communicati 's a simple conce Lot ens
ons and messages are carefully linked together p €nsures that all forms of

At its most basic level

integratin all the omoti
B Il t pr Otional tOO[S, so that they work together n harmony’ el el : "
Promotion 1S P m Ng mix m
one of the S in the arketi p
ool B | romotions has Its own mix of com unications

AII of these Communications tools work better if
isolation. Their sum is greater than their parts —
the time, every time.

the.y work together in harmony rather than in
Providing they speak consistently with one voice al|

This i - | .
S Is enhanced when integration Boes beyond just the basic tommunications tools. There are other

levels of integration such as Horizontal, Vert;
» Vertical, Internal, External an i i i
they help to strengthen Integrated Communications. SRR, K o

* Horizontal Integration occurs across the mar

shares relevant data across different departments.

higher level corporate objectives and corporate missions.

* Meanwhile Internal Integration requires internal marketing — keeping all staff informed and
motivated about any new developments from new advertisements, to new corporate
identities, new service standards, new strategic partners and so on.

* External Integration, on the other hand, requires external partners such as advertising and
PR agencies to work closely together to deliver a single seamless solution — a cohesive
message — an integrated message.

Barriers to Integrated Marketing Communications
Despit~ its many benefits, Integrated Marketing Communications, or IMC, has many barriers.

In addition to the usual resistance to change and the special problems of communicating with a wide
variety of target audiences, there are many other obstacles which restrict IMC. These include:
Functional Silos; Stifled Creativity; Time Scale Conflicts and a lack of Management know-how.

Take functional silos. Rigid organisational structures are infested ‘with managars who protect both
their budgets and their power base.

Sadly, some organisational structures isolate communications, data, and even managers from each
other. For example the PR department often doesnt report to marhketing. The sales force rarely meet
the advertising or sales promotion people and so on. Imagine what can happen when sales reps are
not told about a new promotional offer!
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And all i mn
of this can be ;
5 e aggravated by
resist having some of Ihhfr((i it Do lmtmmal il |
P - ecisions (a 2r battles where specific agers
another department 5 (and budgets) determined or even infl | e el
p : uenced by some
y someone from

Here are two d

e ifficult questions

And how will | questions — What should a truly inte :
will it affect creativity? grated marketing department look like?

It shouldn’t
] matter whos ive i iti
ST i e el cr‘eatlve idea |_t is, but often, it does. An advertising agen
ve oping a creative idea generaled by & o pRo & ;Y may not be so
, say, or a direct marketing

consultant.

IMC can restrict ivi

5 creativity. No i
marketing communicnlio»:m strrant:re s a'nd wacky sales promotions unless they fit into the overall
challenge may be graater and u“_-gv. The joy of rampant creativity may be stifled, but the creative
' imately more satisfying when operating within a tighter, integrated

creative brief,

Add different tim i R

to IMC. For ei;mepf:a::algéoaz\ziﬁtfve bnefand you'll see Time Horizons provide one more barrier

conflict with shorte; ) advert!ang, designed to nurture the brand over the longer term, may

Bowevar the v aBiet ising or sales promotions designed to boost quarterly sales
) es can be accommodated within an overall IMC if carefully planned.

But this ki ine i
expetrt:;:ek;:dlmo(f: plBann.mg IS it Camman: . suivey in 1995, revealed that most managers lack
. But its not just managers, but also agencies. There is a proliferation of single

::SCLDI?E agencues.‘Tht‘ere ap.pe'ar' to be very few people who have real experience of all the
arketing communications disciplines. This lack of know how is then compounded by a lack of

commitment.

For now, understanding the barriers is the first step in successfully implementing IMC.

Golden Rules

Despite the many benefits of Integratéd Marketing Communications (or IMC); there are also many
integrated — 10 Golden Rules of

barriers. Here’s how you can ensure you become integrated and stay

Integration.
e by ensuring they understand the benefitsof

(1) Get Senior Management Support for the initiativ

IMC.

s of management. Put ‘integration’ on the agenda for various types of

(2) Integrate At Different Level
rizantally — ensure that all

management meetings — whether annual reviews or creative sessions. Ho
t marketing managers understand the importance of a consistent message

duct quality. Also ensure that Advertising, PR, Sales Promations
To do this you must have carefully planned internal

managers, not jus
whether on delivery trucks or pro
staff are integrating their messages.

communications, that is, good internal marketing.
n visual standards for

ven a Brand Book is used to maintain commo

nsure the Design Manual or e

(3) E
faces, colours and so on.

the use of logos, type
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: Clear communicatione
values > i ( ‘
into every COmMmunication. Ensure 3|

Janisation. Exploit areas of

B

: udge.t. Start from scratch. Build a neyw Communic
0 achieve yoyr objectives, |n reality, the budge

may have to prioritise COMmunicatio :

need to do in order

ations plan. Specify what v
| @ DU
ideally need, so yoy v

HUBELyou get is often less than yoy
Ns activities accordingly.

(6) Think Customers Fj T
shages they w0 thrLSUFI;SE \;Vrap communlcatlons around the customer’s buying process. Identify the
8N before, during ang after 3 purchase. Selact CoOmmunication tools which are

(7) Build Relationship
nger relationshj

rand val icati
il ues. All communications should help to develop stronger and

sand B

Ps with customers Ask h icati

‘ i iCn . OW each communication tool helps to do thi
Remember: Customer retention js a5 important as customer acquisition. ' :

(A8) Develop a Good Marketing Information System which defines who needs what information when

custome'r database for eéxample, can help the telesales, direct marketing and sales force. IMC can
help to define, collect and share vita| information.

