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Definisanje Internet marketinga
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Definisanje Internet marketinga

[ Marketing categories [[] Marketingvehicles [] Marketing tactics

© Extended Marketing Mix, BCG 2010



Definisanje Internet marketinga

Internet marketing = Marketinske aktivnosti koje koriste Internet kao
kanal marketinske (poslovne) komunikacije.

Digitalni marketing = Marketinske aktivnosti koje se sprovode preko
novih komunikacionih medija (Mobilni telefon, Interaktivna TV, Internet,
Video igre...)

E-marketing = Uglavnom sinonim za Internet marketing. Neki autori
definisu elektronsku pomponentu marketinga preko svih medija koji
koriste elektronske uredaje.

Interaktivni marketing = UkljuCuje sve komponente komunikacije koji
iniciraju interakciju sa konzumentima (dvosmerna komunikacija).

Uspesan online nastup zavisi od poznavanja najbolje prakse
primene funkcionisanja Net-a u poslovanju.



Priprema online nastupa

Internet biznis plan sastoji se iz Cetiri osnovne celine:

1. Opis delatnosti kompanije
2. Analiza trzista
3. Prikaz zaposlenih (management)

4. Finasijska analiza

Primer:
http://www.awp.com.au/Guide/Business_plan_guide and_template.htm
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Internet marketing plan

Uvod (Executive Summary)

Opis (Delatnost) organizacije
Definisanje online strategije
Istrazivanje trzista

Kreiranje koncepta online nastupa
Planiranje budzeta

N OO s wWwN e

Formiranje tima i definisanje vremenskih rokova (plan
implementacije)

00

Internet media plan i online PR aktivnosti
Kreiranje dodatnih marketinskih materijala vezanih za
online nastup

O

10. Plan eva | UaCije Copyright © 2004 Dragan Varagi¢
www.mplans.com/sample_marketing_plans.php



Pristu

Proces

Projektni plan

Project Management

e\ Pl e strateK r?galr;ferne Kreiranje Tehnicka
multldls_mpllnarno ocetak kreiranja legije, _ Koncenta i realizacija Web
projektnog projektne biznis plana i eptal sajta
' . nternet marketing,/ Scenarija sajta
tima dokumentacije g ;
plana - Web sajt pla
Odredivanje Definisanje Obim potreba i Planiranje Primena zadatih
osobe unutar projektnog plana, za htevi koji se konkretnih krterijuma u
Kompanije koji ¢e odgovaranje na postavljaju za vizuelnih, prakti€noj
diretno sudelovati pitanja koja kreiranje Web sadrzajnih i implementaciji na
na nivou omogucuju sajta, ciljevi koji organizacionih tehnoloska
definisanja kreiranje bi trebalo da se celina Web sajta reSenja Web
strategije i same strategije, postignu, u skladu sa sajta, postavljanje
implementacije sprovodenje prilagodavanje utvrdenom standarda i nacina
kreiranja nastupa prvih istrazivanja kreiranja nastupa strategijom online komunikacije sa
Metalca a.d. na aktuelnog Kompanije na nastupa. korisnicima Web
Internetu. Internet trzista, Internetu u L sajta putem
L Definisanje .
L definicija odnosu na kreiranog

Definisanje : ) rasporeda :

S . konkretnih aktuelnu i SR vizuelnog
organizacionog i R : sadrzZaja i nacCina . . o
2 oCekivanja od projektovanu ; , identiteta sajta i
izvrSnog odbora interakcije po .

. strane poslovnu X programabilnog
projekta. - : . celinama Web .
Kompanije. situaciju u . mehanizma.
sajta.
Kompaniji.

Projektnim planom definise se duzina projekta (pocetak, kraj,
kontrolne tacke), obim, i eventualno prikaz troskova.



