Chapter 1: Introducing Internet Marketing 
· How significant the Internet as a Marketing tool?

· How does Internet Marketing relate to e-Marketing, e-commerce and e-business? 

· What are the key benefits of Internet Marketing? 

· What differences does the Internet Introduce in relation to existing marketing communications models? 

To conduct Internet Marketing, we need to build and create databases in which they could be used to support Internet Marketing activities. These Databases could be: 

· Customer Databases
· Competitors Databases
· Suppliers Databases
· Intermediary Databases
· Agents & Brokers Databases
Introducing the Scope of Internet Marketing
· "Achieving marketing objectives through applying digital technologies"

· How?

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

· How?

A More in-depth definition:
· Customer-Centric Digital Marketing Involves: 

· Applying… 

· Digital Technologies which form online channels… (Web, E-mail, Databases, mobile, IDTV) 
· To…
· Contribute to marketing activities aimed at achieving profitable acquisition and retention of customers (within a multi-channel buying process and customer lifecycle) 
· Through…
· Improving customer knowledge (or their profiles, behavior, value and loyalty drivers), then delivering integrated targeted communications and online service that match their individual needs) 
How does the Internet contribute to marketing? 

· How the Internet achieves marketing goals? 

Clue: (Web and E-mail) 

How the Internet Supports Marketing
· Identifying: the Internet can used for marketing research to find out customers' needs and wants. 

· Anticipating: the Internet provides an additional channel by which customers can access information and make purchase-evaluating this demand is key to governing resource allocation to e-marketing.

· Satisfying: A key success factor in e-marketing customer satisfaction through the electronic channel raises issues such as: 

· Is the site easy to use? 

· Does it perform adequately? 

· What is the standard of associated customer service?

· Are physical products dispatched? 

E-Business and E-Commerce 
- You are attending an interview for a job in an E-Commerce department. You are asked to: 

· Define e-commerce 

· Explain the relationship between e-commerce and e-business? 
E-business Vs. E-Commerce

· E-commerce involves money exchange in the transactions. 

· E-Business, as it is broader, all aspects in business are included like marketing, product design, supply management, etc. 
E-business: Is the broadest concept, refers to how technology can benefit all internal processes & external exchanges & Interactions, supporting the range of business processes. 
E-Commerce: All financial & Information electronically mediated exchanges between organization and its external stakeholders. 

E-Commerce is subdivided into: 

· Sell-Side E-Commerce

· Buy-Side E-Commerce

Note: Distinguish between Intranet, Extranet and Internet
Why is a Digital Strategy needed?

Simply to be better by (Competitive Advantage)

· To set clear goals for digital channels

· To align with business strategy (avoid ad-hoc approaches)

· Create a specific online value proposition (OVP)

· Specify communications tools to drive visitors

· Integrate digital and traditional channels

· Manage customer lifecycle (e.g. through email marketing) 

Applications of Digital Marketing
· An advertising medium

· A direct-response medium

· A platform for sales transactions

· A lead-generation method

· A distribution channel

· A Customer service mechanism 

· A relationship-building medium 

Typical types of Goals for Digital Marketing
The 5S's of Internet Marketing 

	Benefit of e-marketing
	How benefit is involved
	Typical objectives

	Sell – Grow sales
	Includes direct online sales and sales from offline channels influenced online. Achieves 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% of sales online in market

- Increase online sales for product by 20% 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% (sometimes known as "stickiness")

 - Increasing number of customers actively using online services (at least once per month) to 30%

	Speak – Get closer to customers
	Creating a Two-Way dialogue through web interactions like famous and surveys and conducing online market research through formal surveys and informally monitoring chat rooms…
	· Grow e-mail coverage to 50% of current customer database
· Survey 1000 customers online each month

· Increase visitors to site section by 5%

	Save- Save costs
	Achieved through online e-mail communications, sales and service transactions to reduce staff, prints and postage costs. Savings also accrue through web self-service where customers answers queries through online content
	· Generate 10% more sales for same communications budget
· Reduce costs of direct marketing by 15%

	Sizzle – Extend the brand online
	Achieved through providing new propositions, new offers and new experiences online while at the same time appearing familiar.
	- Improve the branding metrics as: brand awareness, reach, brand favorability and purchase intent


Summary and example of transaction alternatives between businesses, consumers and governmental organizations:
1. C2C: eBay, Skype, Blogs, Social Networks: Facebook, MySpace
2. C2B: Priceline, Consumer-feedback, communities or campaigns

3. C2G: Feedback to government through pressure groups or individual sites

4. B2C: Transactional: Amazon, Relationship-building: BP, Brand Building: Unilever, Media owner: News Corp, Comparison intermediary: Kelkoo, Pricerunner

5. B2B: Transactional: Euroffice, Relationship: BP, Media owned: Emap, B2B marketplaces: EC21, Social network: Linkedin, Plaxo.

6. B2G: Feedback to government businesses and non-government orgs. 
7. G2C: Tax, Government Information, E-Visa
8. G2B: Tax, Legal regulations
9. G2G: Inter-government services, exchange of information
Basics forms of websites: Informational, Communicational, and Transactional.
Different forms of web presence: 

1- Transactional e-commerce site: Enable Purchase Online, Ex: Amazon, Dell

2- Service-oriented/relationship building: Provides information to stimulate purchase & build relationships, but products are not available for online purchases. (Ex, Accenture, British Gas)

3- Brand Building Site: Provides an experience to support the brand. (Tango, Guinness) 

4- Portal or Media Site: Gateway of information that provides news and range of topics. Related to other sites, revenue through ads, commissions, sales of customers data. (Yahoo!, Silicon.com)

· Horizontal Portals: Information about different sectors! Yahoo!
· Vertical Portals: Information about specific sector! Edmunds.com
5- Social Networks: Enable community interaction C2C (Facebook, MySpace)
NOTE: THESE FORMS COULD OVERLAP 

Challenges in Developing & Managing an Internet Marketing Strategy: 
1- Unclear responsibility for many marketing activities. 

