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As uncertainty continues to shape the marketing

landscape, we’re all having to nd a new way to operate

and be successful. What seems clear is that digital is uniquely
placed to help those companies who embrace it, as it is driven by
the combined power of innovation and accountability. Meanwhile
Econsultancy are responding to the challenges our clients face
with a range of new and improved courses.

Effectiveness, rather than volume, is the Recently, some of Econsultancy training
buzzword of 2009 which is why our new team’s most successful work has been to

programmes on Effective Multichannel facilitate the development of this way of
Marketing and Managing Digital Teams thinking and working within our clients’
are already proving popular. businesses. Running workshops and

As far as mobile marketing is concerned, theMenNtoring programmes provide your people
iPhone is looking like the killer device, with  With néw skills and with new methods of

other handset owners now playing catch-up Working that set them on the leading edge.
to provide the same level of functionality, We've also facilitated programmes that don't

usability and sex appeal. What took them  1USt help with developing a new product or
so long?! We've responded by enriching our S€rvice but where we have worked together
mobile training programme in anticipation to engender a new culture: digital skills are

of the increase in demand for mobile-based Placed hand-in-hand with the ability to
campaigns. develop new propositions that enhance what

) i your company offers, thus opening up new,
In good times and bad there are certain vital revenue streams.

adages that hold true. One of my favourites i?N K with hundred )
“Our only sustainable competitive advantage"Ve NOW work with hundreds of companies,

is to learn faster than our competitors”. | thini'€/Ping them prepare their business and their
this is possibly truer today than when it was people for the challenges ahead. | hope that if

rstwritten fteen years ago (by Peter Senge W& haven'talready, that we'll get the chance to
in The Fifth Discipline). Many of the barriers WOrk with you on accelerating your digital
to developing a business idea, such as marketing and ecommerce in 2009.
underlying technology, have fallen in price
and are barely more tha_n commodities_,. Craig Hanna
Consequ_ently, competitive advantage in the_ Training Director
present time comes through how you organise
your business and your people to innovate
continuously and work in a more agile way.
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Econsultancy is the leading source of
independent advice and insight on digital
marketing and ecommercelur reports, events,
online resources and training programmes

help a community of over 80,000 registered
marketers make better decisions, build business
cases, nd the best suppliers, look smartin
meetings and accelerate their careers.

Why Choose Econsultancy Econsultancy Training, Quatiations
for your Digital Marketing and & Learning Options
Ecommerce Training ]

As well as training over 2,500 people each year, we offerfTraining Courses on a wide range of digital marketing
research reports, a range of events and online resource®pics are run throughout the year at centres in London
to a community of over 80,000 registered marketers whand Manchester. See p06—18 for details or visit

use our resources to make better decisions, build businés#p://econsultancy.com/training.

cases, nd the best suppliers, look smartin meetings and
i |
accelerate their careers.

Bespoke Learning and Development offers tailored

Committed to best practice and innovation in digital training programmes to address your company’s needs

marketing and ecommerce for over 10 years, Econsultalnc;ﬁyVari ety of delivery methods are available. See p03-04:
has developed a broad portfolio of training courses to suit |

the needs of beginners and experienced practitioners I
alike. We've also developed a number of ways of Academic and Professional Quali cations designed
delivering learning so that you can nd the method that {0 assist you formalise your existing skills or help you gain
suits you. Finally we're committed to developing standardgew ones. Includes the UK’s leading MSc in Digital

of best practice in the industry, working with the best  Mmarketing Communications. See p05 for details.
independent trainers available and offering unrivalled

levels of accreditation and recognised queditions.

— By taking part in our training, you become part of
the Econsultancy community which ensures that
you get the ongoing learning and support that the
training inspires and your job requires.

— We offer you a free research report of your choice
for every training course you take (worth £150).

— Econsultancy members with paid subscriptions
receive discounts of 10% or more on all training
courses (20% for Diamond Members).

Visit http://econsultancy.com/membership
for details.

— If you aren't already an Econsultancy member,
you'll receive complimentary Bronze
membership with associated bene ts.

As we are committed to excellence in digital marketing
and ecommerce, we want to make sure that our courses
are as widely available as possible. All our courses are
therefore competitively priced, but if you would like to
discuss any available funding options, please contact us
at training@econsultancy.com.

We offer you a free research report
of your choice for every training
course you take (worth £150)

“Great case studies, knewledge and expertise.”
eCommunication Manager, (Barclaycard)
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For more information http:/econsultancy.com/training | T: +44 (0)20 76814122 | E: training @ econsultancy.com



e
Bespoke Learning & Development

by our public courses? Then our tailor made in-house programmes
might be the answer. Some courses are also exclusively delivered in
this wayFor more information contact our Training Director at
craig.hanna@econsultancy.com

Skills Training Academies
All the topics covered in our public training programme Academies are our sector speci ¢ programmes which go
and a whole lot more. From strategy briggs and way beyond simply skills transfer. We will work with you

emerging trends to basic digital marketing skills, we  to look at the strategic issues facing your business and
offer the UK’s most comprehensive range of training ~ work to develop internal capabilities to deal with digital
programmes for digital marketers and their businesses. moving forward. We have currently developed academies
In-house training also has the advantage of offeringa for publishers, retailers and agencies.

chea_per delegate rate for larger groups, bespoke Fomenfypicallywe will look at how teams are managed, how

to suit your market and personalisation to tthe skills  giqjia) is integrated into the business and how products

your business needs. and services can be developed for the digital age. Typically
we will provide a combination of brie ng sessions, skills

Conferences seminars, workshops and consultancy services as part of

If you're looking for an inspirational event to promote  the programme but the important outcome is that we

the role of digital to larger groups then our conference help your business to build the internal capabilities to

service could be the answer. Drawing on our wealth of develop, manage and profrom digital.

industry contacts, we can put together a programme to

clearly communicate your business’s digital vision. FronMentoring

keynote speeches addressing the current digital issues,(_t)qJr digital d

teachi . | di _ udi d levelopment and mentoring programme is
eaching seminars, panel diSCUsSIons, case SIUCIES antyimey at senior managers and directors who feel they
hands-on sessions, we will provide all the support you

; need access to professional advice on any aspect of the
need to ensure everyone gets involved. digital economy AND how it might relate to their
Our ‘from scratch’ service also takes the hassle out of business strategy. All our mentors have held senior digital
nding venues, organising catering and coordinating  roles in leading organisations but have also had Sigmit
post-conference entertainment. exposure to other business functions.

Digital for HR Professionals conference — did you know?

We often work closely with HR teams to deliver in-house training programmes to marketers but digital has a
role to play in HR too. Our Digital for HR Professionals conference is designed speci cally to bring the HR team
up-to-speed. For more information and to register your interest in attending, please call +44 (0)20 7682 4052 or
email training@econsultancy.com



For more information and to book

Mars Drinks Case Study
International conference

A division of one of the largest FMCG
companies in the world, Mars Drinks
approached Econsultancy to put
together a conference focused on
developing its digital business strategy
globally: The conference was to be
delivered to an international audience
of senior marketing professionals,
speci cally addressing customer
acquisition through online marketing.
Its objective was not only to increase
delegates’ digital know-how, but also
encourage idea generation and the
process of seeking innovative
solutions.