Definisanje online strategije

the conversation marketing method

1

Know Your Goals

Tools
Business Aesearch
Creative Brief

Result
Key Performance Indicators [KPIs)

2

Know the Room

Tools
Interviews, surveys, site statistics
Customer data, sales team input, KPIs

Result
Personas

3

Dress Appropriately

Tools
Personas, KPls

Result
Wireframes, site map, creative

4

Sound Smart

Tools
Site map, creative, personas, KPls, QA

Result
Copy, contingency design, standards-
compliant code

9

Make a Connection

Tools
E-mail, RSS5, “social' media, outreach

Result
The house list, subscribers, audience

6

Brag Modestly

Tools
SEQ, PPC, 'social” media, PR

Result
Rankings, new customers, loyalty

Tools

Result

Site traffic report, sales data, leads data, demographics data, offline media
performance, cffline messaging performance, industry reports

Actionable insight. Adjustments to your entire strateqgy at all steps.

/

Observe and Adjust

Another bizarre diagram from weww. conversationmarketing.com

copyright 2008 lan Lurie

use it, enpoy it, but give credit and a link or 'l hunt youw down




Definisanje online strategije

Glavni poslovni i marketinski ciljevi

Pravci razvoja organizacije u interaktivhom okruzenju
Situaciona (SWOT) analiza

Fokus i pozicioniranje kompetencija (proizvoda/usluga)

Faktori uspeha (Key Success Factors)

Online brending strategija

Definisanje potreba klijenata (pozicioniranje prema klijentima)

Pozicioniranje prodajne strategije (plan prihoda)

O 00 N O U A~ W N P

Nacini sprovodenja online strategije

10. Merenje performansi (Balanced Scorecard)

www.smartinsights.com/digital-marketing-strategy/digital-marketing-planning-template/



Vizioshop.com
(2005, 2011)

- Bivsi direktor prodaje
Fidelinke kupio je
masine za Stampanje
majica i napravio online
shop.

- Pocetkom 2008. g.
Potpuno je prestao
prodaju van Web sajta.

- Potrebno je pet
prodatih majica dnevno
za isplativ biznis.

- Ovaj shop ima najvecéu
affiliate mrezu u Srbiji
(400+ sajtova).

- (2008) Veoma uspesna
dva affiliate modela
zarade.

- 2010. sajtu
problemima sa padom
prodaje, krajem godine
prodat dobavlja€u.

Online strategija?

Majice su savr3en poklon za rodendan !
Narutite ih na vreme!

Jo uvek nemate nista u korpi?! [

flickr Cwikker

: § v \
: )f ) sz proelaynlies majics aBalkanu : ','_‘Ebne:!vam

CIE"OTOIECE F '

(] 0 majicama | UpUtstVo| Majice SaV/asom SIikor | Ma) ce saVas MeKstom | Kacket Sa wmwumuumm

vas NALOE

J—J

— v
Dozvolite nam 7 do 10 radnih dana za isporuku, jer se svaka majica Stampa posebno za Vas!
Postarina za jednu majicu iznosi 200 din. za 2 majice takode 200 din. a ako narucite 3 ili viSe od 3 majice poStarina je BESPLATNA !
vizioshop@gmail.com

Kvalitet majice i Stampe - na prvom mestu ! Telefon 063/ 55-33-36 od (8h-14h)
Majice-Kategorije i b st
Majice ; .
NAJNOVIE MAJICE! g + = & —@ -
s HIT ¢
ZENS Sa
A 7

Vasa nasa Va:
ideja  majica  majica!

Za narucena 3 i vise
proizvoda, postarina
BESPLATNA!

Vesti sa Bloga

M A 24.03.2009.
- JICE ' 1. Odaberite bilo koji tekst Posaljite svoje
1. Odaberite bilo koju siiku sa sa bilo koje strane majice . fotografije u VIZIOshop

VaSeg ratunara 2. Odaberite font majicama i dobijate

Aan |

Www.Vvizioshop.com

AGENCUE FIZICKA LICA PRATECE USLUGE

INEKRETNINESRBIJE com

| SRB ENG

IZABERITE LOKACLIU ()

Ada

Aleksandrovac
Aleksinac

Alibunar R

e ootase: o
VRSTA NEKRETNINE: OBJEKAT U 1ZGRADNJI Il
I
povrsma oo: [N co: I - -
STRUKTURA STANA:
GREJANJE:
NIVO U ZGRADE:

UKNJIZEN: W

www.nekretninesrbije.com

Nekretninesrbije.com
(2009, 2011)

- Vlasnik je dosao iz
SAD 2004. g., posle
dvadeset godina
boravka. Investirao je u
izradu sajta preko
80.000 EUR (zaposleni) —
godinu dana.

