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THE IMPORTANCE OF 

ONLINE PRESENCE



2005

2013



• With the improvement of digitization

• 53% of the World’s population is an internet user

• This meant 4 billion people at the beginning of 2018

• Mobile platforms are slowly gaining a majority in online usage

WORLDWIDE



• 647 million internet users in 2018

• Meaning an 80% penetration

• Eastern Europe: 74%

• Northern Europe: 94%

IN EUROPE



HOW ABOUT HUNGARY?

• What percentage uses the 
internet every month?

• What about daily users of 
the internet?

• On average how much 
time do we spend online 

a day?

84%

73%

3.8 hours



• 5 out of 4 Hungarian adults use

the internet

• 65 % use mobile internet

• 7,86 million people have at least

1 mobile device

• 5,8 million people are present on

social media sites

• 4,8 million use mobile platforms

to access their social media sites

WHAT DOES THIS MEAN IN NUMBERS?



• 96% of the adult population has a mobile phone

• Around two third of them use smart phones

• 73% has a desktop PC or a notebook

• 23% of them have a tablet



forrás: https://nrc.hu/news/internetpenetracio/

Internet-penetration is various age 

groups

The number of people regularly 

using their smartphones to access 

the internet

https://nrc.hu/news/internetpenetracio/


HOW DO WE REACH THESE PEOPLE?

• Website

• Active presence on social 

media

• Using free tools provided by 

Google

• Advertisements



THE MOST IMPORTANT TOOLS OF ONLINE MARKETING

• Web analytics

• Search engine optimization

• Google Ads

• Social media, social marketing

• Content marketing (blog)

• Building links

• E-mail marketing (newsletter)



1

Operate quickly and 

effectively on all devices.

Have an informative yet

easy to understand

content. 

To monitor visitors with

built-in monitoring.  

2 3

WE EXPECT A WEBSITE TO:



USEFUL TOOLS

• SEOceros

• SimilarWeb

• Test My Site

• Google Trends

• Google Alert

• Mailchimp

• EmojiCopy

• Canva

• TinyPNG

• Google Analytics

• Google MyBusiness

• Digital Workshop



THE OPPORTUNITIES 

PROVIDED BY SOCIAL 

MEDIA



How many of you use your phones?



forrás: http://nmhh.hu/dokumentum/202180/lakossagi_internethasznalat_2018.pdf

at school, college, university, when I have free time or bored

at work, when I have free time or bored

when travelling by bus, tram, subway, train or car

in bed, before going to sleep

while watching TV

in bed, right after I wake up

in the bathroom or toilet

when I wait in lines or wait for something/someone

while doing housework

while eating

when I’m a guest at someone else’s place

at clubs, concerts, movies or theatres

while doing sports or working out

Compared to the previous year, 

half of the occasions show an 

increase, especially the usage

before going to sleep.

http://nmhh.hu/dokumentum/202180/lakossagi_internethasznalat_2018.pdf


USAGE OF SOCIAL MEDIA ON A 

WEEKLY BASIS

users 

at least 

weekly



CHANGE IN THE USE OF SOCIAL MEDIA 

2017-2018.

The top 7 social media sites’ number of 

visitors generally increased compared to the 

previous year.



Analytics

Timing

Adequate site-type?

Optimize! Aim to call for ACTION.

Content ratio and quality



Gaining followers

Live, IG TV

Username, name, profile picture, bio

Content

Story



1 billion views per day

400 hours of YouTube content per minute

More than 1 billion users

Only on mobile devices has YouTube reached

more people in the United States than any other
TV network

Has a local version in 80 countries and available in 

76 languages.



OPPORTUNITIES 

PROVIDED BY GOOGLE



Accessing Google

users per month



Accessing Google

2.9 Billion

users per month



Google

My Business



WHAT MIGHT BE INTERESTING?



Google Ads



On 27 June 2018 Google announced to revoke the 

AdWords title after 18 years, and simplify titles and brand 

names linked to advertisements.



The default setting for new campaigns will 

be a “Smart campaign” that helps small 

and medium enterprises to start easily and 

efficiently with their advertisement on Ads. 

