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New Products vs. New Markets

We need to first evaluate how to grow by examining the
product-market expansion grid.

Existing Products New Products

Existing Market Penetration Product Development
Markets
- Market Development Diversification
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Agenda Today

» Chaffey: Chapter 8- Digital Marketing (or e-marketing)
» Digital Marketing Plan
» Situational analysis for e-marketing
» E-marketing Objectives
» E-marketing Strategy (and segmentation, targefingitioning)
» Tactics (7Ps)
» Online branding
» Consumers on the Intern&ignsumer behavior)

» Digital Advertising strategiesA@vertising)

— 1 — Digital Marketing Definition




- 5~ What is digital marketing ?

Digital marketing has been described simply as ‘achieving marketlng
objectives through applying digital technologies’ (Chaffey nd EII|s- ‘
Chadwick, 2012)

Introduction Definition

company and its brands use its websiteProader scope since it refers t0 any\ use 0/,‘

together with other digital platforms and technology to achieve marketi\ng objectlvesy/

and social media and email marketmg to perspective.
interact with its audiences in order to add
value to its brand and so meet its marketing
goals.

4@ Operational processes \'
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Acquisition Propo:iggzedr:\i;?o,pmenl a'::t;?(t)m
Search engine optimisation Proposition development Proposition development
Pay per click search Content creation Outbound communications

Partnerships / affiliates Content management Email marketing
Online ads / sponsorship Merchandising Customer management
E-mail marketing Site usability and accessibility Touch strategy definition

Online PR Design and development Loyalty programmes
Offline campaigns Customer service Personalisation

Supporting processes

<eﬁormance improvement including Management Information, web analytics and customer analy:sis>

< Design guidlines and operating procedures, e.g. social media marketing >
< Technical infrastructure including service level management >
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4( }? - Management processes \\
C N
Strategy and planning Managing relationships
Creating the vision Interfacing with
2 Assesing technological innovation senior management
(7]
2 Market analysis Interfacing with marketing
g and competitor benchmarking and corporate communications
o
= Financial analysis and . .
é modelling Interfacing with IT
S Defining the multichannel customer Staff development, education
g experience. Managing customer information and retention
§ Annual planning and Managing external relationships.
budgeting Vendor selection and management
IT Project and campaign planning and Managing improvement
9 Y, management and change
Integration with overall marketing strategies! LU as Mple!

4@ Digital marketing defined \

Digital Marketing Inbound Marketing Content Marketing

Digital marketing, which Inbound marketing is Different conte ttypes such
can be considered powerful since advertising as videos and uyers gurdes
to have a broader scope wastage is reduced. Content on e-commerce\sites can heIp
since it refers to any use of ~ and search marketing can be attract visitors t ough search
technology to achieve used to target prospects with engines and, since| engagrng
marketing objectives and a defined need — they are content / a
has an external and an proactive and self- selecting. is more likely to be shared
internal perspective. Thisis  (Earned media, KOL) within social medra \ ‘
more consistent with the encouraging vrsrtorgs to a srte
concept of digital business, [ N
which involves managing To break through \/

both internal and external

marketing clut
digital communications. :




Content Marketing

Awareness

To break through the e-
marketing clutter!

An example: The Guardian,
WWF

|euoney _ |euoijows

Purchase
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Digital marketing planning

» Situation analysis - Where are we now?

» Action- What is our plan?

» Control- Did we get there?

* Objectives- Where do we want to be?
» Strategy- How do we get there?

» Tactics- How exactly do we get there?

4@ SOSTAC- a framework for digital marketing planning \

How do we monitor performance?

= 5Ss + web analytics - KPis

= Usability testing/mystery
shopper

C ner i jon surveys
Site visitor profiling
Frequency of reporting
Process of reporting and
actions

The details of tactics, who does
what and when

« Responsibilities and structures
= Internal resources and skills

= External agencies

Where are we now?
* Goal performance (5Ss)

= Customer insight

= Digital marketplace SWOT
= Brand perception

= Internal capabilities and resources

L)

Actions

AR

Objectives
A

(!