- Sajt je krenuo u
januaru, a u februaru je
konkurencija pozurila
definisanje prodajne
ponude.

- Od februara krenulo
oglasavanje, sa 50
poseta dnevno na preko
1.700 dnevno (kraj
marta).

- Do pojave
specijalizovanih sajtova
za nekretnine na B92 i
Blic bio najposeéeniji iz
ove oblasti.

- Piatanje je da li ¢e sajt
opstati i vlasnik vratiti
ulozeno.



Online strategua’
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Online strategija?

go web go mobile

w2 fin

Go Mobile Go Social

Internet Professicanal Program _ .
- Copyright © Gowebgomobile.com




Izrada Web sajta
1. Definisanje ciljeva (strategija, koncept)

2. Kreiranje funkcionalne specifikacije Web sajt Plan
=

3. Kreiranje funkcionalnog dizajna (sadrzaji,
informaciona arhitektura, informacioni dizajn,
navigacija) _

4. Kreiranje vizuelnog resenja Web stranica

5. Programiranje sajta na osnovu funkcionalne
specifikicaje i funkcionalnog dizajna

6. lzrada tehnicke dokumentacije Web sajta (uputstvo
za koriscenje i dokumentacija koda Web sajta)

/. Testiranje sajta
Internet Professicanal Program



Izrada Web sajta — Korisnicki dozivljaj

The Elements of User Experience - UX (www.jjg.net/ia/)

Web as software interface

000000000000000‘000000‘000.0000"0‘0000015

Visual Design: graphic treatment of interface
elements (the "look" in "look-and-feel")

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

Interface Design: as in traditional HCI:
design of interface elements to facilitate
user interaction with functionality
Information Design: in the Tuftean sense:
designing the presentation of information
to facilitate understanding

Interaction Design: development of
application flows to facilitate user tasks,
defining how the user interacts with

site functionality

Functional Specifications: "feature set":
detailed descriptions of functionality the site
must include in order to meet user needs

L L L R B B R B R B B B B R R B R R L B N B R N B B B B B

User Needs: externally derived goals

for the site; identified through user research,
ethnoftechno/psychographics, etc.

Site Objectives: business, creative, or other

internally derived goals for the site

S LT PP IIENYN L

task-oriented

*

b!c&oc‘voo&i‘tv'o'~tlvo

Abstract

Concrete

Completion

s/ Ly

Sl 2 7
L& Oz =

STV coneys

(S22 008 TR,

CHL A R K

I
/ s Aeans
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Procitati oba ¢lanka sa adrese:
http://www.taboomagazine.org/code/navigate.asp?ld=25

LR IR B B B S

Conception

«-uuw

Web as hypertext system

Aotsooooo’to.00‘000000‘000.00000'00

Visual Design: visual treatment of text,
graphic page elements and navigational
components

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

Navigation Design: design of interface
elements to facilitate the user's movement
through the information architecture
Information Design: in the Tuftean sense:
designing the presentation of information
to facilitate understanding

L I B R B N B B N B R BN R B IR R B R B R B R R B L N 2

time

" n e

Information Architecture: structural design
of the information space to facilitate
intuitive access to content

...............................

Content Requirements: definition of
content elements required in the site
in order to meet user needs

S 4 2 00Ty

User Needs: externally derived goals

for the site; identified through user research,
ethnoftechno/psychographics, etc.

Site Objectives: business, creative, or other
internally derived goals for the site

L L B B B R BN BRSOt R B B R e AR R B B TR SR RE BN R R N AN

information-oriented




Tehnike Internet promocije

Tehnike Internet promocije predstavljaju sredstvo za
ostvarivanje ciljeva online nastupa, i njihova
prvenstvena uloga jeste:

1. Ostvarivanje online kredibiliteta
2. Ostvarivanje povratka posetilaca
3. Povecanje posecenosti sajta

4. Povecanje prodaje putem sajta

Internet Professicanal Program



Tehnike Internet promocije

Industry Revenue Concentration Remains High

* Online advertising continues to remain concentrated with the ten leading ad-selling companies, which accounted

for 70 percent of total revenues in the second quarter of 2008, consistent with the 70 percent reported for the
second quarter of 2007.

