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» B2B & B2C E-ihracat
Performans Yonetimi

Dijital ihracat Pazarlamasindan Devlet Desteklerine, URGE Projelerinin
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B2B Lead
Generation

Thousands Of Leads With
Cost Effective Solutions
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CRM & MARKETING AUTOMATIONS
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CRM Software Solutions
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NEDEN DIJITAL PAZARLAMA?

- Cost / Effective Maliyet

- Olgimlenedbilirlik & Optimizasyon Imkan!

- Kontrol Edilebilirlik (start-stop-run)

- Genis Topluluklar & YUksek Hedefleme Kabiliyeti

- Aksiyon Odakli Kurgular




CLV - CUSTOMER LIFE TIME VALUE

Customer Avg. Spend Per Month

Lifetime Value

¥ Monthly Customer Churn Rate

(% of This Month's Customers Who Don’t Come Back)

For example:

N
10 %
@ Average Spend Per Month
.v )

Lifetime Value 20% ﬁ»ﬁ h 4

of Customers Don’'t Come
Back Each Month




CLV - CUSTOMER LIFE TIME VALUE

REKLAM MASRAFI: 1000 TL
1 SATIS KARI: -300TL
YIL SONU KARI: +1.200TL

1 OCAK 6 AGUSTOS

MASRAF: 1000TL MASHAY: O

SATIS: 700TL SATIS: 400TL
KARVZARAR: -300TL KAR/ZARAR: -+ 100TL

1 KASIM

MASHAY. O

SATES: 30070
CAR/ZARAR: +400TL

20 ARALIK

MASRAZ: O

SATIS: 800TL
KAR/ZARAR 1200 TL




CLV - CUSTOMER LIFE TIME VALUE
NASIL MAKSIMIZE EDILIR?

A) Oratama Harcamay: arttir.
B) Geri Donusleri Arttir.

Kendini Ozel Hisettir.
Odliller, statiiler-gamification-dcretsiz hediyeler vs

Etkilesimde Kalmaya Devam Edin.
Sosyal medya kanallari, hedeflenmis epostalar, push notofications, sms mesajlar vs

Geri Dénmeleri igin Bir Sebep (havug) Ver.
Sana 6zel, 24 saat gegerli indirim vs..

Odiil Programlan (%12-44 Arasi Bir Degisim S6z Konusu Olabiliyor)
Fivestar Ornegi — fivestar.com (her kahve = 1 yildiz; 20 yildiz = bedava)

Returning Visitor'l El Ustiinde Tut




DIJITAL PAZARLAMANIN TEMEL ADIMLARI

- Amaclar Dogrultusunda 'Hedef Kitle' Tanimlama
- Dogru Kampanya Kurgusunu Hazirlama
- Optimizasyon

- KPI'lar — Raporlama
(Key Performance Indicators - Anahtar Performans Gostergeleri)

Ornek:

Cost per conversion
Conversion Rate
Click Through Ratio
Quality Score

Cost Per Click




DIJITAL PAZARLAMA ARACLARI

- Arama Motoru Reklamcihgi (SEM)

- Sosyal Medya Reklamciligi

- Display Reklamlar

- Sosyal Medya icerikleri

- E-mail Marketing (trafigin %1.15'")

- Arama Motoru Optimizasyonu (SEO)
- Content Marketing

- Affilate

- Big Data Marketing




ARAMA MOTORU REKLAMCILIGI

- Google Ads

- Arama AgI

- Gorantald Rekiam AG E

- Max Performans Reklamlari P o

|

- Aligveris Reklamlari (Merchant Hesabi Gerekli)

- Video Reklamlari (Youtube)

- Yandex & Bing




HEDEFLEME
1- PAZARLAMA HEDEFINi BELIRLE

- Web Sitesine Ziyaretci Cekmek
- Aligveris (donusum)
- Marka / Kampanya Bilinirligini Arttirmak

2- HEDEFINE UYGUN TEKLIF STRATEJISINI SEC

OTOMATIK TEKLIF:
- Hedef ROAS (Reklam Harcamalarindan Elde Edilen Gelir)
- Tiklamalari Maksimize Et
- Edinmeyi Maksimize Et
- Hedef Gegis (ne siklikta rakipleri gegmek istiyorsun)
- Hedef Arama Sayfasi Konumu

MANUEL TEKLIF:

- TBM ( Tiklama Bagina Maliyet - CPC)
- BGBM (Bin Gosterim Bagina Maliyet — CPM)
- EBM (Edinme Basina Maliyet)