GOOGLE ADS



TYPES OF CAMPAIGNS

• Search campaign
• it appears under organic results in Google search

• uses keywords the viewers type in – if they meet the keywords we gave

• Display campaign
• appears in Google’s display network and other websites

• multiple approaches (remarketing, interests, keywords, location, topics) 

• Video campaign
• advertisements placed via YouTube

• multiple approaches (remarketing, interests, keywords, location, topics) 

• Universal application campaign
• Increasing the usage/setup of our own application

• multiple approaches (remarketing, interests, keywords, location, topics)



BASIC IDIOMS

Impression: number of views 

CPC (max. CPC, avg. CPC): Cost Per Click – Cost per Click 

CTR: Click Through Rate

PPC: Pay Per Click

Visible CPM: costs per 1000 views



BASIC IDIOMS

Conversion: realizing a personal important business goal

CPA: Cost per conversion 

ROI: Return on Investment

Advertising position: where our advertisements appear

Quality indicator: shows the relevance of the keyword



PUSH - traditional
advertisements

You search for clients.

Anyone can see the message in TV or

magazines.

PULL - Ads with Google

Clients search for you.

Can target keywords, interests, or devices. In addition

the performance can be followed up

TRADITIONAL ADVERTISING VS. ADS



ORGANIC AND PAID SEARCH RESULTS

Paid advertisements 

based on maximum 

CPC and relevance
Organic results 

based on 

reference



IN THESE CASES THE 

CUSTOMER SEARCHES 

FOR THE SUPPLIER OR 

PRODUCT

• We only pay for the results

• Detailed statistics

• Quick producing advertisements

• Specific targeting of location, time and 

language

• You can advertise anywhere in the

World

• Follow conversion

• Full control over expenditures

• Advertisements are only visible to

those interested

SEARCH MARKETING



The top position always goes to the highest ranking advertisers. The quality indicator is an 

index that Google assigns to the keywords.

High CTR generation at keywordsClick-trough rate (CTR)

Relevance

Quality of the target website

Clear link: keyword → advertisement → target

website

Relevant, original, transparent, easy to navigate

WHO CAN BE ON TOP OF THE LIST?



WHO CAN BE ON TOP OF THE LIST?

The placement of ads defines the 
advertisement’s rank in the auction.

The ranking is a score which is 
calculated based on the offer and the 
quality indicator.

https://youtu.be/MBmPtduElkM

https://youtu.be/MBmPtduElkM


QUALITY INDICATOR

CTR

Target website

Past account productivity

Other relevant factors

Relevancy of the advertisement text

Keyword relevancy



STRUCTURE OF AN ACCOUNT

ADWORDS ACCOUNT

Unique e-mail addresses and passwords

Billing information

Campaign

Daily budget

Targeting by language and location

Correcting offers

End date

Advertisement group

Keywords

Advertisements

Advertisement group

Keywords

Advertisements

Advertisement group

Keywords

Advertisements

Advertisement group

Keywords

Advertisements

Advertisement group

Keywords

Advertisements

Campaign

Daily budget

Targeting by language and location

Correcting offers

End date



ACCOUNT LAYOUT

Each 

segment of 

a website 

can be 

shown as a 

campaign



DUVET CAMPAIGN

PEN-FEATHER 

advertisement 

group

pen-feather Baby Duvet 
Sale

Oder online now! www.peterspaplan.hu

FEATHER 

advertisement 

group

Feather Duvet Sale Oder online now! www.peterspaplan.hu

WOOL 

advertisement 

group

Wool Duvet Sale Oder online now! www.peterspaplan.hu 



KEYWORD CORRESPONDENCE

General correspondence

General correspondence modifier

“Phrasal correspondence”

Exact 

correspondence



GENERAL CORRESPONDENCE

General correspondence is a default setting for every keyword. 
Advertisements may show up on search results including typos, 
synonyms, similar searches and other relevant variations.

For example if the keyword is “hats for women”, those users might come 
across it who searched for “buying hats for ladies”.

Keyword example: hats for women
Search example: buying hats for ladies



+ GENERAL CORRESPONDENCE MODIFIER

Modifies the generally corresponding keywords with a + sign (eg. +keyword).

The advertisements may appear for those searches that include the modified 

generally corresponding expressions (or similar variations, but no synonyms) 
in any order.