Following an in-depth analysis of the
company'’s current digital marketing
activities, Econsultancy put together a
three day conference plan. A number of
leading digital practitioners were invited
to present a comprehensive view of the
industry and deliver specialist keynote

SEESIENS, [PEIETSEd W EETEE O,f Intem%lur digital marketing needs, continuing to
speakers and agency representatives. In

addition, practical workshops were

developed which allowed smaller groups

On the nal day, a practical exercise put

Why this approach succeeded

three teams head to head to produce the — As a global organisation, Mars Drinks
most innovative digital marketing solution really understood the need to bring their
for driving customer acquisition, with the senior marketing managers together and

winner awarded a dedicated budget to
test the idea in their home market.

After the success of this event,
Mars Drinks aréooking to work with
Econsultancy over the coming year to

share learnings from the different markets.

— A conference focusing on online
innovation was a great way for them to
develop their internal resources, while
taking advantage of the knowledge and

host a further digital marketing conferencegxpertise provided by Econsultancy’s
thus ensuring that their senior teams will highly experienced trainers.

continue to develop as exceptional digital

champions for the company.

“We set a number of essential
requirements for our conference, and
Econsultancy’s ability to work with us as
part of the global team meant we were
able to deliver a highly relevant and

— Econsultancy’s consultative approach
meant an agenda could be developed to
accurately re ect the company’s
immediate business needs, effectively
harnessing and developing the necessary
practical skills to help ne tune the
company'’s digital marketing activities.

effective marketing event which has had a

lasting impact. We're looking forward to

running further conferences with them in

the future to tackle different aspects of

expand and develop vital online skills
across the business.”

to explore speci ¢ issues, helping them to Mike Smith

bene t from more intensive knowledge
transfer.

Global E-Business Director,
MARS Drinks

MARS

drinks

MySpace Case Study
Immersion courses and
public training

Launched in 2002, MySpace saw its
100 millionth account created in
August 2006. Its explosive growth
was largely due to its innovative
offering and massive viral appeal.

By 2008, MySpace has progressed to
developing a more proactive online
marketing programme as part of its
customer acquisition strategy.

For many of MySpace’s European
Business Managers, this has meant
returning to the very nuts and bolts of
digital marketing. Econsultancy was

While the in-company training proved
extremely useful in getting European
Managers together to discuss future
strategy, MySpace also took advantage
of Econsultancy’s public training and

“Econsultancy’s ability to put together
in-house training sessions which
communicated a huge amount of
information in a lively and manageable
format was just what we needed to help

conferences. By attending sessions such focus onto our online marketing activities

as email marketing and search engine
optimisation, delegates returned to the

in 2008. When it came to engaging every
member of the marketing team,

team as digital marketing champions with Econsultancy’s range of services proved
the practical skills required to implement to be invaluable in providing both practical
proactive plans. Investment in a corporatesupport and a trusted resource that was
membership has also supported training, accessible at all levels.”

giving all employees access to a wealth of,

Bridget Arik

called in to devise a series of immersion information on best practice and industry Executive Director, Human Resources,

courses, ensuring that delegates left wit
a broad understanding of the tools and

techniques available to them. Delivered
in both the UK and Germany,

provided practical insights, examining the

latest Web 2.0 digital marketing know-
how, and fully exploring the online
marketer’s toolkit and how it can be
applied to the cycle of acquisition,
conversion and retention.

h developments, and encouraging a sense

of excitement around online activity by
effectively accelerating learning within

T —— onéhe teams2009 will see Econsultancy

continuing to work with MySpace to help

maintain momentum and ensure the team

stays at the cutting edge.

Fox Interactive Media

ig myspace.com

a place for friends

| http:/econsultancy.com/training | T: +44 (0)20 76814122 | E: training @ econsultancy.com



Qualibcations

Masters in Digital Marketing

Communications

Econsultancy’s MSc has rmly established itself
as the UK’s premier specialist postgraduate
quali cation.

Developed in partnership with Manchester Metropolitan

University Business School, the course is driven by cuttin

edge industry insight, with a clear emphasis on developi
both practical and strategic skills. Part-timexible study
options and remote academic support taround your
work commitments, making our MSc ideal for those
looking to immediately apply new skills whilst studying
for an internationally recognised academic quesition.

Post-Graduate

Professional Certcates

Our post-graduate certi cates are developed with
the same exible learning approach as the MSc
course and provide specialised, intensive teaching
tailored to speci c digital professions. We currently

ustry experts and run over one year.

ﬁ%;er two quali cations, both of which are led by

Certi cate in Digital Publishing
Publishing has become a multichannel enterprise and
those with the know-how to take advantage of emerging
digital technologies will be best placed to maximise

Current MSc delegates represent a range of organisatio@’enue' Designed speci cally for established publishers,

including COlI, TUI UK, Blue Latitude, Sony Computer
Entertainment, the University of Liverpool and
Econsultancy!

2009 intake starts in September. The course is offered
full time (over one year) or part time (over three years).

Manchester
Metropolitan
University

the course will provide sound practical skills coupled with
a cutting-edge view of the commercial and creative
opportunities and issues facing the industry. Upon
completion, delegates will be well equipped to take
strategic responsibility for digital development and
ensure that their business remains competitive in the
changing marketplace.

Certi cate in Internet Retailing
Ecommerce is a multi-faceted area in which marketing,
engineering, buying, merchandising and technology
collide. Our certi cate aims to broaden the skills and
experience of retail professionals, enabling them to better
understand the complex demands being made on them
and preparing them for a fully rounded leadership role.
Delegates will leave with a broad perspective on the
ecommerce and Internet retailing sector, covering best
practice, trends and future opportunities. The course will
also enable them to establish themselves in a network of
ecommerce leaders with full access to ongoing support
and advice.

For more information visit
http://econsultancy.com/
training/quali cations



Training Courses

With limited class sizes, tutors who are also industry practitioners bringing a practical approach,
our courses offer an intensive learning experiences which will signi cantly increase your skill and

understanding of the topic.

Course details

Accessibility

A practical, hands-on course London
providing real insight and easily 03 March 2009

applied solutions 03 June 2009
13 October 2009

Web accessibility for disabled users has been Cost

mandatory in the UK for several years now. Yet £545 VAT

despite legislation introduced under the Disability :

Discrimination Act (DDA) many companies are Trainer

still unsure where to start when it comes to Ben Logan,

compliance regulations. Spotless Design

This workshop offers a hands-on approach to
accessibility compliance and inclusive design.

Who is the course for?

Website designers, agency or in-house, will befrem

this course. It's also valuable to marketing managers who
wantto nd out about the business and brand beaef

an accessibility focus, and project managers who want to
ensure their web projects comply with standards and
legislation.

How will | bene  t?

You will gain a detailed working knowledge of the
assistive devices used by disabled people to overcome
web accessibility barriers, and an understanding of the
accessibility compliance documents and laws. You'll be
able to articulate to colleagues and managers how
accessibility standards can be met, and how this will
bene t your business. You'll also be able to evaluate your
own website for accessibility and de ne how to meet
accessibility standards.

What will | learn?

Through the day you'll learn how to champion the cause,
identify compliance issues and build sites that are easy
for anyone to use. What web accessibility means to those
with disabilities, who it affects and how, as a business, you
can meet compliance regulations. Understanding the
problems will help you to identify solutions and give you
the necessary know-how to build sites everybody can
access and use. A practical introduction of web content
accessibility guidelines (WCAG) will outline the issues,
simplify the jargon and examine, in detalil, the practicalities
of creating accessible sites, dispelling commonly held
myths along the way. The course will also provide you
with a range of simple tools and techniques such as
Accessible Informigon Solutions (AlS),@ol bar for

testing for accessibiligompliance within your business,
and introduce future trends such as accessible PDFs,
Flash and cross platform (TV and mobile) compliance.