(9) Share .A'rt.work and Other Media. Consider how, say, advertising imagery can be used in mail
shots, exhibition stands, Christmasg cards, news releases and web sites.

(10) Be .prepared to change it all. Learn from experience. Constantly search for the optimum
Communications mix. Test. Test. Test. Improve each year. ‘Kaizen’,

Just a few ways to beat the barriers and enjoy the benefits of integrated marketing communications.
Benefits of Integrated Marketing Communications

Although Integrated Marketing Communications requires a lot of effort it delivers many benefits. It
can create competitive advantage, boost sales and profits, while saving money, time and stress.

IMC wraps communications around customers and helps them move through the various stages of
the buying process. The organisation simultaneously consolidates its image, develops a dialogue and

nurtures its relationship with customers.

This ‘Relationship Marketing’ cements a bond of loyalty with customers which can protect them from
the inevitable onslaught of competition. The ability to keep a customer for life is a powerful

competitive advantage.

IMC also increases profits through increased effectiveness. At its most basic level, a unified mgssage
has more impact than a disjointed myriad of messages. In a busy world, a consistent, ;onsohdated
and crystal clear message has a better chance of cutting through the ‘noise’ of over five hundred

commercial messages which bombard customers each and every day.

At another level, initial research suggests that images shared in advertising and direc‘t mail boost
both advertising awareness and mail shot responses. 50 IMC can boost sales by stretching messages
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Carefully linked
messages also hel
special offers which P buyers by giving timel i
, when . y reminders, u : _
the stages of their buyin presented in a planned sequence, help them m:vdatEd o S
g process... and this reduces their ‘misery of choice’ 'iencomfonlably e
a complex and busy

world.

messages help nurture long term relationships with

Consistent images and relevant, useful
entify precisely which customers need what information

customers. Here, customer databases can id
when... and throughout their whole buying life.

2 .E-MAIL MARKETING:

What is Email Marketing?

Promoting a business by sending emails and newsletters is what we call email marketing. Today’s
marketers need to do more with less. They need to connect with their audience in a highly
personalized way, while staying on budget. Marketers who are good at email marketing can connect
with their customers in a highly targeted way. They will be successful in delivering ROI and revenue
back to the business. No marketing category has the longevity of email marketing. While some
marketing trends come and go, email remains the most powerful channel available to the modern

marketer.

Why Should We Do Email Marketing?

Email is a tool that nearly everyone uses today, and it continues to grow and be more prevalent in
the lives of people around the world. There are three times more email accounts than there are
Facebook & Twitter accounts combined. Many of the top marketers from some of the most
successful companies across the world believe email is the #1 channel for growing your business. As a
marketer, you have many channels available to reach your audience, but with limited time and
resources, you need to prioritize your efforts. Email Marketing is by far the most effective channel to

attract, engage and connect with an audience to drive sales and revenue for your business.

How to Do Email Marketing?
ters, we will be describing each stage of Email marketing in detail. After

completing this tutorial, you will surely be able to start your Email Marketing Campaigns.'Get your
feet wet by setting up an email campaign. If you have a website, put a sign-up form on it. Collect
some Emails through this sign-up form. So at the end, you can send some test emails to them.

In the subsequent chap

Strategies to Grow Email List Multiple CTAs:
b, blog best and calls-toaction. You cannot escape

ike those who build lists design their we
L seer 1 a popover, a signup at the top of a blog post,

their calls to sign up. There might be a signup in
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another one at
: the bott ;
that in order to om. Basically, the design assumesthat
people will view the site di
e site differently and

) Mmaximize th
sien i e chances i
8N up forms everywhere. that a potential subscriber sees a signup f
up form you’d best
put

Give & Take:

Attaching so i
mething valuabl

readers’ mind. Basi e to your email signup form i
. Basically, give : gnup form is a surefi ,
know is worth W mgrs thasrc:r;]ethmg away for free, for the price of afe":\{l tC:jdcreate interest in
Cheat sheets, Email seri ree to the site that gets i ail address (which we all

, Em . ; gets it). For
ail series, Video, Private blog content, and E)arly acecx:smfle' ym; i
g s to new features.

Handy Opt in Links:

Bear in mind that i
people can sign up to an il list i
ot e email list in places other than an email ca
eeages o bkr:; l:)ilgsa guge mfmber of different places like email sign;turzzu:i)cfic;rln:r;zgu
devoted to acquiring email signt;pseg?\l;dlng 0: Ve the nk, keep . o newer a"a“di"g paglz
. ! e you have the link, keep i
devoted to . nk, keep it handy. You
g a chance to use it. How to get that Link? We will be discussin;it shor;:l\\:er rowmhen s

Disclose Your Social Strength:

Would you . "
up? Theyconl():zpr:z;eszp't Ito join an email list, if you knew 80,000 other people were already signed
cial proof says yes, which is why you see many sites advertise the size of their

email list on their signup form.

fngte.szmarl;a:Ie Email Content Your content needs to be amazing, if you want people to stay
cribed and forward your emails to their friends, family, and colleagues that aren't already on

your email list.
It is very important to organize all the email addresses that you have gathered. All you have to do is

to combine all the emails you collected in one single mass Email List, so that in the end, you have got

all subscribers in one single file. | prefer to use MS-Excel for combining the list. After combining the
ext or a CSCV file as required by your Mailing Client. You can

t file by using the Save As command. Click the Microsoft Office
choose the text file format for the worksheet. For
limited). Don’t forget to do some sorting to

list, you may need to export it in t
convert an Excel worksheet to a tex
Button Click Save As. In the save as type box,
example, click Text (Tab delimited) or CSV (Comma de

avoid any invalid emails.

