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1. ONLINE COMMUNICATION
CONCEPT

Online marketing or electronic marketing takes marketing techniques and concepts, and applies them
through internet. In general terms, it threads the fechnical and graphical aspects of online fools together,
dllowing for advertising, brand development, promotion and sales.

It offers the possibility to track almost every action a potential customer or visitor takes in  response to
marketing messages, and how they navigate through the online content.

One of the most desirable aspects of online marketing is its low barrier to entry.
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1. ONLINE COMMUNICATION

TOOLS
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1. ONLINE COMMUNICATION
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1. ONLINE COMMUNICATION
1.1. VIRAL MARKETING

Viral marketing: A communication marketing tool that uses social media to communicate a product, brand or
service, aiming fo create intferest among consumers through messages that spread like “virus”.

The goal of viral marketing is to inspire individuals to share a marketing message to friends, family and other
individuals to create exponential growth in the number individuals receiving the message.

The reason to use this communication tool is the ease and speed with which the messages are spread and
disseminated.

The key factors of successful viral marketing campaigns is the message’s ability to connect with consumers
and persuade them to engage and interact with the marketing content, and ultimately the product or
service; if it is successful it creates an emotional bond between the consumer and the product.
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1.1. VIRAL MARKETING
EXAMPLES

Hillary Clinton 1]
@HillaryClinton

Don't stand still. Vote today: hillaryclinton.com/locate
#ElectionDay #MannequinChallenge

W

Most of the challenges that exist
online tend to end being viral,
some examples are;

“lce bucket challenge”: to
increase awareness about
ELA.

"Mannequin Challenge”: the
idea is to stand still while @
video is being recorded.

“Water bofttle flip challenge”:
throwing a bottle causing it
tfo spin in the air and fall on
its feet.

P 35Mm reproducciones 0:46/0:57 )7~

Mannequin Challenge - Example
(Hillary Clinton)
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1.1. VIRAL MARKETING
EXAMPLES

Viral music video with great worldwide Spanish artist Rosalia achieved global awareness and
awareness and impact impact throug viral videos on Youtube

PSY - GANGNAM STYLE (2 = A EH ) MV
psv ° Subacribe 44 videon *

€« P » o) 1517248

b Like & Add 1o Share o 814_358,24? s

ROSALIA - MALAMENTE (Cap.1: Augurio)

149.689.355 visuslizaciones - 30 may 2018 iy 1.3M 8166843 e COMPARTIR
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1.1. VIRAL MARKETING
EXAMPLES

Wholefoods began to commercialize peeled

fresh fruit in plastic packages and its customers
claimed 1o stop the plastic containers for fruit in
Twitter

Mercadona removes the mochi ice creams
from its stores and customers begin a

campaign in Change.org asking other
customers to sign for having them back.

Nathalie Gordon @ awliinatty

« . |fonly nature would find a way to cover
these oranges so we didn't need to waste
so much plastic on them.

Que vuelvan Los Mochis a mercadona

1.263 personas han firmado. jAyuda a
conseguir 1.500!
B 3

Red Mom of R'hllor @zhinxy - 8 he
Gosh, whole foods, if only pineapples had a natural container that... Onh, that's
not silly either? Oranges are. okay

2 Carlos Golbano ha firmado hace 25 minutos

8 Miriam Cerrato ha firmado hace 26 minutos

- Vli\a!gjc De Salvanés, 28590 4
e José Luis Sanchez ha iniciado esta peticion dirigida a Mercadona Espafia =
Desde hace unos meses hemos disfrutado de los Mochis Quiero saber si esta peticion gana y como

s i puede ayudar a otras peticicnes ciudadanas
hacendado. A la vuelta de verano y a nuestra ruinosa rutina ) )
Mo quiero saber como avanza esta peticion ni
semanal, Mercadona nos ha puesto las cosas un poco mas grises, otras peticiones importantes
si cabe, guitando ese pequefioc placer de coco y mango.
1 Firma esta peticion
Por favor, apoya esté solicitud para que vuelvan los Mochis. " Mo mostrar publicamente mi firma y mi

comentaric en esta peticién

Prorasamns tis datns nersanales de acuerdn non
(]
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1. ONLINE COMMUNICATION
1.2. VIDEO/YOUTUBE MARKETING
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1. ONLINE COMMUNICATION
1.2. VIDEO/YOUTUBE MARKETING

Online video marketing: all uses of video contents to promote a brand, product or service.,

YouTube is the second biggest search engine and the third most webpage went to the website; so, it could
be the most effortless route for a company to increase awareness. Online videos could be highly effective

to convey the correct message to the target market and pull in the target customers from the earliest
starting point.

Online video marketing is no longer limited by strict advertising on television, and in furn, companies are
creating more varied types of video content to engage their potential customers. These videos do not need
to be direct advertisements of products, but can rather be about anything which can help strengthen a
brand and bring a marketing story into life.
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1.2. VIDEO/YOUTUBE MARKETING
EXAMPLE

e Fryout m Preh Mok for You Tl | s meew
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How To Filiet a Whole Salman -
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Daily Fish Gulf Rourahp 30 Sep 20786
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= m = 5799 views
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1. ONLINE COMMUNICATION
1.3. DISPLAY ADVERTISING

Viral marketing Video/YouTube Display advertising

E-mail marketing Affiliation marketing Landing pages
App Location/Geolocati :
communication on marketing Live chats
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1. ONLINE COMMUNICATION
1.3. DISPLAY ADVERTISING

Display advertising: a mode of online advertising where companies use banner ads along with other visual ad
formats to advertise and promote their product on welbsites, apps, or social media.

It often develops generous use of visual media in the form of texts, images, or even videos to attract
individual’s attention. The reason is that it is driven by the visuals used to attract attenftion and increase
product or brand awareness across the internet.

Most successful display advertising campaigns develop a combination of images, text, gifs, and videos to
stand out on the infernet, and send their message to the tfargeted audience. In addition, the company can
play around with language, design, shapes, and sizes of banners to create engaging display ads.

The company often displays ads in designated corners of webpages and social media platforms, and they
are usually showcased in the form of a banner ad (graphic or text). These ads are the most common display
advertising format; and they are named affer their shape, which is “banner-like”. More precisely, banner ads
are a hyperlinked, image-based ads in the shape of a strip, and they are usually placed on the top of a
web site to immediately draw the user’s attention.
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1.3. DISPLAY ADVERTISING
BANNERS - EXAMPLE

Jobs ReniEstale | Rentals  Cars  Today's Paper | Dscussions | Gong Out Guide

FFRRM 259/14% viernes, 25 de funio de- 2021

ﬁ [ &,
Politics Opinions Local  Sports National World Business Tech Lifestyle | Entertainment = Jobs Real Estate More m a & e o %g
@he Washington Post i

79* Washington. DC June 20, 2013 Edition US | Regenal « @ Make us your homapage

4 LOCAL ECONOMIA ESPANA INTERNACIONAL OPINION DEPORTES SOCIEDAD CULTURA AGRO MAR HEMEROTECA

IntheNews MERS Taliban Immigraion Exodus Farmbill Trayvon Martin case ﬂ

1A AMARINA AROUSA DBARBANZA CARBALLO DEZA FERROL LEMOS LUGD OURENSE PONTEVEDRA SANTIAGO VIGO0

SAMSUNG

GRENOW otom

Farm bill failure
is latest blow to
GOP leadership

THE FIX | The House Republican
cenference simply cannot be led, mosty
because of the group oftea pary-aligned
conservatives who do not take orders
from their party leadership

GALAXY <4

« Wonkidog: So what happens next?

Cieck It out

Border deal greatly improves 0. 000 i
chances for immigration bill . .
i ki A big battle in the Big Apple S

I'he Post Most i

apania to

fay 50 casos confirmados en Galicia, la
Jayoria en Pontevedra. El resto se reparten
ntre Ourense, Luge y Vigo. Todos los
studiantes gallegos que hayan viajado a las
slas deberdn guardar cuarentena En toda
spafia se superan los 500 contagios

SMARA MONTERD
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1. ONLINE COMMUNICATION
1.4. E-MAIL MARKETING
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1. ONLINE COMMUNICATION
1.4. E-MAIL MARKETING

E-mail marketing: one of the most important types of online marketing tfools, and can be understood as a link
between the company and its customers.

This form of online communication can make the customers on the company’s email list aware of new
products, discounts, and ofher services. In addifion, it is often used to inform, drive sales, and build a
community around a brand.

This tool allows the company to make fully targeted messages providing insights of where customers are in
the purchasing cycle; and developing campaigns for each stage of the customer life cycle allows the
company to increase their loyalty.

The company e-mail managers gather the private e-mail correspondences and treat their e-mail subscribers
more special compared to non-subscribers. This could be possible by offering subscribers special access to
elite content, unique e-mail subscribers’ rebates, customized bargains or other products not available to the
non-subscriber audiences.

The main disadvantage for this online marketing tool is the steady development of spam channels in e-mail
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1.4. E-MAIL MARKETING
EXAMPLE

—

sapeovmuriryshoo ©

e

googlEfea

oo QMo T D QSN e v x O EDR sotngs L
ale BH
amazon Lighining o als
% Responderatodos  ~  [I] Eliminar = Archive & Nodeseado ~ < Limpiar 53 Movera ~ < Categorizar ~ (D Posponer
ooy > Favoritos & Inbox %
De Asunto
! s Carpetas
- () idealista/mews Una de cada tres casas se vende en menos de un mes
2 0 inbox 1 :
Draft
&z —— Una de cada tres casas se vende en menos de un mes
B Sentltems
idealista/news
Im Doletett fers Vie 25/06/2021 13:15
Para: Cristina Calvo Porral
A A ®  Junk Email
Simsles 2506/2021 - 1524651 suscriptores - Ver en el navegador
COMBO OFFER > Archive
= Este correo se envia desde idealista/news:
Sail Fish,
&l Notes

Shrimp POTO Medium
Anchevy Large

|

SAVE 7141

Conversation H...

Carpeta nueva

> Grupos
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idealizta/news

Solo una de cada tres casas se
vende en menos de un mes

2021

idealista/news | Maries 22 ju

Blue Acaderny for Professionals
of the Seafood Industry



1. ONLINE COMMUNICATION
1.5. AFFILIATION MARKETING
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1. ONLINE COMMUNICATION
1.5. AFFILIATION MARKETING

Affiliate marketing: the process by which an affiliate earns a commission for marketing and promoting a
company’s products or services that drive a sale.

So, with this is marketing tool a company compensates economically third parties for generating store traffic
to the company’s products and services which finally drives sales. In fact, companies typically pay per sale
and less frequently by click or impression.

