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OUTLINE
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A Internet Advertising

Search Engine Marketing

Social Media Marketing

Mobile Advertising

In-Game Advertising andldvergaming
Mixed Reality Advertising
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Collaboration Opportunities

Research Team
(Prof.JanniNielsen, Prof. Suzanne Beckman, Lars Bech Christensblad3Badker Dr. Ravi Vatrapu)

A Coursesand Projects for students
A Collaborationwith companies
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Online Marketing

Li, H., & eckenbyd. (2007). Examining the Effectiveness of Internet Advertising Fohm@thumann, D., & Thorson, E. (200#grnet Advertising:
Theory and Research: Lawrence Erlbaum Associates.

A Vertical Integration of Channel Capacities
A Communication
A Transaction
A Distribution

A Horizontal Integration of Marketing Communications
A\ Advertising

Public Relations

Sales Promotion

Direct Marketing
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LIFEON THESCREEN

"On the Internet, nobody knows you're a dog.”

http://upload.wikimedia.org/wikipedia/en/f/f8/Internet_dog.jpg
4



Search Engine Marketing

How we read Google

On average an advert is visible in the

user’'s web browser window for
18 seconds

29% of these ads receives
attention (dwell time)

4/5 of ALL ads will be ignored again
after a few seconds

Source: Lasse Storgaard
http://www.itu.dk/people/rkva/EB22/lectures/Week41/2009-Fall-EB22-GuestLecture-24.pdf
S



Social Media Marketing

Of course we understand viral marketing.
Just last week Janice sent out blogger
press kits laced with anthrax.
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Source: http://mww.wpromote.com/blog/wp-content/uploads/2009/05/viral-marketing.gif
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MOBILEADVERTISINGIHREBVIODELS

A PermissiorBased Advertising
A IncentiveBased Advertising

A LocationBased Advertising



In-Game Advertising anédvergaming
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TARGETIN® VIRTUAWORLDS

Hemp, P. (2006). Avatéased marketingHarvard Business Review, 84(6),548




Augmented Reality Advertising

http://consiliera.files.wordpress.com/2009/02/bild-15.png?w=479&h=358

Show me the DEMO!
Experience AR Ads at our Table
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Collaboration Model

Dept. of
Marketing

ter

lied
ICT
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Prof. Suzanne Beckman
& Lars Bech Christensen

Companies

Prof. Janni Nielsen
Dr. Mads Bagdker
Dr. Ravi Vatrapu



