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Definisanje Internet marketinga

© Cisibleu.com

Internet Professicanal Program



Definisanje Internet marketinga

[ Marketing categories [[] Marketingvehicles [] Marketing tactics
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Definisanje Internet marketinga

Internet marketing =MarketinQ:q aStivnbsTi libjA KByt 2 | @dinkt kap 2 <
kahayidarketinYkd (NG cSni) koyh @ kaSije. 0 LI2 4t 2 Yy S0

Digitalni marketing==a N Selb ki O kSe sd sirdvdddbyeD a (
novih kemunikacionihnmedija/(Mobilnt tetefomtnteraktivna Th, dntert
Videoiigte..).)

E-njarketing iggllavnﬂmssiﬁamimazmﬂ@fteémeim@ﬂmmgel«l\lekicautori
ReSnE Aelektransizu pomporeniurmarketinga prekoisvitemedija koji
toBsNRAI&ttbSke SddSe] UNRPY a1S dz2NBSI 2S o

Interaktivai marketing =i v dzékdzaSentk BSunitajdkbi?2 y
iniciraju interakcijus sakonzumentima(dvosmermankomunikacija).

\s@ekdS lna/hasipzdvidi o Soznyvhn dladizllid plalsed A & A
primene fiurikctomisanja Neal u postovanju.



Priprema online nastupa
Internet biznisplan sastojiseiz G Silbh NI ceZné Y 2

1. Opisielatnostkkompanije
2. hyflibatrAsda b G NOA OG |
3. Prikazzzapgslenihr(inapagement)
4. Finasijska analiza

Primer:

http://inwwvawp.com.auw/Guite/Business | planuguide candriemplate:htm
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Internet marketing plan
Uvod ((Executive Swimmary)
Opis((2élatnest) erganizacije
Definisanjeconlinestrategije
lstdilivNIe OAtD Il y2S GNOAOGI
Kreiranjekkoneepta onlineznastupa
pldnitayfcoNdeyy 2SS 06 dzROS G |
Formiranjettima tdéfinisanjeryremenskihrakaya (plan
implementacije)
Internet med'taqm;banq b@h}ﬁ@efﬂt@lﬂbﬂnosti o
YriNdI A NaHayhi@ SarkRiz2sRilmatyrihKvezYnlh NJ S U A
online mastup

10. Plan E&Mﬁlluaj@je Copyright ©2004Dr agan V
www. mplansccomifsamplenmarketingplapsphp
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Pristu

Proces

Projektni plan

Project Management

Kreiranje '\ Priprema projekt NN o Tehni Nka
multidisciplinarmod\p o | e t a k )otrategije, Intermne Kreiranje realizacija Web
projektnog projektne biznis plana i konceptai sajta
tima dokumentacije /hternet marketing/” scenarija sajta
plana - Web sajt pla

Odrelli vanj e Definisanje Obim potreba i Planiranje Primena zadatih
osobe unutar projektnog plana, za htevi koji se konkretnih krterijuma u
Kompanije koji l e odgovaranje na postavljaju za vizuelnih, praktil noj
diretno sudelovati pitanja koja kreiranje Web sadr gaj ni h implementaciji na
na nivou omogul uj u sajta, ciljevi koji organizacionih tehnol ogka
definisanja kreiranje bi trebalo da se celina Web sajta regenja Web
strategije i same strategije, postignu, u skladu sa sajta, postavljanje
implementacije sprovolenj prilagolLavutvrlenom standarda i nal i na
kreiranja nastupa prvih i st r kreiranjanastupa strategijom online komunikacije sa
Metalca a.d. na aktuelnog Kompanije na nastupa. korisnicima Web
Internetu. I nternet t Internetuu o sajta putem
o Definisanje .

L definicija odnosu na kreiranog

Definisanje : ) rasporeda :
S . konkretnih aktuelnu i L . Vvizuelno

organizacionog i : . ; sadrgaja i .n d [ n.a.
) . ol eki vanj a projektovanu : - identiteta sajta i
izvrgnog o interakcije po .

i strane poslovnu X programabilnog
projekta. - : . celinama Web .