The company developing dffiliate marketing can track the links that bring in leads; and through internal
analyfics, see how many links are converted info sales. The goal of using affiliation marketing is fo increase
sales.

Affiliates redirect visitors who click on one of these links or ads to the e-commerce web site. If the consumer
finally purchases the product or service, the dffiliate will receive a commission which is offen of 5% to 10% of
the sales price.
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1. ONLINE COMMUNICATION
1.5. AFFILIATION MARKETING

There are different types of affiliation marketing:

Unattached dffiliate Marketing: the affiliate has no connection to the product or service they are
promoting. In addition, they have no known related skills or expertise and do not serve as an authority or
make claims about its use. This is the most uninvolved form of affiliate marketing.

Related dffiliate marketing: the affiliate promotes the products or services as there is some type of
relationship to the offering. Generally, the connection is between the affiliate’s niche and the product or
service. So, they have enough influence and expertise to generate traffic and their level of authority
makes them a credible source. However they don’t make claims about the use of the product or service
promoted.

Involved dffiliate marketing: the affiliate has a deeper connection with the product or service being
promoted as they have used or currently use the product, and are confident that their positive
experiences can be shared with other consumers. So, dffiliates serve as trusted and credible sources of
information. On the other hand, because these dffiliates are providing recommendations, their prestige
and reputation could be compromised with any problems arising from the offering or product
promoted.
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1.5. AFFILIATION MARKETING
EXAMPLES

The fashion retailer Desigual promotes and Tri . I
N . ripadvisor encourages affiliation
encourages affiliation marketing among :
RTINS, marketing among users

°Tripqdvisor Hotels  Thingsto do e @ Q? |-,_,-|

Post Trips Inbox

U P d
Program Benefits Register Desigual Products Contact = asswer

p— p— Tripadvisor Travel Affiliate Program

Here we detail the steps you have to follow to work with
Desigual.

1. Sign up
Please fill in the following form, it's very simple

and fast. Introduce your user information and you
will become our affiliate. Register now

2. Promote Desigual in your site WHY JOIN?
; Joining the Tripadvisor Travel Affiliate Program enables you to partner with the world's largest and most trusted
?;‘filll'l":at:“:cz::: ::’;ﬁ‘::;%lﬁs;;"ﬁ;’:e travel community. Leverage our brand to enhance your existing travel programs, earn additional revenue, and
offer you. provide your users with access to 760+ million reviews, plus 500,000 city and hotel pages.

3. Start earning commissions!
WHAT CAN YOU EXPECT?
You will earn up to 8% commission for each sale L
g * 50% Commission
Get ready and become part of our team! ¢ Incentive programs
e Deep linking to over 500,000 city and hotel pages

* Partner with a brand people trust

« Continuous addition of products and promotions

e Accessto a dedicated and experienced team
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1.5. AFFILIATION MARKETING
EXAMPLES

Louis Vuitton affiliafion Affiliafion marketing on Instfagram
marketing on Instagram done by consumers

b&‘ gypsea_fer « Fallow
¥ Key West. Flaride

© | Instagnam @ O &

& gypsea_fer Hope everyone had an
amaang Labor Day Weekend| What
did you getupto?l

allthingslouisv IEEN B8 -

719 posts 1,921 followers 547 following

Loving ey dress from
@shopaniaboutique WP Use code
Fernandalb to save 15% offf
Marisa Georgia @ living in Manhattan f» @ Soul-Cycle enthusiast& g% & Louis
Vuitton Addict. My collection isn't for sale! € Shop preLVoed Louis Vuitton here
ﬁ shareasale.com/r.cfm?b=10808208&u=1693012&m=53801

@

° atboujees_04 PPOM us &
Gatbouees_modits BB

whalllfehﬁngsqs Sucha pretty
@ =z

Qv A

175 likes
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1. ONLINE COMMUNICATION
1.6. LANDING PAGES
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1. ONLINE COMMUNICATION
1.6. LANDING PAGES

Landing page: a standalone web page created specifically for marketing or advertising purposes, where a
visitor “lands” affer clicking on a link in an email, ads from social networks (for example, Twitter, Instagram or
Facebook), search services such as Google.

Unlike web sites, which typically have many goals and encourage exploration, landing pages are designed
with a single focus or goal, known as a “call to action”. The goal of these pages is to generate attraction
while the company pulls prospects further into the customer. While the company homepage has dozens of
potential distractions, the landing page is super focused.

Rather than serving as a basic advertisement that shows a customer a product, a landing page aims to
engage and delight a customer by offering something that relates to the product or the company’s
industry. For example, if customers are offered a promotion when they fill out the form and receive a reward
of interesting content, they might be even more likely to trust the brand and become a customer.
Consequently, landing pages usually offer potential customers a resource, such as an e-book or webinar
signup, in exchange for their basic contact information.
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1.6. LANDING PAGES

FUNNEL ONLINE MARKETING COMMUNICATION

It shows that landing pages aim
to transform visits to a web site
info sales.

AD IMPRESSIONS

CLICKS

LANDING PAGE
VISITS

#-BAPSI

BIDS INTO IMPRESSIONS

* Thie keywords you bid on
» Negative keywords you add
+ Bic amount

IMPRESSIONS INTO CLICKS

* Which ad serves for which keyword
= Ad text, call to action, URL
= Ad group structure

CLICKS TO LANDING PAGE VISITS

* This just happens (because you paid for it!)

LANDING PAGE VISITS TO CONVERSIONS
= The landing page flow and order of actions

= Landing pages targeted to specific ads

= On-page elements
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1.6. LANDING PAGES
EXAMPLES

Landing pages of the Landing pages of the
Spanish restaurants VIPS. US shared rides Lyft

PUEDES VENIR A CENAR
A LA HORA DEL DESAYUNO,
O DE LA COMIDA,

Enter your information, download the app.
complete your driver profile, and you'll be

on the road in no time!

o]

BECOME A DRIVER!
o y

I3 Jonathan Chang and 20 other friends use Lyft
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1.6. LANDING PAGES
Initial landing page of the food delivery company Just
EXAMPLES Eat that vary according to the selected country

u @ Deliverwith JustEat  Login  Help 9

m‘ JUST EAT

-
e

Tuck into a takeaway today

Find restaurants delivering right now, near you

Pide lo que te pida el cuerpo

Comida a domicilio online cerca de ti

ej Calle Alcala, 48, Madrid Buscar restaurantes S PAI N

Tid til at bestille
mad

Find restauranter i dit omréade

C'est le moment
de commander

Trouvez les restaurants prés de chez vous

~

FRANCE - ‘ DENMARK
tBAPSI ﬁfi@_‘
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1. ONLINE COMMUNICATION
1.7. APP COMMUNICATION
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1. ONLINE COMMUNICATION
1.7. APP COMMUNICATION

App Marketing or App communication: the process and set of commmunication techniques developed to
promote and increase the awareness of a mobile application.

Mobile app marketing: the process of engaging app users throughout their entire experience with an app. This
includes: discovering the app, downloading it, completing the onboarding process and staying engaged.

The main goal of this communication is to aftract the greater number of consumers as possible.

In addition, the company should develop an attractive and appealing landing page for the app, since the
company website is offen the first impression of the business for many individuals; and in turn, it can act as a
“showroom” for the company app. Therefore, the app landing page should be atftractive, user-friendly, and
should work well across all browsers.

App viral loops are great tools to increase the number of users for a mobile app. since they help spread the
word about an app because they invert the traditional online marketing funnel, enabling the app users to
market an promote the app. More precisely, viral loops can be created through an atftractive app design
and the offering of incentives, share experiences and other referrals. For example, companies like Dropbox,
which gave 16GB of storage space for free when users invited friends, or CandyCrush, which allowed users
to share their scores, used viral [oops to grow their brands exponentially.
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1.7. APP COMMUNICATION
APP STORE OPTIMIZATION

App Store Optimization (ASO): the process of improving the company’s app’s visibility in the App Store and
Google Play Store; so it is the process of optimizing mobile apps to rank higher in an app store search results.

This is critical to the company, since he higher the company app ranks in an app store search results, the
more visible it is to potential customers. So, if the marketing campaign directs a large number of potential

customers to the App Store, the company app still needs to be well-presented and attractive to complete
the installation.

Main factors that influence this process are:
Title: the app ftitle should be readable, focused and it should have high recognition for consumers
App description: make sure to point out what problems your app solves and use keywords.

lcon: the company or store app should focus on one element that reflects the app’s essence, and have
a design it in a unique shape.

Screenshots: they must show the app’s core features and most important functions.
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1.7. APP COMMUNICATION

EXAMPLES

App landing page of Hyundai

App page of Coca-Cola

Kolodziaj Hyunds _—= For battom-of-the-funnel shoppers
: - focus an a single vehicle rather than
many vehicles to aveld scrolling fatkgus

For top-of-the-Tunmel shoppers, Tocus on
braming content rather than an affer of inventory

=8 Advertias o specific offer,
rathise AN & goneric promotion

Ty Clear, emticing button links o
inventony and directions below thae fold

" #K-BAPSI
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1. ONLINE COMMUNICATION
1.8. LOCATION / GEOLOCATION MARKETING
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1. ONLINE COMMUNICATION
1.8. LOCATION / GEOLOCATION MARKETING

In order to create an interactive experience, companies and retailers target the consumer directly at or
near the point of engagement. This could be considered as a method of mobile targeting, which allows
companies and brands to target relevant audiences with ads based on demographics and geolocation
information. That is, this is @ communication tool that pinpoints an audience based on their location.

Location or geolocatfion marketing: the collection of data about the individual’s physical location, usually
provided through GPS satellites and internet protocol (IP) addresses, and based on the use of Bluetooth
fechnology.

This online marketing tool allows companies to send push notifications fo nearby mobile devices and
smartphones, attracting the attention of the target audience to specific retail locations or nearby
restaurants, among other locations.
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1. ONLINE COMMUNICATION
1.8. LOCATION / GEOLOCATION MARKETING

There are mulfiple reasons to use location-based marketing, for example the following:

To increase store traffic: it uses consumers’ mobile devices and smartphone data to allow them to use
their applications effectively. The main objective of location marketing is to aftfract new customers to visit
the store located near them.

Deliver more relevant ads: delivering more ads based on the consumer geographic location can help
the marketing actions of a company or brand towards a certain demographic point.

Drive away from the competition: due to this fool, the company not only is affracting more consumers
but also driving them away fromn competitors.

Creation of a better user experience: smartphone users have access to cool features that the internet
offers especially for mobile apps. When using them, users have and feel a better experience with the
company or brand app, making it more likely for them to come back and constantly use it again.
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1. ONLINE COMMUNICATION
1.8. LOCATION / GEOLOCATION MARKETING

There are different types of location-based marketing:

IP_Address Marketing: uses IP addresses o communicate with devices located within household and
business locations. It addresses work through technology that matches up IP addresses to lists of names
and street addresses in order to display advertisements on welbsites that users tend to visit.

