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            THE DIGITAL FOREWORD

         

         You have just flipped open the first page of the book that is about to turn you into a digital hero. If you’re already doing pretty well, you will become an expert. If you’re already an expert, you will hone yourself to perfection and turn yourself into a structured digital guru with an even higher rate of success than before. And if you have never even heard of digital marketing and sales before, this book will offer good insight into the absolutely hottest topic of the modern day, and one of few topics that is all but guaranteed to be just as important tomorrow as it is today.

         What can’t be guaranteed however, is that the data in the book is up to date. The pace at which digital marketing and sales (DMS) is moving is breathtaking. Anyone trying to maintain some sort of outpost at the forefront of this subject is pretty much “repairing an airplane in flight”. Even when you are holding this in your hand, some of the data provided probably already past its expiry date, much in the same way that some of the tactical details may have changed from the point they were written down, to the point when you read them. That having been said, the methods and tools we will soon delve into, are together nothing short of a highway to the very cutting edge of DMS—and hopefully beyond.

         But the dynamic nature of this field is also what makes it so very exciting for those who thrive on thrills. For that reason, this book does not seek to give you the “latest” of digital data. Insteadit will give you a strategic platform and the tools you need to perform digital miracles.

         But who am I to promise you these shiny things? What reason do you have to believe all these bold words of mine? Well, above all else, I guess the decade of digital adventures and success stories—both my own and others—might be a start. So, in the spirit of credibility, here is a rundown of my digital past:

         I started my first company as a 19-year-old teenager, and ever since the rise of the digital I have performed innumerable audits and due diligences, founded and actively engineered some ten digital entrepreneur companies, raised capital in half a dozen more, experienced attractive exits, and been part of boards of directors both at startups and on the stock exchange. I have developed hundreds of digital strategies and digital sanity checks for several billion-dollar companies in Stockholm, London, Barcelona, New York, Seoul and Singapore—just to name a few. I aided in the founding of the Interactive Advertising Bureau (IAB), and was honored to be elected digital advisor for the world’s biggest marketing organization (The Swedish part of WFA, The world Federation of Advertisors, representing as much as 90% of the media investments in the world). During this time, I have worked with some of the world’s biggest companies in the fields of home electronics, household appliances, computer software, electricity, interior design, auditing, automobiles, financing, dating and gaming. Again, just to name a few.

         But I suppose I’m most known (so far) for having published one of the very first books on digital strategy, held hundreds of lectures for tens of thousands of people, and hosted one of most visited blogs in the field. But, most recent and most important of all, 2017 I launched DMP, the worlds’ 2nd  most downloaded application within DMS, built on a similar base as this book but with microlearning format. Three months since launch the app had more than 100.000 installs, with most impressing speed in Asia from markets like India, Vietnam, Indonesia and South Korea, but also huge explosion in Latin America and intense downloads form USA, UK and english speaking Africa. Today it has more than 150.000 users and intensively moving up, it is the highest ranked in reviews for DMS in the world – ahead of Philip Kotler and now only Google ahead of us. In search it is ranked nr 1 in Appstore and Google Play at all giant markets such like India, USA and Brazil, before giants such as Udemy, Linkedin and even before Google itself.

         Still my message here is not look at all the cool things I’ve done. My point is that I have been doing this on an intense level for the better part of my life, and I know what this field requires of the ambitious marketer. I know where the pitfalls are. I know the ins and outs, the risks, the secrets. With that kind of background, it would be a strange thing indeed if I had not accumulated at least some experience. I have seen major companies take their old analog processes and technology and transform them into something digital, hoping it will magically make them more appealing. I have also seen small, insignificant South-East Asian companies completely nail their digital transformations, using minimal budgets to launch extremely successful SMM campaigns with flyers and billboards outside important high schools.

         I have seen people struggle so much with their digital programs that they have effectively tied themselves into knots with internal marketing in their pursuit of more ROI:al external marketing. I have seen antiquated IT consultants launch digital $10 and $100-million projects; and I have seen them crash and burn, thanks to drawn-out procedures that have seen the technology grow obsolete even before launch. I have seen the coolest intrapreneurs wage futile wars on internal silos and earmarked budgets. I have seen how advertisers who have finally opened their eyes and wallets have to actually educate external agencies still stuck in the ancient, prenetal world. When that has worked, I have beheld inspiring triumphs… and when it hasn’t, I have witnessed great failures. And I have also seen how companies that have had the wisdom to learn from their mistakes have proceeded to remodel their enterprises into digital masterpieces for the ages.