Strategy

3

Tactics

=

How exactly do we get there?

(the details of strategy)

= Digital marketing mix, including: the
communications mix, social networking.

what happens when?
= Details of contact strategy
= E-campaign initiative schedule

Where do we want to be?
5Ss objectives:

= Sell = customer acquisition and
retention targets

= Serve — customer satisfaction
targets

= Sizzie - site stickiness, visit
duration

= Speak = trialogue; number of
engaged customers

+ Save = quantified efficiency
gains

How do we get there?

= Segmentation, targeting and
positioning

* OVP (online value proposition)

= Sequence (credibility before
visibility)

= Integration (consistent OVP)
and database

= Tools (web functionality, email,
IPTV etc.)
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%{3\)— Situation analysis

To inform
online Digital business Q
revenue objectives Opportunities
contribution . /
Product
Digital marketing SLEPT Price

plan Constraints Place

Differential
advantage

Digital marketing
budget, staff
channel partners

1/8/2019



4@ Typical Internet SWOT analysis example

The organization

Strengths-S

1 Existing brand

2 Existing customer base
3 Existing distribution

Weakness-W

1 Brand perception

2 Intermediary use \

3 Technology/skills(poor web e perlence)
4 Cross-channel support

5 Churn rate

Opportunities-O
[l Cross-selling
P New markets
3 New services
1 Alliances/co-branding

SO strategies

Leverage strengths to maximise opportunities=attackingestra
Examples:

1 Migrate customers to web strategy

2 Refine customer contact strategy across customenylife or
commitment segmentation(email, web)

3 Partnership strategy (co-branding, linking)

4 Launch new web-based products or value-adding experienceg
bideo streaming)

WO strategies |\ ‘
ICounter weaknesses through ex I0|t|ng opportumnes- bulid
strengths for attacking strategy \

Examples: \
1 Countermediation strategy(creat orr acqwre)
2 Search marketing acquisition straj egy

3 Affilate-based acquisition strategy| |

“eRefine customer contact strategy(émall web)
JAR

Threats-T

[l Customer choice(price)

D New entrants

3 New competitive products
K Channel conflicts

b Social network

ST strategies

Leverage strengths to minimise threat= defensive giyate
Examples:

1 Introduce new Internet-only products

2 Add value to web services- refine OVP

3 Partner with complementary brand

4 Create own social network/customer reviews

WT strategies
ICounter weaknesses and threats
strategy

Examples:
1 leferentlal online pr f

—@ Customer demand analysis:

What percentage of customer businesses have access to the Inte net’7

Internet?

help to quantify objectives!

What percentage of members of the buying unit in these business s hasetcatmes

What percentage of customers are prepared to purchase your papti dlart onllne’?

A

What percentage of customers with access to the Internet arepmlept purchase

online, but are influenced by web-based information to buy products @fﬂlne’?

features such as blogs, online communities and video? (CB)

What is the popularity of different online customer engagement deV|ce

What are the barriers to adoption amongst customers of

we encourage adoption?

ifferent chandéisw can
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Competitor analysis: \

Competitor benchmarking has different perspectives which serve di

Different aspects of the customer life cycle

In-sector and out-of-sector

1

2

3

4, Qualitative to quantitative \
. /an
6 Financial to non-financial measures

7

From user experience to expert evaluation

/

"4 — Objective setting

o

1/8/2019
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Objective setting \

Table 8.3

Effective digital marketing plans are based onrtyedefined/quantifiable objec |Ves since these
will inform and help in communicating the strategjie \
Strategies are agreed to be most effective whgnsigport specific business o Jectlves an
example shows below ‘

The relationship objectives, strategies and performance indicators for a B2B company (ln order of
priority) \

Objectives

Substantiation (informed
by situation analysis or
insight, example)

Strategies to achieve
goals

Key performance
indicators (critical success |
factors)

1 Acqursrtlon

Based on growth forecast
based on current sales

Start affiliate marketing

verall CPA for online sales.
Incremental number and %

programme and
of 40,000 sales per year,
but with incremental sales
year at an average cost  arising from new affiliate
per acquisition (CPA) programme and SEO

of £30 with an average tgevelo

s S earch £ ngme
profitability of 5% Optimization

improve SEO. Existing f sales from affiliate

media mix based on pay- m ing programme

per-click and display Number of strategic

advertising supported by keywords ranked in top

offline media positions in natural search
results page

cusfomers this financial

Online revenue contribution \\

Customer base (%)

Definition: An assessment of the direct contribution of therimét or other
sales, usually expressed as a percentage of osaled revenue.

