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Preface







Digital media and technology, an opportunity and threat

Digital marketing has transformed how businesses and other organisations communicate with their audiences. The 5Ds of digital marketing we introduce in Chapter 1 (digital devices, digital platforms, digital media, digital data and digital technology) can be used, alongside traditional marketing techniques, to get closer to audiences than ever before. Consumers now have access to a much wider choice of entertainment, products, services and prices from different suppliers and a more convenient way to select and purchase items. Organisations have the opportunity to expand into new markets, offer new services, interact with audiences in new ways and compete on a more equal footing with larger businesses. Marketers working within these organisations have the opportunity to develop new skills and to use these new tools to improve the competitiveness of the company.

At the same time, the Internet and related digital technology platforms give rise to many threats to organisations. For example, online companies such as ASOS.com and Zalando (clothing), Amazon.com (books and retail), iTunes and Spotify (music) and Booking.com and Expedia (travel) have captured a significant part of their market and struck fear into the existing players. Many consumers now regularly use social networks such as Facebook, Instagram, LinkedIn, Snapchat and Twitter as part of their daily lives, with the majority of access via smartphones. Engaging these consumers is an ongoing challenge but, as we will see, companies like those above have taken advantage of these opportunities to interact with customers and this has helped them develop as worldwide brands.




Management of digital marketing

With the success stories of companies capturing market share following the rapidly increasing adoption of the Internet by consumers and business buyers, it is a prerequisite that all organisations must have an effective online presence to prosper, or possibly even survive! What Michael Porter said in 2001 is still valid today:

The key question is not whether to deploy Internet technology – companies have no choice if they want to stay competitive – but how to deploy it.

What are the marketing communications techniques that businesses need to master to make effective use of digital marketing? The proliferation of new media channels, digital technologies and interaction options has given a challenge of understanding, prioritising and managing many new digital communications techniques. To help summarise these at a top level of the customer lifecycle or classic marketing funnel, Chaffey (2010) defined the RACE planning framework shown in Table P.1. RACE planning defines a structure of 5 × 5 = 25 key digital marketing techniques that need to be harnessed in most organisations to fully exploit digital marketing to reach, interact with, convert and engage online audiences across the customer lifecycle from generating awareness, conversion to sale (online and offline) and retention and growth of customers. RACE also emphasises the need to plan to create a coordinated, integrated approach to digital marketing, which is integrated with other communications activities.


Table P.1 The RACE planning framework for managing key activities for integrated digital marketing across the customer lifecycle





	Plan
	Reach
	Act
	Convert
	Engage



	Create a digital marketing strategy or transformation plan
	Increase awareness, drive website, mobile and social media visits
	Generate interactions and leads
	Achieve sales online or offline
	Encourage customer loyalty and advocacy



	1.1 Situation review

(Chapters 2 and 3)
	2.1 Media effectiveness review

(Chapters 8 and 10)
	3.1 Customer journey effectiveness

(Chapter 7)
	4.1 Retargeting

(Chapter 9)
	5.1 Customer onboarding

(Chapters 6 and 7)



	1.2 Set vision and objectives, evaluate

(Chapters 4 and 10)
	2.2 Search marketing

(Chapter 9)
	3.2 Data profiling

(Chapter 6)
	4.2 Personalisation

(Chapter 7)
	5.2 Customer experience

(Chapter 7)



	1.3 Strategy

(Chapters 4 – 8)
	2.3 Earned and Owned media

(Chapters 6 – 9)
	3.3 Content marketing

(Chapter 8)
	4.3 Mobile experiences

(Chapter 7)
	5.3 Customer service

(Chapter 7)



	1.4 Segmentation

(Chapters 4 and 6)
	2.4 Paid media

(Chapter 9)
	3.4 Landing

pages (Chapter 9)
	4.4 Multichannel

selling (Chapter 4)
	5.4 Email marketing

(Chapters 6 and 9)



	1.5 Value Proposition and Brand

(Chapters 4 and 5)
	2.5 Acquisition plan

(Chapters 8 and 9)
	3.5 Content strategy and campaign plan

(Chapter 8)
	4.5 Conversion rate optimisation

(Chapters 7 and 10)
	5.5 Social media marketing

(Chapters 6 and 9)







Smart Insights (2010) Introducing RACE: a practical framework to improve your digital marketing. Blog post by Dave Chaffey, 15 July 2010, smartinsights.com/digital-marketing-strategy/race-a-practical-framework-to-improve-your-digital-marketing



The table shows the range of different marketing activities or operating processes needed to support acquiring new customers through communicating with them on third-party websites and social media, attracting them to a company website, mobile app or social network and converting interest into leads and sales and then using online media to encourage further purchases and advocacy. You can see that applying social media and content marketing is a part of RACE that can be deployed to support many activities, and therefore is one of the key management challenges in digital marketing, so we consider approaches to managing social media marketing throughout the text, with a focus in Chapters 6, 8 and 9. Applying digital platforms as part of multichannel marketing to integrate customer journeys between traditional and ‘new’ media is also a major challenge and a theme throughout this text. Management processes related to governance of digital marketing include planning how digital marketing can be best resourced to contribute to the organisation and integrating with other marketing activities. The increased adoption of digital marketing also implies a significant programme of change that needs to be managed. New objectives need to be set, new communications strategies developed and staff developed through new responsibilities and skills.




Digital marketing – new skills required?

The aim of this text is to provide you with a comprehensive guide to the concepts, techniques and best practice to support all the digital marketing processes shown in Table P.1. This text (the structure of which is shown in Figure P.1) is based on emerging academic models together with best practice from leading adopters of digital media. The practical knowledge developed through reviewing these concepts and best practice is intended to enable graduates entering employment and marketing professionals to exploit the opportunities of digital marketing while minimising the risks.


Figure P.1 Structure of the text
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Specifically, this text addresses the following needs:


	There is a need to know to what extent digital technology and media changes existing marketing models and whether new models and strategies can be applied to exploit the medium effectively.

	Marketing practitioners need practical digital marketing skills to market their products effectively. Knowledge of the new jargon – terms such as ‘marketing automation’, ‘click-through’, ‘cookie’, ‘uniques’ and ‘page impressions’ – and of effective methods of site design and promotion such as search engine marketing will be necessary, either for direct ‘hands-on’ development of a site or to enable communication with other staff or agencies that are implementing and maintaining the site.

	Given the rapidly changing market characteristics and best practices of digital marketing, web-based information sources are needed to update knowledge regularly. This text and the supporting companion website contain extensive links to websites to achieve this.



The text assumes some existing knowledge of marketing in the reader, perhaps developed through experience or by students studying introductory modules in marketing fundamentals, marketing communications or buyer behaviour. However, basic concepts of marketing, communications theory, buyer behaviour and the marketing mix are outlined.




Summary of changes for the seventh edition

The acclaimed structure of previous editions has been retained since this provides a clear sequence to the stages of strategy development and implementation that are required to plan successfully for digital marketing in existing and start-up companies.

The main changes made for the seventh edition, based on feedback from reviews and our close monitoring of the trends and latest developments are:


	
An Essential Digital Skills feature has been added near the start of each chapter that recommends skills required by employers that are relevant to the chapter and practical ideas to boost employability by showcasing students’ interests and experiences.

