences.

http://www.business2community.com/content-marketing/feed-need-using-maslows-hierarchy-guide-content-marketing-01767440#WFtZCuvE3R33THgb.97
http://www.business2community.com/content-marketing/feed-need-using-maslows-hierarchy-guide-content-marketing-01767440#WFtZCuvE3R33THgb.97
http://www.concentricis.com
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ORGANIC 
SEARCH  
Enter in one or more words 
in a search engine and 
receive listings that appear 
because of their relevance 
to your search terms. 

Search Becomes a Facebook Focus 

Facebook is now facilitating 1.5 billion searches/day 
and has indexed more than 2 trillion posts. Many of 
these searches are for items such as people’s names 
but a growing number are for businesses and/or 
products. Look for Facebook to begin building new 
advertising opportunities in Search this year with an 
eye to challenging Google in the Search segment. 
Read a good supporting article here 

Paid vs Organic 
What Generates More Leads? 

Does paid traffic or organic traffic, generate more 
qualified leads? In a study by SparkReaction, paid 
blog lead generation and organic traffic lead 
generation were compared for the same marketing 
campaign. We see positives for both tactics. 

The study found that paid blog traffic converted to 
leads at a lower rate than organic traffic and that the 
leads from organic traffic were “more valuable” 
because the leads from the paid blog traffic were 
“unqualified”. The study also notes that organic 
traffic had a limited reach when compared to paid 
blog traffic since the only reach limitation with paid 
blog traffic was budget. The study concluded that 
you need to implement paid and organic activities in 
order to have a balanced digital lead strategy. More 

Keywords - The Extra 50% 

In many SEO activities there’s a tendency to pick 
popular industry keywords that describe your 
products and services - implement these keywords, 
and voila the work is complete! However, using only 
popular  keywords in your program leaves you with 
half of the work completed, and the easy half at that. 

The problem with stopping after basic keyword 
selection is that all of your competitors are doing the 
same thing, which means the keywords you select 
may be the same ones your competitors are using. 
The result? Your content gets thrown into Paid and 
Organic indexing algorithms with nothing to make it 
stand out. And depending on your industry and 
location, the results may be mixed. 

To avoid this result and make your programs truly 
effective it’s important to understand three concepts: 
a) Monthly searches b) Difficulty/Competition c) 
Rank. Visit the Digital Dictionary page at the end of 
this edition for definitions. 

With these concepts in hand: 

1. Expand your basic keyword activity by looking 
for the starting keywords from your personal 
demographics.  

2. Select good long tail keywords that describe your 
topic in detail. 

3. Add your keywords in the “right” way in your 
title, url, alt text, meta description.  

Keep in mind that a single piece of content can 
impact your ranking, but improving your ranking 
takes consistency and dedication. Also, do not 
overuse keywords (between 1 and 4 times per piece 
of content). More 

KEYWORD PLANNER NO LONGER HAS FREE ACCESS - IS THERE AN ALTERNATIVE? 
The best alternative to this Google tool, in our opinion, is to use Google’s PPC 
Planning tools for SEO research. PPC tools have some added bonuses too, such as 