GPS Marketing: When addresses are registered into search engines, this makes it easier for businesses to
lure in customers to nearby locations of their business. It works through devices that offer GPS features to
smartfphone users.

Proximity Marketing: Distributes advertising content associated with a specific place. So, consumers using
Bluetooth enabled devices or mobile apps in that area will receive local promotions from businesses.

Beacon Marketing: Beacons are small physical objects that receive wireless data through Bluetooth from
nearby devices; and in turn, they can be used to promote a business or a brand by engaging customers
in the interiors of physical retail stores. It is useful for retailers that own businesses with poor cell
reception, which strategically lures in customers o use their ssnart devices.
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1.8. LOCATION / GEOLOCATION MARKETING

EXAMPLES

Examples of mobile geolocation

e

Blue b Gold Ridk

dmw 1100 Battery Wene

S g, CA EETT

.. MY MAXIS =

Your Brand N:

YOUR
LOGO

Drive There

Blue Academy for Professionals
of the Seafood Industry



1. ONLINE COMMUNICATION
1.9. LIVE CHATS

Viral marketing

Video/YouTube

Display advertising

E-mail marketing

Affiliation marketing

Landing pages

App
communication

Location/Geolocati
on marketing
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1. ONLINE COMMUNICATION
1.9. LIVE CHATS

Live chats are easy to use and enjoyed by many customers. One key factor is to ensure that the company
has enough staff fo handle the volume of their potential, as it requires a sufficient number of employees to
e available when customers access the web site.

Some drawbacks of this online communication tool is that if the company employee tries to handle too
many customers at on time, it may slow responses and become frustrating for the customer. In addition, it is
frustrating for customers when they access live chat and receive a message that make them wait a
considerable amount of time, before an answer by an employee is available.
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1.9. LIVE CHATS
EXAMPLES

\.

,,! Emily West S, H¢
Hello! How can we help you today?

Hi there! Can you send me
your latest offers?
1:17

Yes of course!
14:18

Type your message...

@ ‘D Powered By 3CX

L

J 8

COMPANY

let'sdoit
together

X
@. Hey, we're here to help!
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1.10. OTHER TOOLS
PAY PER CLICK

Pay per clicks: is one of speediest types of marketing tools to drive targeted traffic to web pages and related
services.

The main objective is to transform latent users info engaged users, and then fransform engaged users into
purchasers.

It first lures consumers to tap on a promotion or advertisement and send them to the planned “landing
page” with content that mafches the advertisement. The process behind this tool is that the company
needs to keep similar phrasing all through the experience so new consumers stay engaged and involved all
through the experience.

Its promotions are no longer displayed on the sidebar on search engines; nowadays they can be displayed
on niche sites or they may act as sponsored stories on different social media networks.
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1.10. OTHER TOOLS
FREQUENT ASKED QUESTIONS (FAQS)

Frequent Asked Questions (or FAQS): is a list of questions and answers relating to a particular subject, especially
giving basic information for users of a website,

It is often used in articles, websites, email lists and online forums where common questions tend to recur. It is
a good method of online communication, because customers access a web site and receive information
without talking to or communicating with a company employee.

It is used by companies because it reduces service time and costs while providing a convenient way for
customers to obtain answers and information without making a phone call or sending an e- mail.

Quality FAQs are produced based on previous two-way interactions and feedback communication with
customers. In fact, problems or concerns that come up repeatedly should result in a new FAQ item or
information placed in the web site.
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1.10. OTHER TOOLS

Examples of FAQs in public organizations and private companies

E * c I @ ve: Clave Gl i Ci@ve Parmanants Db How it works ~ Features ~ Academy ~ rvices Pricing Signup Login

You are here: Home / FAQ

Rogistre > Pregunias frecuentes (FAQE) Do You H ave Questions?

Registro Preguntas frecuentes (FAQs) We have answers (well, most of the times!)

Below you'll find answers to the most common questions you may have on AdEspresso & Online Advertising. Also, please feel free to
¢Como se registra un menor de edad? w check out our Facebook & Google Advertising Guides & Academy. If you still can’t find the answer you’re looking for, just Contact us!

&Como puedo registrarme?

Modificacion de datos
Cuande so tramite el Registro de un menar de edad, su representante legal debord aportas, en presencia o no del

Renuncia -
- Exhibicién de la documentacion que justifique la identificacion del represantants legal que realice |a solicitud en
Preguntas frecusntes nambre del menar de 14 afos
(FAQs)

- Exhibicién de documenta que justifique la patra potestad (libro de famila, resolucitn judiclal de nombramienta de
tutor, ete )

- Sl comparece el menor, se solicitars su DNI, NIE o nimera de Tareta de Identidad de Extranjera. Sina
comparece, 8l representants debard exhibir original de DN o Tarjeta de ldentidad de Extranjera del menor.

AdEspresso FAQs Online Advertising FAQs
£ Qué ocurre si ya estoy registrado en PIN24H? - 1 How do | pay for my online advertising? 3 Do | need a website in order to run Facebook ads?
. = F . ;- 2 , ? What happens to my Facebook and Google Ads 2 Whatisthe minimum budget | can use to run Facebook
¢ Qué ocurre si ya tengo usuario y contrasefia de |la Seguridad Social? « campaigns if | cancel my AdEspresso subscription? ads?
¢Que servicios requieren que el Registro en Ci@ve se haya realizado 3 What languages does AdEspresso support? 3 What audiences can | target when creating my
de forma presencial, con DNle o certificado electronico? Faceboock campaigns?
A4 DNawnn nffar Markating Sanvirac?
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SUMMARY OF THE TOOLS OF ONLINE COMMUNICATION
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2. WEB COMMUNICATION
2.1. CONTENT

Consumer-generafted content: any form of content, such as text, videos, images, posts, reviews and so on,
created by individuals and published in an online web site or social network.

The company web site sometimes offers a place for customers to make comments about the company’s
products and marketing actions. By reading these comments the marketing manager learns how customers
feel about the company and about its products, and this valuable information may then be used to
improve the product and the company’s service.

Some companies actively encourage customers to share their concerns and suggest ways to improve its
products. The reason is that this actions increase brand awareness and may result in increased sales and
reduced costs; as customers share their comments and experiences, other potential customers may be
encouraged to purchase the product or brand. In addition, costs can be reduced as customers point out
problems and suggest solutions.

Rather than being infimidated by consumer-generated content, marketing managers can embrace it and
use it to gain customer insights, boost brand loyalty, increase sales and reduce costs.
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2. WEB COMMUNICATION
2.1. CONTENT

Consumer-generated
comments on Amazon

i Cool charger
By Tiffany on March 30, 2015
Veriflied Purchase
Bought this for my Galaxy phene and | have to say, this is a pretty cool USE cord! 1) | like the
lights in the cord as it puts off a cool glowing effect in my room at night and it makes it much easier
o see, thanks for the great product!

friviriedr Definitely buying more.
By Krystal Willingham on March 28, 2015
Verified Purchase

| was impressed with how bright the lights on the cable are. It works amazing and as described. i
received earlier than expected so that made me very happy. So far is working like a charm and |
can't wait to buy a few mare.

friririe’t Spot It In the Crowd
By Heather-Joan Carls on March 29, 2015
Verified Purchase
Such a cool product. | was so happy with how bright the lights on the cable are. It shipped super
fast. The light shuts off when the charging is complete, so that's super helpful. | don't have to keep
checking,

Customer Review
. € Wm {Andy) Anderson #1 REVIEWER #1 HALL OF FAME

Trerdrdryr Excellent Stereo Speakers
May 4, 2019

Colorn SPZ070BLUE  Vine Customer Review of Free Product [ What's this? )

I got these Because | prefer my audio to be routed through a wired connection due to the sound quality. |
will use bluetooth when | must, but, when | can, | use these speakers. Naturally, with my iPhone | either must
use bluetooth ear phones (my favorite are my Jabra), or the adaptor that connects to the power connection.
But, with my iPad, | get to use these speakers.

Sound quality for phone calls, audio books is excellent. it is very good for most music, except for classical.
But, truth be known, my hearing doesn‘t permit me to tune in to the nuances so well anymore.

I can, however, appreciate Wynton Marsalis.
BOTTOM LINE

Five stars out of five.

Helpful ~Comment  Report abuse Permalink
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USB Powered Computer Speakers, Re...
by RECCAZR

Wl irsy 22

4.2 out of 5 stars ~

Sstar [ [ 54%
4 star [ 18%
Sstar [0 1 239
2 star 0%
Tstar [ 5%

£25.99 + Free shipping with Amazon Prime

Add to Cart

Add to Wish List

Blue Academy for Professionals
of the Seafood Industry



2. WEB COMMUNICATION
2.2. ADVERTISING

Most ads placed on various web sites have been generated by the company, but a good alternative are
consumer-generated advertising.

Consumer-generated advertising: refers to brand or product content created by people, like a picture, a
blog post or a video that mention or show a product or brand. That is, brand content created by users not
professional advertising managers, nor employees of the company that owns the brand.

This online communication occurs because anyone with a smartfphone or video camera can easily create
content, such as pictures or videos, about a brand or product, which could be both positive or negative
content. It creates and increases brand awareness among other people that see the video or blog post
online, like on web sites, social media or online forums. The idea underlying these ads is that the viewers of
the ad will tend to accept a this advertising as more genuine and credible.

They can offer companies several benefits when they are accepted and integrated effectively into the
company’s marketing outreach. However, marketing managers should take into account that consumers
will generate content with or without the company’s participation.
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2. WEB COMMUNICATION
2.2. ADVERTISING

The US fashion retailer Old Navy promoting

Consumer-generated advertising of
consumer-generated ads on Instfagram

lip balm on Instagram

FIND ASTORE CREDITCARD GIFT CARD . -
Search Q atethephilosopher 48
| glossier 4m
q

NEW ARRIVALS WOMEN WOMEN'S PLUS MATERNITY MEN GIRLS BOYS

TODDLER BABY

dotcom

#sayhi « © CANCUN

s e N T G T, R Your Balm Dotcoms on
fashioniest Old Navy moments. 2
UPLOAD YOUR PICS
GALLERY FILTER: SEEALL WOMEN MEN GIRLS BOYS TODDLER BABY

JTi]

@kymariphillips
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2. WEB COMMUNICATION

2.2. ADVERTISING
@ :ia:m;s:ﬁka = Following

igawysocka On my days off | love strolling
the colorful Notting Hill streets. My
fashionable, black @NokiaHealth Steel
hybrid smartwatch is more than just regular
watch. It has magical powers - it allows you
to track your sleep, steps and any other
activities. #NokiaSteel can even wake you
up so you won'‘t be late anymore. It worked
for me! #KnowYourself #GiftOfHealth

Sucessful campaign of consumer-

igawysocka @vhoperjikook ohhh! That so

sweet W | really enjoy London generOTed OdverTiSing Of dog SnOCkS

growingsassy @igawysocka You deserve
the best fab lady ©

kingulllaa Cudowna T

alukianowska & & ¥ & The Family #vivadogs

kamilaleoniec Mega ==

- Sprint F 30T PM B Al

< beast_of_the_streets

7 n 13
e Fallowing -

This is where you get to see some insane cars and get
1o showcase your own beasts! just DM a your best
pics to be featured ¥

P d.cow 2000 recket 5.0 i_am_abel - 2 more

nilla01.Rickrai More than 500,000 happy dogs. Show us how your dog loves his box. Tag #vivadogs on Instagram or Facebook and you could see your dog
' Q here.
3,566 likes

Add a comment..