	
Chapters 10 and 11 have been removed, and examples of B2C and B2B marketing applications have now been integrated into the context of relevant chapters.

	
The ‘5Ds of managing digital marketing’ are introduced in Chapter 1 to help summarise which digital marketing activities businesses need to manage to exploit the potential of digital marketing.



The main innovations included in the chapters are as follows.


Chapter 1 – Introducing digital marketing


	The 5Ds of digital marketing are added at the start to introduce the elements of digital marketing and customer interactions that need to be managed.

	New Figure 1.1 is a customer lifecycle visual that gives examples of digital marketing touchpoints across different channels and platforms.

	The concept of digital disruption related to technologies such as the Internet of Things (IoT) and platforms is covered in this chapter.






Chapter 2 – Online marketplace analysis: micro-environment


	This chapter is updated to include the latest customer research tools and sources for students to use in their assignments.

	Case studies have been updated to include intelligent home assistants and multichannel examples.

	The consumer behaviour section is updated to include more reference to social media.







Chapter 3 – The digital macro-environment



	This chapter has been simplified and shortened.

	A new case study on social media and four new activities are now included.






Chapter 4 – Digital marketing strategy


	The concept and reasons for digital transformation programmes are explained.

	A new section, ‘Digital marketing insight 4.3’, has been added that covers consumer profiles and digital targeting options.

	The mnemonic VQVC has been introduced to test that businesses are using the right type of goals and measures.

	The chapter has been simplified and shortened.






Chapter 5 – Digital media and the marketing mix


	New examples have been introduced and the Spotify case study has been updated.

	This chapter has been simplified and updated.






Chapter 6 – Relationship marketing using digital platforms


	In line with reviewers’ comments, this chapter now focuses less on CRM and more on encouraging audience engagement using interactions on social media, mobile and marketing automations.

	There is an expanded section on strategy and practice for organic social media for customer loyalty, PR and advocacy, with the section on social media in Chapter 8 limited to paid social media. Chapter 6 has the main section on social media in the text as often social media is most effective for relationship marketing.

	The Big Data section has been extended and given more prominence to explain and give examples of marketing applications of Artificial Intelligence and Machine Learning.






Chapter 7 – Delivering the digital customer experience


	There is more emphasis on service quality and e-loyalty frameworks.

	More coverage has been added on mobile design and the requirements for mobile apps.

	Information is given on how to use content audits, to improve the effectiveness of content marketing.

	There is more on globalisation and localisation.

	The options for personalisation are explained through a personalisation pyramid.

	Two new mini cases, for Metro Bank and Jack Wills, have been added.

	New technologies are covered, which include IoT and machine interactions, AR and VR and connected devices.






Chapter 8 – Campaign planning for digital media


	The concept of media attribution for reviewing channel impact is assessed.

	The techniques of integration are expanded upon.

	This chapter has been simplified and updated.







Chapter 9 – Marketing communications using digital media channels



	The coverage of search engine marketing, influencer marketing and programmatic advertising is updated to reference latest best practices and tools – particularly those related to smartphones, e.g. Accelerated Mobile Pages.

	The dated section on Web 2.0 has been deleted and replaced by a section on approaches to influencer relationship management (IRM).

	New social media content and activities include an example of Facebook viral campaigns.






Chapter 10 – Evaluation and improvement of digital channel performance


	The concept of a marketing technology (martech) stack is explained and the challenges of selecting martech are explored.




Table P.2 In-depth case studies in Digital Marketing, 7th edition





	Chapter
	Case study
	Themes



	1 
	Digital marketing fundamentals
	eBay thrives in the global marketplace
	Business and revenue model, proposition, competition, objectives and strategies, risk management



	2 
	Micro-environment
	Boo Hoo – learning from the largest European dot-com failure
	Assessing a consumer market, business models, marketing communications



	3 
	Macro-environment 
	Social media – do celebrities call the shots?
	Companion vision, branding, target market, communicating the proposition, challenges and reasons for failure



	4 
	Digital marketing strategy
	ASOS shifts the focus of high-street retailing
	Business models, proposition and online product range, target market strategy



	5 
	Digital marketing mix
	Spotify streaming develops new revenue models
	Peer-to-peer services, revenue models, proposition design, strategy, competition, risk factors



	6 
	Relationship marketing
	Dell gets closer to its customers through its social media strategy
	Influence of website design on conversion, retention marketing, personalisation, e-CRM, RFM analysis



	7 
	Digital customer experience
	Refining the online customer experience at i-to-i.com
	Strategy, proposition, site design, on-site search capabilities



	8 
	Campaign planning
	Facebook – a titan of the digital age
	Ad revenue models, privacy



	9 
	Digital channel performance
	Learning from Amazon’s culture of metrics
	Strategy, measurement, online marketing communications, personalisation approach















The structure and content of this text


The text is divided into three parts, each covering a different aspect of how organisations use the Internet for marketing to help them achieve competitive advantage. Table P.3 shows how the text is related to established marketing topics.


Part 1 Digital marketing fundamentals (Chapters 1–3)

Part 1 relates the use of the Internet to traditional marketing theories and concepts, and questions the validity of existing models given the differences between the Internet and other media.


	
Chapter 1 Introducing Digital marketing considers using the Internet as part of customer-centric, multichannel marketing; it also reviews the relationship between Internet marketing, digital marketing, e-commerce and e-business, and the benefits the Internet can bring to adopters, and outlines differences from other media and briefly introduces the technology.

	
Chapter 2 Online marketplace analysis: micro-environment reviews how digital media and technology changes the immediate environment of an organisation, including the marketplace and channel structure. It describes the type of situation analysis needed to support digital strategy by examining how customers, competitors and intermediaries, and the interplay between them, can be evaluated.

	
Chapter 3 The digital macro-environment reviews the impact of social, technological, economic, political and legal environmental influences on digital strategy and its implementation. The emphasis is on privacy and data protection regulations and managing technology innovation.




Table P.3 Coverage of marketing topics in different chapters
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Part 2 Digital marketing strategy development (Chapters 4–6)

Part 2 describes the emerging models for developing strategy and provides examples of the approaches companies have used to integrate the Internet into their marketing strategy.


	
Chapter 4 Digital marketing strategy considers how the digital strategy can be aligned with business and marketing strategies and describes a generic strategic approach with phases of situation review, goal setting, strategy formulation and resource allocation and monitoring.

	
Chapter 5 Digital media and the marketing mix assesses how the different elements of the marketing mix can be varied in the online environment as part of strategy formulation.

	
Chapter 6 Relationship marketing using digital platforms details strategies and tactics for using the Internet to build and sustain ‘one-to-one’ relationships with customers.






Part 3 Digital marketing: implementation and practice (Chapters 7–10)

Part 3 of the text explains practical approaches to implementing a digital marketing strategy. Techniques for communicating with customers, building relationships and facilitating electronic commerce are all reviewed in some detail. Knowledge of these practical techniques is essential for undergraduates on work placements involving a website, and for marketing managers who are dealing with suppliers such as design agencies.


