SEARCH MARKETING @
CASE STUDY
- Media Mosaic (MM)
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80% of Success is just Showing up.
-Woody Allen’s Search Analytics.
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ZMOT ( ZERO MOMENT OF TRUTH) is a marketers windowto - & '
positively influence his potential customer’s buying decision, 2 ‘. X N/

during the entire cycle of her product research.

One Google study indicates that a typical buyer has undergone
behavioral shift and now references, on an average, 10.4 sources V)
before making that purchase. i

A marketer can only WIN@ZMOT by being present and engaged,
with a shopper, during her complete non linear journey through
these 10-12 influence touch points ( What we at MM call this

Buyer’s ZMOT Lagrangian). WIN@ZMOT is thus only possible
when you help shape your buyer’s ZMOT Lagrangian.
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How Search unlocks value at ZMOT Rt

Search is an important part of any shoppers journey. 43 VUit
It touches the Shoppers “ZMOT Lagrangian” (digital LT b

path of shoppers purchase journey) at various points. .

Large number of product purchase journeys originate at
search and then it is an important reference point
through out the path whenever shopper needs to
validate, widen or clarify his research.
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“*Success is simple. Do what's right,

the right way, at the right time "’
- Arnold H. Glasgow



TH E CLI E NT(case study subject before he o “‘,EEE:;

found MM)
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Business: Confidential AR I T L.

»

Theme: Shopping/Entertainment
Business: # 1 Leader in Glovesets and Rave Lights
Service: Provides Rave Glovesets, Rave Lights & Accessories

Target Visitors/ Searchers: Artists and people (youngsters) - to
organize rave parties and shows, event organizer 7 4

Age Group of Target Visitors: All

Target Market: US
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“We do not act rightly because we
have virtue or excellence, but we
rather have those because we have
acted rightly .

- Aristotle



ZMOT CHALLENGE

MM was approached to help this business in the
middle of 2010.

When this ecommerce site came to MM, it was not
ranking for any important keyword and this was not
visible on most searchers ZMOT pathway. As a result
the site was under-trafficed, and the competition in
his business was high.

Client wanted to see his site on top pages of Major
search engine for both global and specific keywords.
He wanted to be found by any shopper on any stage of
his ZMOT cycle.
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* Accept the challenges so that you may
feel the exhilaration of victory. ”




THE STRATEGY




sasrnanaRRGeRd
ssrssannaaREnt

*rrsasananan
i‘..“..’....

00!.‘.“...
tlt“..

..
L
*a

Buyers ZMOT Multiple . Content Analytics Y/ 4
Iagra‘agian strategy. Touch Te:hngcali Strategy &
i imiza
research s CPO;Z:\t v on. execution Measure
for the and KPI Stonte & engaging
settings rategy
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-Targeting each & every legal aid : o ~ sestey
services, not specialized in a el ‘eg
particular legal aid service -Mobile
site is not available

-Bad reviews are present on various
complaints related websites

THREAT g

-Can target nearby countries
(Scotland & Ireland) for law services
-Social presence can be optimized
-Mobile website can be created
-ORM should be commenced
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To compete for shoppers' attention online long before a S 2y Syt :
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purchase decision is made MM made a strategy to WIN@ Teesitredso il
ZMOT (Zero Moment of Truth). Under this strategy MM ies
included nuanced keywords targeting which users were likely SR
to use at various stages of the buying cycle. Some of the
activities were:

1.Buyer ZMOT Lagrangian Research.

2. Semantic Keyword Research

3. Buyer Engaging content creation, curation and distribu
4. Good Quality Reviews and Mentions garnered. /AN




ONSITE OPTIMIZATION [
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For making the site ZMOT ready we reviewed it and fixedthe -7 :-

‘s
"b.
O Gany

navigational and other technical aspects: \yideen

1.0timized the site navigational flow.
2. Made website user friendly by introducing new features.
3. Tags and Internal linking optimization.

4. KML implementation and canonical optimization

5. Onsite Content Strategy implementation.




SOCIAL MEDIA INTEGRATION

To increase authority for securing search rankings on the ZMOT |

Highway, MM integrated Social Media as a means to generate
positive social signals for the site. MM built website's
reputation on social sites by executing its content strategy. This
resulted in a business network on these sites, leading to online
relationships, conversations and connections
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MM did the content strategy for web siteontwo - i ':;;::::

dimensions. .
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Creative Strategy. Based on the exact positioning that the
client wanted, Creatives were generated.

.
000

Format Strategy: Based on various channels where those
were to be disseminated, formats were chosen

Text ContentMM wrote blogs, press release and did
original business research for the web site.

Rich ContentMM generated videos, Infographics and a
mobile app. N,
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TRAFFIC IMPROVEMENT ~Jan 1, 2009 Dec 3L, 2012 -

Advanced Segments [ Customize Email Export » AddtoDashboard Shortcut 5574

& o of visits: 74.02%

‘ Explorer }

Site Usage Ecommerce

Visis v VS. Selectametic Day  Week Monthi @ L4

® Visits
20,000

10,000

July 2009 January 2010 July 2010 January 2011 July 2011 January 2012 July 2012
g
Visits Pages / Visit Avg. Visit Duration % New Visits Bounce Rate
493,663 4.78 00:02:50 67.39% 43.13%
% of Total: 74.02% (666,922) Site Avg: 4.71 (1.55%) Site Avg: 00:02:53 (-1.74%) Site Ava: 67.69% (-0.44%) Site Avg: 43.53% (-0.92%)

Primary Dimension: Keyword Source Landing Page Other ~




TRAFFIC WIN @ ZMOT

WEBSITE VISITOR TRAFFIC

Before MM Afer MM SEO
Started SEO

MM increased
website traffic
by 74.02%
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Fresh ZMOT Highways Intersected gty

MM increased

the New visits

on the site by
67.39%
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RANKING IMPROVEMENT [

Ranking Improvement - ..,"'-...:°‘\&.

Win @ZMOT
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led gloves orbit light finger lights rave toys
rave gloves rave lights rave gear rave store
Im portant Ke ywords
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MM has helped us attract many new
customers.
They have this keen sense of where our
business customer is and are proactive in
helping us engage him. They call it ZMOT
we call it additional revenues.
| must mention that their creative team is
awesome and just keeps coming up with
fresh angles.
You guys rock.
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Media Mosaic(MM)is an integrated ZMOT(Zero Moment Of ' :}E'::;';:Z::;g i
Truth)agency specializing in creating unique campaigns, to help iitentene
you WIN@ZMOT.

When you hire us as your online marketing agency, we bring an
extensive knowledge of buyer demographics and their buying
behaviors.

We achieve maximal ROl , by mounting research based and

interlocking, Branding, Content, Search and Social Media
marketing activities.
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