- Google Adwords - ROAS (yatinnmin kag kati kar ettin)
- D6nlsim & Donusum Maliyeti (Conversion) - Cross-Device Targeting

_ CTR (Click Through Rate - TO) - Landing Page

Affilate - Call To Action
- CPM (BGBM), CPI (cpm= cost per mille — milia)
Bin gosterim bagina gelir: eCPM - CLTV
- Analytics & Metrica

- CPC (TBM), Avarage CPC - Programatic
- Bounce Rate
- ROI ( Yatirm Getirisi — YG) _Brand Awareness - Envanter
- Keywords (Anahtar Kelimeler) _Banner - AD Network
: - AD Exchange

- Kalite Puani - Expandable Banner Double)((:lick J
AJECN(microsoft),
OpenX vs..

- Re-Marketing (Yeniden Pazarlama) - Rich Media



YATIRIM GETIRISI (YG) HESAPLAMA:
ROI (Return On Investment)

(TOPLAM SATIS — (TOPLAM MALIYET + MASRAF))
(TOPLAM MALIYET + MASRAF)

ORNEK:

Uretim maliyeti 100 TL olan ve 200 TL'ye satilan bir triiniiniiz oldugunu distinelim.
AdWords'de reklamini yayinlayarak bu urinden 6 adet sattiniz.

Toplam satisiniz 1200 TL olur. AdWords maliyetleriniz de 200 TL olsun.

YG'niz (1200 TL-(600 TL+200 TL))/(600 TL+200 TL) veya %50'dir.



DIJITAL PAZARLAMA DENETIMI:

- Performans indikatorlerini (KPI) yani kampanya hedeflerini dogru belirle
(asil beklentin ve o beklentine ulagsmak igin odedigin para ne?)

- Panellerden degisiklik gegmisini takip et
- Bouce Rate yani ¢Op ziyaretci oranini takip et

- Amacin satis yapmaksa ve butcen kisitliysa, marka ve farkindalik reklamlarindan uzak dur;
sadece kampanyalardan gelen satis sayisi ve 1 yeni satis icin harcadigin maliyete odaklan.

- Marka aramalarindan gelen trafigi performans rakamlarindan c¢ikart.

- Arama agi reklamlarinda hedef anahtar kelimelerin otesinde, ‘arama terimlerini kontrol et’,
Ki yanls tiklamalar alma.



ANAHTAR KELIME (KEYWORD) KULLANIMI

p— Ornek Anahtar Tetiklenebilecek Arama Tetiklenmeyecek Arama
$ Kelime Ornekleri Ornekleri
ist. otelleri
Cofis Eslome istanbuldaki oteller
e istanbul otel istanbulda konaklama onerileri istanbul is bagvurulari
- Broad - e
tarihi yarnmadada konaklama
sultanahmet glnlik konaklama
oteller istanbul
S iili Esloma ist otelleri tarihi yarrmadada konaklama
¥ "istanbul otelleri" | istanbul butik otelleri sultanahmet gunlik konaklama
- Phrase - . - I - . .
istanbul igin otel 6nerileri istanbul is bagvurular
istanbul otel fiyatlari
oteller istanbul
istanbul butik otelleri
Tam Esleme istanbuldaki oteller !stanbul ¥ ofs) Onetllen
[istanbul otelleri] | . ) istanbul otel fiyatlari
- Exact - ist otelleri =
tarihi yarnmadada konaklama
sultanahmet gunlik konaklama
istanbul is bagvurulari




KALITE PUANI HESAPLAMA

- Beklenen Tiklama Orani
- Reklam Alaka Dizeyi

- Acihig Sayfasi Deneyimi

L Uygun 1 3 33,33 017 TL

Anahtar kelime:

[
Reklamlar su anda gostenliyor mu?

o Evet >

Kalite puani Daha fazla bilgi edinin

6/10 ? Beklenen tiklama oran: Ortalamann dzerimde
Reklam alaka dizeyi. Ortalamanin altinda
L1 Acihg sayfas) deneyimi: Ortalama

Reklam Onizleme ve Teshisi

L1 Uygun 116 F06 715,43 0,54 TL

13

a,(

63,1




DiJITAL PAZARLAMA & DENETIM

- Performans indikatorlerini (KPI) yani kampanya hedeflerini dogru belirle
(asil beklentin ve o beklentine ulagmak i¢in 6dedigin para ne?)

- Panellerden degisiklik gegmigini takip et
- Bouce Rate yani ¢Op ziyaretci oranini takip et

- Amacin satis yapmaksa ve butcen kisitliysa, marka ve farkindalik reklamlarindan uzak dur;
sadece kampanyalardan gelen satis sayisi ve 1 yeni satisg igin harcadigin maliyete odaklan.