	
Chapter 7 Delivering the digital customer experience explains how an online presence is developed to support branding and customer service quality objectives. The stages analysis of customer needs, design of the site structure and layout and creating the site are covered, together with key techniques such as user-centred design, usability and accessibility design. It also covers different service quality models used to assess experience.

	
Chapter 8 Campaign planning for digital media describes the novel characteristics of digital media, and then considers different aspects of marketing communications that are important for developing a successful online campaign.

	
Chapter 9 Marketing communications using digital media channels covers techniques such as banner advertising, affiliate networks, promotion in search engines, co-branding and sponsorship, email, online PR, viral and word-of-mouth marketing with particular reference to social networks.

	
Chapter 10 Evaluation and improvement of digital channel performance reviews methods for assessing and improving the effectiveness of a site, and communications in delivering business and marketing benefits. The chapter briefly covers process and tools for updating sites.








Who should use this text?


Students

This text has been created primarily as the main student text for undergraduate and postgraduate students taking specialist marketing courses or modules that cover e-marketing, Internet and digital marketing, electronic commerce and e-business. The text is relevant to students who are:


	
undergraduates on business programmes that include modules on the use of the Internet and e-commerce, including specialist degrees such as Internet marketing, electronic commerce, marketing, tourism and accounting or general business degrees such as business studies, business administration and business management;

	
undergraduate project students who select this topic for final-year projects or dissertations – this text is an excellent supporting text for these students;

	
undergraduates completing a work placement in a company using the Internet to promote its products;

	
students at college aiming for vocational qualifications, such as an HNC or HND in Business Management or Computer Studies;

	
postgraduate students taking specialist master’s degrees in electronic commerce or Internet marketing, generic MBAs and courses leading to qualifications such as the Certificate in Management or Diploma in Digital Marketing or Management Studies that involve modules on electronic commerce and digital marketing.






Practitioners

Previous editions have been widely used by digital marketing practitioners including:


	
marketing managers or specialists such as e-commerce managers or digital marketing managers responsible for defining digital marketing strategy and implementing and maintaining the company website;

	
senior managers and directors wishing to understand the potential of digital marketing for a company and who need practical guidelines on how to exploit this potential;

	
technical project managers or webmasters who may understand the technical details of building a site, but have a limited knowledge of marketing fundamentals and how to develop an Internet marketing strategy.






What does the text offer to lecturers teaching these courses?

The text is intended to be a comprehensive guide to all aspects of using the Internet and other digital media to support marketing. The text builds on existing marketing theories and concepts, and questions the validity of models in the light of the differences between the Internet and other media. The text references the emerging body of literature specific to Internet marketing. It can therefore be used across several modules. Lecturers will find the text has a good range of case studies, activities and exercises to support their teaching. Website links are given in the text and at the end of each chapter to provide important information sources for particular topics.






Student learning features

A range of features has been incorporated into this text to help the reader get the most out of it. Each feature has been designed to assist understanding, reinforce learning and help readers find information easily, particularly when completing assignments and preparing for exams. The features are described in the order in which you will find them in each chapter.


At the start of each chapter

The ‘Chapter at a glance’ page provides easy navigation for each chapter. It contains:


	
Main topics: the main topics and their page numbers.

	
Case studies: the main cases and their page numbers.

	
Learning objectives: a list describing what readers can learn through reading the chapter and completing the exercises.

	
Questions for marketers: explaining the relevance of the chapter for practitioners.

	
Links to other chapters: a summary of related information in other chapters.






In each chapter


	
Definitions: when significant terms are first introduced in the main text, there are succinct definitions of these terms in the margin for easy reference.

	
Web references: where appropriate, web addresses are given to enable readers to obtain further information. They are provided in the main text where they are directly relevant as well as at the end of the chapter.

	
Essential digital skills: practical ideas to boost employability by showcasing students’ interests and experiences.

	
Case studies: real-world examples of how companies are using the Internet for marketing. Questions at the end of each case study are intended to highlight the main learning points from the example.

	
Mini case studies: short features that give a more detailed example, or explanation, than is practical in the main text. They do not contain supplementary questions.

	
Activities: exercises that give readers the opportunity to practise and apply the techniques described in the main text.

	
Chapter summaries: intended as revision aids to summarise the main learning points from the chapter.








At the end of each chapter


	
Self-assessment exercises: short questions that will test understanding of terms and concepts described in the chapter.

	
Essay questions: conventional essay questions.

	
Discussion questions: these require longer essay-style answers discussing themes from the chapter. They can be used either as topics for individual essays or as the basis for seminar discussion.

	
Examination questions: typical short-answer questions of the type that are encountered in exams. These can also be used for revision.

	
References: these are references to books, articles or papers referred to within the chapter.

	
Weblinks: these are significant sites that provide further information on the concepts and topics of the chapter. This list does not repeat all the website references given within the chapter, such as, for example, company sites. For clarity, the website address prefix ‘http://’ is generally omitted.




At the end of the text


	
Glossary: comprehensive definitions of all key terms and phrases used within the main text.

	
Index: all key words and abbreviations referred to in the main text.







Support material


Free supplementary materials are available at Dave Chaffey’s website at www.smartinsights.com/book-support to support all users of the text. This regularly updated website contains advice, comment, support materials and hyperlinks to reference sites relevant to the text. A companion website is also available for students and lecturers from the publisher at catalogue.pearsoned.co.uk/. There is: a password-protected area for lecturers only to discuss issues arising from using the text; additional examination-type questions and answers; a multiple-choice question bank with answers; additional cases with suggestions for discussion; and a downloadable version of the Lecturer’s Guide and OHP Masters.

Lecturers can also download an Instructor's Manual and supporting PowerPoint slides by going to www.pearsoned.co.uk/chaffey.
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Digital marketing fundamentals
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Chapter 1 introduces the opportunities and challenges of digital marketing and explains the different types of digital marketing platforms and media channels available to engage audiences online. It also introduces a planning framework that can be used to structure digital marketing strategies and case studies. Chapters 2 and 3 provide a foundation for developing an integrated digital marketing strategy by reviewing how the online marketplace of an organisation can be assessed as part of situation analysis.
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Chapter 1








Introducing digital marketing




Chapter at a glance


Main topics


	Introduction – how has digital marketing transformed marketing?

	Definitions – what are digital marketing and multichannel marketing?

	Introduction to digital marketing strategy

	Introduction to digital marketing communications






Case study

Case study 1: eBay thrives in the global marketplace






Learning objectives

After reading this chapter, you should be able to:


	Explain the relevance of different types of digital platforms and digital media to marketing

	Evaluate the advantages and challenges of digital media

	Identify the key differences between customer communications for digital marketing and traditional marketing.







Questions for marketers


Key questions for marketing managers related to this chapter are:


	What are the options for digital marketing to grow our business?

	What are the key benefits of digital marketing?

	What differences do digital media introduce compared to existing marketing communications models?






Links to other chapters

This chapter provides an introduction to digital marketing, and the concepts introduced are covered in more detail later in the book, as follows:


	Chapters 2 and 3 explain marketplace analysis for digital marketing planning and managing consumer concerns such as privacy.