Formatting Emails
email addresses. There might be many

This is the main part to clean your list from bad, dead
our list. Some typo errors, syntax errors and possible some
List. On an average, about 22.5%

wrongly typed email addresses in 'y
bouncing email addresses, if you are dealing with your old email :
email addresses get deactivated, banned or deleted per year, so that must be the bad news, if you

are one of the victim dealing with an old email list.

ot must to read. But sincerely this
being blacklisted. If you are paying

Mail Chimp, Aweber etc. then this part is not necessary. Bu.t

f Email addresses or you are running some other Bullf Email

hen you probably need these steps doné before launching any
er in chapter “Service Providers”

Validation

While reading this book you mu
part is important enough to avoi
to top Email Marketing Clients like
believe me, if you have got millions 0

Clients that are hosted on your servert_ ' .
email campaign. These | will be discussing in detail lat

st be thinking that every part is n
d being marked as a spammer or
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Opt-in

An opt-in polic ;
and how any »;nrfi)cl"::;iisoa Potential customer to self-select the seryi
m?rketing- As discussed i: t:]hey pr.OVide may be used. It isea]?cr)wcefa they wish to subscribe to,
using a CTA. Cash rewards, ¢ e previous chapter, there are formaJl que :.‘rr(_-d as permission-hased
benefits come at the cost o’f 0upon_s, and convenience appeal to mar;chto,gamer SN Aicmas
choose to share their data Zn undisclosed contract for use of persona\:in(?ngumﬁfm' bm,”"‘"” these
» but they should be afforded transparency ov(:z:n;?)t\frt\i |f}f1':idlm|'. tipud
eir data will be

used and with whom it will be shared.

Opt-out

An opt-out policy thro i

Should yeu ema; peo:|gehthwaht":,he3 cus.tomer can unsubscribe through the link attached in the email

o unsupecribe 1 s e er signed up nor have done business with you and tell ths;m thr-"

recommend you to start buildin e he'ar ff‘?m ¥ force eeding reciiats vodito tnesso dor;l{

il gan e-re!atlonsh|p by force-feeding recipients you’re messaging and
pt out or unsubscribe. By doing it the right way, your brand will be pfOtECiEd

TYPES OF E-MAIL MARKETING:

Newsletter Email

Newsletter ils i

oo ee:nn:ixllls inform customers of current promotions, sales, and the newest offering.

e Broe‘l,:ikr)nore. th:n mlerely sales tools, they also help develop a long-term impact on
g w, in EmailMarketingReports.com, says that il

e _ / .com, says that a newsletter email "should

p e the readers with value, which means more than just sales messages. It should contain

information which informs, entertains or otherwise benefits the readers."

Catalog and Video Email

Cz.atalog. f.fmail marketing is much like newsletter email, but focuses on images and short descriptions
wuth.prlcmg, rather than communicating through the use of short articles or dialogue pieces. Catalog
emails can be compared to hard copy catalogs sent through the mail, but they do not require printing
and shipping costs to be incurred.
marketing that is a hybrid of newsletter and catalog marketing--

Video email is another form of email
video footage, and graphics. Video marketing requires more

combining a narrative with images,
technical expertise than other email marketing tools.

Press Release Email
derutilized by most small businesses. A press release is

such as newspapers and trade magazines, but can be used
informing them of a particular new inventory

Press releases are a marketing tool un
ss releases focus on one message and are

typically associated with print publication,
by small businesses to communicate with customers,

item or promotion. Unlike a newsletter or catalog, pre
designed to inform readers and entice them to visit the business online or in person.

Invitation and Survey Email

ests the reader to take actio
ffective marketing too0
ific date an

Invitation email requ n in responding to an event or sales promotion.
| to get customers into a brick-and-mortar retail
d time to take advantage of an offer.

Invitation email can be an e
store or visit a business website on a Spec
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Survey email is also

interacti
and use : active, .
d to define ¢ €ncouraging customers to D o
clee

es and procedures ack that can be reviewed
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%ﬂRAL MARKETING:

Viral marketi i
INg or vir icing i :
promote a procgiuct lta_c,l naadr:ertlsmg is @ business strategy that uses existing social networks to
other people in thei'r b e refers to hov.v consumers spread information about a product with
social networks, much in the same way that a virus spreads from one person to

another! It can be deli
: elivered by word
the Internet and mobile networks. ! of mouthor enhanced by the network effects of

Viral advertising is person i i
et g . p ; .aI f'ind,E while coming from an identified sponsor, it does not mean
esses pay for its distribution.!! Most of the well-k i i i i
bu o ell-known viral ads circulating online are ads paid
y a sponsor company, launched either on their own platf ial
media profile) _ . : platform (company webpage or social
media [I) . or on social media websites such as YouTube.! Consumers receive the page link from
a SOFIa 'medla network or copy the entire ad from a website and pass it along through e-mail or
p?stlng it on -a blog, Yvebpage or social media profile. Viral marketing may take the form of video
clips, |r!teract|ve Flash games, advergames, ebooks, brandable software, images, text
messageg,.emall messages, or web pages. The most commonly utilized transmission vehicles for viral
messages include: pass-along based, incentive based, trendy based, and undercover based. However,
the creative nature of viral marketing enables an "endless amount of potential forms and vehicles
the messages can utilize for transmission", including mobile devices.