Consumer-generated
advertising of smartwatches
and automobiles
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2. WEB COMMUNICATION
2.3. MEASURE INDICATORS

When a company is starting with an online campaign, it must take the following steps: Site planification;
negotiation and media buying; campaign configuration; opfimization and frafficking; and campaign billing.

There are four types of media hiring on digital media:

CPM (cost per mile): certain amount for every thousand impressions a banner receives.
CPC (cost per click): certain amount for every click achieved through a banner

CPL (Cost per lead): certain amount for each registration obtained through an online form
CPV (Cost per sell): a certain amount or a percentage for each sale achieved
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3. SEO, SEM AND GOOGLE ANALYTICS
3.1. SEARCH ENGINE OPTIMIZATION (SEO)

When individuals look for specific information on the internet, they offen use a search engine. The process of
increasing the probability that a particular company web site emerging fromm a search is called Search
Engine Optimization (SEO).

Search Engine Optimization (SEO): the process of increasing the probability that a particular company web site
emerging from a search on the internet.

Each search engine uses a slightly different set of algorithms o develop search lists; and at the same fime
these programs identify key phrases that match what the person types into the search box. Web traffic
increases dramatically for web sites that come up on the first page.

Search Engine Optimization follows a set of principles: optimizes a page for particular keywords and
manages links from different sites that utilize the targeted keywords. They are like robots and accordingly,
the principal comprehension of what a page is about will be based on the content on the page.
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3.1. SEARCH ENGINE OPTIMIZATION (SEO)
TECHNIQUES

Search Engine Optimization (SEO) could be accomplished in three different ways:
Through a paid search insertion that comes up when certain products or informnation is sought.

The web site is identified through the natural or organic emergence of the site, which is unpaid. The
underlying idea is to develop efficient and effective organic results that will arise from the natural search
process, and in order to ensure that the company web site is listed first takes time and effort. When the
web site is first built, it is not likely that it will be listed at the top and it fakes time for search engines to
locate the site.

To make use of paid search ads. This form of advertising can be little text boxes that pop up when a
parficular word is typed in, or link boxes at the top or side of a search result. In addition, search
advertising is growing in popularity due to its effectiveness.
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3.1. SEARCH ENGINE OPTIMIZATION (SEO)
EXAMPLES

Organic emergence of sites
on search engines

GO |e spanish universities » Q
9

1 Todo Maps [E] imagenes [E] Moticias 3] Viceos 1 Mas  Configuracion  Herramisntas

Espana/Facultades y universidades

NIvERS AT

=L hars
TARCELONA

Aundnoma ..
Mackrid

Sugerencia: Buscar sok resultados =n espafiol, Pusdes especificar tu idioma de bisqueda en
Preferencias

https:/ien wikipedis.org « wiki+ Li. = Tradusir 2sta pigina
List of universities in Spain - Wikipedia

Otras preguntas de los usuarios

Is university free in Spain? 3
What is the number 1 university in Spain? g
Are there English speaking universities in Spain? g
VWhat is the best uni in Spain? e

hittps: iwnaa topuniversities com 5 g » Tradueir esta pagins
Study in Spain | Top Universities

Study in Spain - Univ
Barcelena) © Universitat Autonoms de Ba

Autbnoma ¢ id - University of Barcslona (Universitat de

= University ...
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Google

Paid search adds on
Google

reformas del hogar en corufa X

7, Todo [E Imégenes [E Noticlas @ Maps [ Videos :Mas  Configuracion

Aproximadamente 3.240.000 resultados (0,92 segundos)

Anuncio - hitps/fwww.disenohogares/ ~ 88125 1107

Reformas Integrales A Corufia - Presupuestos Reformas A Corufia
Pide Presupuesto sin compromiso para cualquier tipo de obra. Hacemos la Gestion Integral
Reforma de Viviendas y Oficinas. Empresa de Construccion con Experiencia

B Pide presupuesto - Solicitar Informacion

Pedir Presupuesto Reformas Integrales
Solicitar presupuesto reformas Reformas Integrales en A Corufia
Pidelo sin compromiso para viviendas y oficinas

Anuncio - https/fwww.condega.com/ » 98124 2579

Obra nueva y reformas en A Coruria | Condega - condega.com
Somos Experios en Todo Tipo de Construcciones: Edificios, Viviendas Unifamiliares y Mas
Ofrecemos los Servicios de Reformas Integrales o Parciales para Bafios, Cocinas, Fachadas

Anuncio - https/fwww.cosentino.com/ =

Asesoramiento Reforma Integral - Te ayudamos con tu reforma
Consigue un espacio (nico, cargado de estiio y personalidad con nuestras propuestas. Te
ponemos en contaclo con un profesional certificado por Cosentino |Pide asesoramiento!

Anuncio - hitps/fwww.acasa.galreformas/a-corufia =

Precio Reforma Integral Coruria - Presupuesto Personalizado
Reforma Integral de viviendas. Llave en mano. Pidanos Presupuesto Sin Compromiso

hittps:/iwww. reformas-hogarcom =

>Reformas Hogar Corufia. Reformas Integrales, Bafios y ...
Reformas Hogar en Corufia y comarca. Bafios, cocinas, especialistas alicatado. Pintura
interior y exierior. Reformas Integrales.
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3. SEO, SEM AND GOOGLE ANALYTICS
3.2. SEARCH ENGINE MARKETING (SEM)

Search Engine Marketing (SEM): all the marketing actions that take place within a search engine whether or
not are paid. Often referred to as paid search advertising campaigns, like for example Google ads; and most
marketers use SEM to refer exclusively to search engine paid advertising or paid results.

Accordingly, it is defined by the set of tools, techniques and strategies that help optimize the visibility of web
sites and web pages through search engines. In addifion, the goal is to gain better search engine positioning
on Google and other similar search sites.

Search sites and Google search pages show two types of results:

Organic results: in order to know which results to show, the search engine uses an algorithm that
indicates which web sites best respond to a specific query. More specifically Google’s algorithm is
based on relevance (web content) and authority (links from other pages).

Paid results: unlike organic lists, the advertiser or the company interested must pay for each click. To get
web site fraffic through the purchase of ads in search engines, the company needs to resort to search
engine advertising solutions, such as Google Ads. This system is also called PPC (pay per click) or CPC
(cost per click).
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3.2. SEARCH ENGINE MARKETING (SEM)
WHY USE IT

There are different reasons to incorporate SEM in the online marketing strategy of a company, such as:

Get highly qudlified traffic to the web site page: one of the purposes of the online marketing strategy is
tfo atfract the right/adequate users fo the company landing page; and this tool is highly effective in
attfracting users’ attention and generating clicks by allowing users to filter content based on the words
they seek. This ensures that the web site traffic consists of people who are potentially inferested in the
product or brand.

Makes the company or brand popular and widely known throughout the world: the placement of a
company or brand at the top of Google search is an effective way to get visibility worldwide. Further,
when users see the company web site or page in the first place of Google search will allow users to
associate it with the need they have and they looking to solve, even if they do noft click on the web site.

Generates conversions: Google Ads offers different ways to measure conversions and thus ensure that
your ads are really effective. A Google conversion could be defined as an action that is counted when
an individual interacts with an ad or free product listing (for example, when a person clicks an ad or
views a video).

Benefit from data and parameters available: the company can take advantage of the data and
parameters available to place advertising on other web sites, allowing great possibilities of ad
personalization. For example, one company can target users who have already visited its web site, users
who are interested in a specific type of products, or even consumers who live in a specific geographical
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3.2. SEARCH ENGINE MARKETING (SEM)
WHY USE IT

Highly measurable: tools as Google Ads provide highly detailed reports of the evolution of the marketing
campaign, so the company is able to know what is happening with its ads.

Redl time monitoring: the analytics interface allows the company to check what is happening at each
moment with its advertisements, and modify them if the expected results are not achieved.

Results obtained with a tight budget: solufions can be adjusted to any budget at any time; and
therefore, the company does not need a large initial investment, making these online marketing actions
quite suitable for small and medium companies.

Pay per click: only pays if results are achieved; and in tfurn there is a control in the maximum budget that
is willing to invest, as well as the maximum cost per click o be paid, allowing the company to develop a
profitable online marketing campaign.

Speed: dllows to achieve relatively fast, large-scale results.

Segmentation: great segmentation possibilities. More specifically, by focusing on keywords, the
company will reach the target market that is actively interested in the company or the company’s
brands or products. The company could filter it by other variables such as customer location or
consumption behaviour.
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3. SEO, SEM AND GOOGLE ANALYTICS
3.3. GOOGLE ANALYTICS

Google Analytics: a web analytics service that provides statistics and basic analytical tools for SEO and
marketing purposes.

So, it dllows the company to frack web sites, blogs and social networks; with predetermined and
customizable reports. This service is part of the Google Marketing Platform and is available for free to any
company and to any user.

Google Analytics collects and provides valuable information on elements as the following:
number of visits of a web site, blog or social network
the duration of the visit
the sources of web traffic
the visited pages
the users preferred sections of a web site
the keywords used for their search
technical information and details about the users” devices
the browsers used on their visit to the welbsite
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3.3. GOOGLE ANALYTICS
HOW IT WORKS

Google Analytics program collects information from a web site thanks to the JavaScript code that the
company must include in its web pages and the cookies that are generated once the user accesses the
web sife through a browser. Then the program records the acfivity of any user from the moment he/she
arrives to the web site until he/she leaves the website. Finally, Google Analytics transforms this information
into different reports with graphs and statistical data.
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4, SOCIAL NETWORKS
4.1. CONCEPT AND CHARACTERISTICS

Social networks: “fools that enable open online exchange of information through conversation and inferaction”
(Yates and Paquefte, 20]1)

‘a group of inferert-based applicartions thart build on The ideological and fechnological founaations of Web
2.0, and rthat allow the creafion and exchange of user-generated content” (Kaplan and Haenlein, 2009).