2- Lack of skilled people and lack of resources. 

3- No specific objectives are set for internet marketing. & results are not measured. 

4- No development for new (OVP) BECAUSE Internet is adopted just as an additional channel.

5- An experimental rather than planned approach is taken in using e-communication with poor integration between online-offline marketing.

6- Marketing Myopia (Shortsightedness) 

The 7S's to overcome e-marketing challenges: 
	Element of 7 S Model
	Application to strategy
	Key issues from practice

	Strategy
	The significance of digital marketing in influencing and supporting organization strategy
	CHECK BOOK

	Structure
	CHECK BOOK
	

	Systems
	
	

	Staff
	
	

	Style
	
	

	Skills
	
	

	Superordinate Goals
	The guiding concepts of the digital marketing organization which are also part of shared values and culture. 

The internal and external perception of these may vary. 
	


Key Marketing Communications Concepts:
	Term
	Definition
	Examples

	Medium
	Anything that coveys a message. The carrier of the message or method or transmission. Can be conceived as the touch point with the customer.
	BOOK

	Discipline
	BOOK
	

	Channel
	
	

	Vehicle
	
	


Six Categories of e-communications tools or media channels: 
· Search Marketing

· Online PR

· Online Partnership

· Interactive Ads

· Opt-in e-mail

· Viral Marketing
Offline Communication Tools: 
· Advertising

· Personal Selling

· Sales Promotion

· PR

· Sponsorship

· Direct Mail

· Exhibitions 

· Merchandising

· Packaging

· Word of Mouth

Integrating Online and Offline Communications:

	Communication initiated by customer
	Communication initiated by company

	Phone call to company
	Advert to generate awareness. Places in newspaper or PC Magazine

	Visit to website to review prices and specification
	Phone call or e-mail by courier company to arrange delivery of PC

	Phone call or e-commerce purchase of PC
	Traditional mail-out or e-mail after 1 year to describe upgrade service

	Support call to solve problems
	Traditional mail-out or e-mail after 3 years to describe new product offers

	Complaints about repair
	Call to arrange visit (from sub-contracted company)


What benefits do digital media provide for marketers?

· Interactivity – not solely a push medium (e-mail), but also pull (customers search for information). Information can be collected from customers via web pages (direct response). 

· Intelligence – Can monitor customers' interests and profile them.

· Individualization – It is possible to tailor e-mail and web communications (personalization)

· Integration – of offline and online channels

· Intermediation – new intermediaries can be used as a route to market and there is also the opportunity to sell direct

· Independence of Location – Possible to reach a wider market place

Chapter 2: The Internet micro-environment 

Situation Analysis

Questions for Marketers

· How do I complete a situation analysis as part of planning for digital marketing?

· How are the competitive forces and value chain changed by the Internet?

· How do I assess the demand for Internet services and customer behavior?

· How do I compare our online marketing with that of competitors? 

· What is the relevance of the new intermediaries? 

The Internet Marketing Environment:

Macro Elements:

· Technology: Innovation, Trends.

· International: Economic Factors, Legal Constraints, Cultural Factors
· Society: Public Reaction, Moral Constraints, Ethical Constraints 
· Country specific: Regulations, Policies…
Micro Elements:

· Suppliers

· Competitors

· Intermediaries

· Customers

An Online Marketplace Map:

1- Customer Segments: identify different target segments by understanding their online behavior, media consumption, styles & characteristics. 

2- Search Intermediaries: Companies must know which sites of search engines are effective in connecting traffic with them.

3- Intermediaries & Media Sites: (Affiliates & Aggregators), successfully attracting visitors via search. 

Such As: (Portals, Price Comparison, Super-Affiliates, Niche Affiliates, and Niche/Vertical Media Sites)
4- Destination Sites: Sites that marketer is trying to generate traffic to. Because (DS) is owned by merchant (retailer or product manufacturer) who provides information and products.

Customer Behavior Analysis: 

Is very important to estimate for online customer volume & developing propositions accordingly

· Demand Analysis

· Customer needs, characteristics, and behaviors. 
Demand Analysis & Conversion Modeling

10. Is important to understand the internet usage for different purposes, and determine factors that affecting how many people actively using it. 

11. Demand analysis aims at identifying opportunities for online sales, discover motives, and barriers.

12. We must motivate for online channel adoption, through: 
1- Access Cost

2- Perceived ease of use

3- Perceived Risk and Security level

4- Perceived Value proposition

Conversion Modeling: 

· ​Is a model used to assess the efficiency of the web marketing. 
· Purpose is to identify opportunities, estimate demand, prepare plans, and make a decision. 

· Measures defines in the model are: 

(Awareness Efficiency, Attractability, Engagement, and Conversion Efficiency)

A Model of the Internet Marketing Conversion Process

Q0: Internet Universe, Q1: Target Audience, Q2: Visitors, Q3: Active Visitors, Q4: Convert
Performance Drivers: 

· Awareness Efficiency: Q1 / Q0
· Attraction Efficiency: Q2/Q1
· Engagement Efficiency: Q3/2
· Conversion Efficient: Q4/Q3
Evaluating Demand Level Through the following factors: 

1. Level of Internet Access

2. The Consumers Influenced by using online channel
3. The number of people who Transact Online

Consumer Characteristics:
· Demographics: Age, gender, education, income, occupation, & social group. 
· Webograhpcis: Access methods and times, Usage location, and Connection Speed. 
· Personas: Thumbnail of characteristics, needs, motivations, & environment of typical website users. (e.g. Samba Bank) 
Ideas to Develop Web Personas:

1- Build personal attributes into persona:

· (demographics, psychographics, webographics)

2- Understand that personas are just models of characteristics & environment: 

· (Design targets, Stereotypes, Select primary influence persona)

3- Develop each persona scenario

· Information: Leads to site registration

· Purchase Scenario: (New Customer, Existing Customer) – Leads to purchase. 