Kompanije. situaciju u . mehanizma.
sajta.
Kompaniji.

NRt2rS labloyh AeXnisd Jf duzyh2o¥6jekR SFc Ay
Yo2tabl e NBkE), YEST, i@vkerdud!rS Drikaz 12



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 you down




Definisanje online strategije

. Difviki @yohni i b2k&ibi2 @yoA A Y NJ SGAY O]
PriNdi i@ QA ordNdizdci@ 2i@drakti2nbdBokryzdnjli I OA 2 S
Situaciona (SWOE) analiza

Fokusi bpozicioniranjeokompetencija (preizvodalusiuga)
FaktoriuspehaKeySuceesstbactors)

Online threndling strategija
Definisanjeopotreba khjenata (pozicionianje: premacklijentima)
Pozicioniranje prodape: strateégijel (plantprihoda)

bt hryvAdend bINR @258y 21 2y Ay S al
10. Merenje performans| {Balanced Seorecard)
www.smartinsights.com/digitamarketingstrategy/digitatmarketingplanningtemplate/

© ©® N O U A W N B



Online strategija?

Nekretninesrbije.com
(2009, 2011)

Vizioshop.com
(2005, 2011)

o EETTEAAlickY Cusitee e T 08 weknemate st u koo
-Bi vagi direkt olr p oa‘ : R E -VI asni k je do
Fidelinke kupio je # e :,,;"f’:;‘-v‘“ SAD 2004. g., posle
magine za ¢t a : 1/1017 ,' dvadeset godina
majica i napravio online i lomeagelis : ' boravka. Investirao je u
shop. ﬁ,wmwwwmw”wmww”mH_J_mwmm_ijbm izradu sajta preko

80.000 EUR (zaposleni) i

Dozvolite nam 7 do 10 radnih dana za isporuku, jer se svaka majica Stampa posebno za Vas!

O retmalcs | Sampe - oo mosls 1 Teefon 069 55.5535 0 (B0 14w witoshop@amatioom - godinu dana.
= P 0 ! e t k O m 2 O O 8 Za_nan:;fena gtiv_ise
= =SS proizvoda, postarina
Potpuno je prestaO Majice g Py _@ l b/ * BESPLATNA ! oy
. . raymom MAJICE! 3 + = ¥ . - SaJt Je krenuo u
prodaju van Web sajta. e HlT ARBC

i R Y M 24032000 januaru, a u februaru je
1. Odaberite bilo koju sliku sa AJ'CE ' 1. Odaberite bilo koji tekst Poéalji|fe sVOJ'EZ . .
_ o o pshss konkurencija ¢

/>
- Potrebno je pet ‘ definisanje prodajne

prodatih majica dnevno WwWWw.vizioshop.com ponude.

za isplativ biznis.

(e i) GENCUE  FIIAALDA  PRATEEUSLUBE - Od februara krenulo

) oglagavanje, s
poseta dnevno na preko
1.700 dnevno (kraj

-Ovaj shop i ma
affiliate mreg

(400+ Sajtova). IZABERITE LOKACWU () UXe) @ marta)-
:Id:ksandrovac I
. Aleksinac
- (2008) Veoma uspegna : Aibunar - - Do pojave
dva affiliate modela oo ETERNE] © specijalizovanih sajtova
Zarad e. VvrsTA NekReTHINE: [ETETNNNNNNIIIRA  OBJEKAT UZGRADKI I . .
I e p za.nelfretnl_ne naB92i o
e = N & o Blic bio najposel eni j i
. strukTura sTana: [EEE TR ove Oblastl
= 2010. SaJt u [NV agerre v

problemima sa padom N I — -Piatanje je d
prodaje, krajem godine e B opstati i vlasnik vratiti

prodat dobavljal u . www.nekretninesrbije.com ulogeno.