	Chapters 4, 5 and 6 in Part 2 describe how digital marketing strategy can be developed.

	Chapters 7, 8 and 10 in Part 3 describe strategy implementation.






Introduction – how has digital marketing transformed marketing?

Digital media and technology are no longer new – indeed, it’s now more than 25 years since Sir Tim Berners Lee created the World Wide Web. Yet, over this time we have seen huge developments in digital media and marketing technology to provide new ways for businesses to communicate across the customer lifecycle. Over 3 billion people around the world now regularly use online services to find products, entertainment, friends and romance, and consumer behaviour and the way companies market to both consumers and businesses have changed dramatically.

To understand the importance of digital marketing to the future of marketing in general, it’s helpful to think about what audience interactions we need to understand and manage. Digital marketing today is about many more types of audience interaction than simply websites. It involves harnessing the following ‘5Ds of managing digital marketing interactions’, for which we need to assess consumer adoption and how our business can manage them to support marketing goals:


	
Digital devices. Our audiences interact with businesses using a combination of smartphones, tablets, laptops, desktop computers, TVs, gaming devices, virtual assistants (like Amazon Echo) and other connected devices forming the Internet of Things (IoT) (see Chapter 7).

	
Digital platforms. Most interactions on these devices are through a browser or apps from the major ‘platforms’ or online services, e.g. Facebook™ (and Instagram™), Google™ (and YouTube™), Twitter™, LinkedIn™, Apple™, Amazon™ and Microsoft™.

	
Digital media. Different communications channels for reaching and engaging audiences are available, including advertising, email and messaging, search engines and social networks, which we’ll introduce in this chapter.

	
Digital data. The insight businesses collect about their audience profiles and their interactions with businesses now needs to be protected by law in most countries.

	
Digital technology. This is the marketing technology – or martech (see Chapter 10 for a categorisation) – that businesses use to create interactive experiences from websites and mobile apps to in-store kiosks and email campaigns.




Internet of Things (IoT)

A system of devices, software, objects, people or animals with unique identifiers that can transfer data over a network via machine-to-machine (M2M) interactions without human interaction.



Figure 1.1, which outlines the customer lifecycle, shows the practical opportunities and challenges of managing digital marketing today. It shows some of the many ways available to communicate with prospects and customers across different touchpoints in the customer lifecycle, which we will introduce in this chapter and explain later in the book. It shows the importance of integrating communications, including paid, owned and earned media integrating with a web, mobile, email or in-store based experience.

Within each of these activities there are many options for reaching and targeting audiences – for example, within social media there are paid and organic options across all the seven main social networks (Facebook, Instagram, LinkedIn, Snapchat™, Pinterest™, Twitter and YouTube).

The growth in digital communications is put into context by this trend analysis from Cisco (2017), showing how in the early days of the global Internet, traffic in a day was less than 100 Gigabytes (Gb), which today is the storage capacity of a smartphone:


	1992: 100 GB per day

	1997: 100 GB per hour

	2002: 100 GB per second

	2007: 2,000 GB per second

	2016: 26,600 GB per second

	2021: 105,800 GB per second.




Figure 1.1 Customer lifecycle marketing touchpoint summary for a retailer
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Source: Smart Insights (2017)





How will this book help me?


To succeed in the future, organisations will need marketers, strategists and agencies with up-to-date knowledge of how to integrate each of these ‘5Ds of digital’ into their marketing communications with their audience and develop new strategies to compete. They also need to address socio-cultural consumer concerns including threats to their privacy, which are explored in Activity 1.1.

The aim of Digital Marketing is to support students and professionals in gaining and developing this knowledge. In this text, we will show how traditional marketing models and concepts can be applied to help develop digital marketing strategies and plans and where new models are appropriate. We will also give many practical examples and best practices for applying the ‘5Ds’ to effectively market an organisation’s products and services using the Internet and other digital media.

The challenge for marketers is to assess which innovations or digital disruptors are most relevant to their organisation and to seek to gain advantage through introducing them to a company such that the digital marketing techniques integrate effectively with traditional marketing communications.

This text will take you through the questions to ask and potential solutions step by step to enable you to develop appropriate strategies. In this introductory chapter, after an initial scoping of digital marketing, we review two main aspects of managing digital marketing. In the first part of this chapter, we review the main strategic challenges and opportunities of digital marketing that must be managed by organisations. We then go on to introduce the communications techniques for promoting companies online through digital technology platforms such as desktop, tablet and smartphone devices (for example, search engine marketing (SEM), and social media and display advertising) using the unique characteristics of digital media.




Digital disruptors

Digital disruptors are innovations in digital media, data and marketing technology which enable a change to a new basis for competition in a market or across markets. Disruptors are also used to refer to startup or existing companies that, through their agility, are good examples of impacting competitors through disruption.



Activity 1.1: Balancing the growth in digital platforms against socio-cultural customer concerns

Purpose

To introduce some of the most important platforms used for digital marketing today; to illustrate innovation in online business models and communications approaches that need to be balanced against consumer concerns. Table 1.1 shows the online brands that we believe have had the biggest influence on digital business models in the US and Europe.

Questions


	Think about the innovations you have witnessed during the time you have used digital platforms. Which are the main sites used in your country that have changed the way you spend your time online?

	What success factors and business models do these online brands share in common?

	Which socio-cultural issues may concern consumers and require government legislation given the dominance of some of these platforms?






Table 1.1 Timeline of online services that have acted as digital disruptors due to innovation in business model or marketing communications approach





	Year founded
	Company/service
	Category of innovation



	1994
	Amazon
	Retailer



	1995 (March)
	Yahoo!™
	Directory and portal



	1995 (September)
	eBay™
	Online auction



	1995 (December)
	AltaVista™
	Search engine



	1996
	Hotmail™
	Web-based email

Viral marketing (using email signatures to promote service)

Purchased by Microsoft in 1997



	1998
	
GoTo.Com

Overture™
	First pay-per-click search marketing

Purchased by Yahoo! in 2003



	1998
	Google
	Search engine



	1999
	Blogger™
	Blog publishing platform

Purchased by Google in 2003



	1999
	Alibaba™
	B2B marketplace with $1.7 billion IPO on Hong Kong stock exchange in 2007



	1999
	MySpace™
	Social network

Purchased by News Corp in 2005



	2001
	Wikipedia™
	Open encyclopedia



	2003
	Skype™
	Peer-to-peer Internet telephony

VOIP – Voice Over Internet Protocol.

Purchased by eBay and then Microsoft.