Business Consumer Characteristics: 
· Variation in Organization Characteristics

· Size of Company (Employees or Turnover)
· Industry sector and products
· Organization type (private, public, government, not-for-profit)
· Application of service (which business activities do purchases products and services support?)
· Country and region 
· Individual Role

· Role and responsibility from job title, function or number of staff managed
· Role in buying decision (purchasing influence) 
· Department
· Product interest
· Demographics: age, gender and possibly social group. 
Consumer Behavior Models
1- Information / experience seeking behavior models

2- Hierarchy of response buying process models

3- Multi-channel buying models

4- Trust-based models

5- Community participation models 

1 – Information / experience seeking behavior models:
· Directed Information-seekers: These users will be looking for product, market or leisure information such as details of their football club's fixtures. They are not typically planning to buy online. 

· Undirected Information-seekers: These are the users, usually referred to as "surfers", who like to browse and change sites by following hyperlinks. Members of this group tend to be beginners and they may be more likely to click on a banner or an ad. 
· Directed Buyers: These buyers are online to purchase specific products online. For such users, brokers or cyber-me diaries that compare product features and prices will be important locations to visit. 

· Bargain hunters: These users sometimes known as "compers" want to find the offers available from sales promotions such as free samples or competitions. 
· Entertainment seekers: These are users looking to interact with the web for enjoyment through entering contests such as quizzes, puzzles, or interactive multi-player games.  
2 – Hierarchy of response buying models 
	Stage in buying process
	Communication Objectives
	Internet Marketing techniques

	1. Unaware
	Generate awareness
	Display and PPC ads, E-PR, social recommendations

	2. Aware of product need, develop specification
	Position features, benefits and brand.
	Search engine marketing (SEO and PPC), affiliate marketing

	3. Supplier search
	Lead generation (from range of customers)
	Aggregators, directories, and other intermediaries

	4. Evaluate and select
	Assist purchase decision
	Faceted search, buyers' guides, detailed product info, user reviews and ratings

	5. Purchase
	Facilitate purchase
	Automated e-mail reminders, one-page payment systems, and offline options. 

	6. Post-purchase evaluation and feedback
	Support use and retain business
	Personalized website content and interaction


3 – Multichannel Buying Models
· Customer experience involves the impact of multi-channels which is important to build assess customer behavior, expectations & perceptions. 

Lexus Example: 

· Asses the relative consistency between channels to know channel importance to overall attitude towards brand purchase & experience. 

· Main result was that the relations through interactive channels has imperative role in influencing attitudes & build best experience. 

4 – Trust-based models
Drivers of Trust:

1. Brand Strength: Supported by: Ads, WOM, offline contracts
2. Privacy: Supported by: Disclosures, reputation, guarantees
3. Security: Supported by: Disclosures, reputation, guarantees
4. Navigation and presentation: Supported by: usability, accessibility, persuasion
5. Advice: Supported by: detailed, information, buyer's guide 
6. Community: Supported by: reviews, ratings, forum
7. Order fulfillment: Supported by: customer, promise, experience
8. Absence of errors: Supported by: experience, independent, ratings
Attitudes to trust are dependant on: 

· General Internet expertise

· Internet experience for site type

· Familiarity with brand

· Familiarity with website

Note: All drivers of trust must be considered seriously and taken care of in order to ensure a smooth flow in which it would lead to customer's trust. 

Consumer Response (The flow that leads to complete trust): 

Trust ( Engagement and Flow ( Purchase Intent ( Loyalty ( Advocacy
Segmentation based on information need and trust:
	--------------
	Ignore advisors "do it yourself" 
	Depend on advisors "Do it with me"

	Gather own detailed information
	Self-Directed

Value: Information control, speed. 
	Validators

Value: Comparison tables, online chats.

	Don't gather information
	Avoiders

Value: simplicity, trust, reassurance
	Delegators

Value: Interactive product selectors, online chat. Phone support. 


5 – Social Interaction Communication Model 
· Based on the role of digital media which dramatically increased the importance of recommendations from others. 

· Community portals & social networks allow users to share information, experience, socialize with others from same background and interest.
Competitors Analysis
· Reviewing the internet marketing services offered by new & existing competitors to know the adoption level by their customers. 

· Competitors' benchmark: is one of the most important analyses on an online services analysis of capabilities, resources, & performance to know the retention, acquisition, conversion & growth. 

Suppliers Analysis

· As in traditional marketing activities, e-suppliers playing an important role in influencing quality and price of products & services.

· Marketers must analysis suppliers and comparing the contribution of each one of them to the desired added value and competitive advantage' creation. 

Cybermediaries Analysis

· Websites that facilitate exchanges between consumers and business suppliers.

Types or E-Intermediaries: 

· Infomediaries: Search engines (known as portals), directories, and News/Information publishers. 

· Price comparison sites (Aggregators), virtual malls, and virtual reseller. 

· Financial intermediaries (PayPal)
· Auction sites (eBay)

· Social Networks, virtual communities, and forums. 

Porter's Five Forces Model: 
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Value creation = Reduce cost by disintermediation + Increase intangible benefits for consumers. 
(READ ABOUT VALUE CHAIN IN BOOK)
Value Chain Model: 

Two alternatives models of the value chain: 

a- Traditional value chain model

b- Revised virtual value chain model: Market Research ( New product development ( Market products ( Procure materials ( Procure products ( Manage selling and fulfillment.

Disintermediation: The process of removing one or more or all intermediaries. For example, omitting the wholesaler by going directly to retailers or a company remove all intermediaries and deal directly with the customer without retailers or wholesalers.
Reintermediation: The process of getting back to the use of one or more intermediaries. These intermediaries are not necessarily the same as the previously chosen intermediaries by the producer. Reintermediation could occur only after a disintermediation has taken place previously. 
Different types of online trading (e-marketplace) location, what representation do we have on the internet? 