         All in all, I have experienced a whole lot, and amid all these experiences there has always been a common denominator: the value of a digital strategy that helps guide the way to our goals using the least amount of resources in the shortest possible time. As a matter of fact, it is from the collected arsenal of all these impressions that this book has finally come to life. In the chapters to follow we will structure, analyze and systematically treat them, and then, seasoned in a goodly helping of big data and meta-studies, reflect on their meaning.

         Bon appétit.

      

   


   
      
         

            CHAPTER 1:

THE DIGITAL TSUNAMI

         

         
            What will we learn? How the whole world is going from offline to online.

            Why is this important? To understand the consequences for companies and teams.

         

         Over the last couple of years, marketers have been completely flooded by a digital tsunami. With several billion people across the globe connected to a collective network, the digital media consumption is completely out of this world. This has entailed big consequences for societies all over the world, for companies and individuals alike. For many countries, this digital blitz-expansion has become a crucial GDP growth component.

         For companies and lone marketers, the development has been equally steep. In just shy of a decade, the prevalence of digital marketing has undergone a remarkable expansion, and the digitalization crusade is expected to keep growing just as epidemically in the coming years. However, international studies show that a surprisingly low number of marketers are confident that their digital campaigns will even work. In other words, while the explosive evolution of digital media consumption has goaded us marketers into opening our wallets, we still don’t really know how to realize the true potential of our campaigns. This book seeks to close that gap.

         In this chapter we will take a look at how the digital tsunami has flushed across every company worth its name. We will learn how the entire world is shedding the material bonds of the offline world and uploading itself to the web. We will see how dramatic the increase in consumers’ media consumption really is, and just how vital the role of digital marketing is and will continue to be in the modern marketer’s life.

         Please wait… uploading the world

         The entire world is in the process of going from offline to online. The number of internet users has increased with around 1500% since the turn of the millennium—today there are soon 4 billion people surfing the World Wide Web. There are more mobile devices than there are actual people, and we’re not just talking quantity when it comes to connectivity—the quality has become significantly better too. More than 80% of the global population has access to 3G network and around 50% to 4G.

         This digital tsunami, which has flushed across our world, has left traces everywhere. The digital has grown to become truly vital to the overall health of countries. Some of the world’s most digitalized countries have extraordinary internet penetration, such as Norway (98%), Denmark (96%) and Iceland (100%). With such numbers, it is not exactly a mystery why countries’ health can hinge on its population’s online and digital behavior.
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         Marketers with a worthy cause

         Naturally, these national statistics are not solely derived from “digital marketing”. Adding to that number are things like e/m-commerce, email usage, mobile phones and all kinds of media consumption, as well as other aspects of digital information, interaction and transactions. What it does indicate though, is that all of us who work with digital marketing and sales are doing something highly relevant and important, and unlike many traditional markets, ours is not only being torn to shreds by a disruptive paradigm shift—it is in fact complicit in causing it.

         And as people’s wallets swell, that has only become all the more evident. Just after the Millennium Shift, digital marketing composed 3% of the total marketing pie in one of my two home countries Sweden. I was one of few who claimed that those 3% would grow to 10% in less than ten years. This was just after the big IT crash, and my audience laughed to the point where they would have thrown tomatoes at me, if only they had brought any.

         But they were wrong. And actually, so was I—10% turned out to be entirely off target; it ended up being 20%. In my previous book from 2011, I maintained that it would reach 30% before 2014 (which happened). Today, just a few years later, that number is approaching 50%, and I daresay that within five years, it will be well over 80%—let’s see if anyone’s laughing this time.