Online strateglja?
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Online strategija?

go web go mobile

2 fin

Go Social

Internet Professicanal Program _ .
- Copyright © Gowebgomobile.com




|lzrada Web sajta
1. Definisanje ciljeva (strategija, koncept)
2. Kreiranjeifunkcionalne specifikacije Web sait-Plar
3. YNBA NI Y-S0 Fdzy L OAM2Y | T y23
Informaciona-arhitektura, informacioni dizajp,
navigacija) _
4, YNB A NE oy @ S c@AbdzSty23 NBEOS
5. Programiranje sajta na:osnovu funkcionalne
specifikicaje 1 funkcionalnog dizajna
6. LbdNF Rt ddSK YA 6 S o R21udzY Sy
Laloricle2 NR0QOS Y2 SodAAvelR 211 dzY S Y
7. Testiranje-sajta
Internet Professicanal Program




lzrada Web sajtga Y 2 NA ay A 0 ]
The Elements of User ExperiendgX (www.jjg.net/ia/)

Web as software interface

000000400000000‘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

-

L A B S B B B R

Concrete

Completion

ooooooo

S/ sy

07 s

T V22
L& Oz =

STV coneys

(S22 008 TR,

CHL R RN

internally derived goals for the site

I
/ s Aeans

S LA AAs

S LT PP IIENYN L .."‘.""’."""’..v'

task-oriented

t N2 G A

Abstract

FOGA 201

Conception

77

Of I

LR IR B B B S

& Web as hypertext system
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

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

time

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

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

RNEB 3 ¢

al I

y1r

http://www.taboomagazine.org/code/navigate.asp?ld=25




Tehnike Internet promocije

Telhnike! interrebpromocte predsiayvljaguedsivoza
ostvarivanjectiljeva anlinezpastupa;jimjiknova
prvenstvenauulogaécjeste:

1. Ostvanvane onlinerkrecibiiteta

2. QOstvanvane poviratkacpeseitlaca

0. DvetaZcdSddngftasSta LI2 A SO SY 2 &
n. DvetaF DSk pitdnSsajtkIN2 Rl 2 S L
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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

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

WakpadbJ2oRiSetmbdiis2 Y toAdy™ Se id‘éﬁilﬂléiawéliﬂlﬂ &eﬂiiinﬂa.|

% of Total




Tehnike Internet promocije

© Noob Guide To Online Marketing 2011



E-mail marketing

Email Campaign Delivery Chesklist 9
Nobody's perfact and human error is inevitable, but when it comes to emall marketing campalgns, mo

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 4 ﬁ‘ 6 Do wou have 4 clear unsubscribe button and

and are they qoing the correct places? does ¢ worl?
—————

7' - . . i L : = (
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 Ql& AMI@ e
4 Do all Your pictures have links and are they 4oing ﬁ i 9 Have nou cleaned your distrigution list of opt outs? Q

to the correct place? .-

1 O How does your email look in diferent inbox clients? ‘ @

5 Ts your email personalised and are the names " O
' in mour list correctly formatted and present? ALAR

Internet Professicanal Program

Copyright © Pure360emailmarketing.com



SEGChLIIAYAT I OA 2t

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
==I"" » Keyword Density

OFF-PAGE FACTORS

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

SOCIAL FACTORS

» Ratings
» Reviews




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
KETER V. MaRKerew N

HE
: MAR

“NEW MARKETING” is

"any marketing tactic

“OLD MARKETING” is

“any marketing that

that relies on earning pushes products or

3

people’s interest
instead of buying it.”

services on customers.

PR
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 /

51,225

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




Google
Search

Everything
Images
Maps
Videos
News
Shopping

More

Show search tools

Novi tipovi online promocije

restoran suncani kej novi sad

Places for restoran near Suncani kej, Novi Sad, Serbia

Play Off restoran
www.playoffrestoran.rs
1 Google review

A Ctpymuuka
Novi Sad
(0)21 459686

Restoran 10

B) Bynesap uapa Jlazapa
maps.google.com

Novi Sad
Place page
Restoran Mali Nis Ccl 16
maps.google.com Novi Sad

1 Google review (0)21 459 521

More results near Suncani kej, Novi Sad, Serbia »

cesla - Novi Sad na dlanu
cesla.nsnadlanu.com/ - Translate this page

Novi Sad na dlanu - restorani. »> lokacija na mapi. Adresa: Suncani kej 13 Novi Sad.

Telefon: 021/458- ... RESTORAN "CESLA" NA DUNAVU Usidrili smo se ...

foursquare :: Setalite "Sunéani 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 ...