Key learning outcomes

Understand what accessibility means to those
with disabilities

Demystify accessibility terminology, issues, laws,
guidelines and compliance

Learn how to quickly review, nd and«
accessibility issues

Draw up a plan to ensure that in-house or
agency-designed sites are compliant

Course details

A . liate Marketing

Get the most out of your London

a , liate programmes 24 February 2009
12 May 2009

A well-managed af liate programme can play a 08 July 2009
key role in marketing strategies and can offer 20 October 2009
double-digitincreases in sales. However, af liate 01 December 2009
marketing, using one website to drive traf  cto Manchester
another, is frequently overlooked by advertisers 04 February 2009
because although the principles are straight- 04 June 2 O>(;9
forward putting them into practice can present 01 October 2009
challenges.

. . . . . Cost
This course will outline the strategies, techniques £495: AT

and tricks to achieve an effective level of

contribution and offer tipsonre  ning your existing ~ Trainer
af liate programme. Keith Budden,

Who is the course for?
Client or agency staff who liaise with af liate networks or
deal direct with af liates. It will also beneanyone

familiar with the principles and practice of dte
marketing who runs, or is planning, anlizte

programme.

How will | bene t?

You will acquire the technical knowledge to review your
existing af liate marketing programme with the aim of
increasing leads or sales. You will also learn how to select
appropriate af liate partners and software and maximise
the contribution from your super-dfates.

What will | learn?

You will gain a practical understanding of all aspects of
af liate marketing from de ning a strategy and setting
realistic business objectives to selecting and working with
an af liate programme manager and tracking online
marketing activities. You will also learn how to review
tools, partners and results, for maximum impact, and the
best af liate incentives through a list of the top 10 do’s
and don'ts.

Key learning outcomes

Understand afliate marketing from both the
merchant and afliate perspective

The skills required to increase the performance
of your af liate programme

New and emerging technologies in thelate
marketing space

Af liate marketing best practice

For more information and to book | http:/econsultancy.com/training | T: +44 (0)20 76814122 | E: training @ econsultancy.com

E-Business Assist UK



Training Courses

Course details

Digital Sales —

Monetise Your Website

London
Be conbdent in understanding 01 April 2009
- - . 22 October 2009

and e pectively selling online o

e 0S
advertising P
Trading in online advertising can seem Trainer
intimidating with jargon, different pricing metrics Craig Stapley,
and host of different revenue streams often adding Red Charger

to the confusion.

This course will provide you withthe con  dence
and tools needed to begin capitalising on the
revenue opportunities offered by this fast-growing
advertising medium.

Who is the course for?

This course is for anyone from Classi ed Executives to
Key Account Managers, looking to maximise and realise
the full commercial potential of their website and
inventory. Whether you are a publisher (including print,
TV, radio, or in fact any content owner) looking for new
commercial ideas and sales techniques to maximise your
revenue, or a website owner wanting to monetise the

traf ¢ on your site then this course is perfectly tailored

for you.

How will | bene  t?

Understanding the key differences between traditional
and online advertising models will enable you to pitch
effectively and price the most suitable online solutions for
your client base or business. You will be able to demystify
online terminology, and with guidance, devise and
present a compelling business case for digital advertising
based on projected returns.

What will | learn?

The full and latest range of commercial revenue streams
available within the industry and how to make them work
effectively and pro tably for your business. From the
merits and limitations of search advertising, to launching,
populating and increasing your revenue through new
advertising mediums. You will also learn how a well-
structured and written proposal helps you secure
premium campaigns and acquire the knowledge, know-
how and con dence to deliver them.

Key Learning Outcomes

Understand and utilise online advertising jargon

Learn about the full range of commercial online
advertising opportunities available

Understand and utilise different pricing metrics

Be con dent in pitching, pricing and presenting
arange of online advertising solutions

Email Marketing

Course details

Improvmg engagement, London
improving results 03 February 2009
21 April 2009
Email continues to be invaluable as a customer 04 June 2009
communications tool despite ongoing challenges 03 September 2009
centred around deliverability and in-box standout. 03 November 2009
An email marketing expert will demonstrate how
results and deliverability can be signi  cantly Manchester
. . 25 February 2009
improved by addressing common challenges 09 June 2009
head-on. 26 November 2009
Who is the course for?
It's useful to have some experience of email marketing, cost
£495+VAT

but the course is suitable for anyone who manages

campaigns or enewsletters and wants better results fromrainer
their communications, whether in-house or agency staffDavid Hughes,

How will | bene  t?
You will use targeted online marketing techniques and

Non-line Marketing

strategies to maximise deliverability and ensure that your

messages reach the appropriate target. This in turn, will

enable you to adopt an approach of continuous
improvement with your online marketing campaigns to
boost results and prdability.

Please go online for more detailed information about this

course http://feconsultancy.com/training

Key Learning Outcomes

Develop an email marketing strategy and
evaluate return-on-investment

Deliverability, especially what to do to ensure
messages reach their target

How to use your registration and campaign click-
stream data to segment and personalise campaigns
and develop action-driven messaging

How testing can unlock more value from
email campaigns

Once you’'ve completed this you may like to go on to do the

advanced workshop.

Email Marketing —
Advanced Workshop

Course details

London

This one-day course fuses strategic email marketing 05 March 2009
training with workshop discussion time. Submit work for 30 June 2009
feedback from an expert on the day. Other participants 08 October 2009
will also consider your work and contribute with group  ~
discussions. Numbers strictly limited. £645VAT

Trainer
David Hughes,
Non-line Marketing

Key Learning Outcomes

The latest email marketing research and opinions

Ability to critique your own work based on key business
and email marketing objectives

Please go online for more
detailed information about
this course http://

econsultancy.com/training

An understanding of the importance of testing to
optimise campaign success




We offer you a free research report of your
choice for every training course you take

(worth £150)

Fast Track Digital
Marketing

Understanding the dynamics of
the online marketing marketplace

This intensive two-day course will look at the key
considerations for digital marketers, how to build
the dream online strategy and assess what the
future holds in store. This course will run through
the acquisition tools (search, af liate marketing,
display advertising) and retention techniques
(email, web personalisation) as well as some of the
management issues (legal issues, data gathering,
integration with off-line activity). It will also
demystify the technical jargon commonly used in
digital marketing: RSS feeds, mashups, tag clouds,
AJAX, social bookmarking and more...allin a
simple, easy to understand way.

Who is the course for?
Marketers with existing experience of ofe channels

but little or no exposure to online marketing channels,

Setting the Scene

— What do we mean by Digital Marketing?

Why integration is important

Some key terms and dritions

— Whois online?

— How do they use the internet?

Knowing your customers - external resources
Knowing your customers - internal data

Planning and Strategy

— What is different about planning online?

— Some planning models to build with

— Budgeting - why it is different in digital marketing
— Afew legal considerations

Gathering data

— Why you need to identify individuals

— What data do you need to gather?

— Click-stream data - you are what you click

Website Design and Usability

— Setting objectives

— Planning your website - functionality, navigation
and content

— Customer personas and customer journeys

and people who need to know how all the pieces of the = Copywriting for the web
— Usability testing - how to make sure things are workinglow to build great websites through content,

navigation and optimising it using analytics

digital marketing jigsaw t together, such as business

owners and management teams. You will be comfortable What's new - on-demand video, mashups, UGC

with the basic principles behind good marketing

communications and are likely to have had 2+ years’

practical experience.