         And if these things are not enough to convince you of how important the digital is, here are some more mind-boggling statistics. At the time of writing, there are 270 billion sent emails; 1 billion hours of watched YouTube video; over 10 billion video views on Snapchat; 5 billion likes; 6.5 billion searches; 1.6 billion Tinder swipes; 500 million tweets. Every day. All of this is going on in channels where digital dialog and personalization are so very essential concepts. Meanwhile advertisers and agencies place next to every cent on their beloved traditional monologs… just like we used to do back in the prenetal days. We took print ads, TVCs and catalog texts from the Yellow Pages, rebranded them banners, video banners and Google ads, and uploaded them to the internet in the pale hope that somehow they would become sexier just because they were online.

         I think most people realize that the expiry date for such digital investments is long past due. Or, in more strategic terms: it is time to stop using new technology to repair old processes, and instead use them to innovate new ones. Of the two, which one do you think creates the leaders of tomorrow? And while we’re guessing: which one do you think is the prime reason only 9% of international marketers actually feel confident that their digital campaigns will yield the intended effect?

         A threefold game plan

         Since we are not interested in getting stuck in yesterday’s solutions to tomorrow’s problems, we will in this book adhere to three primary principles:

         
            	
Genuine strategy—prioritization and choice of path

        In this book, we will only engage in genuine strategy—that is, not the tactical or operative aspects of how companies solve their practical everyday challenges, but the prioritization and strategic choices of path that decide what they will focus on, invest in, and later also which partners and systems will be important for them.

            This will make it clear what specifically employees should be educated in, even at high level. Our goal is to create and manage a flexible and strategic framework, but it will be different for every company. Everyone’s goals, target audiences, resources, context, market and specific challenges differ. Experience has proven that an elastic strategic framework is easy to revise and supplement with new content according to the numerous changes occurring in both the world at large and each company’s respective industry.

         

            	
Assessing the winds of the digital world

        Our second ambition is that the team responsible for the considerable accumulation of digital marketing knowledge, established theory and big data research that lies at the heart of this book, will keep doing the very same job on an annual basis and subsequently publish the results.

            The idea is to not only update the data, but also perform thorough trendspotting on a global scale to assess how the digital winds are blowing; to elucidate potential ramifications for societies, industries or specific target audiences; to analyze how the corporate worlds evolve; and, perhaps most importantly, to keep up with the avant-garde evolution of DMS. The digital ecosystem is a living and mercurial thing, and its various components will keep changing character. The importance of its various functions will fluctuate. Some will fall away completely even as others are brought into the fold, as we steadily progress from digital silos to a single omnipotent omnichannel.

            This major review of the digital world will be done once a year and will be presented as a thorough Digital Trendspotting.

         

            	
Supplementary information online

        Our third ambition is perhaps the most contemporaneously important and relevant. Knowledge in DMS is fundamentally different from knowledge in e.g. mathematics and history—in fact, different from most professional educations. The industry is moving with such blazing speed that what I lecture about one month is completely out of date the next. Because of this, even a frequently updated book filled with the absolutely latest in DMS would not be able to fill the practical need a modern-day marketer with modern-day challenges has.

            To address this issue of a subject field that is constantly morphing, and so rapidly at that, the team behind the data accumulation of this book has released the first in a series of digital marketing applications designed to be both readily accessible to people, and easy to update with the latest in DMS. The applications rely on the cutting-edge microlearning concept and presents knowledge as compact, easily digestible nuggets that can be consumed anytime, anywhere and by anyone. The applications rely on an innovative 3T method that teaches readers the ropes in Tutorials; certifies their knowledge in Tests; and then allows them to apply it on a practical level in Tools. The flagship application in this series—Digital Marketing Pro—is available in both AppStore and Google Play. You can read more about it on www.aiar.com.

         

         The digital disposition

         The book consists of seven chapters which are divided into four blocks: the digital warmup, the digital strategy, the digital context and the digital future. To some extent, these blocks can each be read separately as a sort of “practical manual” for the different subjects they each cover. If you’re looking to become a master of the art of DMS though, you are strongly advised to read the book from start to finish to get a more comprehensive understanding of digital strategy. While the five first chapters are educational on a highly strategic and technical level, the final two chapters are more inspiring and instructional inquiries into the digital revolution at play in the world.

         The first block—which we’re already halfway through—is an introductory warmup session with a take-off point in the central goings-on of the world.

         The next block consists of Chapters 2–3 and comprises what could very well be called the heart of the book. These two chapters ought to be read one right after the other and should not be skipped by anyone.