Map for restoran suncani kej novi sad
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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 vecdinom 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

G Internet Explorer 7.0

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

Koncept UravnoteZeno bankarstvo - reakcija ..

« Posledhyje irmens: danas v 1 ' Serbian

Reklama kao sredstvo dijaloga.

= PROFIL

17 =aluvans

4

r 4 F \
i

) % sat

SerbianFighter

administrator

Capo di tutti capi




Novi tipovi online promocije

‘ : o .
NASLOUNA DRUSTVO EKONOMIM HRONIKA POLITIKA SPORT SVET TEHNOLOGLA ZABAVA

Mirko Ovetkovié

DRUSTVO

Otkrivena , Centralna Srbija”

izmedu Beograda i Kosova »
) BEOGRAD, & Oktadar (Nyu

5 el Bregradski geololk Rfavio
et o e fuares da su njihovi Btrativadi
otkrill do sada nepocnatu
neistralenu kpnent matu zmedu Beograda i

exrd 2000 3¥ Lomeemara S Coo i +

Navijadi pozvaju: Pobedimo NE MGZE

predrasude, razlike nas spajaju »
BEOGRAD, 10, otobar (Njuz) -
m Tarads penosa pod tloganem Im
Sl duiuimasy o eeganitacili Q
Udrutenja CUC (Cigani, VAS m
Cltras Grodart) edriace se 10, oktodra u..

AT E 3000 ) 4 Kimdamng [ Cao it »

Andelina Zoli usvaja sirodice
filmske industrije iz cele ex-Yu »
EEQOCRAD, SAFAJEVO,
MONTENEGEO, BRUUNI

23 Avgust (NjuD) - Svetski yoenatd
gt o glusica Andaing 2o, kefa joi
ambdasader UNHCR-2, & Sogovor 5a suprogoes
Bredom reddla je.

S0 32 250 [ Newa bomanung [ Cas wiar -

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

BEOGRAD, RORUSANT, 10, okncbar (NJul) - 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.,

skvdar 30 soee ) 3% bameverz / Cee teloe «

Jahadi apokalipse ostali u 3tali »

WWW.Njuz.net

Vesti @bjavijivane nasFacebodkn Yoy 2ch200 dkdNBajt ASa 2


http://www.njuz.net/

Tehnike optimizacije online promocije

Return on Investment

Return on investmeant

-

(o)
~—_—

ROI & Effort: B2C

nkal
1.4 Time cost

3 4 3 6 7

© Econsultancy 2010



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

______f_l_fghnike optimizacije online promocije

16 Feb 2010 - 18 Mar 2010
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Goals
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| Average value/visit by digital
d CwsomBeportivg — marketing channel

20,000

Visits Revenue Transactions Average Valuve E-commerce Conversion Per Visit Value JI
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[F Custom Reports - i 17.88 (93.71%) te Avp 049% (94.74%) (277.23%)
Advanced Segments Visits Revenue Transactions Avera,
S ge Value E-commerce Conversion Per Visit Val
. Intelligence Beta 52504 =~ £35,568.20 274 £129.81 g £0.43 SEO
. 43,90 .82 e fo Avg £111.38 0.33% Site Avg: £0.5 ‘
[ Etnail A 29.88 (16.54%) te Avg: 0.49% (.31.93%) 20.67%) B ‘
Visits Revenye Transact
702 £195.00 7 ons Average Value E-commerce Conversion Per Visit Val /
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Evaluacija efekata online nastupa

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

~ oo [weo [T e

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 J 725529 00:02:28 11.65% 0 0 -3.61%

Yo2 RediYk$ Rilo@ & bithaKosédn@tll 2 Gl 2 &

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% $294 240 ) 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% S756
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%| $8,424
Distribution 80% 47% - 45% 20% 53% - 55%

Internet Professicanal Program

© Zoommetrix.com




Evaluacija efekata online nastupa

AN 13 855 Goal Completions
ANV $12 288,00 Goal Value
Sttt g 82% Goal Conver. rsion Rate
\C 0. 00/ Total Abandonment Rate
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