Digital Marketing January 11, 2013

AMA (American marketing association): professional marketing association that offers training, conferences, produce journals.

Marketing: the process of planning and executing the conception, pricing, promotion, and distribution of ideas, goods and services to create exchanges that satisfy individual and organizational needs.  

The new definition adds “society at large” because conditions that are widely accepted (labour, environmental, production wants) need to be included. Relationships are also important to be established, in order for everyone to meet objectives.

Are digital technologies strategic or tactic that a marketer could use?

Its hard to come to a conclusion now, but most of it is debatably more strategic

How did the web start? In the US Military 

What propelled the commercialization of the web? (1990’s) The changes in technologies made it possible (introduction of personal computers) Increases in computer ownership, falling tech prices and lower interest rates. 

-massive economic growth (called the Web bubble in 1990’s)  

A lot of these companies went bankrupt.. A lot of these companies weren’t commercialized. The bubble burst. 

Reasons for failures: not a good model for commercializing customers

Are there any parallels in recent times? Social media companies popping up..risky..not all of them doing so good

Facebook brings in money by advertising and data mining. These have privacy issues…online stocks going down, investors don’t want to invest into them. 
From 2002 on:

-faster connection speeds, more powerful computers, broader colour ranges for monitors. This changes the way we see how marketing is being done using the web onward.

Web transforming into a social platform, an entertainement outlet and commercial outlet:

-watching more tv, using more internet than ever before

-The ability to access  has improved, we multitask more -> Nielson found that 59% of people watched tv while surfing the net. 

Digital Coupons:
-coupons moving from paper to digital …more convenient, on mobile devices…only 1 or 2% of paper coupons redeemed. 

-reducing the convenience too much, if its too easy, your redemption rates are going to skyrocket and if people are going to buy your products anyway, you lose money.
Everett Rogers: an innovation is something that is new. 
Types of innovation:

Congruent (products that are relatively similar to old ones but have some aspect of newness to them…minor changes to products. Ex: slightly different kind of camera with new feature), continuous, dynamically continuous, discontinuous (things introduced in a society that hadn’t happened before..don’t occur that often..ex automobile when it was introduced…radically different than anything before)
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Innovation Decision Process: knowledge (existing conditions considered), persuasion (attitudes formed), decision (adopt. Don’t adopt) , implementation, confirmation (discontinuance…not bother with it anymore and stop using it).
Attributes of Innovations:
-relative advantage: you want to increase to speed the diffusion process
-compatibility: you want to increase to diffuse the diffusion process
-complexity: the more complex, the slower the diffusion process
-triability: ski demos: you can try the new skis and then you can decide then
-observability: you see someone else try them and it makes you want to try it.
January 18, 2013
January 9th, 2007 was the date of introduction of the iphone

Marketing 3.0

In marketing 1.0:  selling the factories output to anyone who would buy it.  To standardize, lower production costs and mass merchandise.  Ei: Henry Ford said, Anyone can have any color of car that they want as long as it is black.

2.0: came out in today’s information age where the core technology is information technology. Consumers informed and differ greatly in their preferences. We have to segment markets. Customer is king works well. Consumer centric approach. Assumes that consumers are passive targets of marketing campaigns. 

3.0: marketers approach consumers as whole beings with minds, hearts and spirits. Consumers are looking for solutions to their anxieties about making the globalized world a better place. In a world full of confusion, they search for companies that address their deepest needs for social, economic, environmental justice.  You have to satisfy the consumer. These companies have bigger missions, visions and values to contribute to the world. They aim to provide solutions to address problems within society. 
Social entrepreneur: businesses that have social and economic missions.

Technological advances have brought about huge changes in consumers, markets and marketing (cheap computers and mobile phones, low cost internet). It allows individuals to express themselves and collaborate with others. People create news, ideas, and entertainment as well as consumer them. 

There’s movement into the era of 3.0 where consumers are more participatory.

Websites:
B2B web site: more technical information. Have more trained buyers so it needs to be more technical. 

B2C: allows a transaction to take place.

It comes down to how organizations sell and buy in these markets in order to develop a website to sell to those people. 

Consumer sites sell products or pass information on from consumer to another directlyL ebay, craigslist.

Benefits on the slides

Types of websites:

-social networking: google plus

-informational – need to draw enough visitors so that they can sell advertising. To generatehigher traffic. 

-entertainement sites: netflicks, Hulu

Online shopping:

In 2009 canadians ordered 15.1billion in goods and services last year. Stats can reported 39% of Canadians aged 16+ used the internet to place more than 95 million orders in 2009. 
BC and Alberta making more orders. 

The most common types of online orders are:

-travel services,

-entertainement products such as concert tickets, books, magazines

-clothing, jewelry and accessories. 

Less bought stuff:

-automotive, health and beauty, sports equipment

-need to try them out before buying

-over the next 12 months, 25% of big box retailers will start offering free wi-fi in their stores. 
-Research shows consumers will likely purchase If they can compare prices and their similar.

Does consumer movement to online shopping have implications for packaging? What are they? 

-protects the products

-fits into the shelves

-provides some information in terms of sizes, colors

-

Week 3: Direct Marketing and Database Foundations (ch.4 text)

Research mobile marketing: Feb 6: How the technology works, whos using it and how they use it, adv, disadv. Of using it, background as to where is this going to fit in your strategy, how hard is it to manage, whats good and bad. 
-goal to learn about the technologies for this first presentation. 