- Marka aramalarindan gelen trafigi performans rakamlarindan ¢ikart.

- Arama agi reklamlarinda hedef anahtar kelimelerin 6tesinde, ‘arama terimlerini kontrol et’,
ki yanlis tiklamalar alma.

- Negatif arama kelimelerini takip et.




BIG DATA ( BUYUK VERI ) & PAZARLAMADA KULLANIMI

Masgterinin gelecekteki satin alimlarini tahmin etmek,
yeni kesiflere ve bir Ust segmente tesvik etmek icin kullaniliyor.

Yaratici (")rnekle_r: ) .
BOYNER - HOPI, DOGUS GRUBU - ZUBIZU

- Metro Magazalarinin Sepet/Tablet Projesi

- Hepsiburada'nin Cocuk Sahibi Olacak Ciftleri Tespit Cabasi

- Akmerkez yakininda, push notification ile 2 saat gecgerli 20 tl paracik..

- Beacon ile, bebek magazasinda zaman geciren birine bebek bezi onerisi.

- Kim hamile, kimin okul dncesi cocugu var, kim araba - kim servis kullaniyor..

- Google dunyanin en buyuk artificial intelligence firmasi; her saniye yeni bir sey 6greniyor.
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https://www.google.com/settings/u/1/ads/authenticated

Carousel Ads Conversation Ads Event Ads

Tell an interactive story that inspires prospects Start quality conversations with professionals Maximize attendance to your LinkedIn Events

to take action. through a choose-your-own path experience. with an ad highlighting key event details.

Explore Carousel Ads Explore Conversation Ads Explore Event Ads ®
[ ]
[ ]

Tharesa ssplors opportundies from
Drulgen Hhgms

Fa-lqn-
it
Follower Ads Lead Gen Forms Message Ads
Promote your LinkedIn Page to seamlessly Collect even more quality leads from your ads Send direct messages to your prospects to
acquire followers. on LinkedIn with seamless pre-filled forms. spark immediate action.

Explore Follower Ads Explore Lead Gen Forms Explore Message Ads




Single Image Ads Single Job Ads

Run native ads in the LinkedIn feed with an Drive quality candidates to your LinkedIn Job
engaging visual across desktop and maobile. slots.

Explore Single Image Ads Explore Single Job Ads

Ay Fioms My Ba Inberesbed in

‘ Dospar Cusomer Baladloship

nao-umnqnd

] Cert Super $irtup Suills

Text Ads Video Ads
Drive new customers to your business-on a Captivate a professional audience with native
budget that works for you — with our easy, self- video at every stage of the buyer’s journey.

service pay per click (PPC) advertising platform.

Explore Text Ads

Explore Video Ads

A
Cont 4z HIOw comui sy werrstade

Oanald. get the Suninrss advice that
s 247

}RMW’

Spotlight Ads

Showcase your product, service, event and
more to increase traffic to your landing page.

Explore Spotlight Ads




MARKALI & MARKASIZ ARAMALARDA CTR DEGISIMLERI

Natural Search:

brand vs Non-brand CIRs

. First Result - Second Result - Third Result | Remainder

Total 48% 2% B4 3

i 0%

Brand

Non-Brand




- First Result [[ilJ) Second Resun B mioResun ;) Remainder
nirines 18% % S
Broadcast Media 84% 9 9 B
Financefinsurance 64% 12% SVt
Oniine Games 61% 12% 8% 0
Auto Mantacturer 60% /) 16%
Apparel & Beauty 69% i 4 26%
CesutarPaging 06% /Ny 2%
Government & NGO 05% YR 19%
Mass Merchandiser 80% 0% T4 34
Corporate lnformation iRV 2% 8% 2T

J

J

J

Maactaars 51% [y %%
e 50% 10% 9% 2% )
Food & Cooking 46% [ B4
S Y% 0% 8% IR
B Cadtians 42% 8% 9% 40% )
- 39% 8% 8% 4% )

CTR DE

G)c

)

MLERI




SEO (ARAMA MOTORU OPTIMIZASYONU)

Etkili Faktorlerden Bir Kaci:

Sitenin hizi -> google speed test

Mobil uyumluluk

Sitenin yasi / yeni sitelerin durumu

Sitenin IP'si

Site otoritesi / sayfa otoritesi

Backlink sayisi, kalitesi, ilgisi, cografi dagilimi, yasi, periyodu, hedefi vs
W3C validasyonu (kodlama hatalari — h1 tagi, alt tagi, title tagi, nofollow, canonical vs)
SSL Sertifikasi

AMP yapisi

Link cikiglari ve site ici link yapisi

Meta Tag Kullanimi

Rich Snipet'lar

Anchor Textler

UX — User experience, bounce rate, ziyaretgi/sayfa vs.