» Figure 8.12 gives an example combining the onlewenue contribution a d\ the online
promotion contribution as a forecast based on ntimkeesearch of demand! analy5|s ‘
and competitor analysis. \

10026 —
75%% —
Online promotion Reach
contribution (26) - online (26)
50%6 — Online service _ Enquire
contribution (26) o online (26)
Buy — online
Online revenue e-commerce
25%% — - - o, =
contribution (26) sales (26)
(or leads)
o T T 1
Current +2 +5 +10

11



4@ Strategy of a digital marketing plan \

* The strateqy element of a digital marketing plan
defines how digital marketing objectives will be
achieved.

« Strategy definition has to be tightly integratetbi

the digital marketing planning process since diglfa A

situation analysis to objective setting to strat: " g/y*)‘f
definition. A

4@ Market and product/brand positioning \

Strategic alternatives can be evaluated using the options. As the risks |nvolved
with the four options of market penetration, market development product
development and both market and product development-diversifi atlon

trategle

Today for consideration as part of digital marketing strategy, cong nle

should ask the following questions A
1. CanIoﬁeraddmonahnkwmaUOnorUansacUanwcestornvexwﬂnqcust}ner\
base? AL
2. Can | address the needs of new customer segimgnépackaging my currenf‘ \
information assets or by creating new business [®itipos using the Internet" V1 \
3. Can | use my ability to attract customers toagate new sources of reve‘ e sUch as
advertising or sales of complementary products? /
4. Will my current business be significantly hadvy other compani€s prbvi’ding some
of the value | currently offer?

1/8/2019
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Target market strategies (based on CB and segmentation)

We need to analyze the target market in more detail to understand theianéeﬁ\[mentia
and then develop a strategy to satisfy these markets to maxiwve
marketing strategy and involves the four stages shown below.

Informed by

Stage of target marketing

ee This is target

Informs

Market research
and analysis of
customer data

Demand analysis

Segmentation

Target marketing
Evaluate and select
target segments

i

= Market segment definition
= Persona development

= Customer experience requirements

= Select online targeting

= Target segments

= Online revenue contribution
for each segment

= Customer life cycle targeting

CTore brand proposition

Positionin = Online value proposition
CompSttosenalvele Identify - = Online marketing mix
e for each segment « Life cycle brand development
‘ and proposition messaging
Evaluation of Planning = Online marketing mix
resources Deploy resources Sisestructiing

to achieve plan

= Automated online customer
contact strategy

Target market strategies \\

Targeting variable

Examples of segments and potential online targeting
attributes

1 Relationship with company

2 Demographic segmentation

3 Psychographic or attitudinal
segmentation

4 Value

5 Life cycle stage

6 Behaviour

New contacts (prospects), existing customers, lapsed
customers

B2C: Age, sex, social group, geographic location

B2B: Company size, industry served, individual members of \
decision-making unit \

Attitudes to risk and value when buying, e.g. early adopter,
brand loyal or price conscious

Assessment of current or historical value and future value.
Valuable customers can be targeted and given special
promotions as part of a VIP or customer club

Position in life cycle, related to value and behaviour, i.e. time
since initial registration, number of products purchased,
categories purchased in

(a) Search terms entered into search engine (Table 8.1)

(b) Interests shown through content shared or liked on social
networks. Companies can target users of Facebook,
Linkedln and Twitter with ads using this method.