= Companies ranked 11th to 25th accounted for 11 percent of revenues for the second quarter of 2008, compared

to the 12 percent reporied in the second quarter of 2007. Companies ranked 26th 1o 50th accounted for 9
percent, consistent with the 9 percent reported in 2007

AR % Share of total revenues |IAB 2008

%« a0%

e 81%

70

60
Top 50

50 companies

} command

40 70% | age: of cnine
30 mareet

30

20

[ $8.087T M $7.134 M $6.010M $7.267 M $16879 M $21206 M

; J

% of Total

Q1Q2A34G4Q1Q24A3Q4Q1Q24A2 Q4 Q1Q2ATQ4QTAZAIAQ4AQIQZATQ4IAQTRZAIQ4QTIR2A3 Q4 Q1 Q2
2000 2001 2002 2003 2004 2005 2008 2007 2008

Raspodela online medijskog ,kolaca“ ne ide u iriloi malim medi’Iima.



Tehnike Internet promocije

© Noob Guide To Online Marketing 2011



E-mail marketing

Email Campaign Delivery Chesklist

Nobody's perfact and human error is inevitable, but when it comes to emall marketing campalgns,
aven the tinkast error can mean the difference between your emall being openad or being Immediately trashed

Here's Puredsn's top ten checklist for helping you avoid the most common emall marketing campaign mistakes

Do all the links work » A i 6

and are they doing the correct places?

Do you have 4 clear unsubscribe button and
does ¢ worl?
Aoes S N : )

. . 3 5 Ty ; - /
oY . $ ; 'F-:. r —
Do Hou have 4 plain text versiord ; engpem 7 | 1

2 Ts (tqthe same as Wour HUNL conterd? ] Do Yo have trust eaming text at the tog? ' -

3 Do Yo have alt tags and do they show links? 8 Are tou tracking vour links using, G0 @(& AMI@ e
4 Do all wour pictures have inks and are they 4ong ﬂ 9 Have you cleaned your distrigution list of opt out? “

" to the correct place? ‘ .- '_ (@
5 L guur e dl personaliced And dre the nm:es \A?)\ o 1 O How does gowr email look in ddferent inbox clients? .{l}\%
' in nour list correctly formatted and present: VLAY @ W

Internet Professicanal Program

Copyright © Pure360emailmarketing.com



SEO - Optimizacija za pretrazivace

SEO FACTORS =

CONTRIBUTING TO
OPTIMAL RANKINGS

URL FACTORS

URL » Search Engine Friendly URLS
» Site Structure
» Domain Life Span

ON-PAGE FACTORS

== = » Content Relevance
I » Meta Tags
== » Keyword Density

OFF-PAGE FACTORS

_ N : » Inbound Links from Directories
» Online Press Releases
D » Blogs, RSS Feeds & More

SOCIAL FACTORS
7}1" » Ratings

» Reviews

B2011 Elliance, Inc. | wwaaw.eliance.com




PPC — Pay Per Click

_ ) R W \/ { :‘ I S
Search Results
SEOQ CLICKS PPC CLICKS

When Searching Only

42% of All Searchers
23% Clicka PPC Link

Click On The Top Ranked Result

SEARCH USER BEHAVIOR

15% Try A Different Search
or Search Engine

/23% Click a Result on
Second Page or After
A Free SEQ Analysis From¥ fe Number 1 SEQ Agtocy Dec 05 « Mar 10

» / v <o, ) Y
” ‘_—.———- (1)
SEO Expents: No Risk. Guaranteed Top 10 Posticas o Money Back! r\a“‘? thEO ) 62 AJ CIICk a Page One
"
fomd. 'EZoL'wf'.'z ot s Result
Appcoved SEO co ol

PPC Paid Results

SEO That Works

mﬁ:ﬁm‘ﬂ ROI SEQ vs PPC
IS e A ¢ iR Caalans
i §R0gfe ComsuppeAmebmA e B IR PN ' Achieve Returns in Excess

of 500%
/ 22% of PPC Campaigns
Achieve Returns in Excess
l | 8 | of 500%

Natural Results




Social Media/Inbound Marketing

INBOUND THE OUTB
THERKETER  VS- Mapkgron NP

“NEW MARKETING” is

"any marketing tactic

“OLD MARKETING” is

“any marketing that
pushes products or

that relies on earning
people’s interest
instead of buying it.”

services on customers.”