The ultimate goal of marketers interested in creating successful viral marketing programs is to
create viral messages that appeal to individuals with high social networking potential (SNP) and that
have a high probability of being presented and spread by these individuals and their competitors in
their communications with others in a short period of time.2

According to marketing professors Andreas Kaplan and Michael Haenlein, to make viral marketing
work, three basic criteria must be met, i.e., giving the right message to the right messengers in the

right environment:LZ-ll

1. Messenger: Three specific types of messengers are required to ensure the transformation of
an ordinary message into a viral one: market mavens, social hubs, and sal.espeo.ple. Marlfet
mavens are individuals who are continuously 'on the pulse' of things (mformatno.n
specialists); they are usually among the first to get exposed to the message and vx./ho ﬁ{ar}s;mlé
it to their immediate social network. Social hubs are people. with an excleptlo(rj\ahy ! ;g\e
number of social connections; they often know hgndreds of different pe‘op e an|e n?.v e
ability to serve as connectors or bridges between different subcultur-es..Sabespe:zn itgmore
needed who receive the message from the r'narket maven, amphffy |'cf \r/t r:r disgt L S
relevant and persuasive, and then transmit it to the social hub for tu

Market mavens may not be particularly convincing in transmitting the information.
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ges that ar
e both memorab
ot rable and sufficiently | i
o ' . y Interesti 55
mare mer . p imeresting or;;:Jr a viral marketing phenomenon. M:P[,;r:o i
chan ut il e skt mply more infectious, is often not e s
otivates the recipient t g t should be unique and engag; 3 min g tho
o share it widely with friend " ace clement i o
s —a "must-see” element 4

3. Envi
2 ronment: Th i
< Ihe environ i ial i
changes in the environme:]tert IS crucial in the rise of successful viral marketi
environment. The tim: ead to huge results, and people are much dei. T'Sma”
ing and context of the campaign launch must b lfch rore senstve o
e right.

Whereas Ka
plan, Haenlein
’ and others
message = reduce the role .
Strateggie:'nd_ seeding it, futurist and sales and marketing a‘:;marketers L IR e
viral marketing study in 2001, ctation needed .10 ¢ V:tdl\xéf:ildmlan,fwho et
nt role for marketers which

pushes the 'art’ i i
rt’ of viral marketing much closer to 'science

Metrics[edit]

To clarify and organize i i i
messurenmant poiibi"tiet:ihlgzcl);rzztg:] r'zlated .to pott.entlal measures 'of viral campaigns, the key
S rsn: hilkesense, some of T si erc?c! in relation to the objectives formulated for the viral
e n,umber ¢ .e key c’ogmtlve ijtcomes of viral marketing activities can include
e il I.Klews, clicks, and hits for specific content, as well as the number of
oneumors processed ,the - fas i e-s on Fac_ebook or retweets on Twitter, which demonstrate that
e information received through the marketing message. Measures such as
o 'rev.le'ws for a product or the number of members for a campaign webpage quantify
the -nu-mber of individuals who have acknowledged the information provided by marketers Besides
statistics that are related to online traffic, surveys can assess the degree of product (.)r brand

knowledge, though this type of measurement is more complicated and requires more resources

Methods[edit]
Viral marketing often involves and utilizes:

e Customer participation and polling services

e Industry-specific organization contributions

Influencer marketing
g is based on three important principles:

128]

Viral target marketin
1. Social profile gathering

2. Proximity market analysis

3. Real-time key word density analysis
model, a VMS company is able to

By applying these three important disciplines to an advertising
targeted customers at a cost effective advantage.

match a client with their

Benefits[edit]
For companies[edit]
ovides companies several benefits. It enables companies to

Using influencers in viral marketing pr enef
their marketing communication and brand awareness

spend little time and budget on
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nd be) 1501

roduc ‘ vavior, 40l
! € from parents' ¢ In the case of Coke
sharing a Coke' i ', drink to the Eaunraks Tors "0 41, I‘I/lillvnnl.nlg(In.mp,.d”“ femlndit

3y 1t N'| . age for teens, ¥ 6 . nind about the
sales (+11% compared W‘:'lrll(.nd-.. This created g deep conn “”lmllt up Millennials' social needs h‘»',

Vlast vear) : ) ’ : ection with Ge ) S e
year) and market share (+1.6¢ ) (53] wen Y, dramatically increased

Benefits for lnflucnccrs[«-dll]

No do
influe ubt m?l harnessing influencers we Id
encers.™ The concept of TS would be a lucrative business for botl i
and influence pt of finfluencer' is no longer just an ' 5 r both companies and
family's dail on the credibility of a message (e.g. blogser)™ . 301 but also anyone who delivers
d 24b .B. blogger)™ . >
endo aily life, had 6,000 bloggers and 11 300 vi\‘ jer)™ In 2014, BritMums, network sharing
rsers for some particular brand ; ews per month on average®!*” and became
over 3.6m followers on the | such as Coca-Cola, Morrison. Another case, Aimee Song who had
nstagram page and became Laura Mercier's soc'ial media ingﬂu .
encers,

gaining $500,000 monthly. %!