(c) Responsiveness to different types of offers (promotion or
product type)

(d) Responsiveness to campaigns in different channels
(channel preference)

(e) Purchase history in product categories including recency,

frequency and monetary value (Chapter 9)

1/8/2019
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Content strategy \

It requires (company need to know)

» Quality, compelling content — content is still king! \ \
» Quality writers to create quality content who mayifter al staff or
external freelance writers. |

the content. A
> Investment in software tools to facilitate the @ss. e

different audiences will engage with. VAR
» Careful tracking of which content engages and m:dasnot

» An editorial calendar and appropriate processhedugle a “\d dellver\\

> Investment in customer research to determine thmnoth \ /

- 5 — Strategy

Characteristics of digital media communications

1/8/2019
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The differences between the new media and '\
traditional media has been developed by |
MecDonald and Wilson as the  61s" of | |
digital marketing

73

Interactivity \
m * Inter ctlwty is a key
Company Customer char ctensuc of the

< Intern t
Direct response e Traditl nal media have

limited mteracuon Wlth the

Traditional TV, print, radio media

(a) Direct mail communications custo n
e Pull& ush marketmg
Interactivity commu ,|cat|on ‘ ‘
DTS IO0E T LD * Internet éncourage two- Wa

communl\catlon \nd extend

Company Customer

)

Intelligence

(b) Two-way feedback

Figure 8.16 Summary of communication models for (a) traditional media, (b) new /
: media /

1/8/2019
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Intelligence

® Internet is a relatively low-cost method of
collecting marketing research, particularly a
customer perceptions of products and servi

mining!

® Internet can be used to create two-way feet
which does not usually occur in other medit
responded main concerns of the customer and
explain what they were trying to do to resol
this problem.

® Potentially companies can respond in real t
to buyer behavior.

B senizgio, FiFiki20/16ShRnLsF#E, B)

Example I\
- 130fTHeFS, SARAHT, HRAER

Zalt, RERETHUNT, FETGE, MRS

B 1sEDRmiRag, WERERE, BEEEttT!

= YR

/o \
/o \
\1 \ \

TETTER T, BR-REAFTEN, MEANERRNTLE

AR

Ql;‘ B RHER SR, IR TS
h‘ L%

Individualisation ———

« Another important feature of interactive
marketing communications is that they can
be tailored to the individual

* Unlike traditional media where the same @
message tends to be broadcast to everyone

* The process of tailoring is also referred
to as personalisation and is an important
aspect of achieving customer relationship
management online.

- There have two different personlisation

(Two examples for this) o

Figure 8.17

@ Customer
oo | ()| oo
Same message
to all customers .
(or customers in ustomer
each segment)
f 7 Customer B
[
Company Customer
-y
Different messages %
to each customer
(or customers in Customer |
micro-segment)

Summary of degree of individualisation for (a) traditional media (same
message), (b) new media (unique messages and more information
exchange between customers)

1/8/2019
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()~ Example 1 : diy BRI THENEIEH 2 AT EMEN ogo— 3
FEESFAF HOSR REESREDE
Customers can customize produ
according to their preference.
J

1/8/2019

@8 Example 2 : online recommendation o
~ agents! \ v -
There is an example for Taobao, according to the customer in @;;,::‘i;y,g] -
taobao's browsing history, they will have a function like “guess what
you like”, and then recommend you similar products. Besides, it’s
also have another recommendation which from other customers also
SOM” QWJ RER e m \ 3
2i= Rkl - 23 KLl = “ ' ,; B [éE::-;:.:-:U”-]%EJHUGJ

¥15.9 ¥17.9 ¥49.9 ¥13.8 ¥18.9 & (997
= (Emn-ERASsOR O (SERBHEAN000) 8 (SROR EsmEesoes]  (EWE-EECS00] SABAE  [SRINE_ESSRIG) $ ¥13.80
A 75846 -] B# 61782 -] B 144188 -] A 2965 -] At 9612 -] [BENEF(C80g) TARFT
- i T o o
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.ﬁ [ntegration
(multi-channel

and platform)

* The Internet provides
further scope for integrated
marketing communications.

* This figure show that there
are many different media
channels between company
and customer. And this
channel are also offered by
intermediaries.