	2003
	Second Life®
	Immersive virtual world



	2003
	LinkedIn
	Professional social network. Purchased by Microsoft.



	2004
	Facebook
	Social network which owns other social networks and messaging apps including Instagram and WhatsApp.



	2005
	YouTube
	Video sharing and rating



	2006
	PayPal™
	Paypal offers first mobile payment service



	2007
	iPhone® iOS and Android™
	Apple launches the iPhone using the iOS operating system. In the same year Google unveiled its Android mobile operating system



	2009
	Airbnb™
	An online marketplace enabling property owners to rent out their houses to consumers



	2010
	Uber™
	Transportation and logistics company known for its taxi service, which operates in many major cities worldwide



	
2011
	Snapchat
	A mobile photo messaging service where images are deleted after a set number of seconds



	2013
	Apple iBeacon™ and CloudTags
	iBeacon uses low-energy Bluetooth to notify shoppers of items of interest. Cloudtags gives shoppers in-depth information about products via tablets



	2017
	New connected devices
	Google launched its Home voice-controlled devices joining Amazon Echo, Apple HomeKit devices and Microsoft Homehub



	The Future
	Digital innovations and business propositions
	Innovation drives the digital economy and is set to continue into the future. Digital has become mainstream and although there are opportunities, displacing existing global incumbent platforms will be rare. For the latest developments see: www.thenextweb.com










For the authors of this text, digital marketing is an exciting area to be involved with, since it poses many new opportunities and challenges yearly, monthly and even daily. Innovation is a given, with the continuous introduction of new technologies, new business models and new communications approaches. Complete Activity 1.1 or look at Table 1.1 to see other examples of online startups showing the rate at which new innovations occur.






Definitions – what are digital marketing and multichannel marketing?

The use of digital media, data and technology to support marketing activities has given rise to a bewildering range of labels and jargon created by both academics and professionals. It has been called digital marketing, Internet marketing, e-marketing and web marketing. For the fifth edition we changed the title of this text from Internet Marketing to Digital Marketing since it shows the use of a range of digital platforms to interact with audiences. Of course, what is important within a company is not the term, but the activities that comprise digital marketing, which must be prioritised according to their relevance to the business. So, in this chapter we focus on introducing these different digital marketing activities.


Digital media

Communications are facilitated through content and interactive services delivered by different digital technology platforms including the Internet, web, mobile phone, TV and digital signage.



Digital marketing can be simply defined as:

Achieving marketing objectives through applying digital media, data and technology.


Digital marketing

The application of digital media, data and technology integrated with traditional communications to achieve marketing objectives.



This succinct definition helps remind us that it is the results delivered by technology that should determine investment in digital marketing, not the adoption of the technology!

In practice, digital marketing focuses on managing different forms of online company presence, such as company websites, mobile apps and social media company pages, integrated with online communications techniques introduced later in this chapter, including search engine marketing, social media marketing, online advertising, email marketing and partnership arrangements with other websites. These techniques are used to support the objectives of acquiring new customers and providing services to existing customers that help develop the customer relationship through customer relationship management (CRM). However, for digital marketing to be successful there is still a need for integration of these techniques with traditional media such as print, TV, direct mail and human sales and support as part of multichannel marketing communications. Mini case study 1.1 gives an example of integration between a mobile app and traditional media.


Online company presence

Different forms of online media controlled by a company including their website, blogs, email list and social media presences. Today, commonly known as ‘owned media’.




Customer relationship management (CRM)

Using digital communications technologies to maximise sales to existing customers and encourage continued usage of online services through techniques including a database, personalised web messaging, customer services, chatbots, email and social media marketing.





Mini case study 1.1: New Look creates augmented reality mobile app to enable interactions with new styles and offers

New Look’s UAE team launched an augmented reality (AR) campaign that encouraged users to scan their New Look Student Card to reveal special offers and interactive features. This included being able to ‘create their own look’ by mixing and matching New Look products on their mobiles. With social integration built in, the fashion retailer created a buzz around their offering while also capturing a range of contextual data that was fed back into subsequent campaign activity. We explore the options for creating mobile websites and apps in Chapter 7.



The role of digital platforms in supporting integrated multichannel (omnichannel) marketing is a recurring theme in this text, and in Chapter 2 we explore its role in supporting different customer journeys through alternative communications and distribution channels. Online channels can also be managed to support the whole buying process from pre-sale to sale to post-sale and further development of customer relationships.


Multichannel (omnichannel) marketing

Customer communications and product distribution are supported by a combination of digital and traditional channels at different points in the buying cycle or ‘path to purchase’. With the range of mobile and IoT touchpoints, some have expanded the term to omnichannel marketing.




Customer journeys and the customer lifecycle

The sequence of online and offline touchpoints a customer or buyer persona takes during a buying process or broader customer experience. Online this may include a range of digital platforms, communications media, websites, pages and engagement devices.




Paid, owned and earned media

To develop a sound digital strategy today involves understanding a more complex, more competitive buying environment than ever before, with customer journeys involving many different forms of online presence. To help develop a strategy to reach and influence potential customers online, it’s commonplace to refer to three main types of media channels that marketers need to consider today (Figure 1.2):


	
Paid media. These are bought media where there is investment to pay for visitors, reach or conversions through search, display ad networks or affiliate marketing. Offline, traditional media such as print and TV advertising and direct mail remain important for some brands such as consumer goods brands.

	
Owned media. This is media owned by the brand. Online this includes a company’s own websites, blogs, email list, mobile apps or their social presence on Facebook, LinkedIn or Twitter. Offline owned media may include brochures or retail stores. It’s useful to think of a company’s own presence as media in the sense that they are an alternative investment to other media and they offer opportunities to promote products using similar ad or editorial formats to other media. It emphasises the need for all organisations to become multichannel publishers.

	
Earned media. Traditionally, earned media has been the name given to publicity generated through PR invested in targeting influencers to increase awareness about a brand. Now earned media also includes word of mouth that can be stimulated through viral and social media marketing, and conversations in social networks, blogs and other communities. It’s useful to think of earned media as the sharing of engaging content developed through different types of partners such as publishers, bloggers and other influencers including customer advocates. Another way of thinking about earned media is as different forms of conversations between consumers and businesses occurring both online and offline.




Paid media

Also known as bought media, a direct payment occurs to a site owner or an ad network when they serve an ad, a sponsorship or pay for a click, lead or sale generated.




Owned media

Different forms of online media controlled by a company including their website, blogs, email list and social media presence.




Earned media

The audience is reached through editorial, comments and sharing online.



We will see at the end of this chapter that content marketing has become a core integrated modern marketing approach that involves communications across paid, owned and earned media.

You can see in Figure 1.2 that there is overlap between the three different types of media. It is important to note this since achieving this overlap requires integration of campaigns, resources and infrastructure. Content on a content hub or site can be broken down (sometimes described as microcontent) and shared between other media types through widgets powered by program and data exchange APIs (application programming interfaces) such as the Facebook API.


Application programming interfaces

Method of exchanging data between systems such as website services.




Figure 1.2 The intersection of the three key online media types
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Activity 1.2: The latest marketing technology landscape

Purpose

To illustrate the range of systems available to support marketers and to explain the main categories of service available. We look at different forms of martech to support marketing throughout the book and there is a dedicated section in Chapter 10.

Activity


	Search for Scott Brinker’s latest technology roadmap for the current year on his ChiefMartec.com site. For each of the six categories of service summarised in Figure 1.3, write a layman’s description of how they can support digital marketing activities by reviewing the proposition as described on the websites of the most popular services in the category (the most popular are listed first).

	Make a note to understand the different types of service defined in each category.

	Choose one or two vendor systems and visit their websites to see how they explain the proposition and explain it to others in your group(s). Alternatively, identify the most popular service(s) in each category.