For consumers|edit]

Decision-maki
ng process seems to be hard for customers these days. Millers (1956) argued that

eople su 2 This li
smciss a:Le:)zdraf;z:\osfhg;:it:rrgﬂmemory.l—” This !lnks to difficulties in customers' decision-making
e oetTat : e, as tht'ay fa'ce.: various adverts and newspapers daily."? Influencers
' ource for customers' decision-making process.”ﬂﬂ] Neilsen reported that 80% of
con_sum'ers appreciated a recommendation of their acquaintances,m as they have reasons to tr ot i
their friends delivering the messages without benefits® and helping them reduce perceivedu:isll(:

behind choices. 61162

Risks of using the wrong influencer([edit]

The types of viral marketing are stated below:

Pass-along
ting, because it encourages users to pass

It is the most common and crudest type of viral marke
this strategy tries to form a chain by placing a message at the bottom of
o forward this message to others.

ial organizations use this strategy. They promise some

10 others. The success of this technique relies on how
nny clips of video, or

message to others. Basically,
the email which prompts the readers t

Many religious communities and commerc

miracle in your life if you pass the email to
interesting, exciting or believable the message is. Emails bearing short, fu

pictures are spontaneously passed to others.

This type of viral marketing is used by most organizations in which they offer. a gift or a reward for

either passing @ message along or providing someone else’s address. l.n short, it calls the user. to take

action in order to be awarded. A customer base grows like this. This method can grea't\y increase
ective when the offer requires another person to take action.

referrals, and becomes most eff

Incentivized viral

Edgy Gossip/Buzz marketing
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B helps bys;
siness get the a i
0 ) tte
Ntroversijes that lead t ntion of the

Or private informationj

0 gossip or a topiréu:f“z: This strategy involves ads
Iscussion. For exa .
ust before a new movie is released. mple: an

Gossip spreads |
s like wildfire- i
e; i
of the globe, too. Build 'ncredibly fast from one person to another and oft
and often to another corner

’

spread it f
TOM one corner of the country to the oth
er.

Undercover marketing

Undercover

_ marketing incl i

activ & Includes a viral message that just appears to be a cool or unusual p
age,

ity or piece of
news, wi ;
ithout any provocation to link or forward it to others. This is something

that doesn’t -
) seem like anything is bej
g is being m i
innocently to other beopiRihaquiet Wayg arketed. That is the way the message gets passed —

User-Managed Database

This organized f i
= oo = .
Gl vt ursrzr;)f viral marketing involves having users invite others to join their communities.
onliierseries ,prOVideire;;edarfd me:]nage their own list of contacts through a database given by an
; oing this, they create a viral, self-propagati i
) ; ing chain of
grows naturally and encourages others to sign up, as well. PropReEe romacs et

4.AFFILIATED MARKETING:

Afﬁllat?f.r?'larketing is a 1:'y.pe of performance-based marketing in which a business rewards one or
more affiliates for each visitor or customer brought by the affiliate's own marketing efforts.

[citation needed]

The industry has four core players:

e the merchant (also known as 'retailer' or 'brand')

e the network (that contains offers for the affiliate to choose from and also takes care of the
payments)

o the publisher (also known as 'the affiliate’)

o the customer

Affiliate marketing is commonly confused with referral marketing, as both forms of
marketing use third parties to drive sales to the retailer. The two forms of marketing are
differentiated, however, in how they drive sales, where affiliate marketing relies purely
on financial motivations, while referral marketing relies more on trust and personal

relationships.

o Affiliate marketing is frequently overlooked by advertisers.” While search _engines, e-
mail, and web site syndication capture much of the attention of online retailers, affiliate

marketing carries a much lower profile. Still, affiliates continue to play a significant role

in e-retailers' marketing strategies.

predominant compensation methods
s today userevenue sharing or pay per sale (PPS) as a
A), and the remaining programs

(CPM, cost per estimated 1000

Eighty percent of affiliate program |
compensation method, nineteen percent use cost per action (CP

use other methods such as cost per click (CPC) or cost per mille

views).&
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Must not only bhe

I ) A order o recelve
Pn the CONVErSon procesws, | receive a commission. Pay per click re
Sl Ii(v”‘.. e rov ures,
4 . enue for the
publisher: A visitor

Made
visit the adv aware ol the X
advertiser's wabsite advertisement but must also click on 1
' ! con the advertinement to

0 -

C( \t h(\l (“(‘k Was Mot e com

use ove mon n the o, .

engin e time due to click (Faudisse :/ wly days ol aftillate marketing but has diminished in

es are facl audissues very similar 1o the ' '
acing today. Conte { )y the click fraud issues modern se

pertaining to the (“l\\inl-\(, '| ntextual advertising programs are not considered in tt m ‘.« ,:uv'h

be ¢ shed use of cost per click, as it e ' 1 the statistic
considered affiliate marketing per click, as it ls uncertain If contextual advertising can

e 4

While these models have diminished |
ats ‘still pravalant [n' soms m.)-l nmature e-commerce and online advertising markets they
" : ore nascent industries. China i e exampl Affila
Marketing does not overtly resemble the s ' s o e
il a et ICEEE PaF DayP : e same model in the West., With many affiliates being
08 r Day" with some networks offering Cost Per Click or CPM o

Performance/affiliate marketing

In the p } '
nin CGSL‘ of cost pm mille/click, the publisher is not concerned about whether a visitor is a
mber of the audience that the advertiser tries to attract and is able to convert, because at

publisher has already earned his commission. This leaves the greater, and, in case

this point the
annot be converted) to the advertiser.

of cost per mille, the full risk and loss (if the visitor c
Cost per action/sale methods require that referred visitors do more than visit the advertiser's
website before the affiliate receives a commission. The advertiser must convert that visitor first.