1. Sell-Side @ supplier site: one-to-many, trade via supplier's website (ex, Amazon)  

2. Buy-side @ buyer site: many-to-one, trade via buyer's website (ex, Aggregator websites like lastminutes.com) 

3. Many-to-many: Neutral exchanges, trade via intermediary website (ex, eBay) 
Business Models in e-Commerce: 
· Business model is a summary of how companies will generate revenue, identifying their products offering, value add service, revenue & target customers. 

· It is important to understand different business models that the web facilitates for e-commerce: (e-shop, e-mall, e-procurement, e-auction, virtual community, collaboration platforms, third party marketplace, value chain integrator, value chain service provider, information brokerage, trust and other sites).

Chapter 4: Internet Marketing Strategy
Michael Porter on the Internet: 

"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 is an E-marketing strategy?

· What is strategy? 

· "Defines how we will meet our objectives"

· "Sets allocation of resources to meet goals"

· "Selects preferred strategic options to compete within a market"

· "Provides a long-term plan for the development of the organization"

E-marketing strategy essentials

· E-marketing strategy is a channel strategy

· Objectives for online contribution % 

· Sales, service, profitability should drive our strategy

· E-marketing strategy defines how we should: 

· Communicate benefits of using the channel

· Prioritize audiences targeted through channel

· Prioritize products available through channel 

· Hit our channel leads & sales targets
· Acquisition, Conversion, Retention
· Channel strategies thrives on differentials propositions

· But, need to manage channel integration.

Internal & External influences on Internet marketing strategy
Internal Influences:
· Corporate objectives and strategy

· Marketing strategy

External Influences: 

· Market structure and demand

· Competitor strategies

· Emerging opportunities and threats

Problems of E-Marketing Strategy
· Underestimated demand for online services

· Market share loss

· Resource duplication

· Insufficient resources

· Insufficient customer data

· Reduced efficiencies available through online marketing

· Fewer opportunities for applying online marketing tools

· Changes required to internal IT systems

· Inadequate tracking

· Senior management support limited

· Summary of typical focus for main types of e-commerce-related strategic initiatives 
Check Uploaded Pictures for the complete table

	Type of digital marketing strategy initiative
	Commentary
	Examples

	1. New customer proposition (product and pricing)
	These are new site features or other online communications which are directly related to offering new products or services that will generate revenue
	

	2. Customer acquisition
	These are strategic project to enhance a site's capability to deliver…
	

	3. Customer conversion and customer experience strategic initiatives
	
	

	4. Customer development and growth strategic initiatives
	Investments to improve the experience and delivery of offers to existing customers
	

	5 Enhance marketing capabilities through site infrastructure improvements
	These typically involve "back-end or back-office features" which won't be evident to users of the site, but will help in the management or administration of the site will often involve improving customer insight capabilities.
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Hierarchy of organization plans including e-marketing plans
Problems if no E-marketing strategy
· Underestimated demand for online services

· Market share loss

· Resource duplication

· Insufficient resources

· Insufficient customer data

· Reduced efficiencies available through online marketing will be miseed.
· Fewer opportunities for applying online marketing tools will be missed. 
· Changes required to internal IT systems will be prioritised. 
· Inadequate tracking of results.
· Senior management support limited
An addition to the 7P's (8 P's): Partnerships

The SOSTAC planning framework applies to digital Internet
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· Situation Analysis: (Where are we now?) 
· Goal performance (5 Ss)

· Customer insight

· E-marketplace SWOT

· Brand Perception

· Internal capabilities and resources

· Objectives: (Where do we want to be?) 
5S's objectives

· Sell - customer acquisition and retention targets

· Serve - Customer satisfaction targets
· Sizzle - site stickiness, visit duration
· Speak - trialogue; number of engaged customers
· Save – quantified efficiency gains
· Strategy: (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, e-mail, IPTV etc.)

· Tactics: (How exactly do we get there? "The details of strategy") 
· E-marketing mix (8 Ps), including: the communications mix, social networking, what happens when?
· Details of contact strategy

· E-campaign 

· Actions: (The details of tactics, who does what and when?) 
· Responsibilities and structures

· Internal resources and skills

· External agencies

· Control: (How do we monitor performance?) 
· 5S's _ web analytics – KPIs

· Usability testing/mystery shopper

· Customer satisfaction surveys

· Site visitor profiling

· Frequency of reporting

· Process of reporting and actions

Levels of website development: 

a) The information to transaction model 

b) The transaction to information model
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A generic Internet-specific SWOT Analysis:

Showing typical opportunities and threats presented by the Internet:
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Internet Marketing Benefits: 

Tangible benefits




·  Increased sales from new sales leads giving rise to increased revenue from:

·  new customers, new markets

·  existing customers (repeat-selling)

·  existing customers (cross-selling)


·  Cost reductions from:




·  reduced time in customer service 

·  online sales

·  reduced printing and distribution costs of communications

Intangible benefits

·  Corporate image communication

·  Enhance brand

·  More rapid, more responsive marketing communications including PR

·  Improved customer service

·  Learning for the future

·  Meeting customer expectations 

·  Identify new partners, support existing partners

·  Better management of marketing information and customer information

·  Feedback from customers on products
Example Allocation of Internet Marketing Objectives:
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The Balanced Scorecard Framework for a transactional e-commerce site

Strategy Formulation & the eight Strategic decisions
1- Market & product development strategy

2- Business & Revenue model strategy

3- Target Market Strategy

4- Differentiation & positioning strategy

5- Multichannel distribution strategy.

6- Multichannel communications strategy.

7- Online communication mix & budget.

8- Organizational capabilities. 