How will | bene t?
You will gain a valuable understanding of the key

differences between of ine and online marketing, and
how online can tinto a multichannel approach. You'll

Tracking and Measurement

— What can you measure and how do you measure

— What does ‘good’ look like - key metrics
— Traf c-driving - advertising, search, email |zftes
and referrals

— Web measurement — what you can track and how

you can use it

understand which online channels are key interms of - Testing in Digital Marketing
customer acquisition, conversion and retention. Discover Why online is a testing paradise

the success factors for different ecommunications

— How do you test?

techniques, and the in uence of other key factors such as what can you test?

the design and creative process. Importantly, discover

ways to improve results delivered by digital marketing for ) .
Y P ydg gior, What can disrupt the user experience - browsers,

the same budget.

What will | learn?

Creative Considerations

rewalls and slow connections
— How is writing for the web different to afie?

Why online marketing is so important, and how you can— Costs, skills and time-scales - how to manage

use the major channels to improve your customer

the creative process

communications. It will also demonstrate best practice — Tone of voice guidelines

methodology for the major channels such as email,

search engines and advertising, using case studies to

illustrate the bene ts that can be achieved through proper Some great websites and emails to get you thinking
execution. The course is broken down into manageable

— Anintegrated creative experience from iofe
to online

modules most of which include either exercises or case

studies for you to work through.

For more information and to book

The Digital Marketing Toolkit

Display Advertising — pricing, creative

and optimisation

SEO —what is it and how do you do it better?

Paid Search —what is it and how do you do it better?
Af liate Marketing —what is it and how do you do

it better?

Email marketing — acquisition and retention

Viral Marketing —why it's hard to get right

Online PR —what are the secrets?

Interactive TV — what can it do for your business?
Mobile — acquisition and retention...anywhere!
Other acquisition tools — gaming, blogging, podcasting

Summary

Key considerations for digital marketers
What will the future hold?

How to build the dream online strategy
Further reading and sites to keep an eye on.

Key learning outcomes

Understand how to weave together acquisition
and retention tools to deliver an ef cient digital
marketing strategy

Evaluating traf c-driving techniques to get more
of the right people to your site, priably

Customer retention, using log-ins and email
marketing to stay close and build long-term
relationships

Course details

London Manchester

20 January 2009 11 February 2009
10 March 2009 06 May 2009

21 April 2009 09 September 2009
19 May 2009 Cost

25 June 2009 £870+VAT

28 July 2009

22 September 2009 Trainers

21 October 2009 David Hughes,

24 November 2009 Non-line Marketing

Andrew Gordon,
Consultant

| http:/econsultancy.com/training | T: +44 (0)20 76814122 | E: training @ econsultancy.com



Training Courses

Legal Training for
Digital Marketers

Fast-paced, intensive review
of the most important legal
considerations for online
marketers

Fully updated for 2009, including Olympic 2012
marketing, Unfair Commercial Practices legislation
and new Directives emerging from Brussels.

Course details

London

05 February 2009
13 May 2009

15 October 2009

Cost
£545+VAT

Trainer
Duncan Smith,
iCompli

Managing Digital
Teams

Course details

London

12 March 2009
Learn how to tackle the 16 Jume o
challenges of building and 06 October 2009
developing your online teams ot
How to build, manage and lead a digital, online or £545+vat
ecommerce team. Trainer

lan Jindal,

In this second decade of ecommerce, with digital

InternetRetailing

This course provides clarity on the legal issues of
online marketing through using plain language to
explain what is and what isn't acceptable in the
context of the most common forms of online
marketing communications. Its wide-ranging

scope covers legal issues throughout the lifetime of
a customer, from prospecting through to ful  Iment.

Who is the course for?

Ecommerce managers, marketers and database
administrators involved in managing ecommunication,
whether through a website, email or SMS.

How will | bene  t?

You will be able to assess key legal requirements for both
electronic marketing campaigns and company websites,
identify high-risk areas related to privacy and cdential
data and become con dent about managing risk.

What will | learn?

We will explore, challenge and discuss the critical legisla-
tion which will impact on all areas of your marketing
strategy and execution, from the Data Protection Act

1998 to new directives emerging from Brussels. You will
also learn how to assess compliance and ensure that data
capture is legal, avoiding the pitfalls commonly associated
with outsourcing. A sample of the course content:

— The impact of the Consumer Protection from Unfair
Trading Regulations 2008 and the Business Protection
from Misleading Marketing Regulations 2008

— Email and SMS marketing campaign compliance,
including Data Protection Act 1998, Privacy,
Electronics Communications Regulations 2003 and
Information Commissioner Guidelines

— Website compliance and accessibility, including
cookies, data capture, privacy statements and
Disability Discrimination Act 2005

— Olympic Campaigns: how Olympic Symbol etc.
(Protection) Act 1995 (c. 32) and London Olympic
Games & Paralympic Games Act 2006 affect your
2012-focussed campaigns

Key learning outcomes

Understand the laws about opt-out and opt-in,
what lists you can and can't buy, and cdence
in using email and multimedia marketing.

How to discover if your website is compliant
and your data capture is legal.

How to ask key questions of suppliers that will
separate the good from the dangerous.

How to avoid the basic, costly mistakes many marketers
will make as 2012 Olympic campaigns proliferate.

revenues vital to businesses, there is a need to fully
integrate digital activity in the business while, at

the same time, meet the growing call to make
digital teams fully accountable for performance.

Digital professionals are aware of the demands to
increase team performance by undertaking
additional responsibilities and contributing

broadly to organisational development. This
course builds upon established management good
practice to look at the distinctive needs of online
and ecommerce teams: how to build them,
understanding the competencies, communication
in the team and across the businesses, building
effectiveness, leadership and transformation.

Who is the course for?

First-time managers of a digital team and those looking
to extend the success of digital teams more widely
throughout the business. It will also suit managers looking
to improve or expand their digital team as well as senior
members of a digital team wanting to develop a
leadership role.

How will | bene  t?

Through looking in detail at structures, strategies and
behaviours the course will give you a comprehensive
understanding of the issues involved with building,
managing and leading a digital, online or ecommerce
team. You will apply practical tools and approaches that
can be implemented in your workplace.

What will | learn?

The course is designed around three key areas: you'll
learn how the right structures, strategies and behaviours
can help you to build, manage and lead a digital team.
You will use established management good practice to
look at the distinctive needs of online and ecommerce
teams. From the evaluation process you will decide which
skills should be outsourced or managed in-house, best
management approaches and how to manage specialists
within a team. Moving a team to a different level of
capability, operating model or level of performance will
also be covered.

Key learning outcomes

Review options for planning, structuring and
managing digital teams

How to take a business-wide, commercial view
of the team and its performance

How to improve the effectiveness of the digital team:
output, communication and impact within the business

Consideration of how to lead digital and
functional experts.




Marketingto A 1 uent  Coursedewis
Customers Online London

12 March 2009

Understanding Online for 16 June 2009
Luxury Brands 01 October 2009

. 12 November 2009
Howto nd and engage with af  uent consumers
online. The rise of the af uent online consumer Cost
presents new challenges for online marketing £545+var
companies and brands. This course offers the Trainer
knowledge and training you needto  nd and Martin Bartle,
engage directly with af uent consumers online. 270 Degree

Who is this course for?
In-house marketers and agency staff who have experience
in marketing luxury or premium brands online.

How will | bene  t?

Understand the pro le of the af uent consumer and the
particular characteristics of their online behaviour and
how to create successful online marketing campaigns for
luxury brands. You'll work through a range of practical
exercises, worked examples, checklists and guidelines
that can be applied to your current or new activities. One
of the follow-up activities to the course will be a free
email audit enabling you to test the deliverability of your
email campaigns.

What will | learn?