“‘\
Y

-

J

Communication is
interactive and two-way.

Communication is one-way,

Customers come to you:
e Via search engines,
referrals, social media

Customers are sought out:

« Via print, TV, radio, banner
advertising, cold calls

Marketer provides little to
no added value,

Marketer seeks to entertain
and/or educate,

Marketer rarely seeks to
entertain or educate.

© Voltierdigital.com



Social Media/Inbound Marketing

SEO

Search Engine Optimization

* Target Keywords * Keyword Density
* Link Building * XML Sitemap
* ALT/TITLE attributes = Reporting/Analytics

SMO

Social Media Optimization

SEM

Search Engine Marketing

* Increase your linkability * Campaign Design
* Make tagging and * Campaign Management
bookmarking easy * Google AdWords
- ; * Facebook Ads
* Reward inbound links « Yahoo Search Marketing

* Help your content travel S R atracis:

Internet Professicanal Program

Copyright © SEO SME SMO Venn Diagram




Social Media Marketing

THE RISE OF SOCIAL NETWORKING AD SPENDING

4 dy by
A spend ':-!(f;‘ S1L.7 billion on socdal sintes this yea, Thes estimate i 5 noticeable incresse from
by eMarketer, which forecasted 5118 for 1his vear, a5 well a3 2 20% inCreass from 2009 spernd
Dok M expeciod 10 recewve about hall of a8 social network ad spending., 3 least in the S, with Myspace

ng. Of this spending, Face
Y y “ et 10 ot
wiworking ste. These p £y, &5 well INe Study s Other moOst intereshs facts and Ngures are -
. = Flowtown.

WORLDWIDE SOCIAL
NETWORKING AD
SPENDING

300
30.7%
Amount Spent: 52,530 <
26 M./
Millions & L
Annual % Change
§2,145 /

$1.225
155.00

Copyright © MarketingStrategyTheOnline



Content Marketing

PR’s Next Projects

A Blog

White Paper Series
eBooks

Case Studies

Print Newsletter

Content
Microsites/Portals

® Online Quizzes

® Digital Magazines

® Community Forums

® eNewsletters

® Variable eNewsletters

Books

Podcasts

Audio Books
Vodcasts

Video Portals

Print Magazine
Social Networking Sites
Webcasts/Webinars
Virtual Trade Shows
Online Games
Content Widgets

Newspaper

Copyright © Junta 42




Optimizacija konverzije

the 12-step landing page rehab program

OPTIMIZING YOUR MARKETING FUNNEL FOR HIGHER CONVERSIONS

PP CLICK-THROUGH

DESTINATION PAGE(S)

Banners I

Registration

LEAD GENERATION
CONFIEMATION PAGE

Social Media

POST-CONVERSION MARKETING
OPPORTUNITIES

INBOUND PROMOTION SPECIFIC LANDING PAGE
TRAFFIC (CONVERSION OPPORTUNITY)

There are 2 primary types of landing page, click-through (generally used for ecommerce) and lead generation (to collect user
data). The graphic above includes 2 CTA's (one for a click-through page and one for a lead gen page). Only use whichever is
appropriate for your landing page type. Similarly, don’t try to use all 12 ideas onto one page, choose appropriate content for
your audience and product/service.

Internet Professicanal Program

H

ONE PAGE PER SOURCE

Use a unique page for each traffic
source to maintain visual, tonal and
content factors. It also allows
measurement of the best source.

A/B TESTING

Your page can always be improved.
Test your page design & messaging to
let it evolve over time.

AD MESSAGE MATCH

Ensure your upstream ad copy
matches your primary landing page
headline to provide reinforcement that
the user made a ‘good click'.