The first 4 are customer based,
while the rest are for how to deal with marketing mix. 
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Using the Internet to support different organizational growth strategies: Ansoff Matrix

Stages in target marketing strategy development: 


[image: image4]
Market Targeting Strategies: 
1. Niche/Concentration 

2. Mass/Undifferentiated 

3. Differentiated/Selective 

4. Mass Customization 

Horizontal Market & Vertical Market
· Vertical marketing is a term used to define a company's approach towards targeting that focuses on specific industries. For example, a software vendor might say "We concentrate on the following vertical markets: wood component manufacturers and thermoformed plastic manufacturers"
· Horizontal marketing is when you single out a target audience that shares other characteristics, yet can be found in all industries. Common ways to horizontally market are by company size, by geography or by job title.
Common online targeting options: 
· Brand loyalists – convert online

· Not brand loyal- encourage trial

· Most profitable – deepen relationships

· Larger companies (B2B)

· Small companies (B2B)

· Key members of the buying unit (B2B)

· Difficult to reach using other media

Customer Lifecycle Segmentation: 
1- First-time visitor

2- Return visitor

3- Newly registered visitor

4- Registered visitor

5- Purchased once or n times

6- Purchased inactive

7- Purchased active: e-responsive

(JUMP TO NEXT PAGE… REALLY...!) 
Strategic Options for a company in relation to the importance of the Internet as a channel: 
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Channel coverage map showing the company's preferred strategy for communications with different customer segments with different value: 
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Example of Risk-Reward Analysis: 
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Chapter 5: Internet & the Marketing Mix

The Marketing Mix

· In 1963 Bartels said: "a marketer is like a chef in a kitchen… a mixed of ingredients"

· Variable used to define key elements of marketing strategy
· From the 4Ps of Jerome McCarthy to the 7Ps of Booms and Bitner sometimes referred to as the services M-mix.  
· 4Ps – Product, Price, Place, Promotion
· 7Ps – add People, Process, and Physical Evidence
· 8Ps online – add Partner ships
Mixing the M-elements online
· Which variables are important for the ideal customer? 

· Price and Quality?
· Where they Buy? 
· So need to decide on target markets first and do the research on the mix variables
· Remember the mix is not generic for all customers, but for segments. 
The Elements of the Marketing Mix
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E-Marketing Mix based n 7C's
	Marketing Mix
	Criteria

	Product (Customer needs and wants)
	Range of product, online services/value proposition, core product, sales levels, Extended product offering, and Branding.

	Price (Cost)
	Differential pricing

	Place (Convenience)
	Representation on third party sites, Co-branding and partnering arrangements

	Promotion (Customer experience)
	Attraction efficiency (visitor volume, share of search), Reach

	Process (Customer experience) 
	Conversion efficiency to online marketing outcomes – engagement, conversion to opportunity, conversion of opportunity to sales Retention efficiency.

	People (Customer experience)
	Response quality, e-mail, co-browsing, chat. 

	Physical evidence (Customer experience)
	Usability, Accessibility, Performance, and Availability. 


Product Dimensions are always related to the: (Could come on Exam)
· Lines Width: How many product lines.
· Length: How many products within a line. 
· Depth: How many forms of one item (ex, AlJallal Razor Blade, AlJallal Razor Blade Plus, AlJallal Razor Blade Ultimate)
· Consistency: Refers to the consistency between all the products within all lines. 
Extra: Definitions
Differential Pricing: Method in which a product has different prices based on the type of customer, quantity ordered, delivery time, payment terms, etc. Also called discriminatory pricing or multiple pricing.
Product Introduced
"The element of the marketing mix that involves researching customers' needs and developing appropriate products"

· Core Product

· The fundamental features of the product that meets the user's needs.
· Extended Product: (Actual +Augmented)
· Additional features and benefits beyond the core product. 
Web Options to Enhance Core Product: 
· For new and existing digital products, transactions where the actual product has been replaced by information about the product.

· The information of product creates a Digital value. 
· Mass Customization: (Prosumer): Levi's example.
· Extent of Product: 
· Subset – e.g. Pay as you go, pay per view.
· Bundling – EasyJet offers car hire, hotels booking, packages, and more in addition to its main flight services. 
· Marketers must ensure they are favorably represented on the portal intermediaries, where product will be compared with others in terms of core features, extended, and price. 
Extra: Examples
Cross-Selling: 
· A Life Insurance company suggesting its customer to sign up for Car/Health insurance.

· A Wholesale mobile retailer suggesting a customer to choose a network/carrier after one purchases a mobile.
Extended Product Options:

Examples: 

· Add-on services

· Endorsements
· Awards
· Testimonies
· Customer lists
· Customer comments
· Warranties
· Guarantees
· Money back offers
· Customer service (people, process and physical evidence) 
· Incorporating tools to help users during their use of the product.
· Information – extranets
Conducting Marketing Research Online

· Online Focus Group

· Online Survey

· Customer feedback or forums, possibly on independent sites

· Web blogs

· Secondary data: (Articles, papers, news)

Types of Marketing Research: 

1- Exploratory Research

2- Descriptive Research 

3- Causal Research

Marketing Research Definition: 

Marketing Research is the systematic and objective process of identification, collection, analysis, dissemination, and use of information for the purpose of improving decision making related to the identification and solution of problems and opportunities in marketing. 
Focus Group Definition: 

Focus Groups are small groups of people brought together and guided by a moderator through and unstructured, spontaneous discussion for the purpose of gaining information relevant to the research problem. Focus groups are used when the organization needs to gain information and seek solutions from unstructured and spontaneous issues.
Brands 
· A brand is described as: 

'an identifiable product or service augmented in such a way that the buyer or user perceives relevant unique added values which match their needs most closely. Furthermore, its success results from being able to sustain these added values in the face of competition'. 

· So, Add-Value to influence perception, and sustainability of value to create experience. 

Brands Online
"On the World Wide Web, the brand is the experience and the experience is the brand". 

To build successful online brands, organizations should consider how their proposition can build on these possible brand promises:
· The promise of convenience – making a purchase experience more convenient that the real word, or for rivals.