As well as understanding the af uent customer peo

and their online behaviour, you'll learn about the
customer journey: the key elements of an online
marketing plan, and the differences when marketing
luxury brands and products, such as personal shopping.
The course will cover all aspects of online marketing:
including email marketing, advertising, online PR and
social media, paid search and SEOJiafes and
partnerships, as well as key competencies such as web
analytics and usability issues. Discover also the role
online marketing has to play in a multichannel marketing
strategy.

Key learning outcomes

An overview of the key elements of an online
marketing plan and the differences when marketing
to af uent consumers

A clear understanding of the key performance
indicators for luxury marketing online

How to turn prospects into brand advocates

Customer management
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For more information and to book | http:/econsultancy.com/training | T: +44 (0)20 76814122 | E: training @ econsultancy.com



Training Courses

M Obl |e M arke'u ng Course details

Introducing you to best practice London
in the world of mobile marketing 03 February 2009
and how to apply it 17 June 2009

07 October 2009
The mobile industry is saturated with small Cost
technology-_focused playgrs who have ||tFIe £545 VAT
understanding of marketing. Outdated views that ;
mobile marketing is only about text messaging are Trainer
inaccurate; in recent years it has moved way Helen Keegan,
beyond this. Beep Marketing

This practical course has a wide-reaching remit
and will cover the scope of mobile marketing and
the tactics currently available, from SMS and
mobile websites to application downloads and
mobile advertising. It will also touch on mobile
TV, proximity location based services and new
technologies.

Who is it for?

Brands, agencies and planners who want to get a handle
on what is happening in the mobile marketing and
advertising world. A basic understanding of marketing is
useful, though knowledge is not assumed. This is not a
technology course.

How will | bene  t?

You will be able to understand the importance and
relevance of mobiles for your industry, company, and
most importantly, your customers. Once you have
acquired this knowledge you will be able to make a
judgment call on how best to incorporate mobile into
your marketing mix.

What will | learn?

A range of techniques to help you plan and execute an
effective mobile marketing campaign, including best
practice, historical context and a brief insight into current
trends and future directions. Discover how to integrate
mobile with other media (online and d@fie), campaign
planning and supplier selection, handling andfoént,
testing and measurement.

Please go online for more detailed information about this
course http://econsultancy.com/training

Key learning outcomes

Understanding the role of mobile marketing for
your business

Current statistics of usage by handset and type
of content

Integrate mobile with other media (online and
of ine) and asses where and howt in

Use case studies and real examples of innovative
(and not so innovative) campaigns to illustrate
industry best practice

Innovation in Mobile Marketing

A course for those already experienced in mobile arketing who want to stay at the
leading edge by keeping up with innovation in mobile marketing. Please contact
training@econsultancy.com or call +44 (0)20 7681 4052 for more information.

We also recommend the Econsultancy Innovation Report.
http://econsultancy.com/reports/innovation




We offer you a free research report of your

choice for every training course you take
(worth £150)

Course details

Mobile Content

Successfully distribute your London

content through this emerging 22 April 2009

channel 21 October 2009

. . Cost

Medla are changing fast through the vast and £A95+VAT

diverse nature of content, methods of engagement i

and how the public perceives it. Television, Trainer

computers, mobile phones, iPods, and a multitude Dave Lipp,
Consultant

of yet-to-be invented devices are all positioned in
value chains containing diverse content.

This course will give a detailed overview into the
mobile content world. It covers everything from
industry trends and terminology such as ‘3G’ and
‘Android’ through to content distribution and
rights management. By the end of it you'll know
how to take traditional content and publish it
through to customers on their mobile devices.

Who is the course for?

Content owners and publishers, and account managers
and directors will bene t from this course. It's also highly
relevant to brand owners and marketing managers and
directors.

How will | bene  t?

Discover how to capitalise on the emerging mobile
channel, and understand why various stakeholders in the
value chain are relevant for your business. Spadiy

you'll be able to determine if and when your organisation
should be investing in mobile, and how it tsinto a
multiplatform content distribution strategy.

What will | learn?

You will acquire a detailed overview of the mobile
content world covering everything from industry trends
and terminology through to content distribution and
rights management. Learn who are the key industry
players, how mobile content will change with newcomers
on the market such as iPhone and Android, and the trials
and tribulations associated with taking content to the
mobile market. Through case studies you will learn what
constitutes a key mobile content success story, how the
mobile industry will evolve and the business models
associated with it.

Key learning outcomes

Separating fact from ction within the world of the
mobile device as a content consumption medium

Identify key industry trends and be better prepared to
position your company to capitalise on the emerging
mobile channel

The mobile industry’s key players, how the industry’s
going to continue to evolve and the business models
associated with it

What a key mobile content success story is along
with insight in to how to make it a reality

Course details

Multichannel
Marketing London

. 17 March 2009
Plan, deliver, track and measure are

. . . 17 June 2009
integrated onlineand o 1 ine 14 October 2009
marketing campaigns ot

£545+VAT

As customers multi-task, switch channels
seamlessly and lter out interruptive, noised based Trainer
communications, the need for a multichannel, James Matthewson,
integrated approach has never been greater. This My Digital Jam
one-day course, delivered by a marketing expert of

over 15 years in online and of ine communications,

will help those who need to know how to plan,

execute and measure integrated campaigns that

encompass bringing traditional and new media

together.

Who is the course for?

Anyone with a responsibility for planning, executing and
measuring integrated marketing campaigns, both online
and of ine. Previous attendees have included brand
managers, marketing managers, campaign managers,
agency account handlers, marketing executives and
customer relationship managers. As an intermediate-
level course it is recommended that you have some
online and of ine marketing experience.

How will | bene  t?

You will gain an understanding of the trends affecting
integrated marketing communications in today’s
consumer and business environments including media
fragmentation, audience shifts in consumption and the
growing reliance on the web and social media. This will
enable you to plan and execute an effective multichannel
campaign utilising both online and @fie media.

What will | learn?

Using case studies and examples, this lively, discussion-
led course will help marketers appreciate the
complexities of multichannel campaigns, whilst also
highlighting key considerations marketers should make
around customer insight, creative, channel selection,
measurement and budgeting. The course is organised in
three key areas: planning and strategy, integration, and
delivery measurement and analysis.

Key learning outcomes

Current trends (media, audience, technology)
that are re-shaping the traditional media landscape

How to research, plan and buy a multichannel campaign

Integrate creative strategy

How to overcome key issues with multichannel
measurement

For more information and to book | http:/econsultancy.com/training | T: +44 (0)20 76814122 | E: training @ econsultancy.com
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Course details

Online Copywriting

People read websites di perently  Tondon

to any other media 12 February 2009
09 April 2009

Studies have consistently found web pages that 11 June 2009

follow online copywriting best practice perform 29 September 2009

better than those that do not. Web pages need to 17 November 2009

follow online copywriting best practice in order to

communicate intended messages and prompt g/learllgrt]’ester 2009

desired actions effectively. This one-day workshop 033 ruso%g

will present well-proven techniques to improve the 04 Nune ber 2009

quality of your online copywriting. ovember

Who is the course for? gj;’;

Anyone involved in editing or writing copy for corporate VAT

websites, intranets or email communication. Trainer

How will | bene ~ t? Tim Fidgeon,
Bimsy

You will gain a holistic understanding of online
copywriting best practice and be con dent in taking
decisions in regard to which guidelines to apply. You will
be able to encourage discussion and facilitate rewriting if
required. An electronic version of the course will also be
made available for free download.

What will | learn?