Figure 1.3 Scott Brinker’s categorisation of modern marketing technology options – digital platforms include Facebook, Google, LinkedIn and Twitter
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Source: With permission – Chiefmartec.com







Essential digital skills: Keeping up-to-date with digital

At the start of each chapter you will find an Essential digital skills box that has practical ideas to improve your knowledge and recommendations to improve ‘hands-on’ digital skills, which are recommended by employers.

In this chapter, we recommend some techniques that marketers can use to stay up-to-date with developments in digital marketing and with their competitors.

We recommend you develop the following skills:


	regularly reviewing the latest trends in digital marketing techniques;

	assessing the relevance to business of new features from the main digital marketing platforms such as Facebook and Google.



These are the techniques that Dave Chaffey uses to keep up-to-date with the latest developments:


	Use Twitter lists to get focused updates from the best websites or influencers, which are grouped into streams. I monitor these in Hootsuite.com, which you can also use to set up streams for competitors.

	Use a feed reader app such as FeedlyTM to subscribe to different digital marketing news sites. The most popular articles are highlighted to help you filter out the biggest developments. Install Feedly and you will get recommendations of the best marketing sites.

	Use ZestTM to be alerted to the most popular marketing articles in your browser.



You can populate your Twitter lists or feeds with recommendations at the end of the chapter.

To audit your digital marketing skills across the RACE planning framework, use the Smart Insights Skills Assessment tool available at http://bit.ly/smartdigiskills.









Introduction to digital marketing strategy


The key strategic decisions for digital marketing are in common with traditional business and marketing strategy decisions. As we will see in Chapter 4, which defines a process for developing a digital marketing strategy, customer segmentation, targeting and positioning are all key to effective digital marketing. These familiar target marketing strategy approaches involve selecting target customer groups and specifying how to deliver value to these groups as a proposition of services and products. As well as positioning of the core product or brand proposition, online development of a compelling extended product or online value proposition (OVP) is also important (see Chapter 7). This defines how the online experience of a brand is delivered through content, visual design, interactivity, sharing, rich media and how the online presence integrates with the offline presence. All of the companies referenced in Table 1.1 have a clear, compelling OVP. Strategic decisions about the future OVP a company offers is a key part of digital marketing strategy.


Positioning

Customers’ perception of the product and brand offering relative to those of competitors.




Target marketing strategy

Evaluation and selection of appropriate customer segments and the development of appropriate offers.




Online value proposition (OVP)

A statement of the benefits of online services that reinforces the core proposition and differentiates from an organisation’s offline offering and those of competitors.




Key features of digital marketing strategy

The interaction and integration between digital channels and traditional channels is a key part of digital marketing strategy development. Digital marketing strategy is essentially a channel marketing strategy and it needs to be integrated with other channels as part of multichannel marketing. It follows that an effective digital marketing strategy should:


	be aligned with business and marketing strategy (for example, many companies use a rolling three-year plan and vision), with more specific annual business priorities and initiatives;

	use clear objectives for business and brand development and the online contribution of leads and sales for the Internet or other digital channels – these should be based on models of the number using the channels;

	be consistent with the types of customers who use and can be effectively reached through the channel;

	define a compelling, differential value proposition for the channel, which must be effectively communicated to customers;

	specify the mix of online and offline communication tools used to attract visitors to the company website, or interact with the brand through other digital media such as email or mobile;

	support the customer journey through the buying process as they select and purchase products using the digital channel in combination with other channels;

	manage the online customer lifecycle through the stages of attracting visitors to the website, converting them into customers and retention and growth.




Value proposition

The benefits or value a brand offers to customers in its products and services.






Applications of digital marketing

For established multichannel organisations, digital media offer a range of opportunities for marketing products and services across the purchase cycle that companies need to review as part of their digital strategy. Consider the example of a low-cost airline. Digital media and technologies can be used as follows:


	
Advertising medium. Display ads on publisher sites or social networks can be used to create awareness of brands and demands for products or services.

	
Direct-response medium. Targeted search advertising enables companies to drive visits to a site when consumers shows intent to purchase, such as searching for a flight to a destination.

	
Platform for sales transactions. Online flight booking is now the most common method for booking flights, both for consumers and business travellers.

	
Lead-generation method. For booking business flights, tools can be provided that help identify and follow up corporate flight purchases.

	
Distribution channel, such as for distributing digital products. Today, airlines sell more insurance services than previously, for example.

	
Customer service mechanism. For example, customers may ‘self-serve’ more cost-effectively by reviewing frequently asked questions.

	
Relationship-building medium. Here a company can interact with its customers to better understand their needs and publicise relevant products and offers. For example, easyJet™ uses its email newsletter and tailored alerts about special deals to encourage repeat flight bookings.






Benefits of digital marketing

The benefits of digital marketing in supporting marketing is suggested by applying the definition of marketing by the Chartered Institute of Marketing (www.cim.co.uk):

Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitably.

This definition emphasises the focus of marketing on the customer, while at the same time implying a need to link to other business operations to achieve this profitability. Chaffey and Smith (2017) note that digital marketing can be used to support these aims as follows:


	
Identifying. The Internet can be used for marketing research to find out customers’ needs and wants (Chapters 7 and 10).

	
Anticipating. The Internet provides an additional channel by which customers can access information and make purchases – evaluating this demand is key to governing resource allocation to e-marketing (as explained in Chapters 2, 3 and 4).

	
Satisfying. A key success factor in e-marketing is achieving customer satisfaction through the electronic channel, which raises issues such as is the site easy to use, does it perform adequately, what is the standard of associated customer service and how are physical products dispatched? (These issues of customer relationship management are discussed further in Chapters 6 and 7).



In Chapter 4, we show how to quantify different goals as part of developing digital marketing strategy. To introduce the typical types of goals for digital marketing, see Table 1.2, which gives a basic framework for setting and reviewing different types of goals for digital strategy development based on the 5Ss of Chaffey and Smith (2017).

A powerful method of evaluating the strategic marketing opportunities of using the Internet is to apply the strategic marketing grid of Ansoff (1957), as discussed in the strategy formulation section of Chapter 4. This shows how the Internet can potentially be used to achieve four strategic directions:


	
Market penetration. The Internet can be used to sell more existing products into existing markets.

	
Market development. Here the Internet is used to sell into new geographical markets, taking advantage of the low cost of advertising internationally without the necessity for a supporting sales infrastructure in the customers’ countries.

	
Product development. New products or services are developed that can be delivered by the Internet. These are typically digital products.

	
Diversification. In this sector, the Internet supports selling new products, which are developed and sold into new markets.



Geyskens et al. (2002) suggested an alternative perspective – that there are three main forms of demand expansion for an existing company when it adopts direct Internet channels. These are:


	
Market expansion. This occurs when new segments of customers are reached who did not previously buy in a category – they give the example of Estée Lauder™, which hopes that the Clinique.com™ site will attract customers who avoid buying at a cosmetics counter because they find the experience intimidating.

	
Brand switching. This is done by winning customers from competitors.

	
Relationship deepening. This is selling more to existing customers.




