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Who we are

We combine strategy, media, creative and technology effectively
to help our clients communicate effectively with their audiences
through digital channels.

• 370 people in the UK

• 1,400 people across Europe and the US in 29 offices

• £40m revenues

• More than 10 years in the business

The largest digital agency in Europe
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LBi and Me

• No 1 in NMA league tables for 
marketing

• No 12 for Media 

• 21 Strong team

• £10million + in billings

• Search, affiliate, brand, email 
and technical teams

• Plan across all disciplines

As Media Director at LBi, Caroline leads a team of 21 media strategists, 

planners and buyers at the agency, who cover everything from placements 

to maximize brand awareness, to search engine marketing and affiliate 

management. With more than 10 years digital experience, Caroline has 

been instrumental in growing LBi’s online media practice, and is responsible 

for clients including Walt Disney Parks and Resorts, easyCar, Starwood 

Hotels and Marks & Spencer.

Prior to LBi Caroline ran her own agency, Oscar Media, which she set up in 

2001. We were so impressed we made Oscar an offer they couldn’t refuse 

and Caroline and her team became part of LBi in early 2004.
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End of 

gratuitous 

plug
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The brief for today

• What does the future hold for digital marketing ?

• What impact does this have on you ?

• The things you should be considering for your brand and 
product

• And while I’m at it I’ll just get my crystal ball out and give  
you the numbers for Saturday nights lotto ! 
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Yesterdays Consumer

• Digital immigrant *

• Remembers the days when 

teletext was innovative

• Values “authoritative” voice

• Reads a website like a print 

publication

* Terminology courtesy of Carat
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Tomorrows Consumer

• Digital native*

• Remembers the days when 

file sharing was innovative

• Values “peer group” voice

• Don’t read a website, they 

experience it!

* Terminology courtesy of Carat
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So what 

keeps us 

awake ?
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We believe advertising is not dead…
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Although it’s a bit unwell 

• Advertising is not dead, it’s just different, you can’t 

pay your way to favour!

• All communications must apologise for their 

existence by being good

• Especially in a world where the consumer is 

exerting control, demanding dialogue, not one way 

messages

• That dialogue isn’t necessarily with you !

Jim Stengel, Chief Marketing Office of P&G:

“Every successful marketer or brand builder understands that we are only in the 

lives of consumers because they have invited us. We need to both respect and 

reward this invitation."
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We believe digital is not just small 

advertising
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We believe all communications will one day 

be digital  

• The internet is best placed at the heart of an integrated campaign because technology 

transforms the way we communicate as people and as brands

• This “digital hub” forms the basis of campaigns with global potential, even where localisation is 

essential 

• The internet is not below the line – it’s the first truly through the line channel

• Technology provides the means with which to disseminate ideas and measure their impact



Dublin, 25 October, 2007 |  | 16

We believe in the creative consumer 
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They might not listen but they’ll talk 

• Technology assisted marketing is the only way to truly involve the consumer in brand 

messages 

• If you don’t involve them, they will turn away in their millions

• Don’t assume they want to talk to you – just about you!
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2,044 members
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926 members
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23 members
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But there are some good examples …

http://nikefootball.nike.com/nikefootball/siteshell/index.jsp#,en,0;chainmix

http://nikefootball.nike.com/nikefootball/siteshell/index.jsp
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Some other key big themes

Increasing 

Complexity of 

Search

Mobile / 

Handheld 

devices

PR and 

reputation 

management

Behavioural 

Targeting

Integration –

business and 

discipline
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Lets start with some caveats

• Search is not the golden goose

• Nor does it begin and end with Google

• It will not generate demand just capitalise on it

• It cannot compensate for poor products or services

• It will deliver hugely cost effective and qualified customers to 
your proposition if properly managed and delivered

• It is an integral part of your marketing strategy and should be 
given due care and attention

• The lines of what is and isn’t search are blurring

• Search is a finite pool and I believe that media briefs will change 
to “how can I influence search behaviour ? “
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Grey around the edges

• Is travelsupermarket a search engine ?

• What about MySpace ? It had 551 million searches in July 
2007 making it the 4th largest search engine according to 
Nielson.

• There are 33 results for the Galway Oyster Festival and 
1970 for Ireland weekend breaks …

• Amazon, Flickr, Ebay …. All search engines ?