How to use the four main areas of online copywriting:
legibility, layout, language and logic to draw attention to
key company messages and ensure that they are clearly
understood. You will also cover online copywriting
subgenres including newsletters, search engine
optimisation and accessibility and learn about structuring
content between different web pages, as well as on an
individual page.

Please go online for more detailed information about this
course http://feconsultancy.com/training

Key learning outcomes

Improve communication with your audience

Emphasise key messages

Create links that get noticed and clicked

Structure content to make sense to your audience

You may also like to take our advanced
online copy course see below.

Course details

Online Copywriting —

Advanced Workshop ~ condon

This one-day course fuses advanced online copywriting1l9 March 2009
training with workshop discussion time. Submit work for23 June 2009
feedback from an expert on the day. Other participants 26 November 2009

will also consider your work and contribute with group Cost
discussions. Numbers strictly limited.

£645+VAT
Key learning outcomes Trainer
- - - Tim Fidgeon,
Con dence in your ability to rewrite whole pages Bimsy

Structure content across multiple web pages Please go online

for more detailed
information http://
econsultancy.com/
training

Write content your audience can easily understand

Emphasise key messages

Course details

Online Media Planning

and Buying

London
; ; : 10 Feb 2009
For media agencies, media 02 Apri:“z%rgg
owners and advertisers 09 June 2009
L . . . . ) 16 September 2009
As seismic shifts continue in the ways in which 13 October 2009

audiences consume media, advertising is traded,
channels converge and targeting evolves, today’s

02 December

digital marketer needs to be ready to understand Manch_ester
this new media landscape. This course offers a 23 April 2009
comprehensive look across all media, including 30 September 2009

search, af liate, email, mobile, social & display, to Cost

give delegates the broadest view of digital media £545+VAT
opportunities, challenges, buying methods and key -
) . - Trainer
considerations around the complexities of James Matthewson
lanning, buying and executing online campaigns. . ’
P g. buying 9 paig My Digital Jam

Who is the course for?

Anyone with a remit for acquiring customers online or
building brand awareness via advertising campaigns, for
instance brand managers, digital marketing and campaign
managers, agency account handlers, marketing executives
and media. Some online experience is betial.

How will | bene  t?

You will acquire a broad understanding of the role of
online media planning and buying and of current trends
that in uence this such as media fragmentation, audience
shifts in consumptions, web 2.0 and social media. By the
end of the day, you'll be con dent in planning and
executing an online ad campaign from brief to conclusion
including planning, buying and measurement.

What will | learn?

A practical, discussion-led workshop, it is divided into
three key areas of planning and strategy, how to deliver
an effective display advertising campaign, and delivery,
measurement and analysis. After attending the course,
you'll understand the trends in online media planning and
buying, know the scope and tools available, and the
different trading models used, including CPM, CPC and
CPA together with targeted placements, networks and
auctions. A case study will guide you through best
practice in behavioural targeting. You'll learn about the
importance of analytics and tracking, and the most
relevant methods of measuring effectiveness.

Please go online for more detailed information about this
course http://econsultancy.com/training

Key learning outcomes

Awareness of what digital media trends are reshaping the
online media landscape

Insight into how agencies research, plan and buy media

Understand trading models

Knowledge of how ad-servers work and how to utilise
behavioural targeting




Course details

Online PR and Social

Media Marketing

London
20 January 2009
26 March 2009
. ) . , 19 May 2009
This one-day workshop is the UK’s most popular 21 July 2009

introduction to online PR and social media
marketing. Itlooks at the effect of social media
and Web 2.0 on marketing communications and

15 September 2009
03 November 2009

public relations and provides valuable hands-on Manchester
technigues and tools to enable you to exploit the 24 February 2009
opportunities of User Generated Content. 21 May 2009

03 September 2009

Who is the course for?
Anyone involved in the planning and managing of online01 December 2009

communication marketing: those working in public Cost
relations, communications and marketing, including ~ £495+vat

digital marketing and ecommerce professionals. It is Trainer
suitable for manager and executive level. The course is Michelle Goodall,

also suitable for journalists and academics. Econsultancy

How will | bene  t?

Using a combination of reputation monitoring and
mapping tools and reviewing examples of best practice
social media marketing and online PR, delegates will be
able to understand how to plan and manage their
communications in an age of digital networks — including
how to integrate with other marketing disciplines.

What will | learn?

— How to make your brand/ organisation/clients more
visible in search and through networks

— How to proactively engage with stakeholders and
enhance your brand reputation online

— How to audit and monitor the online environment -
what is being said about your brand/ organisation/
industry. Identifying ‘traditional’ media targets and
other in uencers and their networks

— To appreciate the risks and opportunities of social
media engagement and develop strategies for
reducing the risk of negative brand perception

Key learning outcomes

Understand how online PR and social media
integrates with other marketing disciplines

How online PR and social media tools and
techniques can be used to maximise visibility
and monitor online conversations

Engage with your audience and develop strategies
to manage negative brand perception

Evaluate and measure online PR and social
media campaigns

Course details

Online Reputation

Management London
31 March 2009
14 July 2009

The internet and the rapid growth of social media 08 December 2009

and UGC mean that rumour, opinion and bad news ~ Cost
can spread fast. Negative comments and media £545+VAT

coverage affects our perceptions of brands and Trainer
businesses, can damage Advertising, Af liate, Michelle Goodall,
Search Engine Marketing and Optimisation Econsultancy
campaigns, sales and share prices.

This workshop explores tools and techniques
available to monitor brand, corporate and personal
reputations online. It provides advice on fostering
positive online brand reputation and how to plan
for and deal with online brand attack and negative
comments using case studies.

Who is the course for?

Anyone involved in the planning and managing of online
communication marketing: those working in public
relations, communications and marketing, including
digital marketing and ecommerce professionals. Itis
suitable for manager and executive level. The course is
also suitable for journalists and academics.

How will | bene t?

You will be able to map your online audiences and
identify and monitor conversations that adversely affect
your brand or company’s reputation online. By identifying
and evaluating threats from social media and user
generated content you will tackle negative comment
online and determine the correct channels, teams and
tactics through which to address it.

What will | learn?

How to audit, monitor and measure the online
environment to extract what is being said about your
brand, organisation or industry to pinpoint the primary
in uencers and their networks. You will also be shown
how to set up and develop a rapid response reputation
team, with allocated roles and responsibilities and know
when it is appropriate to seek legal advice.

Key learning outcomes

Online PR and social media tools and techniques to
monitor online conversations and establish networks
of in uence

Develop strategies to manage negative brand
perception and search engine reputation management

The importance of self auditing and choosing the
right team and tools to manage issues online

For more information and to book | http:/econsultancy.com/training | T: +44 (0)20 76814122 | E: training @ econsultancy.com
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Course details

SEO

Public Relations London
26 February 2009
02 June 2009

An important element of search engine 17 November 2009

optimisation (SEO) is to build relevant links. Cost
However, many organisations and agencies risk £545+VAT

damaging their reputation through unethical link Trainers

building practices. This course focuses on how PR Michelle Goodall,
communications and brand engagement can help Econsultancy
improve natural search engine visibility whilst

managing online reputation. Jeremy Spiller,

. . . White Hat Media
Delegates will learn how Online PR and social

media marketing can be integrated into a search
marketing strategy. They will learn how to create a
SEO driven online PR campaign, select the
appropriate tools and develop compelling brand or
business ‘social objects’ and ‘social currency’ to
trigger conversations and manage reputation.

Who is the course for?

Professionals working in public relations, communications
and marketing, as well as those working more spedly
inthe elds of digital marketing and ecommerce. Itis

also suitable for journalists, academics, managers

and executives.

How will | bene  t?