· The promise of achievement – to assist consumers in achieving their goals, for example supporting online investors in their decision or decision or supporting business people in their day-to-day work. 

· The promise of fun and adventure – this is clearly more relevant for B2C services.
· The promise of self-expression and recognition – provided by personalization services such as Yahoo! Geocities where consumers can build their own Web Site. 

· The promise of belonging – provided by online communities. 

Plus trust and reassurance
Success factors for brand sites
· For some product (Drinks, household cleaning products) which we cannot sell online, is important to have online presence (Brand Site) in order to build experience and brand image successfully through: 

1- Apply advertisements on publisher sites.

2- Brand Messages in paid search sites (Directions & Search engines).

3- Sponsorship of tools or sections of publisher sites.

4- Effective PR through editorial in publisher web. 

Success factors for brand sites: 

· For some product (Drink, household cleaning products) which we cannot sell online, is important to have online presence (Brand site) in order to build experience and brand image successful through: 
(CHECK BOOK)
Price Implications

· The internet allows for users of differential pricing: (different prices' model for same product based on customers, markets, or buying situation). E.g. iPhone use geographical pricing policy. 

· Increase Price transparency caused by aggregators and cyber-mediaries who increase customer knowledge through price comparison.

· While the Internet allows cost reduction, but is important to:

1. Understand the potential impact of price reduction on (Sales, Market Share, Competition, Products image, Demand) 
2. Justify the price reduction to avoid conflict with offline prices. 
A company needs to review the price transparency toward aggregators:
· Aggregators (Comparison search engines) show the price without spot other features.

· What companies should do to avoid the misleading information caused by aggregators? 

1. Educate markets about the limitations in aggregators (Incomplete coverage, limited information).
2. Highlight other brand's features to reduce emphasizes on cost as differentiator (fulfillment choice, quality, customer service).
3. Buy space in different sites to link customers to your site for this information above mentioned. 
B2B Reverse auctions Vs. B2C forward auctions
· Use B2B reverse auctions to reduce price.

· Use B2C forward auction to increase profit.

· Auctions and other methods as well help to identify price floor and price ceiling. 

· Use B2C forward auction helps to identify price sensitivity. 
Alternative Pricing Policies
· Different types of prices may be possible online: 

· Discounts

· Guarantees & Warranties

· Basic price

· Add-ons & extra products / services

· Refund Policy

· Order cancellation terms 

Navigation Advantages for Place

· Reach: This is the potential audience of the e-commerce site. Reach can be increased by moving from a single site to representation with a large number of different intermediaries. 

· Richness: This is the depth or details of information which is both collected about the customer and provided to the customer. This is related to the product element of the mix. 

· Affiliation: This refers to whose interest the selling organization represents – consumers or suppliers. This particularly applies to retailers. It suggests that customers will favor retailers who provide them with the richest information on comparing competitive products. 

New Channel Structures: 
Place concept online related to (sales + promotion + partnership). 

Since distance is removed by the Internet technology, products have three choices: 

a) Disintermediation

b) Reintermediation

c) Countermediation

Channel Conflicts
· While disintermediation provides opportunity of direct sales, more control, and more profit, it can threaten distribution by conflict with other channels. 
· Channel conflicts dependent on: 
1. A communication channel only.
2. A distribution channel to intermediaries.
3. A direct sales channel to customers.
4. Any combination of the above.
(WAS LATE: MISSING TEXT)
Virtual Organizations: What Are They?
Virtual Organizations: Alternatives?

MISSING INFORMATION (READ BOOK)

Promotion: 
· Promotion unfortunately has a range of meanings. It can be used to describe the marketing communications aspect of the marketing mix or, more narrowly, as in sales promotion. In its very broad sense it includes the personal methods of communications, such as face to face or telephone selling, as well as the impersonal ones such as advertising. When we use a range of different types of promotion – direct mail, exhibitions, publicity, etc we describe as the promotional mix. 

Promotion Mix

	Communication Tool
	Online Implementation

	Advertising
	Interactive display ads, PPC search advertising, banners.

	Personal Selling
	Site merchandising, virtual sales staff, chat, affiliate marketing. 

	Sales Promotion
	Online loyalty programs, club marketing programs, rewards, coupons, online incentives, discount. 

	PR
	Online editorial, blogs, feeds, virtual campaigns, e-newsletters, links to social networks

	Sponsorship
	Sponsoring online events, sites, or services

	Direct Marketing
	E-newsletters, opt-in e-mail, e-lists

	Exhibitions
	Virtual visits, e-exhibition 

	Merchandising
	Promotional ad serving on retail sites, e-alerts, personalized recommendations. 

	Packaging
	Real packaging is displayed online, virtual tours

	Word of Mouth
	Links, e-mail a friend, viral, affiliate marketing 


Using Promotion to Vary the Mix

1. Reviewing new ways of applying each of the elements of the communications mix such as advertising, sales promotions, PR and direct marketing.
2. Assessing how the Internet can be used at different stages of the buying process. 
3. Using promotional tools to assist in different stages of customer relationship management from customer acquisition to retention. 
In a web context this includes gaining initial visitors to the site and gaining repeat visits through these types of communications techniques:

· reminders in traditional media campaigns why a site is worth visiting, such as online offers and competitions;

· direct e-mail reminders of site proposition – new offers;

· Frequently updated content including promotional offers or information that helps your customer do their job or reminds them to visit.
ICT for Acquisition & Retention 

In a web context this includes gaining visitors to the site and gaining repeat visits through these types of communication techniques: 
· Reminders in traditional Media campaigns why a site is wroth visiting, such as online offers.
· Direct e-mail reminders of site proposition- new offers.
· Frequently updated content including promotional offers or information that helps your customer do their job. 
People, Process, & Physical Evidence

· Are important elements of the services' marketing mix, & e-marketing mix.
· 3 P's are related to assess the effectiveness of WebQual & e-ServQual. 