CONTEXT OF USE
Show photo/video of your product or
service being used in real life.

VIDEOS INCREASE CONVERSION
Videos on landing pages have been
shown to increase conversion rates
by up to 80%. *

DIRECTIONAL CUES

Use arrows, color, contrast and the
direct gaze of human eyes (in photos)
to guide your visitors to the primary
call to action (CTA) on your page.

@ - PoINT OF GONVERSION

Infographic by Oli Gardner - Unbounce.com - The Landing Page Platform Unbt. un

~

(o0

({8

12

DATA vs. CONVERSION

Long forms & personal guestions
increase the barrier to entry and can
lower conversion rate. Test different
forms to balance data vs. conversion.

EDIT RUTHLESSLY

Reading is effort and turns people
away. Delete 50% of your page copy
then remove half of what's left.

ENABLE SOCIAL SHARING
Provide mechanisms for people to
share your page or save it for later.

TRUST & SOCIAL PROOF

Show live social streams and
testimonials to increase visitors belisf
that you are trustworthy and likeable.

ONE PAGE - ONE PURPOSE

The principle of congruence states
that each element of your page should
support a single focused objective.

POST-CONVERSION MARKETING
Leverage confirmation pages to
further engage your new customers
with free downloads, important
next-step links and options to follow
you in other media channels.

Copyright © Unbounce.com




Novi tipovi online promocije

GO‘\ )gle restoran suncani kej novi sad “

Search About 20.600 results (0.44
Everything Places for restoran near Suncani kej, Novi Sad, Serbia Map for restoran suncani kej novi sad
Images Play Off restoran A Crpymuuka \ ST N oadina: Ok
www.playoffrestoran.rs Novi Sad ® & . eny % - Trg Dositeja
5 o “Bojpofma’ S -
Maps 1 Google review (0)21 459686 5 3 % ?brgdovlca
X °aﬂ pr Hocureja
Videos Restoran 10 B) Bynesap yapa Ilasapa % z “M:".',"
maps.google.com Novi Sad %% w;," B Hosear Cany
News Place page 2 m\'a,am o S Bl
- il “\z\‘“‘ ¢ m..._.l “lTe
Shopping Restoran Mali Nis Ccl 16 2 5 >
maps.google.com Novi Sad "C“-;; o z & R
More 1 Google review (0)21 459 521 Meprarop s % ™ Liman 1
< =1
More results near Sunéani kej, Novi Sad, Serbia » % Liman > 2 &e
2 3
Show search tools % \ ) z %
cesla - Novi Sad na dlanu o® LA (3l
cesla.nsnadlanu.com/ - Translate this page g "%
Novi Sad na dlanu - restorani. »> lokacija na mapi. Adresa: Suncani kej 13 Novi Sad. @ g? Duga - vrii¢
Telefon: 021/458- ... RESTORAN "CESLA" NA DUNAVU Usidrili smo se ... 4 . 3
BT Googe 2 Map data ©2011

foursquare :: SetaliSte "Suncani kej" :: Novi Sad. Vojvodina
https:/foursquare.com/v/.._suncani-kej/4c35d5963ffc3521674091f5

foursquare helps you keep up with friends, discover what's nearby, save money & unlock
rewards. Get Started Now. Join foursquare to do that. Foursquare helps ...

Google sve vise utice na nacine promocije najrazlicitijih poslova.
Internet Professicanal Program



Novi tipovi online promocije

Milan Obradovic Poruka #60| |danas u 16:24:44

Nije me bilo neko vreme, ali obecao sam da cu se javiti &)

U meduvremenu sam prisustvovao sastanku na kom je predstavljen novi koncept dugoroéno. Tek tad taj pristup - gde imate dva lika

u serijalu koji predstavljaju bankarstvo kao nesto §to mora imati odredeni balans (kao i sve u Zivotu), dobija smisao. Prva reklama
oruke. 2 koja pri¢a o vrednostima, izdvojena za sebe, ne govori mnogo, i tu se slazem sa vedinom na forumu. . ,

Naravno, primedba za sinhronizaciju i dalje stoji. Tu ne mogu nista da kazem sem da bi svaki slededi put trebalo da bude uverljivije J

A vase kritike smo zaista ozbiljno shvatili i one su dosle do vrha u centrali (a mozda i dalje:)):

Koncept UravnoteZeno bankarstvo - reakcija ..