‘as collaborative online applications and fechnologies that enable parficipation, connectivity, user-generated
content, sharng of information, and collaborafion amongst a community of users” (Henderson and Bowley,
2070)

Social networks describe the online technologies and practices that people use to share opinions, insights,
experiences, perspectives and media itself. The characteristics associated with social networks are:

Participation: encourage contribution and feedback

Openness: open to feedback and participation

Conversation: facilitate two way communication

Community: facilitate formation of communities

Connectedness: facilitate connections through links to other sites, resources and people.
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4, SOCIAL NETWORKS
4.1. CONCEPT AND CHARACTERISTICS

Social networks have become popular among internet users, and companies use them to communicate
with  consumers. Two well-known social networking sites are Facebook and MySpace, which allow
companies to advertise on the sites and to target advertisings to the interests, habits and social friends of
members based on their profiles. This means that there are fwo methods of communicating through these
sites:

Posting comments and responding to information placed on them
Advertfising on the sites.

One of the fastest growing network site is Twitter, which is a free social networking and micro-blogging
service that allows members to send and read other users’ messages, commonly known as “tweets”. So,
users can post a message on their profile page, that is then delivered to every user who has subscribed
them; and in turn, a message is sent instantly to everyone of the user’s friends circle.

Nowadays, with ad clutter becoming a problem on these mega social networks, marketing managers have
begun to look for smaller social network and blog sites with a narrower focus, that are also a better fit with
the target audience.
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4, SOCIAL NETWORKS
4.2, SOCIAL MEDIA MARKETING

Social media marketing: the process of attracting attention towards specific brands or product through social
platforms. Typically includes a set of activities on the use of social media as channels for promoting companies.

The main focus is on creating content that individuals will distribute through social networks themselves,
without the participation of the company. This fool uses social media networks as communication channels

between the company and the consumers. The most popular social networks are sites like Facebook,
Google+, Twitter, LinkedIn or Instagram.

In these social media networks, the company should look for target audiences and give careful
consideration to the dialect they are utilizing, inquiries they are asking and content they are sharing.

Marketing in social networks allows the company to accurately influence the target audience, choose the
sites where this audience is more represented, and the most appropriate ways of communicating with it,
while least impacting those who are not interested.

#-BAPSI

Blue Academy for Professionals
of the Seafood Industry




4.2. SOCIAL MEDIA MARKETING
EXAMPLES

% starbucks om

starb_gqgks When your coffee matches your
city. - i#lcedCaramelMacchiato Regram:
@yogafawzi

Load more comments

d_ylly2 @starbucks it taste soooo good &
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@
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de los que se cuida desde dentro?
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4.2. SOCIAL MEDIA MARKETING
EXAMPLES

Ciara Baxendale /CiaraBaxendale 21 Jul

My mother and sister went to Ireland and brought me back | ¢  Seafoodia
Oaxacalifornia @Qaxacalifornia_- 19 jun. ! this....| can now finally share a coke with myself | SRR
{Ya esta aqui, la pesca del dia #)#l! pic.twitter.com/T9EGduzWph

Bl ita die Hide photo 4 Reply t3 Retweet & Favorite © Pocket *** More b LSEA w
el & WE TRUST

Lo mejor de nuestros mares hasta tu mesa (€

1

#AsiEsOaxacalifornia #locinaDeNuestrosMares #Mar #Ma
5 SEAFOODIA ( seguir )

pescado #seafood #Restaurant #RestauranteDeMarisco

i

Seafoodia

@Seafoodia

Péche, Production et Exportation de produits de la mer.
In great seafood we trust!

© Marseille, France (& seafoodia.com © Fecha de nacimiento: 1996
Se unid en julio de 2013

310 Siguiendo 299 Seguidores

Tweets Tweets y respuestas Fotos y videos Me gusta
‘ Seafoodia @Seafoodia - 30 may.
HAPPY MOTHER'S DAY
‘ To all the amazing mums in France, and around the world!

#mothersday #seafoodlovers #seafoodia

JOYEUSE FETE DES MERES !

Y . A toutes les merveilleuses mamans du monde |
“AVORITES - i |
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4, SOCIAL NETWORKS
4.3. PROFFESSIONAL NETWORKS

Professional network: “a fype of social network that is focused solely on inferactions and relationships of a
business/professional nature rarher than including personal, non-business interactions” (VVascellaro, 2007).

These networks help individuals to build and maintain relationships with other individuals in the professional
context and can be used fo get expert advice, exchange ideas, get a second opinion, obtain a reality
check, test new ideas, gain moral support and engage in collaborative problem solving.

Professional networks provide valuable information and features not available in other networks. For
example, networks such as Linkedin and Angellist, Opportunity or Branch Out facilitate professional
networking and also provide data with information about users, their behaviour, interactions and posted
content.

On professional networks, individuals seek for updates on how to improve themselves professionally.
Accordingly, updates should be about the companies they are interested to work with, and can benefit
their professional careers. Despite people using professional networks are not looking to express their views
and opinions, they can upload content related with their work and professional careers development.
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4, SOCIAL NETWORKS
4.3. PROFFESSIONAL NETWORKS

There are three types of professional networks, as follows:

Operational: an internal network and the strong working relationship with colleagues in the individual’s
organization. To build it, the employee needs to reach out to colleagues from other departments and
areas of his/her organization and create a robust nefwork. These contacts can help in achieving short-
term goals by completing work or a daily basis.

Personal: relationships outside the individual’s organization with people belonging to diverse groups. Its
purpose is to improve the employee’s professional as well as personal development and offer referrals o
useful contacts. It encourages involvement in professional associations and other activities that may
broaden the network outside the organization.

Strategic: combination of the above two types of networking where intra-organizational and personal
needs can be met adequately, because networking is both infernal and external. It builds connections
and keeps an individual professionally relevant with the purpose of determining priorities and creating
support for it. It is essential for sharing ideas, keeping an eye on development in business, learning and
helping fo “see the bigger picture” of an industry or economic sector.
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4.3. PROFFESSIONAL NETWORKS
EXAMPLES
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4, SOCIAL NETWORKS
4.4, OPINION LEADERS: INFLUENCERS

Influencer: a person who has the ability to affect the behaviour of other people as a result of the size of their
audience on the internet and social networks, or their individual persuasiveness. Further, in social media are
individuals who have built a reputation for their knowledge and expertise on a specific topic or product
category.

They can influence consumers through the overall size of their audience -total reach-, because of their

knowledge, their position or relationship with their audience, or because of their authority and reputation
within a smaller community of people.

They make regular posts about a topic on their preferred social networks and generate large followings of
enthusiastic, engaged people who pay close attention to their comments, opinions or recommendations.
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4, SOCIAL NETWORKS
4.4, OPINION LEADERS: INFLUENCERS

Mega-Influencers: with a vast number of followers on their social networks. A common reference is that they
have more than one million followers on at least one social platform. Many mega-influencers are celebrities
who have gained their fame offline, such as actors, sportspeople or musicians. Only major brands should
approach mega-influencers for influencer marketing.

Macro-Influencers: they are one step down from the mega-influencers, and maybe more accessible as
influencer marketers. They have followers in the range between 40,000 and one million followers on a social
networks. Tends to consists of Two types of people: they are celebrities, or they are successful online experts
on a topic or product category, being this latter type more likely o be useful for companies in engaging
consumers. They generally have a high profile and can be excellent at increasing product or bran
awareness.
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4, SOCIAL NETWORKS
4.4, OPINION LEADERS: INFLUENCERS

Micro-Influencers: ordinary people who have become known for their knowledge about some specific
product niche and they have gained a sizable social media followers. It is not the numiber of followers that
indicates their level of influence; but the close and frue relationship and interaction with their followers. It
can be considered micro-influencers those individuals having between 1,000 and 40,000 followers on a
single social platform. They have built up specialist followings and are unlikely to want involvement with an
‘inappropriate” brand or product for their audience.

Nano-Influencers: the newest influencer-type is the nano-influencer, they only have a small number of
followers but tend to be experts in a highly specialized field. In many cases, they have fewer than 1,000
followers but they are extremely interested followers, willing fo engage with the nano-influencer, and listen to
his/her opinions and recommendations. They can be of extreme importance to companies who make
highly specialized and niche products.
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4.4. OPINION LEADERS: INFLUENCERS

EXAMPLES

A famous model promoting a
cosmetic’s brand on her Instagram

®
®
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kendalljenner &
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#moon_partner

13 5em

annemarrie_ @marrlammk__
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4.4. OPINION LEADERS: INFLUENCERS

EXAMPLES

Famous chef Jordi Cruz promoting Galician shellfish on his Instagram

& jordicruzoficial @

a. jordicruzoficial @ Cocinando centollo
de las Rias Gallegas

7sem

ﬁ ana_b.dope Viva Galicia!!{ o
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-{" ? lolailour El centollo th es o
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4.4. OPINION LEADERS: INFLUENCERS
EXAMPLES

Famous chef Jordi Cruz promoting a brand Famous chef Ferran Adrid promoting
name in his Instagram fish cooking on his Instagram

a' jordicruzoficial &
Colaboracion pagada con oikos.es

% adria_team -
N CSHG Centro Superior de Hosteleria de Galicia

& jordicruzoficial & Algo muy grande va
a pasar y vosotros podréis ser parte,

:0s unis al reto? Al compartir vuestra
receta con OIKOS podréis formar parte
de su pack mas grande, Es muy facil.
Comparte tu receta (Story o post) v
stiqueta @oikos.es. Podréis participar
hasta el 15 de febrero. En la bio de
@dikos.es encontraréis |as bases
legales. #HazloConOikos

% adria_team Merluza a la gallega con
N crema de patata

fosem
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paulodashoficial Te amoooo

11 sem

Qv N

11'DE ENERE

oQv I

10 Me gusta

26.DE FEBRERO DE 2015

#-BAPSI

Blue Academy for Professionals
of the Seafood Industry



4.4. OPINION LEADERS: INFLUENCERS
EXAMPLES

Small businesses promoting seafood
consumption on their Instagram

Instagram users promoting seafood

% pulpeiradecambre
La Pulpeira de Cambre

,_,.\.
E‘ elrincondeaqua

e pulpeiradecambre jHoy es dia de feria

1 elrincondeaqua Pulpo a feira i} De en Cambrel
@pulperiacanlampazas

Acompafiado de una buena copa de
albarifio f{lHacia meses que no venia
a Barcelona, y me apetecia mucho
comida gallega, asl que nada mejor
que venir #canlampazas para camer
auténtica comida gallega en Barcelona

Date un paseo por el campo de la feria,
compra productos y apoya a los
pequefios comerciantes, y al acabar..,
iPULPO!