It is in the best interest of the affiliate to send the most closely targeted traffic to the advertiser
ion. The risk and loss are shared between the

as possible to increase the chance of aconvers
affiliate and the advertiser.

d "performance marketing", in reference to how sales employees
d a commission for each sale

d. Such employees are typically pai
d performance incentives for exceeding objectives. ™! Affiliates

whose products or services they promote, but the
e marketing are very similar to the ones used for people

Affiliate marketing is also calle
are typically being compensate
they close, and sometimes are pai
are not employed by the advertiser
compensation models applied to affiliat
in the advertisers' internal sales department.

Types of affiliate websites
ften categorized by merchants (advertisers) and affil

currently no industry-wide standards for the categorization. The followin
ly understood and used by affiliate marketers.

generic, yetaré common
. Search affiliates that utilize pay Per click search engines top

(i.e., search arbitrage)

rison service websites an

e Price compa

Affiliate websites are O iate networks. There are
g types of websites are

romote the advertisers' offers

d directories
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Loyalty Websitps

purchas + typic;
509 yi vl“ =
Via points, ’n“(‘ry Characterizeg b |
* Cause S Cash back Y providing a rey
=ause Relateq Market | ard or incentive system |
——alKe i ystem for
*  Coupon S UNE, sites that offer charitab) '
Xl a il L able =
nd Lem websites that f ¢ donations,
? ocus

tand '( (&)
ni mar (
“\h‘\a_k_:l WC‘bSil('.S lndudin[’ r
’ D prOdUCl (‘Vi(V i
IVIEW Sites

on sale
3 tl_!f_',, D!O_m()j i(!”t.

* Personal websites

Weblo
£S and websites syndication feeds

E-mail )
I_marketing list affili
» affiliates (i
mail drip marketi s (i.e., owners of | :
rketing) a _ ) of large opt-in -mail lists '
2) and newsletter list affiliates, which are lvplicla:;l:;r:lhat TP
ore content-heavy

Registratlon

path or co-regi i ili

the i . gistration affiliates who i S

=Tl Mt e o include offers from other merchants during

* Shopping_directori
ctories that list mer
: chants by categori ‘ .
comparisons. or ot y categories without providing cou pri
p— her features based on information that changes f e
ntinual updates ges frequently, thus requiring

L] C p t (. -ti p
I . I l' frlu l l -‘I || . ‘ I f ff.l.

e Websites using adbars (e.g. AdS i .
the site (e-g ense) to display context-sensitive advertising for products on

e Virtual currency that offers advertising views in exchange for a handout of virtual currency in

a game or other virtual platform.
ories of music, movies, games and other software.
d then post descriptions of the material and their

download links on directory sites. Uploaders are paid by the file-hosting sites based on the

number of times their files are downloaded. The file-hosting sites sell premium download
s to the files to the general public. The websites that host the directory services sell

e files themselves.
often utilized by affiliates 0 do affiliate

o Video sharing websites: YouTube videos are
marketing. A person would create a video and place a link to the affiliate product they are

promoting in the video itself and within the description.

e File-Sharing: Web sites that host direct
Users upload content to file-hosting sites an

acces
advertising and do not host th

Publisher recruitment

s that already have severa

could be potentially recrui
ram on their own, withou

| advertisers typically also have a large pool of publishers.
ased chance that publishers

ted, and there is also an incre

Affiliate network
t the need for recruitment efforts by the

These publishers
in the network apply to the prog
advertiser.

as the advertiser but without competing
sting customers can also become recruits

t attract the same target audiences
[ations (such as with pyramid schemes).

s as well. vendors or exi
t violate any J]aws or regu

tes tha
ntial affiliate partner.
se and does no

Relevant websi

with it are pote
if doing sO makes sen
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0s 5 ) low-ris
t per action or . k cost per mille or medium-ri

N .pe nuG 2 Sk 3 b
Locating affiliate — share deals 261 cost per click deals rather
s

-

1 -
Affiliate Program directories
2. large affiliate networ

: ks that i
advertisers, and provide the platform for dozens or even hundreds of

3. Thet
arget website its ;
"affiliate it “af‘;ll;t((\:sfftf»lt?s thlat offer an affiliate program often have a link titled
" N : ’ , "referra " or" " :
About" section of the website.) program", or "webmasters"—usually in the footer or

If the above | i
. ocations do not yield inf i ini i
S¥I58% BitionsriB e aliats ry or.nrna.tlon pertaining to affiliates, it may be the case that there
xiaEle: SHodhiie fﬂ[? ogram. Utilizing one of the common website correlation methods may
0 contact the mte affi |at(.=_' neth)rk. The most definitive method for finding this information is
website owner directly if a contact method can be located.

Past and current issues

Sin i rketi
Un;:e thel eme;?'e.nce of affiliate marketing, there has been little control over affiliate activity.
crupulous affiliates have used spam, false advertising, forced clicks (to get tracking cookies set on

u:ftalfs computers), adware, and other methods to drive traffic to their sponsors. Although many
affiliate programs have terms of service that contain rules against spam, this marketing method has

historically proven to attract abuse from spammers.