In what ways is the Internet a direct-response medium? And why does it matter?

Direct-response channel: you can get a response right away. Indirect communication channels: on tv advertisements. You can’t give a direct response to that.  The Internet is a direct-response channel.  The sooner you can get feedback, the sooner you can change your marketing strategy. 
The 4 I’s of Internet Marketing (interactive, information driven, immediate and involving)

Interactive: Offer Information or products for sale and document the customers reactions in order to increase customer value over time.

Information Driven: Direct response marketing are possible by thoughtful data capture and use. Analytics are necessities for this.

Immediate: Marketers can respond to individual customers while their interest is strong to get a quickly reading on the success of programs so they can be expanded, revised, or dropped to enhance profitability. Follows the direct marketing rule: get a prospect to take action immediately (through a powerful offer), because action deferred is most often action not taken.
Involving: passive vs. active media (tv vs. internet).  In active media, the person has a sense of participation. 

Ex: P+G : innovative website that has an interactive aspect, has community involvement.
The basic strategies: acquire, conversion and retain

1. Customer acquisition process: email being taken from a company and market to you. Ex: Facebook or a contest. 

2. Conversion: moving the customer to stages of increasing commitment. 

3. Retention: customers are not only retained but also in which marketers can engage in important activities to increase customer long term value primarily increasing volume, cross-selling, and up-selling.  Ex: Amazon sending emails to try to increase your purchases.

Key execution element: All direct response promotions have a clear call to action.

-Actions desired for the internet:

-to keep the visitor on the site longer

-get the visitor to request: more info, to make a sale

What is the call to action or incentive in a haircare product? Try before you buy. 
Front vs back end.

A good back end leads to more satisfied customers and satisfied customers lead to higher customer lifetime value.

CLV: net present value of the customer revenue stream – cost of acquiring and servicing the customer
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Customization

Customer Service: important for marketers without physical locations. Customers need somewhere to go to talk to the company. It helps in customer retention. 

-Ritz-carleton is famous for both (video: room service waiter: Empathy most important in customer service)

-Getting the Site Started: What do site developers need to think about before programming a site?
(conceptualization and understanding fully the goals and objectives and resources)

Defining Site objectives: What are the typical objectives? 

-to generate revenue through e-commerce capabilities

-to generate indirect revenue by enticing visitors to contact the company and engage in a business relationship

-to build brand recognition (which ultimately leads to revenue generation)

-To build brand recognition (which ultimately leads to revenue generation)

-build traffic to generate advertising revenue

-to meet other like minded people

-to express opinions

-mountain equipment coop vs. Patagonia website. One is building brand image and the other is more product oriented
· To develop a successful website we need to understand audience.

· target market is the audience most likely to visit their site and consume their products:

· defined by demographic and psychographic data (age, gender; lifestyle, values)

· data that defines a target market can be used to shape the choices made during the web sites development such s appropriate colors, graphics, photographs, social media applications, core messages and personality.

How do you learn about the target market?
Get info from your current customers. 

-personal interviews, telephone surveys, focus groups that represent the target market, online surveys, review of the blogosphere

-social networking

-You are starting your own company: How would you get the site developed? You work for an established large company? 
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What does a good site layout accomplish:
-create an environment where the visitor can get where they want to go. Minimizing clicks and easy access to get where you want to go, displaying all the info.

-The objective of the site will influence it as well as is this the typical consumer we’re targeting. 

-is the purpose of the site clear?

-promotes the brand?

-leads the user to specific areas of interest

-provide attractive environment for the consumers

-Envirocell: US company..look at how consumers navigate malls. They follow you around to see what you do. 
-Stores pump in smells into their store and use colors to please the consumers

What is the main rule concerning navigation?

-make it the same on all pages to avoid confusion

-use a basic schematic to show the categories from the links

-sites typically have 2 page layouts: one for the home page, and a second for interior pages

-above the fold on the home page entice them to browse further

-in the lower tiers, pages tend to be more copy/ content heavy.

-you want to design your website for the worst of what your target market has (bad monitor)

-most important info above the fold

-content for a site come from two sources: users and owners
-You can develop links with people who can post for you

-you can post yourself

-you can pay people to develop content for you

-provide a place (forum) to make it easy for people. How do you motivate people to post? Use a topic their passionate about.
Technology has given much more power to the customer. 
-check the real price/ reviews: easy access to info

-reducing information search costs

What is a brand? 
First brands a long time ago when they used steel for churches…its an identifier, a mark, logo that helps distinguish one product from another. 

Brand loyalty: Brand loyalty is a consumer’s commitment to a brand: occurs when a consumer has very positive attitudes about a brand and will go out of his or her way to buy specific brands that they trusteven if they are harder to find or are more expensive.
-after brand loyalty, its hard for competitors to sway that consumer away. Hard to also gain customers. 

Elements of a brand that make it successful: (energizer example)

-promise : long lasting 

-personality: Lululemon: serenity, comfort : 

-image: family, cheaper : what people think of when they think of the brand: family style commercials
-unique selling proposition: apple: what differentiates your brand from your competitors that distinguishes you.

Consistency is key to building brand loyalty. (Style guide lays out the requirements that need to be met to build the brand) 

-get people to the site

-build the brand once their there

*****Why is the internet used for branding? Support it with exampls: proms, personality, image, usp
scrap it and start over…bad website, if employees use this their out of a job (replaces the sales reps) commission could be an option, 
problems

driving factors of the problems

how to solve it 

recommendations