& Octopus §§ From
@pulperiacaniampazas @ And with
Albarifio wine §§ This restaurant in
Barcelona is perfect to eat meal from
Galicia in Barcelona €&
#pulpo #pulpoalagallega #pulpoafeira
#pulperiacanlampazas #benrestaurants
#igersben #comidareal #realfood
#slowfood #comericoysano
#healthychoicas #comiendosano
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disfrutar gracias a Pulpeira de Cambre,

Qv N
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4.5. BLOG MARKETING AND MICROBLOGGING
BLOG MARKETING

Blog marketing: an innovative way to create closer relationships with customers, and also gives the consumers
the possibility to discuss among each other. Therefore, it not only allows to establish closer relationships with a
small customer segment, but also with larger customer segments.

They are the new way for customers o reach out to the companies. This scenario has made the companies
dlert to listen to their customers” demands through the blogosphere, gain new knowledge from the customer
and get an idea about what the customers are saying about them and their products.

Consumers use blogs throughout their purchase decision making. Within the purchase decision making,
collaborative blogs were mostly used to get more input from a larger audience. Consumers were found

mainly writing in the blogs when they had knowledge to contribute with, or when they needed information
that they could not otherwise find in the blogs.
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BLOG MARKETING
EXAMPLES
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Made Ready: Chance the Rapper on
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Ready campaign, inspired by Starbucks ready to drink coffees.
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ﬁ
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4.5. BLOG MARKETING AND MICROBLOGGING
MICROBLOGGING

Microblogging: * a small-scale form of blogging, generally made up of short, succinct messages, used by both
consumers and businesses to share news, post stafus updartes and carry on conversations” (Java et al., 200/).

Micro-blogs are an online communication medium which allows users to exchange small elements of
content, such as short sentences, individual images or video links. Accordingly, it is the general ferm for the
concept of “posting very short status updates” as popularized by network services like Tumblr and Twitter.
So, it is a way to share quickly where one person is, what one is doing, thinking or feeling.

It allows users to make posts and they tend to be very short, creating an environment that is fundamentally
different from blogging since it is easy for someone to read hundreds of short posts in a short amount of
fime.

The microblogging sites create interesting social network structures. For example, the most obvious network
structure is the one created by the “follows” and "is followed by” relationships. When using a microblogging
service it’s possible to remain as a “follower” and explore content to find valuable information.
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4.5. BLOG MARKETING AND MICROBLOGGING
MICROBLOGGING

The social network Twitter has a microblogging system that is similar to traditional blogs in its focus on recent
posts, but differs in that its posts, called “tweets,” are restricted to 140 characters of fext. A user’s
personalized feed shows the most recent tweets of all individuals he/she is following, creating a live stream
of bite-sized information posts.

Microblogging could be use for the following purposes:

Tool for mass communication: communication betfween one 1o many persons to get attention, to
discuss or post anything.

Communication through events: enhancement of events by virfual messages, using an event hashtag.

Tool for documentation and retrieve information: tool for documentation and retrieve information from a

huge number of tweets by different form of a semantical analyses as it allows the filtering and monitoring
of search queries.
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MICROBLOGGING

EXAMPLE

Microblogging on the social network Twitter

Tweets

Michelle Baldwin iTN-
MT justintarte: This @plugusin graphic should be posted in every
classroom and College Of Ed. pic_twitter com/GrSg0ELTam

Sarah Fraher

michellek107

1t Retwested &
View photo
Ellen DeGeneres | Th=Ellenshow h
Sending love to one of the most incredible people |'ve ever met
#prayfortalia

CApal il

Adam Seldow =aseidow ]
How cool is this? RT @mashable: nferactive Gettysburg: Modern
Maps Reframe History bit ly/12cHPouU via @ TheAtlantic

Yiew photo

Adam Seldow . zzeldow &l
RT :'.'_,'fThE.‘['u"leEFCDZ This Internet safety cheat sheet is made
specifically w/non-tech savvy people in mind bit Iy/19VgIR| via
(Eedudemic

Expand
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o fete Hines & rottowing IO
@®[CCDeacon olole

If you are going to complain to anyone at
bethesda on twitter, don't bother. we do not
care what you think about our decisions on
writing or removal of skills or universe
retcons in fallout. we make our games
accessible to as many people as possible,
including women, and that's what makes
sense.

535 PM - 17 Oct 2017

15Reweets 586k WEPE DD DD

Q32 11 15 O 586 =

i Dan's Skeleton @ @DanStapleton - Cct 17 v
Replying to @DCDeacan

What About The Glder Fans Who Helped Build The Series Whe Care About These
Things? Aren't They Relevant?

i i O =

Pete Hines @ @DCDzacon - Oct 17 v
Look, what we do is our concern. it's our ip and our company. if we decide skills
are too complex and uneeded they aren’t needed

o3 i O s ]

r £ Kevin @phamkevd - Oct 17 v
You done good
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4, SOCIAL NETWORKS
4.6. CONTENT MANAGEMENT SYSTEM (CMS)

Content management system (CMS): a computer software used to manage the creation and modification of
digital web content, allowing multiple contributors to create, edit and publish. Content is typically stored in a
database and displayed in a presentation layer based on a set of templates.

The basic features of a content management system are the following:
Content creation: it allows users to easily create and format content.
Content storage: it stores content in one place, in a consistent effective way.

Workflow management: it assigns privileges and responsibilities in content management based on roles
such as authors, editors and administrators.

Publishing content: it organizes and pushes content live.

The major advantages of a CMS are two fold. On one hand, it has a collaborative nature allowing multiple
users to log on and contribute, schedule or edit content to be published; and because the inferface is
usually browser-based, a CMS can be accessed from anywhere by any number of users. On the other hand,
the CMS dallows non-technical users who don not know programming languages to easily create and
manage their own web content.

#-BAPSI

Blue Academy for Professionals
of the Seafood Industry



4, SOCIAL NETWORKS
4.7. COMMUNITY MANAGEMENT

Community management: the process of building an authentic community among a company’s customers,
employees and partners through various types of interactions.

Community manager: refers to a person who engages and builds relationships within the online community,

maintains the purpose of the community and acts as the medium or link between the community and the

company behind it; and in turn, is responsible for managing the social networks of a company or brand on
internet.

The community manager is responsible for the following tasks:

Monitor social network: listening and tracking conversations that relate to the company products or
brand.

Engage consumers: keeping conversations alive with consumers and proactively engaging with
customers, prospects, and influencers.

Moderafe social network: weeding out comments and conversations that do not add value, handling
and solving customer complaints.

Measure: analysing how the company’s brand is perceived by customers and obtain real, unfiltered
feedback from customers.

Entertaining and informing the users: in representation of the company or brand, in an optimum way and
mManaging to generate the spirit and image of the company.

#-BAPSI

Blue Academy for Professionals
of the Seafood Industry



4.7. COMMUNITY MANAGEMENT
EXAMPLES

Answers frorn community managers of
Media Markt, Telepizza, WestJet and
Netflix to customers

—a Neupavert @neupaven2s ih
@MediaMarkt_es ;Qué opinas de la

competencia?

Media Markt Espana O

dMediaMarki_es

.oneupavert23 Necesitamos rivales,
no victimas #RESPECT

/13 2316

E’ Neo soy Elena 5 icrarc 16m
Lo siento, @MediaMarki_es, te he puesio os cuernos con
@Fnac, pero aun asi te quiero a fi mas

(A= Media Markt Espaiia

EMadiaMark

)

ElenaPG22 Tienes 2 horas para recoger tus cosas
y luego cambiaremos la cerradura.

D Wit 0 . &~ T3 W oo

Roicifio W seguir

; @RoiCastro_

@telepizza_es he abierto una de las dos pizzas que pedi y en
una me venia la masa sola sin tomate ni ingredientes ni nada,
iaquien llamo?

20:53 -4 feb 2015 - Corunna, Galicia, Espafia

4 13648 K157

Telepizza Espaiia ¥ Seguir

@telepizza_es

@RoiCastro_ abriste la caja del reves?
22:43 - 4 feb 2015

- 724 %29

ol Like | 3\ Follow = 4 Share

= meemeen Worst flight and experience with Westjet! Our flight was
scheduled for 6:40pm to Toronto from NYC on Fri, 6/2. We board and got

delayed until $:40pm with no announcement. On our return flight, same

nonsense. Qur flight was scheduled for £:15pm. It was once again delayed
until 7:00pm. The beverage selection was also limited to juice, tea, wine, and

coffee when asked for soda.

ke - Beply ﬂ: 1. B lune at 10:03

«» Westdet @ Hi Chrissi, we're very sorry to hear that you've had a
negative experience with us, We'd be happy to look into the
circumstances of the delays you encountered if you could private
message Us your reservation code.
~Kelsey
Like - Reply - & June at 10:08

S View more replies

#-BAPSI

Santiago Ortiz

£+ Seguir
Santicom1989

@NetflixES Por favor necesito un justificante
para que este 2017 pueda ver todas las series
que vais a estrenar y poder verlas tranquilo.

s 10 RKR2PND:zEEDE

22:24 - 2 feb. 2017

. Netflix Espafia © 2 Seglr
NetfixES

@Santicom1989 No lo malgastes.

NETFLIX

JUSTIFICANTE POST-MARATON

Justificamos que el/la Sr/a llega tarde debido al maratan de
realizado durante 1a noche de ayer en Netfiix causandole insomnio

Disculpe el retraso.

CENTRO  DE  ENTRETENIMIENTO WWW NETELIX ES

2299 _ 5 fab A0
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4.7. COMMUNITY MANAGEMENT

W‘l KFC & @KFC_ES - 18 sept. 2020

EXAMPLES xicJ) Gana mucho Y W#PolloPollo Y W solo por ayudamos a responder a esta

pefa, que es muy poco.

#MuchoPorMuyP

community manager and the customers

EXOmp|e Of relo‘honshlp be-l-ween -I-he Participairespomfiiendo a la resefia que prefieras del hilo © con el hashtag "Wh(]‘l' do we SOy 'I'O

these?" in which they

UE LES fhom respond 10 ofer

A bet for € 5,000 for the CM generated Lguﬂ-:snnos absurd reviews.