Keyword example: hats+women
Search example: hats for women



“PHRASAL CORRESPONDENCE”

At these times only those users see the advertisement who exactly searched 
for the given keyword, or something very close to it, or typed extra words 
before or behind the keyword.

The phrasal correspondence is more targeted than the default general 
correspondence, yet more flexible than the exact correspondence.

Keyword example: hats for women
Search example: buying hats for women



[EXACT CORRESPONDENCE]

The ads will only appear if the user typed in the exact keyword or similar 
variations. Similar variations include expressions with switched up words (if 
the switch-up does not change the meaning) or those words (prepositions, 

conjunctives, articles, or other words that won’t modify the searched option) 
that only derive from the expression in function.

Keyword example: [ladies’ hats]

Search example: hats for women



- EXCLUDING CORRESPONDENCE

The ads show up in searcher that do not contain the expression.

For example if you operate a cap and hat business, but you don’t sell baseball 
caps, you may add the “-baseballcap” expression as an excluding keyword, so 
your advertisements wouldn’t show up on users’ search results, who are 
seeking for baseball caps

Keyword example: -baseballcaps
Search example: hats for women



THE TEXT OF THE ADVERTISEMENT

• In order to achieve higher CTR and circulation

• should be easy to understand

• should describe the sales and benefits in numbers

• Inspire clear action

• trying at least 2-3 advertisement messages per advertising groups

• important keywords should be included verbatim in the ad (by dynamic

keyword inserting)



OPTIMIZING THE TEXT

• Target pages:

• Target page = the user gets here after clicking on the advertisement

• The user expects quick, clear and appropriate information

• In case the page is not relevant enough the user might “bounce”  -bounce rate

• What could be a target page?

• Main page - if there’s no better option

• A sub-page regarding the exact product – a better option

• A well-planned, special target page - the best option!



A GOOD TARGET PAGE 

• Reacts to or continues the advertisement

• Displays the main thought and benefits

• The stylistics and style of the advertisement can be detected. 

Repeating the keyword.

• Motivation for action!

• Cutting off external links (not helpful if there are too many ways to
leave the page)

• Simple, not long (yet there are expectations…)

• Loading time, runs on all browsers!



ADVERTISEMENT EXTENSIONS

Location extension: Worth using if you want your customers contact 

your company’s premises. (eg. shops or restaurants)

Call extension: Add a phone number or a call button to suggest 

users to give you a call.

Send text extension: To send text messages instantly. Available on 

the level of global campaigns and advertisement groups.



ADVERTISEMENT EXTENSIONS

Inner link extension: Your visitors can instantly be forwarded 
to specific pages of your website (eg. Opening hours, instant 

order, etc.).

Highlighting extension: You can add extra text to your 

advertisement. (“Free shipping”, “24h customer service”.



CAMPAIGN SETTINGS

• At the location settings you can set your article only to appear for
those users that are located at a given location or searched for the
given text, or both (recommended to leave it on the default setting)

• With excluding IP addresses you can rule out the IP addresses of office
workers, so the data would not be distorted

• Devices (set which devices shall display your ad, you can add or lower
in percentages for each device – can be set for each advertisement

group)

• Status of the campaign (enabled, paused)



• Setting campaign goal (sales, getting potential clients, increasing circulation on the
website)

• Important, because the system will set the campaign according to our goals

• Spots where the given campaigns ads show up – or spots you want to exclude

• Languages in which you want to reach the users (it is recommended to add English 
language in Hungary)

• Choosing an offer strategy

• Daily budget (the system handles this monthly, you may spend more than your
daily budget, but in the average of 30 days it will probably not exceed the budget
limit per day)

• Start and end date (if there’s no end date given than the campaign will forever)

• Rotating ads (determines the rotation of the ads in your campaign, by optimizing, it 
will adjust to the campaign goal or the given advertisement group)



LET’S SEE HOW THIS WORKS IN 

PRACTICE!



This document has been produced with the financial assistance of the 

European Union through the Interreg-IPA Cross-border Cooperation 

Programme Hungary-Serbia. The content of the document is the sole 

responsibility of Southern Great Plans Region Social Research 

Association and can under no circumstances be regarded as reflecting 

the position of the European Union and/or the Managing Authority of 

the Programme.



Web: http://www.interreg-ipa-husrb.com