E-mail spam
s due to the tendency

In the infancy of affiliate marketing, many Internet users held negative opinion
nrolled.22 As affiliate

of affiliates to use spam to promote the programs in which they were e
marketing matured, many affiliate merchants have refined their terms and conditions to prohibit

affiliates from spamming.

Malicious browser extensions
tends the functionality of a web browser. Some extensions

h as HTML, JavaScript, and CSS. Most modern web browsers
ailable for download. In recent years, there has beena
er extensions flooding the web. Malicious browser

const

extensions will often appear to be legitimate as they seem to originate from vendor websites and

come with glowing customer reviews.Z2 In the case of affiliate marketing, these malicious extensions
are often used to redirecta user’s browser to send fake clicks to websites that are supposedly part of
legitimate affiliate marketing programs. Typically, users are completely unaware this is happenin.g
other than their browser performance slowing down. Websites end up paying for fake traffic

number, and users aré unwitting participants in these ad schemes.

A browser extension is a plug-in that ex
are authored using web technologies suc
have a whole slew of third-party extensions av
ant rise in the number of malicious brows

Search engine spam
ome affiliate marketers have shifted from sending

become more prominent, S
that often contain product data

tomatically generated web pages
to manipulate the relevancy of

As search engines have
goal of such web pages is

e-mail spam to creating au
feeds provided by merchants. The
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targeted to a di S indexe
a different ni d by a search engine, also k
’ nown as

skewed fo niche m
rm of Wgh the use spamdexing. Each
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& EiisT € optimization. of specific keywords, with ach page can be
.CUSTOMER ENGAGEMENT- » With the result being a
Customer .

engagEm &
external stak entis busi
eh a busine .
stakeholder (consumer) and an 35 ____Ccommunication connection
organization (company or brand) th b i
brand) through various
channels

of corres
pondence. Thi
. . IS con »
experience, whi nection :
= ence, which takes place onlin can b‘? a reaction, interaction, effect
ustomer correspondence e and offline. The term can also'b g or overall customer
re i . e use ~ —
garding a communication, product, service or bto dc?h:e o the
’ rand. However, the

latter di i
Issemination origi
nori .
level. ginates from a business-to-consumer interactio
n resonated at a subconscio
us

Online cust
omer engagement i itati
X is qua i :
(l:)lfstomer’s interactions with aq brl'c;;at:wilgnslﬁerent f(;'Om oifieienasgemett St Eieas o
. ’ an 1
iscussion forums or blogs. for exampl pany and other customers differ on the internet.
ways that DIOgBS, ple, are spaces where people can com i ialise i
at cannot be replicated b pndey . municate and socialise in
social phenomenon that b Y any. offline interactive medium. Online customer engagement is a
16905, which has ex aa; decame ma.mstreém with the wide adoption of the internet in the late
el Thoca factoprsnei t;clhe technical developments in broadband speed, connectivity and social
: able customer behaviour to regularl i i iti
revolving, directly or ind _g y engage in online communities
processgleads toy; |tnd|rec,tly, au_'c?und product categories and other consumption topics. This
customer’s positive engagement with the company or offering, as well as the

behaviours associated with different degrees of customer engagement. 3

Online customer engagements:

Although offline customer engagement predates online, the latter is a qualitatively different social

phenomenon unlike any offline customer engagement that social theorists or marketers recognize. In
the past, customer engagement has been generated irresolutely through television, radio, media,
outdoor advertising, and various other touchpoints ideally during peak and/or high trafficked
allocations. HOWEVET, the only conclusive results of campaigns were sales and/or return on
investment figures. The widespread adoption of the internet during the late 1990s has enhanced the
processes of customer engagement, in particular, the way in which it can now be measured in
different ways on different levels of engagement. It is a recent social phenomenon where people
engage online in communities that do not necessarily revolve around a particular product, but serve
as meeting or networking places. This online engagement has brought about both the empowerment
of consumers and the opportunity for businesses to engage with their target customers online. A
2011 market analysis revealed that 80% of online customers, after reading negative online reviews,
report making alternate purchasing decisions, while 87% of consumers said a favorable review has
confirmed their decision to go through-with a purchase.

of online CE. Creating
licit aim of both profit
to a high degree is

social phenomenon
ently become an exp
g target customers

t with the advent of the
ment behaviour has rec
of that engagin

CE behaviour becameé prominen
and stimulating customer engage
and non-profit organisations in the beli
conducive to furthering business objectives.

hat leads to an engaged
t' "Repeated interactions

hasina brand."

the process t
d is 'investmen

Shevlin's definition of CE is well suited to understanding
ustomer

customer. In its adaptation by Richard Sedley the Ifey \.Nor
that strengthen the emotional, psychological or physical investmentac
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. nderst N
ood -
A reader under
. stood the content and
remembers it

Engagement is a holj
aspects of behaviour

COmp

Applied
-Aread i
€rapplies the content in anothe
rvenue

stic i
characterisation of a consumer's b
i :
ehaviour, encompassing a host of sub-

i such as loyalt i i
ing and more. yalty, satisfaction, involvement, Word of Mouth ad
, outh advertising,

Satisfacti
lon: Satisfaction is sj
fact is simply th i
continuing relati i e e e B
5 . , the m i
ship with customers. Engagement extends be\:;]:\rg\:vr:ar;eqlf’r?mem’ o
satisfaction.

Word of Mouth advertisi i
i Frae flrihe con\;e;tr:smg - a,t?vocacy: Highly engaged customers are more likely to engage
pany), credible (for their audience) Word of Mouth advertising. This can

dri o o2
ive new customer acquisition and can have viral effects.