· Physical evidence playing role in expressing the experience (tangibilization) that reflect the quality level. 

Options for replacing people

· Auto-responders

· E-mail notification

· Call-back facility

· Frequently Asked Questions (FAQ)

· On-site search engines

· Virtual assistants 

Stages & Methods of Managing Inbound Contacts
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Make contact point clear

· Use FAQ to reduce enquiries

· Use drop down lists to categorize queries 
· Use auto responder

· Give alternative information source

       CHECK BOOK FOR REST
End of Chapter 5
Chapter 6: Relationship Marketing using the Internet
Elements of CRM



The Four Key Stages of Customer Relationship
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Differences between relational and transactional marketing

	Transactional paradigm
	Relational paradigm

	Market segment
	Individual customer

	Transaction duration
	Lifetime

	Margin
	Lifetime value

	Market share
	Most valued customers and customer share

	Mass market broadcast
	Dialogue and tailored communications

	Passive consumers
	Empowered clients


CRM Applications: 

	1. Sales Force Automation
	2. Customer Service Management

	3. Managing the sales process
	4. Campaign management

	5. Analysis & Decision making contribution


CRM Data:
· Personal and Prolife Data

· Contact details
· Preferences
· Transaction Data

· Sales History
· Communication Data

· Campaign History
· Research / Feedback / Support Queries
· Contact reports (B2B)
Categorizing Customers: According to Value
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Categorizing Customers: According to Value (Important) 
Most Valuable Customers (MVC): 

· Are small portion of the total customers, contributing to the valuable profitability, normally purchasing more or accepting the higher-value product. 
· Objectives: Focus on their loyalty. 

· Strategy: focus on retention more than extension. 

· Action: Use continuity-selling programs & focus on differentiating them by value. 
Most Growable Customers (MGC): 

· Show potential to become valuable, their lifetime value is lower than valuables, but they are profitable in general. 

· Objectives: Focus on their continuity of adoption.  

· Strategy: Focus on extension. 

· Action: Use cross-selling & focus on up-selling by recommendation, personalize e-mails and web offers.
Below Zero Customers (BZC): 

· Are unprofitable, those who have purchased once or never, providing very low lifetime value. 
· Objectives: Convert them into growables or minimize the investment on them.  

· Strategy: Focus on selection. 

· Action: use cross-selling & lower-cost by selling service online 

E-CRM Benefits
· Customer Development

· Managing e-mail list quality

· Implementing e-mail marketing

· Data Mining

· Personalization and customization

· Customer service quality and multi-channel experience.

The four classic marketing activities of customer relationship management: 
(Select ( Acquire ( Retain ( Extend (

[image: image6]
5Is
A model for assessing & achieving e-marketing activities Selection, Extension, Acquisition, and Recognition. 

· Identification – can the customer be recognized for different channel contacts?

· Individualization – Can communications and products be tailored? 

· Interaction – Are communications two-way?

· Integration – Is there a 360 degree view of the customer?

· Integrity – Is the relationship built on trust?

Permission Marketing
· Customer agrees (Opt-in) to be involved in organization's marketing activities – usually as a result of an incentive. 

Four words of permission marketing characterization: 
· Anticipated: Offer the prospect an incentive to volunteer.

· Relevant: Using the attention offered by prospect to show him your product, and reinforce the incentive to ensure that prospect maintain the permission. 

· Personal: Offer additional incentives to get and increases his permission. 

· Timely: Use the permission to convert prospect into valuable customer. 

Permission Marketing

Key Concepts: 

· Not interruption marketing or paused marketing
· Not SPAM

· Requires Opt-in incentives (online to e-mail)

· Don't make Opt-out too easy! 
· Learning about the customer (watch, but don't ask interruptive questions) 

· Initial and continued relationship is based on incentives

Options for Mass Customization and Personalization using the Internet
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Approaches to Implementing e-CRM

· Stage 1: Attract new & existing customers to site. 

· Extend your appearance online through: Search Engines, Portals, Banners, Links
· Stage 2: Give incentives and capture information. 

· Incentivise visitors to action: lead generation offer & sales generation offer based on web quality & credibility.

· Capture information to maintain relationship: convert un-profited visitors to profiled potentials) 
Matrix of customer touch points for collecting and updating customer-mail contact and other profile information
[image: image19.png]Customer value

Sales force

Customer extranet

Contact-centre

Web supported

Web

Product sales complexity





Approaches to implementing e-CRM (CONT.) 
· Stage 3: Maintain dialogue using online communication to encourage site visit repetition: 

· Email, Display specific information on the website, Use push technology such as RSS feeds, loyalty programs, news about products, prices, and new features, personal reminders, customer support, etc…

The extent to which different types of segmentation variables tend to be predictive of response
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Approaches to implementing e-CRM (CONT.) 

· Stage 4: Maintain dialogue using offline communications to encourage site visits: 

· Use direct mail, phone calls, & personal face to face contact to encourage and inform potentials about your e-activities. 
· Educate them about the benefits they can get through their e-visit. 

· Give incentives & focus on sales promotion (discounts, coupons, awards, trials…) 

The Elements of the IDIC framework 
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Techniques for managing customer activities & life time value LTV 
· A part of CRM strategy is to define measures which indicate activity level (purchases, frequency of use product, order, online services, web access…
· The aim of using theses measures is to: 

· Increase number of new users weekly, monthly…
· Increase number of active users & decrease numbers of inactive users

· Decrease percentage of dormant users.

Techniques for managing customer activities & life time value LTV 

Continued… Read Book

An example of an LTV-based segmentation plan
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Figure 6.20: The relationship between service quality, customer satisfaction and loyalty. (CHECK BOOK) 
END OF CHAPTER 6

Chapter 7: Online Customer Experience
· Online customer experience = Effective online presence = Quality of content and design + communication that must deliver relevance to the target audience.