receiving insights into conversion rates and being able to test your messaging.
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http://www.concentricis.com
http://www.socialmediatoday.com/social-business/why-search-will-be-focus-facebook-2017-and-how-it-will-impact-marketers?utm_source=Sailthru&utm_medium=email&utm_campaign=Issue:%202016-11-28%20Social%20Media%20Today%20Newsletter%20%5Bissue:8137%5D&utm_term=Social%20Media%20Today
http://www.marketingprofs.com/articles/2016/31189/paid-vs-organic-traffic-which-generates-more-and-more-qualified-leads?adref=nlt120216
http://www.socialmediatoday.com/smt-influencer/4-keyword-selection-tips-improve-your-seo-efforts?utm_source=Sailthru&utm_medium=email&utm_campaign=Issue:%202016-11-23%20Social%20Media%20Today%20Newsletter%20%5Bissue:8118%5D&utm_term=Social%20Media%20Today
http://www.socialmediatoday.com/social-business/why-search-will-be-focus-facebook-2017-and-how-it-will-impact-marketers?utm_source=Sailthru&utm_medium=email&utm_campaign=Issue:%202016-11-28%20Social%20Media%20Today%20Newsletter%20%5Bissue:8137%5D&utm_term=Social%20Media%20Today
http://www.marketingprofs.com/articles/2016/31189/paid-vs-organic-traffic-which-generates-more-and-more-qualified-leads?adref=nlt120216
http://www.socialmediatoday.com/smt-influencer/4-keyword-selection-tips-improve-your-seo-efforts?utm_source=Sailthru&utm_medium=email&utm_campaign=Issue:%202016-11-23%20Social%20Media%20Today%20Newsletter%20%5Bissue:8118%5D&utm_term=Social%20Media%20Today
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DIGITAL  
DEVELOPMENT  
Digital experiences that 
differentiate your brand.          

Retail Wins Offline! 

The Internet has forever changed how retail 
businesses operate and how consumers shop. For the 
complete Infograph visit here. 

http://www.concentricis.com
http://www.marketingprofs.com/chirp/2016/31228/how-the-internet-revolutionized-offline-retail-infographic?adref=nlt120616
http://www.marketingprofs.com/chirp/2016/31228/how-the-internet-revolutionized-offline-retail-infographic?adref=nlt120616
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DIGITAL  

DICTIONARY  
A glossary of digital terms for 
navigating Planet Internet, as 
featured in Digital Dollar books 
and Digital Dollars and Sense. 

New Digital Diction  

Google ETA - Google Extended Text Ads are the new 
format for Google Search Ads. They include 
expanded headlines and text fields. Google ETAs 
replaced Google Simplified Text Ads (STA) in 
January 2017. 

Keyword Difficulty - A measurement of how many 
brands are actively using any keyword. They are 
gathered from search engine indexes and from 
keywords purchased for search engine advertising. 

Keyword Monthly Searches -  A measure of how 
frequently a keyword is searched on. as reported in 
Search volume tracking tools (VTAs). VTAs provide 
the estimated volume of searches over a given 
period, together with trend information. 

Marketing Performance Management (MPM) - A 
discipline that governs goal setting, monitoring, and 
continuous optimization of marketing's contribution 
to revenue and other priority business goals. 

Rank - A measurement of the order of appearance of 
content including social posts, web pages or blogs on 
Search Engine Results Pages (SERPs) for any chosen 
keyword. The lower the rank the better. Usually the 
first three results at the top of SERPs are paid search 
engine ads. Those are followed by the list of organic 
search results, ranked in order. 

Can’t find a term? Have one we should include? 
Please send them to us at here! 

Access the full electronic version of the Digital 
Dictionary. Visit Online. New terms are added 
regularly!  

 
About 

We are your intersection for business integration 
and internet marketing including digital strategy, 
advertising, content marketing, mobile, search 
and digital developments - all things digital.  
 
Our digitalroadmap® process guides the right 
online business strategy. 
 
Get the Web to work for you and your brand with 
a digitalroadmap® 
 

About Digital Dollars and Sense 

DIGITAL DOLL$RS and Sense is dedicated to 
distinctive insights, online business integration, 
digital strategy, marketing and advertising.  
Published quarterly. Copyright © Concentric. 
 

Contact Concentric 
t: 604.925.1798 
w: www.concentricis.com 
e: hello@concentricis.com 
s: corporate LinkedIn 
s: @joewozny (Twitter) 

Digital Doll$rs and Sense was produced 100% 
digitally. No trees were cut down or harmed in 
the process! 

Please share  Digital Doll$rs and Sense freely … 
and thank you for sharing responsibly!  

Subscribe here to receive Digital Doll$rs and 
Sense. 

mailto:hello@concentricis.com?subject=New%20Digital%20Diction
http://www.joewozny.com/digital-dictionary
http://www.concentricis.com
mailto:hello@concentricis.com?subject=Digital%20Dollars%20%26%20Sense
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