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Leading Thought. 

The future is already here. It's just not very 
evenly distributed.

- William Gibson, Writer. 
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The future is here!
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The future often repeats itself.
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YŜƴȅŀΩǎ LƴǘŜǊƴŜǘ ςCirca 1996
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ά{ǘŀǘŜ ƻŦ ǘƘŜ !Ǌǘέ aƻŘŜƳ ƛƴ мффс
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Broadband becomes a reality!
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Mobile Internet proliferates!
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άIƻƴŜȅΣ LΩƳ ƎƻƛƴƎ ǘƻ ōŜ ƭŀǘŜ ŦƻǊ ŘƛƴƴŜǊέ
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Everything is aligned, almost perfectly!

Å26+ million mobile users and 10+ million 
internet users in Kenya. 

ÅA growing appetite for local digital content 
and online services as broadband explodes. 

ÅKenya leads the world in Mobile Money.

ÅE-Commerce is (finally) starting to take shape. 

ÅDoing business online in Kenya and digital 
marketing have become a strategic business 
imperative!
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Alexa.comςrankings for Kenya. 

1. Facebook.com

2. Google.com

3. Google.co.ke

4. YouTube.com

5. Yahoo.com

6. Wikipedia.com

7. Blogger.com

8. Twitter.com

9. Nation.co.ke

10. LinkedIn.com

Fact: 6 out of the top 10 are ALL social media sites. 
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Opera SMW for Kenya: 09/2011

1. facebook.com

2. google.com

3. wikipedia.org

4. youtube.com

5. nation.co.ke

6. yahoo.com

7. waptrick.com

8. twitter.com

9. goal.com

10. dictionary.com

Fact: 4 out of the top 10 are ALL social media sites. 
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! YŜƴȅŀƴ /ƛǘȅ ŎŀƭƭŜŘΣ CŀŎŜōƻƻƪΧ
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So, what does Kenya do online? 
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CƛǎƘΣ ǿƘŜǊŜ ǘƘŜ ŦƛǎƘ ŀǊŜΧ

1.Mobile (On the move) 

2.Social (Connected)

3.Local (Contextual) 

Also known as MoSoLo
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Is your current marketing working? 

ÅMonologue by design (one way)? 

ÅHas high operational costs?

ÅRequires specialized skills and training to 
execute?

ÅIs it bureaucratic to execute?

ÅDoes it have clear metrics and ROI?

ÅIs market reach growing or declining?

ÅIs it really άǿƻǊƪƛƴƎέΚ
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The customer is truly King, & Queen J

ÅEducated, exposed and informed, courtesy of 
the Internet. 

ÅIncreasingly fickle.

ÅBeen there and done that!

ÅDemands convenience and service. 

ÅTraditional ƳŀǊƪŜǘƛƴƎ Ƴŀȅ ƴƻǘ ōŜ άǊŜŀŎƘƛƴƎέ 
them the way it used to. 

ÅShhh....the customer ƛǎ ǘŀƭƪƛƴƎΣ άƭƛǎǘŜƴΣ ƭŜŀǊƴ 
and ONLY then engage ƳŜέ.

Its no longer business as usual!
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9ƴǘŜǊ ŘƛƎƛǘŀƭ ƳŀǊƪŜǘƛƴƎΧ 

ÅProactive and personalized. 

ÅVersatile and interactive. 

ÅFast and efficient. 

ÅAffordable and ubiquitous. 

ÅTraceable and measurable.

ÅMultichannel and convergent.
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Digital marketing, defined. 

.ȅ ǎƛƳǇƭŜ ŘŜŦƛƴƛǘƛƻƴΣ άǳǎƛƴƎ ŘƛƎƛǘŀƭ ŎƘŀƴƴŜƭǎ ǘƻ 
market offerings". It is also:

ÅOne-to-one communications.

ÅStreamlined fulfillment.

ÅTesting and re-optimizing.

ÅMeasuring the results.



© 2011

Digital vsTraditional Marketing. 

Media Richness of Media Interactivity
1:1

Targeting
Investment 
per Contact

Measurability ROI

TV High Low Low Medium Low Low

Print High Low Low to Medium Medium Low to Medium Low

Outdoor High Low Low to Medium Medium Low to Medium Low

Direct
Mail

Medium Medium Medium to High High High
Medium 

to high

Digital High High High Low High High
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Business Drivers for Digital Marketing. 

ÅGlobal Branding.

ÅStreamlined Operations. 

ÅGenerates Sales.

ÅBetter Service. 
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Digital marketing, defined. 

.ȅ ǎƛƳǇƭŜ ŘŜŦƛƴƛǘƛƻƴΣ άǳǎƛƴƎ ŘƛƎƛǘŀƭ ŎƘŀƴƴŜƭǎ ǘƻ 
market offerings". It is also:

ÅOne-to-one communications.

ÅStreamlined fulfillment.

ÅTesting and re-optimizing.

ÅMeasuring the results.
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The Digital Marketing Toolkit. 

ÅStrategy (Who, what, where and when)

ÅWeb Site (From top to bottom)

ÅMarketing (Channels and tactics)

ÅManagement (How to keep it going). 
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Your web site. 

ÅDomain Name Registration. 

ÅNeeds Analysis. 

ÅInformation Architecture.

ÅContent Development and Repurposing.

ÅCreative Design.

ÅBack-end Application Integration.

ÅAnalytics. 
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Domain Name Registration. 

ÅSecure local and international domain names 
that are relevant to corporate and product 
brands (easier to get .kedomain names).