Company

Fi A Chan

Intermediary

Web

Email

A

Phone

Y

A

Mail

Y

Y

A

Person

Customer

nels requiring integration as part of integrated digital marketing

Integration

Mixed-mode buying:

The process by which a
customer changes between
online and offline channels
during the buying process.

It is a key aspect of devising Mail,
online marketing phone,
communications since the e
customer should be supported

in changing from one channel

to another.

Offline Online
Product Product
evaluation evaluation
Decision to Decision to
purchase purchase

1 T
L
Y 2 Y
Specify Specify
purchase purchase
3
Payment Payment
4
Lt J
Y 5 Y
Fulfilment
Fulfilment (digital)

Figure 8.19 Channel integration required for digital marketing and mixed-mode buying

1/8/2019
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%{X}F Industry restructuring

company developing a digital marketing strategy.

[ Dlsmtermedlatlon sales their product directly.

when they buy the product, so this creates newanedl
® Countermediation: build or buy existing medium /

Independence of location \\

Qiiiﬁfﬁ.ﬂmgmﬁ;;ﬁ
® Electronic media also
introduce the possibility of
increasing the reach of
company communications
to the global market.

AR E

T Bimts

A s

Shzoratkorain
FLEERL A
2T F

2 wuFra
0, e
5 BEBRFE
A e
1R BERE

This gives opportunities tc
sell into international

markets that may not have
been previously accessibl

g mxma

SIRIEGmBE®R
The Internet makes it
. possible to sell to a countr
| without a local sales or
customer service force.

@ @

MBYLEIE  PICCIESR AR

@

TAURBRE ESHEREE REER TXEEHIBE

Lroin | men
ENNENNTR

#H%08:0078
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. _
%\/ 6 — Tactics

—@ Marketing Mix

demand for products within target markets.

Using the Internet to vary the marketing mix

Prod P d Price Place People P Physical evid
* Quality * Marketing = Positioning || * Trade * Individuals = Customer * Sales/staff
= Image communications || * List channels on marketing focus contact
= Branding * Personal = Discounts = Sales activities = Business-led experience
= Features promotion * Credit support * [ndividuals = |T-supported of brand
= Variants * Sales * Payment * Channel on customer = Design * Product
* Mix promotion methods number contact features packaging
* Support *PR * Free or * Segmented * Recruitment * Research * Online
« Customer * Branding value- channels * Culture/ and experience
service = Direct added image development
= Use marketing elements * Training
occasion and skills
= Availability * Remuneration
* Warranties
Figure 8.20 The elements of the marketing mix

1/8/2019
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Product

Internet-related product decisions can be usefully divided into de |S|onBrajfEhe
core productand theextended product W\ \
Core product: The fundamental features of the product that meet t e user’s needs
Extended product: Additional features and benefits beyond the cor product

that it can be updated more regularly.

The Internet also introduces options aass customizatiorof products
Mass customization:Using economies of scale enabled by technolo
versions of products to individual customers or groups of custom

In some cases, an online version of the product may be more valua ,1e to customer< i

Product

Companies can also consider how the Internet can be used to cha
combination of products offereBundling is a further alternative.

ge the range or

Bundling: Offering complementary ser

Example: When you buy earplug,
the seller will offer other goods for
you. Like this eye-patch. You can
use very favorable price to buy 2
products.

LR EEE ¥1288 3DI{ABEAREREE ¥ 149

5v18.81¢ GO*

5 ¥

1/8/2019
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Product \

Companies such as publishers, TV companies and mibeia owners who cal offer dlgltai
products such as published content, music or videashave great flexibility offer a range
of product purchase options at different price poincluding:

e Subscription

e Pay-per-view

e Bundling

e Ad-supported content

will have to roll out new products more rapidlyitdernational markets.

tlon of new
rough the Internet

Word-of-mouth communication has a tremendous impadhe rate of ad
products and we can suggest this effect is oftbiaeced or facilitate

Price \

Price variable: Price element of the marketing mix that invahedisin
product prices andpricing models

Pricing models:

Describe the form of payment such as outright purchase, auction, rental
volume purchase and credit terms. \

Dynamic pricing (Uber, advertising exchange)

1/8/2019
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Price

1 Increased price transparency and its implications on differential pricing (of me
online: web, mobile, app differences are disappearing!) I\

2 Downward pressure on price (including commoditization)

3 New pricing approaches (including dynamic pricing and auctions)

4 Alternative pricing structure or policies

1/8/2019

Price

3 New pricing approaches (including dynamic pricing and auctions)

Dynamic pricing : Uber

pply and,d’émand)

(Adjusting price according to the relation between market

23



Price

Aggregated buying : Taobao

A form of customer union
where  buyers  collectively
purchase a number of items at
the same price and receive a
volume discount.