Sayfa Gosterimi

Crawl Budget (tarama butgesi)

Duplicate Content

Sosyal Medya Populeritesi

Long tail strateji

Vs vs....




CROSS-

SELL

UPSELL




CAPRAZ SATIS / DIKEY SATIS

Kasiyer: Hos geldiniz efendim. Nasil yardimci olabilirim?
Musteri: Bir tane Mc Royal Menu alabilir miyim?

Kasiyer: Tabii ki efendim. Sadece 50 kurug fark ddeyerek patates ve kolanizi buyuk boy yapmak istermisiniz?
(Dikey Satis Teklifi)
Musteri: Evet Oyle olsun.

Kasiyer: Yemeginizin ardina tath istermisiniz? (Capraz Satis Teklifi)
Musteri: Guzel olur. Bir bardak dondurma alayim.

Cross-sell vs. up-sell

-
ra'ss V-

CROSS-SELL UP-SELL




BUNDLE SATIS

Frequently bought together

Total price: $100.96

Add all three to Cart °
Add all three to List PS
o

o These items are shipped from and sold by different sellers. Show details

This item: Amazfit GTS 2 Mini Fitness Smart Watch Alexa Built-In, Super-Light Thin Design, SpO2 Level... $84.99
Compatible for Amazfit GTS 2 Mini Screen Protector, YOUkel 3D Full Coverage PET Soft Screen... $8.99
Screen Protector Case Compatible with Amazfit GTS 2 Mini/Bip U Pro Smartwatch Accessories TenCloud... $6.98




FIYATLAMA

BIG font = BIG price
Our brains confuse the visual size of a number for numeric size

If we see $25 in large font, our brain notices how BIG the font is and
assumes the price is big

Lesson: display prices using small fonts (not large ones)

Like this Not this )

/

Good deal Seems pricey




FIYATLAMA sign triggers pain of paying

Katelyn Bourgoin

Dollar signs can trigger our “pain of paying”
When we pay for things it’s literally painful
Paying with cash is more painful than paying with plastic but still hurts

Lesson: leaving $ signs off signage can persuade more people to buy as it
reduces association with losing money

See what's missing?




FIYATLAMA Exact numbers = larger

Abbreviated numbers = smaller

Katelyn Bourgoin
Exact numbers appear larger
$1,302,859.53 seems much bigger than $1.3 M

Lesson: If you want a number to feel BIG, streeeeeeeeeeetch it out with
commas and decimals

Katelyn Bourgoin
Abbreviated numbers appear smaller

$12K seems smaller than $12,000.00

Lesson: If you want a number to feel small (like the price of your services or
products) abbreviate it




FIYATLAMA List higher prices first

Katelyn Bourgoin @KateBour - Jul 6
High prices anchor our expectations

When listing items—Ilike a wine list—seeing higher priced items near the top
of the list creates a price anchor and changes our perception of other items
on the list

Lesson: list higher priced items first to encourage people to spend more

Starting high anchors
expectations and encourages
people to spend more [
. - .
Wine List
o

Bailey Dupont, Prosecco $23.00 / 97.00
Marceline Anders, Sparkling Rose $12.00 / 54.00

Ndemi Otieno, Moscato $15.00 / 78.00

Timmerman Industries, Pinot Grigio $11.00 / 52.00
Fradel and Spies, Chardonnay $13.00 / 58.00

Salford & Co., Pinot Noir $17.00 / 82.00
Bailey Dupont, Cabernet $11.00 / 52.00
Hanover and Tyke, Grenache Shiraz  $14.00 / 62.00




FIYATLAMA Numbers in red = bargains

d

Katelyn Bourgoin
Numbers in red feel like a bargain

Studies show that when prices are shown in red, we assume that they're a
great deal

Red pricing works particularly well for men

Lesson: show sale prices in red
Wanna up the effect? Use smaller fonts for sale prices than the original
price

amazon

Deal of the Day

i

=
——
w. o

LILERLE Top deal

$91.99

List Price: $199:99 (54% off)

PRETTYCARE Cordless vacuum cleaner
See all deals

Red and small font?
Must be a great deal!