Table 1.2 The 5Ss of digital marketing





	Benefit of e-marketing
	How benefit is delivered
	Examples of typical objectives



	Sell – Grow sales
	Includes direct online sales and sales from offline channels influenced online. Achieved through wider distribution to customers you cannot readily service offline or perhaps through a wider product range than in-store, or lower prices compared to other channels
	Achieve 10 per cent of sales online in market

Increase online sales for product by 20 per cent in year



	Serve – Add value
	Achieved through giving customers extra benefits online or inform product development through online dialogue and feedback
	Increase interaction with different content on site

Increase dwell-time duration on site by 10 per cent (sometimes known as ‘stickiness’)

Increase number of customers actively using online services (at least once per month) to 30 per cent



	Speak – Get closer to customers
	Creating a two-way dialogue through web interactions like forums and surveys and conducting online market research through formal surveys and informally monitoring conversations to learn about them
	Grow email coverage to 50 per cent of current customer database

Survey 1000 customers online each month

Increase visitors to community site section by 5 per cent



	Save – Save costs
	Achieved through online email communications, sales and service transactions to reduce staff, print and postage costs. Savings also accrue through ‘web self-service’ where customers answer queries through online content
	Generate 10 per cent more sales for same communications budget

Reduce cost of direct marketing by 15 per cent through email

Increase web self-service to 40 per cent of all service enquiries and reduce overall cost-to-serve by 10 per cent



	Sizzle – Extend the brand online
	Achieved through providing new propositions, new offers and new experiences online including building communities
	Improve branding metrics such as brand awareness, reach, brand favourability and purchase intent







Source: Chaffey and Smith (2017)



For well-established brands with a loyal customer base, price reduction relative to other channels is not necessarily essential, or some web-channel price reductions can be used, but they note that often competitive pressures may require lower online prices. These authors also note the potential benefits of reduction in transactional and distribution costs through introducing a direct Internet channel once initial startup costs are incurred. However, for manufacturer brands it is important that consideration is given to the advertising expenditure required to move goods through the supply chain once a brand is established online (Pei et al., 2014). It is essential for brands to plan how they will manage potential channel conflict when establishing their brands online.

Digital marketing gives excellent opportunities to enter and grow a business by entering new markets, as the ZalandoTM mini case study 1.2 shows.

As well as assisting large corporate organisations to develop their markets, perhaps the most exciting potential of digital media is to help existing small and medium enterprises (SMEs) to expand. Read mini case study 1.2, which illustrates how one manufacturer has used digital media and technology to build its brand. There is further discussion of the opportunities of digital communication at the end of the chapter.



Mini case study 1.2: Zalando exploits the power of digital media and distribution to grow a multi-billion Euro business in less than five years

Once a single-country startup inspired by the successful business model of Zappos.com, Zalando was founded in 2008 by David Schneider, Rubin Ritter and Robert Gentz, with an early loan of €75,000 from German venture capital firm Rocket Internet SE. Zalando has become a €6 billion company and Europe’s top fashion retail platform. In 2008, Zalando served only Germany; five years later it was serving 15 European countries.

Now, Zalando sells over 1,500 international brands, including international premium brands, as well as localised brands that are only available per country. For each of the 15 tailor-made websites per country it serves, it includes customised shipping, payment, fashion and marketing strategies unique to the culture and country. In early 2018 more than 70 per cent of site visits were from mobile devices.


Figure 1.4 The new Zalando campus in Berlin


[image: Figure 1.4 The new Zalando campus in Berlin]




Zalando is popular and successful for many reasons, including a media, content, merchandising and localisation strategy applied to each country, an effective customer satisfaction programme and focus on the mobile experience. Its Google Ads™ programme is particularly important as a method for it to gain rapid awareness in each country it has entered, since other online media techniques such as SEO (too slow to grow an audience rapidly in a competitive market) and social media (relatively poor at impacting online sales) can fail to gain traction in a market. Using Google Ads and offline advertising plus the distribution infrastructure requires a significant investment, so substantial initial backing is needed for an international e-commerce business like this, which is evident since it took four-plus years to break even in the core regions of Germany, Austria and Switzerland.







Alternative digital business models


As part of strategy development, organisations require clarity on the type of business model they will develop.


Business and consumer business models

A basic aspect of the types of online business model explored in Chapter 2 is whether the proposition offered appeals to consumers or business. Because of this distinction, digital marketing opportunities are often described in terms of the extent to which an organisation is transacting with consumers (business-to-consumer, B2C) or other businesses (business-to-business, B2B).


Business-to-consumer (B2C)

Commercial transactions between an organisation and consumers.




Business-to-business (B2B)

Commercial transactions between an organisation and other organisations (inter-organisational marketing).



Reference to the well-known online companies in Table 1.1 initially suggests these companies are mainly focused on B2C markets. However, B2B communications are still important for many of these companies since business transactions may occur, as for example with eBay Business (http://business.ebay.com), or the B2C service may need to be sustained through advertising provided through B2B transactions, for example Google’s revenue is largely based on its B2B Ads advertising programme (http://ads.google.com/), which includes search ads, display ads and YouTube ads. Advertising service and advertising-based revenue is also vital to social network sites such as YouTube, Facebook and Twitter.

Digital media and technologies offer new opportunities for direct-to-customer strategies where brands can communicate directly to their consumers. For example, a publisher and authors can interact with their readers, or food brands can interact directly with their purchasers via their websites or social media.


Direct-to-customer model

A brand which has previously communicated to its customers via intermediaries such as media sites or wholesalers communicates directly via digital media such as social networks, email and websites.



Figure 1.5 gives examples of different companies operating in the business-to-consumer (B2C) and business-to-business (B2B) spheres. Often companies such as easyJet and BP™ will have products that appeal to both consumers and businesses, so will have different parts of their site to appeal to these audiences. Figure 1.5 also presents two additional types of trans-action – those where consumers transact directly with other consumers (consumer-to-consumer, C2C) and where they initiate trading with companies (consumer-to-business, C2B). Common C2C interactions include transactional exchange (e.g. eBay™, www.ebay.com), financial services (e.g. Zopa™, www.zopa.com.) and betting (e.g. Betfair™, www.betfair.com). In the early stages of the evolution of the web, Hoffman and Novak (1996) highlighted the potential importance of C2C interactions; the significance of their findings have been supported by the growth of social networks. More recently, Adjei et al. (2010) found how brand communities can be effective tools for influencing sales and retaining customers and building confidence in new customers.


Consumer-to-consumer (C2C)

Informational or financial transactions between consumers, but usually mediated through a business site.




Consumer-to-business (C2B)

Consumers approach the business with an offer.



The significance of C2C interactions, which often involve creation of what is known as UGC or user-generated content), is illustrated in Activity 1.3.

Figure 1.5 also includes government and public-service organisations that deliver online or e-government services. As well as the models shown in the figure, it has also been suggested that employees should be considered as a separate type of consumer through the use of intranets, which is referred to as employee-to-employee or E2E.


e-government

The use of Internet technologies to provide government services to citizens.








What is the difference between e-commerce and digital business?