· Online customer experience is the total combination of rational & emotional factors of using a company's online service that influences customers' perceptions of a brand online. 

The online customer experience pyramid – success factors 
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Website Development Process


[image: image7]
Website Prototyping 
· Prototypes are trial versions of a website that are gradually sophisticated through iterative process to become closer to the final version.

· When using prototyping approach, company must decide whether to go with hard launch (a site is launch once fully with complete hard promotional efforts) or soft launch (a trial version of a site is launched with limited publicity). 

· If there is necessity to establish a presence rapidly, the soft launch will help in this regard.

Four Stages of Website Prototyping
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Key Concepts in improving the online customer experience
· Usability (ISO)

· The extent to which a product can be used by specified users to achieve specified goals/tasks with effectiveness, efficiency and satisfaction in a specified context of use. 
· Accessibility

·  An approach to site design intended to accommodate site usage using different browsers and settings particularly required by the visually impaired.

·  Also helps Search engine optimisation
· Persuasion / Conversion

· Maximising returns from web investments through measurement and optimization using techniques including web analytics and usability studies. 
Researching site users' requirements
· Using different marketing research techniques to identify the needs, wants, preferences, and expectations of the web audience.

· 6 Ws is useful guide that helps you in this analysis

· Who are the key audience for the website?
· Why should they use the site?

· What will appeal to them?

· What should the content of the site be?

· Which services will be provided?

· How will the web content be structured?

· How will navigation around the site occurs?

· What are the main marketing outcomes we want to achieve?

How to test Site Usability? 
· Web feeds, focus group, experts, Research sample from different segments?

· Example:
· Assign task for users by sending them e-mail. (find the best ticket fare in our web) 

· Identify users why access the web (by attaching the site link to the e-mail sent) 

· Make assessment of task completion to know the effectiveness (Task completion) and efficiency (task completion's time and clicks number) to judge the site usability. 

Developing Customer-Oriented Content

· Bevan (1999), suggested 9 issues to optimizing the user experience through user-centred design: 

1- Who are the important users?

2- What is their purpose for accessing the site?

3- How frequently they visit the site? 

4- What experience & expertise do they have?

5- What nationality are they? And can they understand your language? 

6- What type of information they are looking for?

7- How will they want to use the information: read it on the screen, print it, download it…?
8- What type of browsers will they use? How fast will their communication links be? 

9- How large screen will they use with how many colours? 

Design Concepts 

· Information architecture – the combination of organisation, labelling and navigation schemes constituting an information system

· Site map – A graphical or text depiction of the relationship between different groups of content on a web site

· Blueprints – Show the relationships between pages and other content and can be used to portray organisation, navigation, and labelling systems

· Wireframes – Schematics – a way of illustrating the layout of an individual page or page template
Site structure diagram (blueprint) showing layout and relationship between pages
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Example Wireframe for a children's toy site
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Different aspects of high-quality information content of a website
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Read Book About: 

Narrow & Deep, Broad & Shallow Organization Schemes.  

(END OF CH.7)
MISSING NOTES:
The End of Chapter 7, and the Beginning of Chapter 9
Chapter 9
Missing the Beginning
Managing & Planning SEO

· 6 main approaches to improve the results from SEO: 

1. SE Submission

2. Index Inclusion

3. Key-Phrase Analysis

4. On-Page Optimization

5. External Linking (Page Rank)
6. Internal link structure

Online PR

· What is?  (Two definitions)
· The management of reputation – the planned and and sustained effort to establish and maintain goodwill and mutual understanding between an organization and its publics. 

· The managed process of communication between one group and another… (it) is the method of defining messages and communicating them to target audiences in order to influence a desired response. 

The key areas of online PR 
1- Attracting visitors through search

2- Engagement & Dialogue

3- Building Campaign

4- Defensive Crisis

· E-PR Activities: 

· Blogs
· RSS Feeds
· Brand Protection or Monitoring using Social Media
· Press Releases
Affiliate Marketing

· What is? 

"A commission-based arrangement where referring site (Publisher) receiver commission on sales or leads by merchants. Commission is usually a percentage from product sel price, or fixed amount for each sale (CPA & CPC)" 

· Options to do e-affiliate marketing: 

· Aggregators

· Review Sites

· Rewards Sites

· Other related sites

Online Sponsorship

· What is? 

"The linking of a brand with related content or context for the purpose of creating awareness and strengthening brand appeal in a form that is clearly distinguishable from a banner, button or any other standardized ad unit"

· Options to do Sponsorship: 

· B2B

· B2C

Interactive Display Advertising
· The term for displaying a paid advertisement on a web site, using rich media or graphics. 

· Often the advertisement will be served from a web server different from the site on which it is placed. 

Making Banner Advertisements Work 
1- Appropriate Incentives are needed to achieve click-through.

2- Creative design needs to be tested extensively. Alternative designs for the advertisement

· Different creative designs may be needed for different sites on which advertisements are placed. (The use of the words "click here!" or "Click now" can dramatically increase click-through)

3- Placement of different advertisement and timing need to be considered carefully. 
Two types of e-mail marketing

E-mail marketing may achieve the 5Ss

· Outbound e-mail marketing, where email campaigns are used as a form of direct marketing, sales promotion and publicity to encourage trial and purchases and as part of a CRM dialogue (Customer retention & acquisition) 
· Inbound e-mail marketing, where emails from customers such as support inquiries are managed to obtain customer data and enhance the value delivered. 

Viral Marketing
· Email is used to transmit a promotional message to another potential customer. (C2C). 

· Suggestions to make a viral campaign effective: 

1. Creative Material: Ensure creativity! "The viral agent" 
2. Seeding: Spread the virus! 
3. Tracking: Monitor its effect 
Know All the Communication tools used to improve online presence

Chapters for Final: 1,2,4,5,6,7,9

End of Chapter 9
END OF ALL!!! 

Good luck in your exams!
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