         In Chapter 2 we will learn more about the five most valuable tools in the arsenal of the digital marketer: social media, display, search, site and digital CRM. Each means is clearly defined and illustrated with examples, and we take a look at their prevalence and significance. The chapter also delineates certain moderating variables that are important to keep in mind. Finally, each means’ pros and cons are presented in terms of effect vs investment.

         In Chapter 3 we dive deep into a tried-and-true 7-step process specifically designed for the development of a digital strategy that has the greatest likelihood of reaching its goals, with the least amount of resources in the shortest possible time. A wide array of steps will be treated: we will analyze background materials, perform goals and means analyses, perform an optimal matching of the means and goals, compare and specify economic and HR resources, find synergies and redundancies with other strategies, and outline an activity plans with goals and subgoals.

         By absorbing the lessons of the second block, we will have a very firm foundation for our digital strategy or, at least as important, nurturing a more “strategic mindset” within DMS. As previously mentioned, these two chapters are the heart and soul of the book, but the following two will grant a 360-degree perspective of what it is like to not only work in an organization whose ambition it is to stay relevant in an increasingly more digital present, but perhaps even lead one. This is treated in the third block, the digital context, which connects external strategy with internal organization, using objective metrics as glue.

         In Chapter 4 we will take a close look at the immensely valuable possibilities for optimization as made available by digital analysis. The myth of the complexity of digital analysis is debunked, and the chapter then proceeds to explain how data derived from digital audits is the most reliable there is, and how extremely easy they are to perform and properly manage. We will focus specifically on digital key performance indicators (KPIs), how they are identified for each individual company, and how they are easily specified using a simple 4-step process and a 3-dimensional reference sheet.

         In Chapter 5 we will initially go over the reasons behind the digital paradigm shift—from disruptive communication technology to freedom-hungry consumers and digital commercialization. Above all else though, the chapter substantializes the revolutionizing effects the digital transformation has on societies, industries, companies and individual people. In more specific terms, we will see what effects the disruptive technology has on traditional industries; what the consequences for both the increasingly more digital communication and elastic organizations are; and how the changes in competency requirements and lifelong learning via digitallearning affect individual people.

         After finishing Chapters 3 and 4 we will not only have built a sturdy foundation for the creation of a successful digital strategy, but also pieced it together with two additional prerequisites for digital success—digital analysis and the digital organization.

         These are vital premises for becoming a digital hero today. But what is needed to remain a digital hero tomorrow? This is what the fourth and final block addresses—the digital future.

         In Chapter 6 we will perform a highlevel trendspotting of what is going on in the digital world, and then explore what repercussions this will have on digital marketing and sales. These trends include such things as record-high digital business; digital social relations as a next evolutionary step after traditional interaction; video media and interactive content as the undisputed champion over the static counterparts; and digital data as the mastermind behind everything.

         In Chapter 7 we will take a look at the conscious machines of tomorrow, i.e. bots. We will discuss the functions, possibilities and consequences these bots will have, and then finish with a personal e-pilog. All in the spirit of “if you haven’t understood this, you haven’t understood anything”.

         To whom it may concern

         So, who is this book for? Who exactly are we helping sort out their digital activities? Who is so privileged that they will be part of tomorrow’s most efficient digitalists and real winners? Who will these digital heroes be?

         For those of the most practical minds, the question becomes: who should develop a company’s digital strategy? The obvious answer is that the marketer himself should do it, and if not together with an independent third party, then entirely by himself. Anything but an agency, system provider or IT consultant… unless you want a strategy that is formulated to allocate as much budget and assignments as possible to the agency, system provider or IT consultant.

         For those of somewhat broader perspectives though, it is a question of infinitely larger proportions. It’s about all those who are affected by the digital’s many omnistrategic tendrils in their work surrounding marketing, sales and IT. It’s also about the people who are or strive to become leaders for big companies… who want to know what the secret sauce of the modern world really is.

         I would also love to say that it’s about the politicians seeking to promote an active industrial policy and healthy future job market, but this is the only area where I’m not entirely optimistic (I have yet to see or meet even one politician who has actually understood, or even wanted to understand, what this is all about—you’ll have to see it as a challenge, I guess).
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