Electronic commerce (e-commerce) refers to both financial and informational electronically mediated transactions between an organisation and any third party it deals with. So e-commerce involves management not only of online sales transactions, but also of non-financial transactions such as inbound customer service enquiries and outbound email broadcasts, so you can argue that e-commerce is open to all online organisations.


Electronic commerce (e-commerce)

All financial and informational electronically mediated exchanges between an organisation and its external stakeholders.




Figure 1.5 Summary and examples of transaction alternatives between businesses, consumers and governmental organisations
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Activity 1.3: Why are C2C interactions important?

Purpose

To highlight the relevance of C2C transactions to B2C companies.

Activity

Consult with fellow students and share experiences of C2C interactions online. Think of C2C on both independent sites and organisational sites. How can C2C communications assist these organisations?



E-commerce is often further subdivided into a sell-side e-commerce perspective, which refers to transactions involved with selling products to an organisation’s customers, and a buy-side e-commerce perspective, which refers to business-to-business transactions to procure resources needed by an organisation from its suppliers. This is shown in Figure 1.6.


Sell-side e-commerce

E-commerce transactions between a supplier organisation and its customers.




Buy-side e-commerce

E-commerce transactions between a purchasing organisation and its suppliers.




Figure 1.6 The distinction between buy-side and sell-side e-commerce
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Social commerce is an increasingly important part of e-commerce for site owners, since incorporating reviews and ratings into a site and linking to social networking sites can help understand customers’ needs and increase conversion to sale. It can also involve group buying using a coupon service, as with Groupon™. There is much discussion on the extent to which social media interactions between consumers directly influence sales. Digital marketing insight 1.1 outlines research hinting at the complexity of understanding this relationship. We introduce social media marketing later in this chapter.


Social commerce

Social commerce is a subset of e-commerce that encourages participation and interaction of customers in rating, selecting and buying products through group buying. This participation can occur on an e-commerce site or on third-party sites.



Electronic business (e-business), now more commonly known as digital business, is similar to e-commerce but broader in scope and refers to using digital technology to manage a range of business processes incorporating the sell-side and buy-side e-commerce shown in Figure 1.7, and also other key supporting business processes including research and development, marketing, manufacturing and inbound and outbound logistics.


Electronic business (e-business) or digital business

Electronically mediated information exchanges, both within an organisation and with external stakeholders supporting the range of business processes.






Different forms of functionality of digital presence

The form of digital strategy developed by a company will depend on the sector and scale of a business. Chaffey (2015) identifies different types of digital presence and each has different objectives and functionality that are appropriate for different markets or industry sectors. Note that these are not clear-cut categories of websites or mobile apps, since any company may combine these types as part of their business model, but with a change in emphasis according to the market they serve. Increasingly, companies are using dedicated mobile apps and company pages on social networks such as Facebook, Twitter and LinkedIn to similar purposes. As you review websites and company social presences, note how organisations have different parts of the site focusing on these functions of sales transactions, services, relationship-building, brand-building and providing news and entertainment. The five main types of site or mobile app functions are as follows.



Digital marketing insight 1.1: Social commerce – how much do social networks influence purchase?

Research published by the Harvard Business School, quoting Iyengar et al. (2009), found that in Korea, where social networking and commerce were more established, social networks do influence purchase, but the degree of influence depends on the usage level and connectedness of a user. In summary, the research shows:


	For light users of social networks with few connections (48 per cent of users), purchases are unaffected by social network activity.

	For moderate users of social networks with average connections (40 per cent), purchases are influenced by social network interaction, boosting vendor sales for this group by 5 per cent.

	For heavy users of social networks with a high number of connections (12 per cent), purchases are also influenced by social network interaction, but negatively; these users avoid buying what their friends have bought and are talking about, leading to a 14 per cent drop in sales from this group for vendors.



We return to this question in Chapter 9, where we explore the effectiveness of different types of digital media in the Smart Insights (2015b) article ‘Is this the social media backlash?’.




1 Transactional e-commerce

This enables purchase of products or services online and is typical in the retail, travel and financial services sector. The main business contribution of the site is through sale of these products. The sites also support the business by providing customer service and information for consumers who prefer to purchase products offline.


	Visit these examples: an end-product manufacturer such as Kia™ with an online ‘Build your Kia’ configurator (www.kia.com/uk) or an online retailer such as Zalando™ (www.zalando.com).






2 Services-orientated relationship-building for lead-building and support

This provides information to stimulate purchase and build relationships. Products and services are not typically available for purchase online. Rather, this is typical in the business-to-business sector and for high-value or complex consumer products. Information is provided through the website and e-newsletters to inform purchase decisions. The main business contribution is through encouraging offline sales via generating enquiries or leads from potential customers. Such sites also add value to existing customers by providing them with detailed information to help support them in their lives at work or at home.


	Visit these examples: B2B management consultants Accenture™ (www.accenture.com) and B2C laser eye treatment company Optimax™ (www.optimax.co.uk)







3 Brand-building


This type of site or app provides an experience to support the brand. Products are not typically available for online purchase. The main focus is to support the brand by developing an online experience of the brand and it is typically used for low-value, high-volume fast-moving consumer goods (FMCG) brands for consumers.


	Visit these examples: Durex™ (www.durex.com) and Guinness™ (www.guinness.com).






4 Publisher or media site

This provides news, entertainment or information or news about a range of topics and typically has an advertising or affiliate revenue model, as explained in Chapter 2. Previously termed ‘portal’ to refer to a gateway to information, this term is not in common usage today. This is information both on the site and through links to other sites. Portals have a diversity of options for generating revenue including advertising, commission-based sales and sale of customer data (lists).


	Visit these examples: HuffPost™ (www.huffingtonpost.com) (B2C) and Smart Insights (www.smartinsights.com) (B2B).



These different types of sites tend to increase in sophistication as organisations develop their digital marketing. In Chapters 2 and 4 we look at stage models of the development of digital marketing services and capabilities, from static brochureware sites to dynamic transactional e-commerce sites that support interactions with customers.


Stage models

Models for the development of different levels of digital services.




Brochureware site

A simple site with limited interaction with the user that replicates offline marketing literature.




Transactional e-commerce sites

Sites that support online sales.






5 Social network or community

These sites or parts of sites focus on enabling community interactions between different consumers (C2C model). Typical interactions include posting comments and replies to comments, sending messages, rating content and tagging content in particular categories.

Well-known examples include Facebook, Instagram, LinkedIn, Snapchat and Twitter. In addition to distinct social network sites such as these, social networks can also be integrated into other site types.






Challenges in developing and managing digital marketing strategy

Some of the challenges in managing digital marketing strategy that are commonly seen in many organisations (and should be managed) include:


	There are unclear responsibilities for the many different digital marketing activities (shown in Figure P.1 in the Preface).

	No specific objectives are set for digital marketing.

	Insufficient budget is allocated for digital marketing because customer demand for online services is underestimated and competitors potentially gain market share through superior online activities.

	Budget is wasted as different parts of an organisation experiment with using different techniques, martech suppliers without achieving economies of scale.

	New online value propositions for customers are not developed since the Internet is treated as ‘just another channel to market’ without review of opportunities to offer improved, differentiated online services.
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