/5K fans in 3.5 hours. (Hilo en Twitter) A Eslllosv

Las 4 mejores respuestas se llevan mucho #PolloPollo

_ . 151
|%,' KFC & @KFC_ES - 20 oct. 2020 . —
wrc P Chavales, necesito vuestra ayuda. ;Os acordais de cuando deciais que me Pt "' s i er

subieran el sueldo? Pues me dicen que me dan 5000€ de bonus si llegamos

a 200k seguidores antes de las 00:00. Q 69 0 28
Os juro que es en serio. RT para ayudar a un colega shitposter, por favor.
1950 OE DO »

<l KFC &

Si llegamos a los 200k hoy, te doy 5000€

Te lo prometo

O 1,2 mil T 29,7 mil O 51,5 mil

=

Hilo de Twitter

KFC & @KFC_ES - 18 sept. 2020
;Qué le contestamos a Marina para que se SIENTA mejor? &
La mejor respuesta prueba todos nuestros Y @Snacks W ' Eso es dar

v #KFC

o marina b. ardilla

Las butacas para sentarse son
muy incomodas, al ponerme de pie me cai

151

s = KFC SNACKS
g . R e

.
T s o .T.-

#MuchoPor
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5. MOBILE MARKETING
5.1. CONCEPT AND CHARACTERISTICS

Mobile marketing: 7he sef of practices thart enables organizations fto communicate and engage with their
audience in an inferactive and relevant manner through any network or mobile device " (Mobile Markefing
Association, 2008).

‘communication and promoftion of befween a company and ifs customers using a meadium, adevice or mobile
technology” (Shankar and Balasubramanian, 2009).

Mobile marketing is a phenomenon of great impact and relevance for marketing communications
nowadays. The increased consumption of mobile digital media has allowed the expansion in the number
and complexity of actions and strategies through which companies brands can create and maintain more
lasting relationships with consumers through mobile devices.

Today, the mobile channel emerges as a novel tool with great pofential for marketing communications. The
characteristics of mobile communication are largely derived fromm the characteristics of the internet;
including ease of contact with users, the ability to send personalized content and the ability to generate
inferactive experiences, which are more efficient than unidirectional communication.

However, there are significant challenges for mobile marketing including downloading ad-blocking
software, due perhaps to the sending of non-relevant information, as well as consumer concerns regarding
the handling of personal and financial information.

#-BAPSI
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5. MOBILE MARKETING
5.2, MOBILE FIRST

The “mobile-first” strategy involves designing a desktop site starting with the mobile version which is then
adapted to larger screens, contfrary to the traditional approach. In general terms, a mobile-first approach
means building a website with mobile users in mind with the main goal of improving the mobile users’
experience of one specific web site. It focuses on developing web sites in which the mobile-enabled version
of the website is given priority over the desktop version.

Companies are increasingly prioritizing the mobile versions of their web pages, due to the growing popularity
of smartphone-based infernet browsing and online shopping among consumers.

There are two important underlying factors driving the popularity of mobile-first strategies:
The high percentage of web fraffic attributable to smartphones has grown steadily over time.
The additional data and features that mobile web sites can provide to companies and organizations.

#-BAPSI
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5. MOBILE MARKETING
EXAMPLES

o8T THE

Examples of mobile 2-YEAR . | Examples of mobile

marketing using QR il | marketing using QR

codes and mobile codes and mobile
applications dpplications

You're a rockstar reviewer!
-

AGERCATE, TOMALE FOTO AL cODIGO
/

'NO TE PIERDAS LA PROMOCION

l

0o ]

WELIDA LA PROMOTICN HUESTHA
e n(nr(ocnwwsu

-

Nos vemos en s en Vips |

“  You've written your review!

' FREE SMALL
. COFFEE

ﬂl."lﬂm

Thanks for writing about your
eanng experiences— every review "_

helps our community grow!

Cool!

Redeem

Find Restaurants

Share with friends!
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6. EEFCOMMERCE
6.1. CONCEPT

E-commerce: the purchase and sale of goods or services on the internet; or as the development of
commercial activity through electronic tools, which is based on electronic processing and fransmission of
information, and involving many activities such as the e-commerce of goods and services, electronic delivery
of digital informnation, electronic auctions or direct marketing to customers.

Companies can develop online stores seven days a week, 24 hours a day and do not need any special
premises, sellers or stores in each country. So, it allows to have online stores accessible, visible and visited
everywhere and every time, and customers do not need to leave home to buy a product, since they only
need to click on the "buy" button to have the purchased item af home.

In addition, e-commerce offers the user the opportunity at any time, regardless of where it is located (as
long as the user has access to the Infernet) information on goods and services. This characteristics remove
the barriers associated with time and space constraints when acquiring goods or services.

#-BAPSI
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6. EEFCOMMERCE
6.1. CONCEPT

E-commerce sales by product category and projected increase over time (in
percentage)

M 2017 MW 2023 @ Increase

Consumer
Electronics 39 . 14%

Household
Appliances . 12%
Apparel . 10%

Beauty and
personal care O &%
Eyewear . 13%

OTC
pharmaceuticals O 6%
Furniture o 4%
Food ® 2%

8] 5 10 15 20 25 30 i S 40

Source: Stafista
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6. E-COMMERCE (9

EXAMPLE Carrefour

Carrefour  supermarket  adaopts  to  the
COnflnemenT Kits de productos basicos

Si no puedes esperar, te proponemos estos kits de productos bésicos

Unsurprisingly, the food sector in digital business
has had a large increase in the number of
tfransactions, which increased by 218.5% peak on
March 26 (2020)

Actions performed by Carrefour during
confinement:

Prioritize deliveries to people over the age of
/0, people with disabilities, and pregnant
Women ' « 1Café Soluble natural 200g
Creation of commodity kits to simplify logistfics

and order management fo the fullest. ome

Kit 1 Persona 35 €

Desayuno

+ 2 lLeche Semi Lauki 1 litro

= 2 Nesquick Cacao Soluble 400g

Place the order in the usual style but waiting

for it to be your turn on an online waiting list,
whose delay can even exceed one hour.

= 1Puré de Patata Carrefour 500g = 1Macamones Carrefour 500g * 2Macal

= 1Crema de verdura mediterrénea Knorr 500 ml = 1Espagustti 500g « 2 Espaguetti Carrefour 500g
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6. EECOMMERCE

6.2. BUILDING AN ONLINE SHOP

Application
interface
Marketing Payment
database options
N Customer il
fracking

- datfabase ~_

Welbsite design Internal search
requirements engine

Nglele]ellgle!
basket

/
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6.2. BUILDING AN ONLINE SHOP
COMPONENTS

When a company has established e-commerce eight components are required, which are the following:

The product database: The first step is to create a product database which should be similar to the
database of the physical retail stores. In addition, it should match items sold through the other
distribution channels of the company.

Internal search engine: This system is often used by companies that sell a large number of items, so it
needs the use of a tag in each item, since each product will be fagged based on how customers
search for it. More precisely, customers do not always know the proper name of a product and may

type a generic category into the web site’s search engine. So, each product should be tagged with all
the names that customers may use while shopping.

Shopping basket: The shopping basket stores the items purchased in a single place, where the customer
may review what is about to be purchased, add or delete items and then signal that the order is ready.
It provides a summmary of the unit price, total units ordered, taxes or delivery charges and total charge;
some also include the expected delivery date.

#-BAPSI
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6.2. BUILDING AN ONLINE SHOP
COMPONENTS

Payment options

Flexible: customer should be offered several payment options, such as credit card, PayPal, Google
checkout or other online payment systems, or they should be able to use bank withdrawal or bank
cards. A greater number of payment opftions increases sales.

Accepriable: this means that the payment options are preferred by customers and business. The
more the payment options resemble payment options in the physical retail stores, the beftter,

Easy: authorizing a payment should be as simple as clicking a box or icon stating “buy now”, and in
addition, should be readable and understandable.

Secure: this is a major issue for customers, especially as identity theft has increased. Most companies
use encryption technologies to ensure that information transmitted through the infernet is secure.
Part of the security issue is related with trust, since customers who trust a company are more likely to
trust web fransactions.

Reliable: refers to the payment system operating properly and correctly every fime is accessed.
Customers quickly become frustrated with payment systems that do not operate properly or that
make errors in billing.

Efficient: from the company’s perspective the payment system should be efficient; that is, it should
cost considerably less to operate than taking orders by phone or in person.

#-BAPSI
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6.2. BUILDING AN ONLINE SHOP
CUSTOMER TRACKING

Customer tracking: Tracking customer activity on a web site is one key advantage of e-commerce,
others are:

Personalize web content for customers who visit the site with the information gathered

The information can be added to the company’s database.

Evaluate consumer behaviour in terms of the products they examine, compare and purchase.
Use it as the basis for developing other marketing actions.

The primary methods that can be used for customer tracking are explained next.

#-BAPSI
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6.2. BUILDING AN ONLINE SHOP
CUSTOMER TRACKING

Used to access
Involves the personalinformation

individual signing stored on the

into a web site and customer’s
identifying Compu’(er and
themselves through retrieve it when the

login and password. customer accesses

To facilitate the wep site. Name or e-mail used

customer service the The major by an individual The actual numerical
) . i internet address of
information can be advantage is that It may be tied with @ ndividual
used o personalze > customers do not bUSINESS > AN INAVIGHGL
and customize needto login and to
inferactions. not haveto
remember a
The program should password, as the
frack andrecord web site recognizes
every Visit by login them and pulls their
number or name personal

information

Domain name
IP Address

C
9
-+—
O
O
-+—
C
)
C
o
2
O
O
(72}
O
m
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6.2. BUILDING AN ONLINE SHOP
COMPONENTS

Marketing database: It can be used to identify various trends and types of customers. In addition it can
be used to confirm such trends in order to develop and create better offers to entice customers to
make online shopping.

The application interface: To connect the product database to the payment system, the shopping
basket, internal search engine and other features of the site. This interface facilitates any search engine
that allows customers to examine products; and in turn, it should be coordinated so that all e-commerce
components lead to an easy navigation.