You will be able to take back to your workplace an
understanding of how to plan an SEO PR strategy and
seamlessly integrate it within your wider marketing and
PR strategy. Discover the importance of having a
keyword strategy, and how to optimise your on-site and
off-site PR content. You'll also discover how to map your
online audiences and identify and monitor conversations
and reputation online.

What will | learn?

How to increase visibility within search engines using
online PR and how to access brand information through
techniques such as audience mapping, auditing monitoring.
You will learn the importance of social objects, social
currency and conversationalists and discover how they
trigger brand and corporate conversations with audiences,
customers and stakeholders. On a more strategic level
you will learn how to measure the effectiveness of SEO
PR activity and understand the impact of universal
search and social media.

Key learning outcomes

Ethical online PR and social media tools
and techniques to maximise visibility through
search engines

Develop strategies to improve your search
engine optimisation through on and off site
PR and social media

Evaluate and measure your SEO PR and social
media campaigns

Course details

Search Marketing —
Organic/Natural (SEO)  conon

Optimise your site for maximum 51 ey 2
search engine visibility 14 May 2009
) ) ) . 16 July 2009

Grow your <_)n||ne t_)u;lne_ss with a cutting-edge 10 September 2009
search en_glne optlmlsapon (SEO) strategy for your 11 November 2009
best possible return on investment. Make sure you
spot and take advantage of those quick-win Manchester
opportunities and track results. 05 March 2009

) . ) ) 02 July 2009
SEQisnota myst(_ery: |t_ s about attra_ctlng Fhe right 17 September 2009
customers at the right time. Completing this course
will equip you with the necessary understanding, Cost
technical know-how and insight to build a SEO £495+vaT
strategy that will stand up intoday's  ercely Trainer
competitive online marketplace. David Reilly,

Who is the course for? Barracuda Digital
Effective marketers continually look for ways to enhance

and improve website visibility in the natural search engine

listings. You may manage an SEO campaign yourself,

through an agency or consultant, and wish tarethe

approach to take full competitive advantage of every

opportunity for commercial success.

How will | bene  t?

You will gain the necessary understanding, technical
know-how and insight to build a SEO strategy that will
increase the number of quality visitors to your website
and boost online conversions, and which will stand up in
today’s ercely competitive online marketplace, ensuring
the best possible return on investment. Understand the
key attributes of SEO: website structure, search term
research, content creation and link equity.

What will | learn?

Best practice methodologies and strategic skills to equip
you with the knowledge necessary to plan and implement
a successful SEO campaign for maximum possible
returns. Learn also how to manage your online brand in
order to increase its market share in the natural listings.
Be able to devise a strategy which will measure and
analyse search term performance, key word conversion
visitor traf ¢ from Google, Yahoo and all the main search
engines and competitor activity. You will become an
expert at spotting and taking advantage of quick-win
opportunities and tracking the results.

Key learning outcomes

Understand the key components of a successful
natural search strategy, new SEO innovations and
quick-win opportunities

Re ne your approach to key phrase analysis and
content to increase the performance of your website
on search engines

Understand the importance of usability and design
to maximise your website performance

Improve your reporting and strategies for harnessing
new innovations to boost SEO




We offer you a free research report of your
choice for every training course you take

(worth £150)

Search Marketing —

Course details

Search Marketing —

Course details

Paid (PPC) London International/ London

P . 22 January 2009 HE 25 February 2009
Maximising your paid search ROl 5 5000 Multilingual (SEO) T e 2006
Pay per click (PPC) advertising campaigns offer a gi ‘]OUI:/ ioogOOQ ) » Do OGEr 20T

exible method of maximising website visibility on ctober International or Multilingual SEO offers the Cost

key search engines such as Google, Yahoo, MSN Manchester chance to gain competitive advantage. In many £545+VAT
and Ask. But as PPC markets become increasingly 10 February 2009 industries mterr'!atlonal internet users now Trainer
competitive, developing an effective strategy is 14 May 2009 spend more online than in the UK and these ErllEa
essential to achieving your best possible return-on- 14 October 2009 numbers are growing ata much quicker rate. Oban Multilingu,al
investment (ROI).This course takes you through Cost If your business is currently global or is thinking of
the essentials of planning, managing and £495+VAT going global, this course will show the opportunities
optimising a successful PPC campaign. Trainer that lie in international search marketing and how best

i 1 h each market that i 5
Who is the course for? Robin Richmond, 0 approach each market that is covered

Marketing professionals with a good understanding of BigMouthMedia
the basics of PPC looking to re ne and enhance their
strategy by using the best tools available.

This course will provide you with insight, knowledge
and skills to effectively create and launch your own
international SEO campaigns. In addition it will show
you how to improve upon any current campaigns that
you are currently running globally.

How will | bene  t?

After attending this course you'll be able to evaluate and
ne-tune your PPC strategy to improve clickthrough and

conversion rates, as well as review and expand your

search term sets to maximise performance. Learn how to

effectively track results to maximise ROI through

accurate measurement and analysis.

What will | learn?

How to use the latest techniques and developments,
together with industry-leading tracking tools, to deliver
the most qualied traf c to your site, improve conversion
rates and develop a cost-effective route to market. The
course divides into three principal areas: positioning your
creative, developing a strategy that works and perhaps
most critically, tracking and analysis. Copywriting,
keyword insertion tools, testing, deep-linking, integration
with promotions, bidding strategy, the Google Quality
Score, dealing with click-fraud, understanding latest sales
and the competitor landscape are just a few of the topics
we'll cover.

Key learning outcomes

Develop a logical account structure to meet
your objectives and maximise ROI

Develop a keyword set and advert copy to
maximise your quality score

Receive an overview of bid management and
reporting techniques that will enable you to get
the most out of your campaign

An overview of the latest tools, trends and
new technologies

For more information and to book | http:/econsultancy.com/training | T: +44 (0)20 76814122 | E: training @ econsultancy.com
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Course details

Usability and

User Experience London
. . 28 January 2009

Practical advice for a 2o Maren 3000
pro btable website 12 May 2009

. ) 01 July 2009
As the cost of acquiring traf ¢ continues to grow, 22 September 2009
more website owners see usability as a key value 05 November 2009
generator.

. . . . . . Manchester

This course aims to give a solid foundation to this 25 March 2009
wide-ranging subject through case studies taken 09 July 2009

from ecommerce and non-commercial websites as
well as hands-on experience through workshops

19 November 2009

onthe key principles. Cost
£545+vAT

Who is the course for? '
Anyone involved in website conversion who wants to gaihainer

a better understanding of the principles and learn how &hris R‘_’Ufke'
apply best practice. Suitable for in-house or agency staft/Servision
with some previous experience of website terminology.

How will | bene  t?

You will be able to articulate the business bene ts of user-
centred design throughout the development process.
Understand user experience principles for both secure
and non-secure areas of websites, and the different
usability methods that can be applied during the design
lifecycle. You'll also understand how to perform card
sorting for information architecture analysis and apply
the results.

What will | learn?

The course will help you understand the standards (eg.
ISO 13407) and commercial berts of usability, how to
overcome common barriers and how to calculate the
revenue impact of usability. We look in detail at usability
design principles in the design of navigation (and card
sorting techniques), homepages, page layout, forms and
error messages, and how usability is involved in
merchandising, checkout and persuasion architecture, as
well as the future of usability in Web 2.0 sites and human-
centred design processes for interactive systems.

Working through the usability lifecycle, you'll discover
practical usability methods including persona and
scenario creation, rapid prototyping, creating usability
metrics. You'll also take part in a workshop applying
informal usability assessment and testing methods.