B
Lk ]

i 8 H T W AR RRFE)LEAA
REWEHRE

B8 ssumox

113 CMHK 7

B3k

P

&

[rapp

3 New pricing approaches (including group buying 8 %, dynamic pricing and auc 'dps)

F¥10:37

[GERRE L

HP§205T (REBIR

7O aa%m)

< -

00

0FFiE

RN R ST _(CLEDIREPIRII B R BRI AM
TRENRET

REEE

Price

4 Alternative pricing structure or policies

month or a lease arrangement.

f.  Order cancellation terms

Further pricing options which could be varied online include:

a. Basic price

b. Discounts

¢. Add-ons and extra products and services
d. Guarantees and warranties

e. Refund policies

The Internet offers new options such as payment per use, rental at a fixed cost per

1/8/2019

24



Place \

Place: The element of the marketing mix that involves distributing pro ucts to
customers in line with demand and minimising cost of inventory, transp r‘pand
storage. “‘

The main implications of the Internet for the place aspect of the mix:

1 Place of purchase
2 New channel structures
3 Channel conflicts

4 Virtual organisations

Place \

1 Place of purchase

at an intermediary or is procured on a customer s site.

i
1

2 New channel structures

vl
A

|

4

New channel structures such as changes introduced by disintermediati I

reintermediation and countermediation.

1/8/2019
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Place \

3 Channel conflicts

A significant threat arising from the introduction ah Internet ch nnel IS that
while disintermediation gives a company the opportunity to sell d'rect arrdaﬂe
profitability on products, it can alsthreaten distribution arrange ents Wlth

existing partners. \

Internet channels can take these forms:

* a communication channel only;

* adistribution channel to intermediaries;
* adirect sales channel to customers;

* any combination of the above.

Promotion \

Promotion: The element of the marketing mix that involves \
communication with customers and other stakeholders to inform
them about the product and the organisation. ‘

Specification of the promotion 1s usually part of a

communications strategy. This will include selection of targt\\
markets, positioning and integration of different commumcatlons
tools. /)
The Internet offers a new marketing communications chann
inform customers of the benefits of a product and ass;

buying decision.

26



Break

- 7 — Online branding

1/8/2019
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4@ Online branding \

How to build successful online brands? \
Organisations should consider how their proposition can build on the e pbsarttle
promises: |
» the promise of convenience — making a purchase experience more con\kﬁsmethEt
real-world one, or that with rivals;
» the promise of achievement — to assist consumers in achievingobés for example
supporting online investors in their decision or supporting business edpmrlday to-
day work; o
» the promise of fun and adventure — this is clearly more reIevaanbrsBr\wces
» the promise of self-expression and recognition — provided by personalmlmes
« the promise of belonging provided by online communities. |

fequires delivering
and promised /

De Chernatony (2001) suggests successful online brandi
three aspects of a brandtional values, emotional valu
experience.

@ \
Online branding M4T aa k%7

The importance of brand online

The Internet presents d double-edged swofd to existing brands. éonsumer Who
already has knowledge of a brand is more likely to trust it, but loya ty cdadneased
because the Internet encourages consumers to trial other brands. | |

\

Key aspects ofreating a positive customer experiencare: |
+ Content quality. A
» Adequate performance of website infrastructure in terms ofedoitityy and downloa o] speed
» Ease of contacting a company for support. v 4
» Quality of response to email enquiries and fulfi Iment quality.
» Acknowledgement of customer privacy.