FIYATLAMA .99 = cheap

. Katelyn Bourgoin
Numbers that end in .99 seem cheaper
Psychologically speaking, $9.99 seems smaller than $10

Why? We automatically round down and see 9 instead of 10

This is known as “charm pricing” and it’s a staple practice for discount
retailers

Lesson: Use charm pricing to appear cheap




FIYATLAMA Odd numbers = better deal

Katelyn Bourgoin
Odd numbers seem like a better deal than even ones

In our minds... numbers that end in 5, 7 or 9 appear smaller than ones that
end in even number or O

So $120 seems more expensive than $117 or $119

Lesson: end prices with an odd number to appear smaller (without looking
cheap)

w

MacBook Air

M1 chip

From $1299
)

We think $1200 (not $1300)




FIYATLAMA

Round numbers = more expensive

4

Katelyn Bourgoin
Round numbers = more expensive

When brands don’t use charm pricing or odd number ends, we perceive
those products to be more expensive

This works well for luxury brands like Louis Vuitton or Prada that want to
appear expensive

Lesson: use round to sell luxury

MADELEINE BB
$3,800.00

Round number seems high end




FIYATLAMA Free > discount

Katelyn Bourgoin
We'll buy more to get something for $0

If given the choice between “Buy One Get One Free” or “50% off when you
buy 2" the BOGO offer is more compelling

Lesson: free often beats discounted




FIYATLAMA

Comparison = easier decision

Katelyn Bourgoin
Comparison numbers help us decide

As Einstein famously said, “It’s all relative”
We seek comparisons to help us evaluate a product

Without another item to use as comparison, we won’t know if we’re getting
a “good” price

Lesson: Choose your brand’s comparison set strategically

Good comparison Bad comparison
(if you're Uber) (if you're Uber)

‘399/m0 $399/mo
Vs

$1,600/mo*
*Lease, gas, parking, etc.




FIYATLAMA

Smaller values = more sales

Break down your price
Smaller values increases willingness to buy

All-New All-New
Mazda 2 Mazda 2
£1,668 £139

per year per month

Source: The Choice Factory (2017)

All-New
Mazda 2
£32

per week

L ad
All-New =
Mazda 2
£4.57

per day

E e
. pwwos
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PERFORMANCE TOOLS - INSIDER
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HIZ SKORU - PAGE SPEED - INSIGHT

PageSpeed Tools > Insights

REHBERLER REFERANS ORNEKLER DESTEK

http://www.istanbulmodaakademisi.com/
B Mobi

vl lelel Onerilerin Ozeti

n Dizeltilmesi Gerekiyor:

Masaustu

Resimleri optimize edin

» Nasil dizeltilecegini goster

Olusturmayi onleyen JavaScript ve CSS kodlarini ekranin tst kismindaki igerikten kaldirin

» Nasil duzeltilecegini goster

Sikistirmay etkinlestirin

» Nasil dizeltilecegini goster

Sunucu yanit suresini kisaltin

» Nasil dizeltilecegini goster




el

A ® BEST TIMES TO POST

SOSYAL MEDYA Wt ON SOCIAL MEDIA

YONETIMI how often to poat
OEsoclabimedia B o

‘per day unless noted tha week. There is a slight spike in engagemant
for posts between 8-94AM and a slight dip in
activity from 3-4PK.

LinkedIn

12-3PM
suggested ®
The best days to tweet are Monday=Thursday.
The eptimal times to bwaet ara 12-3 PM, with a
Faceboo k peak best time at BPM. Avoid posting between
BPM and DAM. o
o

suggested

Instagram

I

suggested

The best days to post on Linkedln are during
the workwaak. Posts on Tuesdays gat mora
engagament. 5-6FM are the best timas.
Avoid posting between LOPM - GAM.

Pinterest

I 1

suggested

Google+

suQQGSted i Pefrorcos: CoScheduln. Quick Sorout, Buffer '99signuls



SOSYAL MEDYA YONETIMI

Twitter

Facebook

LinkedIn

Instagram

Tumblr

Pinterest

Google+

Posting
Dead Zones

Literally the worst times
to post on social media.

®
T
o)
E

I—I
In

2-8

[la]
z
un

h
o
B

12 am=12 e

—
=]
bl
=

1
3 ~
I =
o) =
B (9]
1

IU‘I

0995448

Twitter

Facebook

Linkedin

Instagram

Tumblr

Pinterest

Google+

Timing Is
Everything

Post smarter right
meow.

1-3 pu
1-4 Fm

5'6 P

7-10 em
8-11 em

-1 am
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