Key learning outcomes

Understand the role and bene ts of usability as
part of an overall ecommerce success strategy

Core usability principles explained and demonstrated
through practical examples

Pro table tips for merchandising and selling online,
from the home page to the checkout

Introduction to user-centred design methods that can
be applied during your site development

Course details

Web Measurement

and Analytics London

: : : : 27 January 2009
Measuring the right things right 31 March 2009
If you and your organisation are to get the best 30 July 2009

. . L 08 September 2009

results from your website, leveraging digital insight 09 December 2009
is essential. This course focuses on using web
analytics and other data sources to improve results Manchester
from your website through analysis of site visitor 29 January 2009
characteristics and behaviour. It will show you how 25 June 2009
to produce a plan to develop the most appropriate 24 September 2009

metrics, tools and digital marketing improvement Cost
process for your organisation.

£495+VAT
Who is the course_for?_ . . ' Trainer
Those already actively involved in online marketing, Neil Mason
either as a manager of aweb marketingteamoras g io0ca '

someone responsible for web analytics. Alternatively, you
may be a marketing manager or agency account
manager who needs to develop a plan to apply digital
insight to drive the business contribution from websites
and emarketing activities you are responsible for.

How will | bene  t?

You will be able to explain what web analytics is and why
itis important to colleagues, and demonstrate how to
improve your digital marketing and ecommerce results
through analytical insight. You will create a framework of
the Key Performance Indicators that matter most to your
organisation, and learn to be able to apply different
analytical techniques to improve the key business process
of acquisition, conversion and retention.

What will | learn?

You'll gain a working knowledge of the tools,
technologies and data sources to improve results from
your website through analysing site visitor characteristics
and behaviour. You'll know how to develop Key
Performance Indicators, and how to create a
comprehensive measurement framework for your
organisation, including processes to ensure reports are
analysed and acted upon. Discover how to drive a
conversion optimisation programme as well as how to
use analytics to drive retention marketing strategies.

Key learning outcomes

Understand how to put together an effective
web measurement programme

De ne the right key performance indicators
for your business

Learn about the use of different tools, services
and technologies

Use analytics to plan and evaluate the effect of
acquisition, conversion and retention-marketing
programmes




Web Project
Management

Course details

London
Project Management with a 2 yanary 2009
light touch speci bcally for web 07 May 2009
projects 07 July 2009

30 September 2009
Managing web projects is dif cult: mixed teams, 04 November 2009
experts in different areas and stakeholders Manchester
frequently pull you in different directions and tight
deadlines add additional pressures. Throw in 22 January 2009

. . . . . 18 March 2009

changing requirements, high expectations, tight 30 Julv 2009
budgets and time restrictions and what is needed is Y
a workable project management technique to 15 October 2009
provide structure and control that's  exible Cost
enough to handle evolving requirements. This £545+VAT
course adopts an agile approach that combines the Trainer

rightlevel of controlwith  exibility.

Who is this course for?

Denis Howlett,
Indigo Blue Consulting

Web managers or marketers who want to discover how
project management tools and techniques can deliver
projects on-brief, on-time and on-budget. It would also
bene t project managers looking for ways to achieve
greater business bene t anexibility, without

relinquishing control, and anyone with an expanding web
portfolio looking to manage resources more effectively.

How will | bene t?

You will discover what makes web projects succeed or
fail and examine the different methods of managing
projects including when each is appropriate. A big plus
will be ensuring that your projects deliver tangible

bene ts over shorter timescales. You will also acquire the
knowledge to de ne the objectives of your web project

to gain the right level of buy-in and support from the rest
of your organisation.

What will | learn?

The fundamentals of project management: what it is,
why projects go wrong, and what's different about web
projects. You will be given an overview of different
project management methods (traditional/waterfall, agile
and incremental delivery) and be shown how to manage
each. The course covers the full project management
lifecycle from the basics of getting started (dimg the
project and scope, prioritising and estimating features) to
delivering in increment and deployment. We’'ll look at the
tools for managing and communicating progress, quality
(test- rst approach) and how to assess and manage risk
to avoid common pitfalls.

Key learning outcomes

Quickly and effectively capture requirements and
deliver on-time and to budget, even in a rapidly
changing environment

Deliver early return-on-investment using agile
incremental delivery methods

Meet all stakeholder requirements by introducing
shared goals

Ensure that the delivery is of the highest quality
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For more information and to book | http:/econsultancy.com/training | T: +44 (0)20 76814122 | E: training @ econsultancy.com



Training Programme 2009

Book online at: http://econsultancy.com/training

Page Course

London

Manchester

6 Accessibility 03 Mar, 03 Jun, 13 Oct
6 Af liate Marketing 24 Feb, 12 May, 08 Jul, 20 Oct, 01 Dec 04 Feb, 04 Jun, 01 Oct
7 Digital Sales — Monetise your Website 01 Apr, 22 Oct
7 Email Marketing 03 Feb, 21 Apr, 04 Jun, 03 Sept, 03 Nov 25 Feb, 09 Jun, 26 Nov
7 Email Marketing - Advanced 05 Mar, 30 Jun, 08 Oct
8 Fast Track Digital Marketing 20 Jan, 10 Mar, 21 Apr, 19 May, 25 Jun, 11 Feb, 06 May, 09 Sept
28 Jul, 22 Sept, 21 Oct, 24 Nov

9 Legal Training for Digital Marketers 05 Feb, 13 May, 15 Oct
9 Managing Digital Teams 12 Mar, 16 Jun, 06 Oct
10  Marketingto Af uent

Customers Online 12 Mar, 16 Jun, 01 Oct, 12 Nov
11 Mobile Marketing 03 Feb, 17 Jun, 07 Oct
12 Mobile Content 22 Apr, 21 Oct
12 Multichannel Marketing 17 Mar, 17 Jun, 14 Oct
13 Online Copywriting 12 Feb, 09 Apr, 11 Jun, 29 Sept, 17 Nov 26 Feb, 03 Jun, 04 Nov
13 Online Copywriting - Advanced 19 Mar, 23 Jun, 26 Nov
13 Online Media Planning and Buying 10 Feb, 02 Apr, 09 Jun, 16 Sept, 13 Oct, 02 Dec 23 Apr, 30 Sept
14  Online PR and Social Media 20 Jan, 26 Mar, 19 May, 21 Jul, 15 Sept, 03 Nov 24 Feb, 21 May, 03 Sept, 01 Dec
14  Online Reputation Management 31 Mar, 14 Jul, 08 Dec
15  SEO Public Relations 26 Feb, 02 Jun, 17 Nov
15  Search Marketing —

Organic/Natural (SEO) 27 Jan, 24 Mar, 14 May, 16 Jul, 10 Sept, 11 Nov 05 Mar, 02 Jul, 17 Sept
16  Search Marketing — Paid (PPC) 22 Jan, 21 Apr, 23 Jul, 01 Oct, 10 Feb, 14 May, 14 Oct
16  Search Marketing —

International/Multilingual (SEO) 25 Feb, 11 Jun, 08 Oct
17  Usability and User Experience 28 Jan, 19 Mar, 12 May, 01 Jul, 22 Sept, 05 Nov 25 Mar, 09 Jul, 19 Nov
17  Web Measurement and Analytics 27 Jan, 31 Mar, 30 Jul, 08 Sept, 09 Dec 29 Jan, 25 Jun, 24 Sept
18  Web Project Management 29 Jan, 26 Mar, 07 May, 07 Jul, 30 Sept, 04 Nov 22 Jan, 18 Mar, 30 Jul, 15 Oct