» Reflecting and supporting the characteristics of the offlirie brand, 4

28



- g — Consumers Online

Consumer Online: The Internet Audience and ConsuBrlavior

» Internet Traffic Patterns: The Online Consumer Profile
» 3.2 billion people had access to the Internet (2017).

» However, the growth rate has slowed. The “E-commerce” business n1th
double-digit growth rate in the online population anymore. \

» The usage intensity and scope has increased: greater amount qn‘ann&sg 2
hours a day), more devices (e.g., mobile smartphones and tablets)

» About 51% internet users access the Internet with a mobile deV|ce_

1/8/2019
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Consumer Online: The Internet Audience and ConsuBrlavior

» Community Effects: Social Contagion in Social Networks

» For physical retail store, the most important fagoshaping sales is location, Idpétion,
location. |
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Consumer Online: The Internet Audience and ConsiBrh vior

» Online vs. Offline Purchasing Decision Process

\

5- Post-purchase

1- Need 2- Search 3- Evaluation | 4- Purchase
recognition of alternatives behavior
Offline Mass media Catalogs Reference groups Promotions Warranties
: : TV Print ads Opinions leaders Direct mail Service calls
communication Radio Mass Media Mass media Mass media Parts and repair
Print Media Store Visits Store visits Print media Consimer groups
Social Networks Social Networks | Social Networks Social Networks
Online Targeted banner ads | Search engines | Search engines Online promotion | Communities of consumption
communication Targeteq event Olnllnfe .catalogs Olnllnfe .catalogs L(l)tterles Newsletters .
promotions Site visits Site visits Discounts Customer email
Targeted email Product reviews Targeted-email Online updates
Social Networks Social Networks | User evaluations Flash sales Social Networks

Social Networks

» Social network plays many major roles in affecting the decision procye‘s’/s.

1/8/2019
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Consumer Online: The Internet Audience and Cons(Bee vior

» Shoppers: Browsers and Buyers » E-commerce is a generator of Offhne commerce

» Online traffic is also driven
shopping.

» Why 27% don’t buy?(Basket bandonment)

» Trust factor

» online merchants will cheat y ,U“

» lose your_credit card mformaﬁon

i

» use personal information you @lve themto lnvade
your personal privacy; / \

» bombarding you with unwantede“ il
ads. %4

ofﬂlne brands and

» Hassle factors (promotoin'

rrangement returns; and
nd feel the product

» Shipping costs an

WDid not shop or buy online BShopped online but did not buy BOnline buyers inability to touc

/

Consumer Online: The Internet Audience and ConsBebk vior

» Shoppers: What shapes the decision to purchase?
» Utility and Trust

» Utility (value): good deals, bargains, convenierared speed of delivery

» Is determined by perceived benefits/ price

» Trust: Sellers can develop trust by building stroggutation of honestmé_e\s\,
and delivery of quality products. Being “transpangnin pricing, for example \

» What is a fair price?

» pricing is equal parteconomics andpsychology...
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- 9\:}— E-Marketing Strategy

.

Digital Advertising Strategies

» Multiple Channels to meet your prospective onlinetsoppers

Type of Marketing Platforms Function
Web Site Traditional Website (Ford.com) Anchor Site
Traditional Online ¢ Search Engine Marketing (Google) * Query-based intention marketing
Marketing ¢ Display advertising (Google) * Interest- and context- based
marketing; targeted marketing

Social Marketing ¢ Email ¢ Permission marketing

¢ Social networks (Facebook) * Conversations, sharing

¢ Micro blogging sites (Twitter) * News, quick updates

¢ Blogs/forums (Pinterest) ¢ Communities of interest; sharing
Mobile Marketing ¢ Video marketing (YouTube) * Engage; inform

¢ Game marketing (Candy Crush) * Identification

¢ Smartphone/Tablet site (m.ford) * Quick assess, news, updates

* Apps ¢ Visual engagement

1/8/2019
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Digital Advertising Strategies

a) Web Site:

» Establish the customer relationship and create customer experience, includi g
the search, informing, purchase, consumption, and after-sales support for its| '
products, services, and various retail channels.