#-BAPSI
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6.2. BUILDING AN ONLINE SHOP
COMPONENTS

Web site design requirements: The design is crifical in order to aftract visitors and browsers, fo encourage
inferaction with potential customers and to get them return for another visits. The requirements are:
Quality confent. it leads individuals and companies to access the site and should include creative
graphics and fancy designs.
Consistency: giving each page a similar design helps to create consistency. One key reason to
create consistency is that most consumers do not access a site through the home page, and
consistency increases the probability of a pleasurable experience and a product purchase.
Alfractiveness: an attractive site is more likely to succeed; however, the site should not be distracting.
Ease of navigation: customers should be able to find products within one or three clicks; otherwise,
they may visit competitors.
Personalization/customization. in addition to the company modifying the site based on customer
activity within the page, customers should also have the opportunity to customize the site to match
their personal preferences.
Living web sife: quite often the content placed on the web may be left for months or years with the
rafionale fthat nothing has changed. However, when the customer enfers the web site he/she should
see something new or different.
Mainfenance: the site should be accessible 24/7 and needs 1o work every time. It is not good that
the company waits for customers to send an e-mail or make a ftelephone call to inform that some
feature of the web site has failed or is not working properly.
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6.2. BUILDING AN ONLINE SHOP
COMPONENTS

PAYMENT SYSTEM REQUIREMENTS WEB SITE REQUIREMENTS

FLEXIBLE QUALITY CONTENT
ACCEPTABLE CONSISTENCY
EASY ATTRACTIVENESS
SECURE EASE OF NAVIGATION
RELIABLE PERSONALIZATION/CUSTOMIZATION
EFFICIENT LIVING WEB SITE
MAINTENANCE

#-BAPSI
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6. EEFCOMMERCE
6.3. LEGAL ISSUES

Customers’ privacy: In online frading environments, consumers are entitled to have their privacy
respected. Therefore, websites should provide customers with different alternatives regarding the use of
their personal information, and incorporate security procedures to limit access to customer information
by unauthorized parties. Privacy policies and procedures should be clearly explained to customers.
Although respecting consumer privacy rights is a legal requirement, it also represents good business
practice; and in turn, if customers trust a site and business then they are more likely to purchase in it.

Electronic payments: A requisite for conducting online commercial fransactions including electronic
payments, is that there is legal equivalence between paper-based and electronic forms of exchange,
which is the goal of e-transactions laws. In this context, some laws address only the electronic signature
(e-signature) component but are silent on other important contractual terms, such as time and place of
dispatch and receipt, acknowledgment of receipt, party location and use of automated message
systems.

#-BAPSI
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6. EEFCOMMERCE
6.3. LEGAL ISSUES

Digital signatures: It is a mathematical scheme for demonstrating the authenticity of a digital message or
document.; and gives a recipient a reason to believe that the message or document was created by a
known sender and that it was not altered. Further, the purpose of a digital signafure is to guarantee that
the individual sending the message or document really is who he/she claims to be. They have legal
significance and are equivalent to traditional hand written signatures in many aspects. However, laws
concerning this signature do not always make clear whether they are digital cryptographic signatures,
leaving the legal definition unclear and its usage confuse.

Fraud and consumer protection: Given the nature of the Internet, where important information on the
seller, such as identity, location and credibility, can easily be concealed, the imbalance between
businesses and consumers is accentuated in the case of e-commerce. Consumers are more vulnerable
online to deceptive and fraudulent activities. Therefore, consumer laws, policies and regulations may
outline consumers’ rights and protection. Conversely, business practices expected online, should limit
fraudulent and misleading commercial conduct and help business develop self-regulatory practices.

#-BAPSI
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6. EEFCOMMERCE
6.3. LEGAL ISSUES

Network security: It has become one of the biggest issues because it has decreased the progress of e-
commerce. The main network security concerns are the following: 1) the system lacks an effective
authentication mechanism; 2) the web server cannot determine whether the web information has been
tampered with; 3) the fransmission of information is not encrypted, which is easy to cause disclosure of
sensitive information; and 4) the lack of user-level classification which could easily lead to excesses
access control.

Data protection: In the digital economy, personal data have become the fuel driving commercial
activity online. Every day, vast amounts of information are transmitted, stored and collected online,
enabled by improvements in computing and technologies. In this context, security of information is of
growing concern to governments, companies and consumers alike. The surge of cloud services, and the
growing number of data breaches accentuate the need for adequate policy responses. In addition,
analyses of “big data” aimed at understanding and influencing consumer behaviour for commercial
purposes, which may exacerbate these concerns. In addition, companies need to adopt policies to
keep information secure, put in place technical safeguards, and develop response plans for data
security incidents, as well as fo avoid fraudulent, deceptive and unfair practices.
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6. EEFCOMMERCE
6.3. LEGAL ISSUES

Consumers’
privacy

//

Data protection
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Electronic
payments

Network security

Digital signatures
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=
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6. EECOMMERCE
6.4. PAYMENT METHODS

Credit/Debit card payments: Payments via cards are one of the most widely used and popular methods
not only in India but on the international level. Credit cards are simple to use and secure. The customer
just has to enter the card number, expiry date, and CVV, which has been infroduced as a
precautionary measure. The CVV helps detect fraud by comparing customer details and the CVV
number.

Prepaid cards: They usually come in different stored values and the customer has to choose from them.
Prepaid cards have virtual currency stored in them.

Bank transfers: Though not popular nowadays still bank transfer is considered as an essential payment
method for e-commerce, which is considered as ‘if all else fails” kind of payment method. Customers
enrolled in infernet banking can do bank transfers for their online purchases. Bank transfer is the most
secure method as the transactions need to be approved and authenticated by the customers

E-Wallets: Require a sign up from companies as well as customers. After creating an e-wallet account
and linking it to the bank account they can withdraw or deposit funds. Considered as an advanced
and instant digital payment method, e-wallets can be integrated with mobile wallets using advanced
functionalities. It needs one- time registration and eliminates the need for re-entering information every

fime while making payments.
#-BAPSI
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6. EECOMMERCE
6.4. PAYMENT METHODS

Mobile payment: A mobile payment (m-payment) is a money paid for a product or service through a
portable or mobile electronic device such as a tablet or smartphone; so mobile devices are used to
facilitate financial transactions. To set up a mobile payment method, the customer only needs to
download software and link it to the credit card.

Cryptocurrencies: A cryptocurrency is a digital or virtual currency that is secured by cryptography, which
makes it nearly impossible to counterfeit or double-spend. Cryptocurrency has gained popularity and
consumer acceptances in e-commerce due to the lower costs of transactions and the reduced risk of
fraud. However, they are high volatility products that jeopardize a constant value of transactions.

E-commerce payment gateway: An online payment service that when is integrated with the e-
commerce platform, is devised as the channel to make and receive payments. They often process
payment information for different websites integrated with them, such as for example the popular
payment gateway PayPal. The payment gateway may be provided by a bank to its customers, but it
can be provided by a specialized financial service provider as a separate service,
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6. EECOMMERCE
6.4. PAYMENT METHODS

Credit/Debit
/ card \
Payment :

/ \

Cryptocurrencies Bank transfer
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#-BAPSI

Blue Academy for Professionals
of the Seafood Industry



6. EECOMMERCE
6.4. PAYMENT METHODS

World e-commerce preferred payment methods (2020)

44.5%

Digital/Mobile Wallet
Credit Card
Debit Card

Bank Transfer

228%

12.3%

7%

Cash on Delivery
Charge & Deferred Debit Card
Buy Now Pay Later

Pl
Direct Debit | 12%

I

i

3.3%4
3.3%

o]
ah
®

Fre-Paid Card
PostPay

PrePay I 0.4%
Other I 0.4%

1134

Source: Global Payment Report
2020)
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6. EECOMMERCE
6.4. PAYMENT METHODS

Worldwide preferred e-
commerce payment
methods in percentage of
shoppers (2020)

Credit cards

Electronic payment (PayPal if available)
Debit cards

Cash on delivery

Bank transfers

Gift cards-orvouchers

Maobile payment

Cryptocurrencies {Bitcoin)

Cther

0% % 10% 15% 20% 25% 30% 35%

Share of online shoppers

Source: Statista
2020)
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6. EECOMMERCE
6.5. WEBROOMING AND SHOWROOMING

Although showrooming and webrooming are different sides of the shopper behaviour spectrum, they’re
both consumer behaviours that have evolved from the growing accessibility of fechnology, such as for
example the internet penetration and the great availability of ssmartphones and mobile devices.

Webrooming behaviour that consists on consumers who research products online before going info the
physical store for a final evaluation of the merchandise and final purchase.

Showrooming behaviour opposite to “webrooming”. The consumer comes into the store to browse and
test products, only to subsequently go home and actually complete their purchase online (often through
a competitor of the physical store). So, the “showroomer” visits a physical store to check out a product
or brand, comparing product characteristics, features, prices and so on, but then purchases the
product online.

This behaviour takes place because many consumers still prefer to see and touch the merchandise they
buy; but then, they redlize that many items are available at lower prices through online platforms and web
sites. Consequently, physical local stores essentially become “showrooms” for online customers.

The generalized use of mobile devices combined with augmented technology allows to display and
personalise the testing of products (clothes, furniture, etc.) and provide first-person experiences to engage
the consumers.
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6.5. WEBROOMING AND SHOWROOMING
WEBROOMING

Some of the majors reasons for the increase in webrooming (consumers browsing online and buying in-store)
are the following:

More retailers are switching to multichannel distribution, and adoptfing e-commerce

A greater focus on beftter in-store customer experiences, such as experienfial marketing or immersive
purchasing experiences in store.

Greater employee fraining and help, which allows a knowledgeable sales staff

Some offline retailers have adopted “click and collect” options; that is, in-store pick-ups for online orders.
In-store amenities and attractive atmosphere which provides an hedonic shopping experience.

Stores are focusing on great customer services and incentives to purchase in-store.

Smartphone discounts and price promotions for customers buying in-store.

Some retailers have turned into showrooms, rather than traditional stores.
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6. EECOMMERCE
6.5. WEBROOMING AND SHOWROOMING

Graphic differentiation between webrooming and showrooming consumer behaviour
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6. EECOMMERCE
6.5. WEBROOMING AND SHOWROOMING
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6. EEFCOMMERCE
6.5. WEBROOMING AND SHOWROOMING

First-person experience buying clothes with augmented readlity in Zara.

- NN zara ©@ « Segui

zara @ Shop the look now threugh
i AW Augmented Reality by
@er:

scover Zara Studio
W experience.

| 6 ozsebfuloppeter cmg

@ younescharei J'aimerais bien
aoorendre & faire pare

oQv

447,395 reproducciones

nicia sesion para indicar que te gusta o

https://www.youtube.com/watc

h?v=PTiT-Y4y /Al

Blue Academy for Professionals
of the Seafood Industry



6. EEFCOMMERCE
6.5. WEBROOMING AND SHOWROOMING

View in your room (Amazon) lets you view
products in your home before you buy them.
You can see how products fit and look in
your home before you bring them home.
(Amazon AR View)

View in Your Room
Design and Decorate Your Home with Augmente

How it works:
https://www.youtube.com/watch?
v=uhdOzpblrmO
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6. EEFCOMMERCE

6.5. WEBROOMING AND SHOWROOMING

Get going with a simple chat

Here's a quick look at the
things you can do.
Just tap to continue ¢

Select products from IKEA’s collections

HIGHLIGHTS Q =

VIMLE
Collection

Move and turn to fit it into place

A R8s S
Qg -wﬁ'
RN S
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IKEA Place is an app that letfs you
virtually place” IKEA products in your
space. (IKEA Place en App Store
(apple.com))

How it works:
https://www.youtube.com/watch?
v=UudV1VdFuQ
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