• Does your customer know or care how we define search ?
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Your PPC

objectives   

Persuasion

effectiveness

Call-to-

action

Clicks to 

outcome

Page 1

Paid search marketing success map

To generate:

Sales

Leads

Awareness

Offer 

relevance

4 Creative

effectiveness

1 Paid search

planning

Keyphrase

analysis

Gap

analysis

Buying

process

Identify

Goal setting

SEM strategy:

Paid vs Natural

vs Affiliate

Tracking and 

improvement process

2 Campaign

structure

Engine specific issues:

Google Adwords

Overture

MIVA Site network

options:

Content and site

matching

Grouping keywords

Domain strategy

Landing

page(s)

Page 

template

design

Clicks

to outcome

Allocating 

budget to 

top performers

Personal-

isation

5 Conversion

efficiency

6 Test & 

Optimise

3 Budget & bid

management

Version 0.1. Author: Dave Chaffey   

© E-consultancy 2006

Portfolio

Selection

User

experience

Select keyword 

match types

Headline

copy 

Description

copy

URL

Resourcing:

agency and 

internal staff 

selection

Dynamic copy

Testing

creative

Testing

creative

Ad & bid 

management

software

Refining your 

keyword portfolio

Defining an

optimisation process

Engine specific issues:

Google Adwords

Overture

MIVA

Engine specific issues:

Google Adwords

Overture

MIVA

Fixing campaign

problems
Bidding 

strategies

Paid for inclusion

Click fraud

Maximising

exposure

Maximising opportunity & 

Minimising risk

Advanced targeting:

Local & behavioural

Site

architecture

Competitor

benchmarking

Usability

& Accessibility

Pay Per Call

Attributing to referrer
Advanced targeting:

Local, time and 

& behavioural
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Successful SEO

• Optimized code is not SEO

• Making a site accessible through Meta tags, page titles and 
general crawlability factors is only one part of good SEO

• When have you seen a developer do keyword research ?

• Flash 

• Is not the enemy but there is a middle ground between 
design and an SEO friendly site.

• Communicate and educate

• With all parties to maximise your success. 

• Marketing as much as technical

• So much more than keyword density

• Utilises PR and content

• Reputation management
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What is being said about you ?
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And too you ?
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And Behavioural ?
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Blue Lithium and Vauxhall –Sequential 

Example

• Remarketing all users who have seen the Astra branding campaign with 
a more direct response creative to “drive brochure requests and demos. 
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Mobile advertising
• Are we there yet ?

 All 5 main UK operators are in the process of formulating their strategy to 

open up their content portals to brands

 Orange has just announced a 6 month representation agreement with an 

advertising sales house and piloted a mobile banner campaign with 5 

brands including Xbox and Lynx.

 Vodafone have appointed an ad-sales house and technology solution

 O2 are formulating their strategy 

 3 are the most advanced in this area. They have successfully run a 

number of banner and mobile video sponsorship campaigns with brands 

such as RedBull, 118118, I-pod, and Canon. The largest campaign saw 

Canon sponsor all the world cup video highlights. 

 T-mobile has just run a trial for ad-funded music video content. This is 

being tested on 600 subscribers

 Virgin has also recently announced a trial for ad-funded music downloads

Yahoo project 40% of their business will be mobile within 3 years
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In game advertising
• Second life – why ?

• Product Placement/Static Billboards: Fixed integration of the product into the 
game experience or environment. 

• Game Content Websites: Targeted sponsorship of content surrounding this title on 
leading gaming websites like GameSpot.com. 

• Gaming Tournament Sponsorship: Sponsorship of offline or online tournament 
involving players and spectators of this game. 

• Dynamic In-Game Advertising: Your ads change on the same billboard in a game. 
This requires billboard space insertion into the game, as well as a broadband-connected 
gaming system to work. 

• Sponsored Extra Levels: An extra level of the video game can only be 
accessed/downloaded via a special code on your product (for example, Burger King did 
this by inserting The King into EA's "Fight Night Round 3.") The downside is that this can 
take months of scheduling and preparation 
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Yaris campaign
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Is your internal 

structure a 

barrier to 

succeeding?
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In summary

apply a little bit of magic 

and a little bit of logic 

and you will be able to

capitalise on all that is 

new in new media 



Dublin, 25 October, 2007 |  | 36

Thank you for 

your time.