P ot 000s0:51 @ (]

e,

Reklama ké\‘o‘ 'sredstvo dijaloga.

= PROFIL

17 =aluvans

=t
& \§ 2 l\ \

(e

SerbianFighter

administrator

Capo di tutti capi




Novi tipovi online promocije

Mirko Ovetkovié

juz

YOV U SCLIGay

‘\ Jelena Karleusa

aial

NASLOUNA DRUSTVO EKONOMIMA HRONIKA POLITIKA SPORT SVET TEHNOLOGUA ZABAVA

__ ; ey,
;¢ V- - a4 i

DZedaji podrzali anti-gej demonstracije ili provokacija

Dh\ia{iapodrhli anti-gej demonstradije ik
provokadija Sith-a? »

BEOGRAD, RORUSANT, 10, oknebar (Nt) — 1ako s Savet Disdafa
o 1ada drias po rani tokom medSiikeg rata Loty pritalsca §
protivedia odriavania Farade poadda © Beograde, foes ivedtaji
lica mesta ukazuju na to.,

sktvdar 20 sove / % bameverz

e relor .

DRUSTVO

Otkrivena , Centralna Srbija”
izmedu Beograda i Kosova »
) BEOGRAD, & Oktodar (Njul) -
gl Becgradski geclodii intivet cdjavio
{ —— §¢ jetres da su mihovi strativadi
otkrill o 2ada nepocnatu {
neistralenu kpnent matu zmedu Beograda i

NjUZ
OVDE

NE MOZE

BITI

VAS BANER

exrd 2000 3¥ Lomeemara S Coo i +

Navijadi pozivaju: Pobedimo
predrasude, razlike nas spajaju »

5 BEOGRAD, 10. otobar (Njuz) «
BN Parads ponoss pod toganemn I mi
Dl duiu imasey ©eeganitacili

Udrutenja CUC (Cigani,

Cltras Grodart) edriace se 10, oktodra u..

AT E 3000 ) 4 Kimdamng [ Cao it »

Andelina Zoli usvaja sirodice
filmske industrije iz cele ex-Yu »

3 EEOCRAD, SARAJENO,
i MONTENEGRO, ERUUNI
l\‘ 23 Avgust (NjuD) - Svetski yoenatd

glusica Andaing 2o, kefa joi
ambdasader UNHCR-2, & Sogovor 5a suprogoes
Bredom reddla je.

S0 32 250 [ Newa bomanung [ Cas wiar -

Jahadi apokalipse ostali u 3tali »

WWww.njuz.net

Vesti objavljivane na Facebook-u mnogo pre nego sto je sajt nastao


http://www.njuz.net/

Tehnike optimizacije online promocije

ROI & Effort: B2C
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http://www.draganvaragic.com/weblog/wp-content/uploads/2010/09/roi-effort.png

Tehnike optimizacije online promocije

16 Feb 2010 - 18 Mar 2010

A Visitors Dashboard

=2, Traffic Sources
B==

[] Content
~" Visits
P Goals
g e -/l-n,cu:u:u
!