&

Digital Advertising Strategies
b) Traditional Online Marketing:

» Consider “Internet” as an alternative way for atgerg.

» Online advertising: a paid message on a Websiteeoservice, or other inter ct|ve
medium. |

» Online advertising spending for selected formaiB(ilions)

Format 2013 2017 Average growth rate \
. 0 "‘
Paid Search $19.6 $25.6 8.1% » Ad targeting: ti e sendlng Of
0,

Banner ads $8.6 $12.2 7.4% market message to S\ eCIfIC
Video $4.1 $9.2 26.6% subgroups inthe,_ "\ |/
Classifieds $2.7 $3.1 3.6% population./ g Y

/ Y /
Rich media $2.0 $5.4 24.9% > Meets ne¢ds and wants, |r)1erests
Lead generation $1.9 $2.3 6.5% > P entlal pnce d|scr|m|nat|on
Sponsorships $1.9 $3.1 15.4%
E-mail $0.23 $0.26 3.4%
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Digital Advertising Strategies

» Banner ad

» Displays a promotional message in a rectangular box at the t p or
bottom of a computer screen. \

» Rich media ad

» Ad employing animation, sound, and interactivity, using Flash, TML
5 Java, and JavasScript. \

» Video ad )

» TV-like advertisement that appears as an in-page video commer 3

before, during, or after content.

Digital Advertising Strategies

¢) Social marketing

> Affiliate marketing

» Commissions paid by advertisers to affiliate Wetbssfor referring potential
customers to their Web site (performance-basedcpgatte affiliate or affiliate
network gets paid only if users click on a linkpaurchase a product).

» Bloggers.
» Viral marketing

» The process of getting customers to pass alongnpaoy’s marketing message to
friends, family, and colleagues (share, repost). [

» Social marketing/advertising: using social network
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Digital Advertising Strategies

¢) Mobile marketing

» Consider mobile phone as a device for marketing

» Incorporate “location” to provide targeting marketing (GPS)

FREE Coffee

» Offer real-time and relevant ad to consumers (GPS, or RFIC 4

\3 -
b
B ):uf“n

>

R
e

'src

W FREE Fries

d

Search Engine Marketing

It is a primary way of finding information aboutampany and its
products.

Example: How does google engine work?

‘c, {I o
» Crawling— to identify relevant pages for indexingl assess whether
they have changed. It is performed by software ggsc

» Indexing— created to enable the search engine tdlydmd the mosf
relevant pages containing the query typed by thecker. ‘
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Search engine marketing (SEM)

» Ranking and scoring— to asses
the most relevant set of
documents to return in search
engine results pages.

» Query request and results
serving—The use’s location is
assessed through their IP addr{
and the query is then passed td
relevant data center for
processing.
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Search Engine Optimization

Search engine optimization(SEQO)

A structured approach used to improve the posiica company or its
products in search engine natural or organic re$igting for selected
key phrases. Common factors are influence seamginenankings:

» Frequency of occurrence in body copy

» Number of inbound links
» Title HTML tag
» Meta-tags

» Alternative graphic text
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Something that need to pay attention to!

Researches indicates that internet users rarely type
website addresses into the browser bars, they locate (
them through search engines such as Google and Baidu.
It is necessary for the company to promote search
rankings by improving their website’s structure and
content. It is important for them to appear as possible to

the top of search engine results for a set of keywords. AN
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Online PR

Defines as the management of reputati
The planned and sustained effort to
establish and maintain goodwill and
mutual understanding between an
organization and its publics.

Activities:
1. Communicating with media (journalis
online

Internet is a new channel to spread pre{
releases through email and on-sites.
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Key Opinion Leaders KOLS

Blogs and podcasting #% )

Blog is an online diary or news source
prepared by an individual or a group
of people.

Podcasts are individuals and \
organizations post online media whiclj «
can be accessed in the appropriate

players including the iPod which first
sparked the growth of this technique.
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Online communities and social networks

A group of people who come together for &
specific purpose.

It is important for organizations to determin
how their audiences use social networks a
assess the opportunities to reach and inter
with them. It is a opportunity to develop a
deeper relationship with customers.
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