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1. Increased traffic & conversion rate

(slide 3-13 )

Challenge

(slide 14-16 )

2. Product Diversification

(not only Life Style product)

3. Increased end-consumer participation

(customer acquisition)
Currently major existing customer: Retailer

(slide 17-19)
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Traffic & Conversion (Background)

1. Increased traffic & conversion rate

Image Source: Rising Middle Class in Indonesia-MarkPlus Insight

BACKGROUND

Online shopper
in average (2012):

5 %
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Traffic & Conversion (Initiative)

1. Increased traffic & conversion rate

• Mobile Platform Deployed (slide 5 )

• Advanced Product Visual Communication (slide 7-10 )

• Killer Media & Content Communication (slide 12-13 )
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- Smartphone
- Tablet
- Notebook
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Mobile Platform Important Role
Image Source: Google
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Traffic & Conversion (Initiative)

1. Increased traffic & conversion rate

• Mobile Platform Deployed (slide 5 )

• Advanced Product Visual Communication (slide 7-10 )

• Killer Media & Content Communication (slide 12-13 )
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Visual Communication (Photo)

EXAM
PLE

Provide more product views & clear visual message.

Image Source: JM Zacharias, http://jmzone.tokobagus.com
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Visual Communication (Video)

Combine video & photo within brief story mixed in blog posting.

EXAMPLE

Image Source: JM Zacharias, http://videoperjalanan.wordpress.com
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Visual Communication (Icon)

Brand icon involvement for effective visual communication through photo or
video sharing related consumer’s traveling experience or special occasion.
This approach strengthen consumer engagement via web and social media.

EXAMPLE

Image Source: JM Zacharias
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Visual Communication (Infographic)

EXAMPLE

Image: Skyscanner (travel search portal) infographic collection
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Traffic & Conversion (Initiative)

1. Increased traffic & conversion rate

• Mobile Platform Deployed (slide 5 )

• Advanced Product Visual Communication (slide 7-10 )

• Killer Media & Content Communication (slide 12-13 )
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Killer Media & Content Comm.

Educate

Convince

Entertain

Inspire

Content :

Emotional

Functional

Benefit :
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Content Category:
 Featured Articles

 Video

 Photos

 Interactive
Media

 Buyer Guide

 Infographics

 Motion graphics

Content Category
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2. Product Diversification
(not only Life Style product)

1. Increased traffic & conversion rate

Challenge

(slide 3-13 )

(slide 14-16 )

3. Increased end-consumer participation

(customer acquisition)
Currently major existing customer: Retailer

(slide 17-19)
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2. Product Diversification (not only Life Style product)

Product Diversification

BACKGROUND

Image Source: Rising Middle Class in Indonesia-MarkPlus Insight
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Product Diversification

(not only Life Style product)

• Book & Stationary

• Show Ticket

• Household Goods
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p.s.: Interesting gross margin (nearly 40%) for book category.

Product Diversification
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2. Product Diversification
(not only Life Style product)

1. Increased traffic & conversion rate

Challenge

(slide 3-13 )

(slide 14-16 )

3. Increased end-consumer participation

(customer acquisition)
Currently major existing customer: Retailer

(slide 17-19)
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Consumer Acquisition

3. Increased involvement of Consumer participation (acquisition)

• Increased emerging middle class in Indonesia (more less 135 million, 2012)
around 60 million Internet user (6% online shopper, 2012).

• Doubt feeling related online transaction fraud threat.
• Information and management availability of product range and program.
• Infrastructure support (payment, courier service and etc.)

NETIZEN

YOUTHWOMEN

BACKGROUND

E-Commerce Consumer
(in Indonesia)

Image Source: Rising Middle Class in Indonesia-MarkPlus Insight
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• Safe transaction guarantee & education
Communication: infographics , celebrity endorsements, demo videos, forum, articles, ebooks, manual and etc.

Supporting factor: Banking, Police Cyber Crime Unit, ISP-Telco Provider, Government , Society and etc.

• Product Diversification
Communication: trend report, virals, interactive demo, forum, review, celebrity endorsements, news,

press release, product feature, manual guide, application, and etc
Supporting factor: Middle class growth, segmentation, need and trend.

• Infrastructure & Service Assurance: courier & payment service
Communication: manual guide, forum, news, press release, interactive demo, application and etc.
Supporting factor: Central Bank facilitates interconnection directly transfer via ATM among banks (realtime)

during this year.
Increased courier services including courier service (B2B) that expands service to B2C.
Courier plan expand numerous outlets including remote area.

3. Increased end-consumer participation (customer

acquisition).
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Educate

Convince

Entertain

Inspire

C-O-N-T-E-N-T Marketing: Increasing Consumer Experience Level

support by

Word of Mouth (WoM),’O[ther]’ information
support by C-O-N-T-E-N-T Marketing

Consumer Acquisition
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THANKS

personal use only (2013)


	Slide Number  1
	Slide Number  2
	Slide Number  3
	Slide Number  4
	Slide Number  5
	Slide Number  6
	Slide Number  7
	Slide Number  8
	Slide Number  9
	Slide Number  10
	Slide Number  11
	Slide Number  12
	Slide Number  13
	Slide Number  14
	Slide Number  15
	Slide Number  16
	Slide Number  17
	Slide Number  18
	Slide Number  19
	Slide Number  20