Average value/visit by digital \

[{ Custom Reporting k t > h I
marketing cnanne 30,000
Visits Revenuve Transactions Average Valuve E-commerce Conversion Per Visit Val /
My Customisations ’7342 e s |10 g 3"' £2'o; v / E .I
y . % of Site Tots % of Site Tots te Avg 18 % . 2 5 / / ¢
[F Custom Reports s s 17.88 o279 95{.: 9% (94.74%) 277,23+ :”' a ”‘ mai
Advanced Segments Visits Revenue Transactions |
22 ons Average Value E-commerce Cony P
. Inteligence Beta v [N £129.81 L o 23 a3 SEO
. 43.90 e o % of Site Tota te Avg £111.38 0.33% ‘
et 29.88 ; > Avy: £0.
E Emil . te Avg: 0.49% (.31.93%) 2007 o0t
Visis Revenye Transact
on: /;
702 £19500 7 gr7pe " S Commerce Conversion » Per Visit Value . |
% of Site Tots ¥ o 0% Tots . ate ;’ "’
Help Resources o 0.19 oren o TS 111984, 1.00% £0.28 f f] I 1al t(‘
(7) Ahout this Rer — oA 049 (10530%  ageany ¢
@ Conversion! 2:;”2511 :;";’;?8 Transactions Average Valye
# ' 9 v E-co
(7) Comman € 10.70 % of Site T ,"VJ' -.1‘.’8. - £33.32 Rate SN e Rer Visit Vaie iz 8
3,52 bl te Avg 38 Ry
s ey £11138(. 0.53% Ko.18 - Links
2 AV 0.49% (10.04%) 67 P
’VIS/fs Revenye Trans =
5810 £1.266.00 w2 Jage Vatve
¥ of Site Tota gy 54 £34.5 E-commerce Conversion
8.37 ran . T % 0f Site Tota -56 Rate Per Visit Valye
-83 5.89 e Avg £111.38 ut
: oy £111.38 ‘0-34% £0 12 S‘() % I .
o e Avg 0.49 (-29.67%) 78. 18”": £0.54 . e ( l(l I\I L‘(' li
. Trans
£324.70 - Average Valye B
% 0f Site Tor “commerce
B ; e £'40.59 Rate onversion Per Visit Vaiye
087 AV £Y 18
63.56%) 11.38¢. 0-24% £a 10 P
Site Avg' 0.49 s o VD £0.54 ¢. I
/ Roew) 8207, : t '( L‘ ‘ l ' & h
T —

view report

'© Econsultancy 2010

1



Evaluacija efekata online nastupa

Overview » MyCity 2011 Nov 16 - 2011 Dec 16
Comparing to: 2011 Oct 16 - 2011 Nov 15

n|l Starred ‘Day Month Year|

Completed Visits v

Namef Reports Status Visits  Avg. Time on Site Bounce Rate Goals e Actions
ange
http:/iwww.mycity.rs UA-1011915-1
www.mycity.rs View report 7 1,058,577 00:03:07 67.63% 0 © 13.00%
http:/iwww.vestirs UA-1011915-5
www.vesti.rs View report 7 725,529 00:02:28 11.65% 0 O -3.61%

Kod medijskih sajtova je bitna posecenost.

Internet Professicanal Program



Evaluacija efekata online nastupa

New Vsiitors Return Visitors
Month Visitors |Orders |Conv. Rate |Revenue |Visitors |Orders |Conv. Rate |Revenue
Jan 800 3 0.4% 5294 200 4 2.0% $432
Feb 750 2 0.3% $196 210 5 2.4% S540
Mar 700 2 0.3% 5196 230 5] 2.2% $540
Apr 750 3 0.4% 5294 240 ) 2.1% $540
May 790 4 0.5% 5392 230 6 2.6% 5648
Jun 810 5 0.6% $490 220 7 3.2% S756
Jul 820 6 0.7% 5588 210 7 3.3% 5756
Aug 900 7 0.8% S686 200 8 4.0% S864
Sep 950 7 0.7% 5686 190 6 3.2% 5648
Oct 820 8 1.0% S$784 180 7 3.9% 5756
Nov 1,000 12 1.2% 51,176 190 9 4.7% $972
Dec 1,100 11 1.0%| 51,078 200 9 4.5% $972
Total 10,190 70 0.7%| $6,860| 2,500 78 3.1%| 98,424
Distribution 80% 47% - 45% 20% 53% - 55%

© Zoommetrix.com
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Evaluacija efekata online nastupa

AN 13 855 Goal Completions
AW $12.288.00 Goal Value
Sttt g 82% Goal Conver. rsion Rate
\C 0. 00/ Tota/ Abandonment Rate

Internet Professicanal Program



Evaluacija efekata online nastupa
SourcelMedium  ~

i
o ‘Q‘
1e)

email
572K

google / organic
2.79K

Kupovina
12.4K

(direct) / (none)
927

facebook.co.../ referral
907

/- referral
376

1.66K
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