ÅDomain names containing actual brand names 
and generic keywords improve search engine 
rankings.
ÁDirect navigation to domain names is common 

and quite often users bypass search engines 
altogether (e.g. kenyaairways.comor kenya-
airways.com?)
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Needs Analysis. 

ÅElicit requirements: Communicating with 
stakeholders to determine what their 
requirements are. 

ÅAnalyzing requirements:Determine if the 
requirements are unclear, incomplete, 
ambiguous, or contradictory, and then fine-
tune. 

ÅRecording requirements:Requirements are 
documented as use cases, user stories, or 
process specifications.



Abstract

Concrete

Strategy

Scope

Structure

Skeleton

Surface
Visual Design

Information Design

Interaction Design

Functional Specification

Site Objectives
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Information Architecture. 

ÅInformation architecture (IA) expresses a model of 
information used in activities that require explicit 
details focused on:

ïPersonalization: Intuitive and simple digital 
experiences.

ïConsolidation: Convenience and simplification 
through user-focused and relevant digital content.

ïTask Orientation: Task oriented approach guides 
users. 



Welcome

Products News Contact

Trousers Shirts Coats

Welcome

Products News Contact

Trousers Shirts Coats



Welcome    Products    News    Contact    

{ŜƭŜŎǘΧ

Company     Telephone : 33333333   Email : info@company.com    

Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse 

molestie consequat, vel illum dolore eu feugiat nulla facilisis at 

vero eros et accumsan et iusto odio dignissim qui blandit praesent 

luptatum zzril delenit augue duis dolore te feugait nulla facilisi. 

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam 

nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam 

erat volutpat. 
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Content. 

ÅIs comprised of images, graphics, copy (text), video, 
audio, documents, etc.

ÅHas to be developed or repurposed for the target 
users to achieve maximum impact.

ÅBrevity ƛǎ ƪŜȅ ŘǳŜ ǘƻ ǳǎŜǊǎ άǎŎŀƴƴƛƴƎέ ǊŀǘƘŜǊ ǘƘŀƴ 
άŎƻƴǎǳƳƛƴƎέ ƛǘ all.

ÅRegular content updates ensure re-visits. 

ÅAccuracy, relevance and context are important.
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Creative Design. 

ÅCompelling creative design that engages users 
visually whilst conforming to brand standards and 
corporate identity.  

ÅHTML W3C specifications and compliance. 

ÅUser-focused to determine which technologies are 
most appropriate for the target users (e.g. Flash, etc).

ÅShould be optimized for fast downloads even on slow 
connections, as well as mobile devices. (less can be 
more!). 
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Back-end Applications. 

ÅBack-end applications enable value-added 
features and functionalities on aweb site. 

ÅExamples include Content Management 
Systems (CMS), Shopping Carts, Online Forms, 
intranets, extranets, etc.

ÅShould be easy to manage and use for both 
end-users and administrators.
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Analytics. 

ÅAnalytics tell you how visitors found your site 
and how they interact with it. 

ÅAnalytics compares the behavior of visitors 
who were referred from internet advertising, 
keywords, search engines, and emails, giving 
valuable insight into how to improve your 
site's content and design.

ÅGoogle Analytics is one of the most popular 
globally, and free to use.  















Internet Marketing.   

ÁOnline Media Planning.

ÁSearch Engine Optimization.

ÁSearch Ads (PPC)

ÁDisplay Ads.

ÁLanding Pages. 

ÁSocial Media. 

ÁEmail Marketing.

ÁOnline Surveys. 

ÁCorporate Blog. 



Online Media Planning.   

ÁEnsures internet marketing goals 
through selection of various online 
media based on budgets available or 
advertisers.

ÁInvolves analyzing target audiences, 
keeping abreast of online media 
developments, reading internet 
marketing trends and understanding 
market motivations.

ÁAdvertising budgets are well spent 
and adhere to an overall marketing 
strategy. 



Search Engine Optimization (SEO).  

ÁSEO improves the volume and quality 
of traffic to a web site from search 
engines via "organic" search results 
for targeted keywords. 

ÁAdding unique content to a site, 
ensuring that content is easily 
indexed by search engines.

ÁEffective SEO requires changes to 
the HTML source code of a site and 
creating quality links to popular web 
sites greatly improves rankings (cross 
linking). 
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Search Ads / Pay-Per-Click (PPC) Ads.   

ÁSearch Ads or Pay-Per-Click (PPC) 
ads on search engines such as 
Google, Bing and Yahoo! are a 
popular and highly effective way to 
improve search engine visibiloty for 
relevant keywords. 

ÁIn particular, Google Adwords have 

become one of the most popular and 

cost-effective ways to market online. 
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Display Ads.    

ÁThis involves having rich media 
banner ads designed and placed on 
web sites with high traffic.

ÅIt also involves content sponsorships 
on web sites for themed or niche 
topic areas.

ÅBanner ads and sponsored sections 
should have well thought out copy 
and graphics ïleading to clicks.



© 2011



© 2011



Landing Pages.    

ÁA landing page is designed to capture 
sales leads by persuading a visitor to 
fill out an online form or interact with 
advertisements or other objects on 
the landing page.

ÁThe goal of a landing page is the 
immediate or eventual sale of a 
product or service.

ÁA sales lead is ñcapturedò if an email, 
name and phone number is captured 
via a landing page.  









Email Marketing.  

ÁBest email lists are created from 
existing clients and not bought.

ÁViral marketing via ñforwardò feature. 

ÅEmail communications such as e-
newsletters and e-flyers developed 
professionally with response rates 
improved over time.

ÅEthically compliant email distribution 
systems are key! 

ÅSplit testing and personalization 
increase conversions and results. 
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