Aw - i icati '

cona"r:ne.ss . Effectiveness of communications: When customers are exposed to

e,aboru:lcauop from a co.mpany Fhat .they are highly engaged with, they tend to actively
ate on its central idea. This brings about high degrees of central processing and

recall 28

e the market from head to tail, creating

Filtering: Consumers filter, categorise and rat
rating and recommending.

overlapping folksonomies through tagging, reviewing,

multiple,
s likely to complain to other current

Highly engaged customers are les
but will address the company directly instead.

s can give valuable recommendations for

Complaint-behaviour:
or potential customers,

Marketing intelligence: Highly engaged customer

improving quality of offering.
nsumer is what links CE to profits. From this point of

ral outcomes of an engaged co

The behaviou
view,

and future performance; an engag

ed relationship is probably the

nBU Gimply attaining a

ients' objectives.

ess. 60% to 80%

"CE is the best measuré of current
ur organisation’s or your cl

only guarantee for a return on YO
high level of customer satisfaction does not seem to gu
of customers who defect to @ competitor said the

prior to their defection

The CE metric is useful for:

y were sa

arantee the customer'
tisfied or very sati

s busin
sfied on the survey just
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a) Planning:

. \dentlfY where CE-marketing efforts should take place; which of the communities that the
target customers participate in are the most engaging?

» Specify the way in which target customers engage, or want to engage, with the compary or
offering.

H . . . ue heen at :;r1qa;1irn;{
b) Measuring Effectiveness: Measure how successful CE-marketing efforts have been 28 £0F
target customers.

The importance of CE as a marketing metricis reflected in ARF'S statement:

1 - vt
i ications as the 21s
. ' i i arketing communica
"The industry is moving toward customer engagement with m

. nL;ll
century metric of marketing efficiency and effectiveness.

n, but it is not necessary

i i mmunicatio ”
ARF envisages CE exclusively as a metric of engagement with CO E behaviour

icati ith the product since
to distinguish between engaging with the com'mumce:\tnon and wit p
deals with, and is influenced by, involvement with botn.
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Messages are not restricted b
much more interactive th ! ge?graphy or time. Online advertisements are also
advertising can be disrupti\?en i:fcﬂme advertising. While both online and offline
perceived as less so. On“n:e diira;ztlvedonlm.e.advertlsmg can.be designed to be
images shown on a Web site dph ! a‘ vertising began a? simple _hyper“"ked
BTiel mariy GEHEF imads an .as since progressed to include video, sound,
SOV rn techn'0|0gl<.es. Today, messages and interactions can be
e advertising display without ever taking consumers 10 a

landing page.

How It Works:

1. Understand when best to use online advertising. Advertising, whether

online or offline, has a number of objectives:
2. Building brand awareness

3. Creating consumer demand

g consumers of the advertiser’s ability to satisfy that demand

4. Informin
5. Driving response and sales
Building Brand Awareness Making people awa

ant long-term goal for any marketer.
nd, the marketer has taken the fir
s trust and patronage. The better k
an do. And.the ultimate goal is to d
uct. Online, creative advertising or
g it an ideal channel for promoting b

re of a brand or product is an
Once customers know about
st step toward gaining the
nown a brand is, the more
o more business and sell
banner advertising is
rand collateral.

import
the bra
customer’
business they ¢
more of the prod
largely visual, makin
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product, they need to fin

ha d out :
s been effective, . how to satisfy that desire. If brand building

C o will i

point, it is mportant fo know that a particular brand exists. At this

particular brand r the marketer to show the consumer how their
or product will best meet that need

Driving R

trafficganfjsz:?:: i?]nihialles Al forms of online marketing need to drive

2dvertising also di Ol?g term. However, the immediacy of online
. ives traffic and sales in the short and medium terms.

Unlike traditional media advertising, online advertising can turn the

potential customer into an actual customer right there and

Types of Display Advertising: |

There are many different ways to display message
g. Here are some of the most

s online, and as

technology develops, so does online advertisin

common.
Interstitial Banners Intersti
site. As you click from one page to another,
advertisement before the next page is shown. Sometimes, you are able to

close the advertisement.
Pop-Ups and Pop-Unders As the n

tial banners are shown between pages on a Web
you are shown this

ame suggests, these aré advertisements

Web page being viewed. They open in a new,
p-upright away but will probably only
r browser window. These

that pop up, or under, the

smaller window. You will see a po

pop-under after you close you
line advertising, but audience

nto most
b site will

become aware of a
were very prominent in the early days of on
annoyance means that there are now “pop-up blockers” built i

Web browsers. This can be problematic as sometimes a We

good
lay in

legitimately use @ pop-up to disp formation to the user.
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I ap Advertisemeng a

. . d
nnhn.e mapping solut, ) p advertise
Floating Advertisem S available S

o N alayer over the
€ user can close this

oating advertisem to as “Shoshkeles," a
ents are created with dynamic

float in a layer above a

advertisement changes the

of the web
Page being vi o
this advertisement, 8 viewed. Usually, it is not possible to

click through
Banner Adverti
animation di:;::;“i‘:]t’: V?/Zrl;n;;e ?‘::e:iseme.nt 15 8BRS :‘mage of
aregraphics interchange . a vc?rusmg purpose.s. Static banners
(JPEG) images, but barne ) or.lonnt. Photog'raph\c Experts Gfoup

’ ners can also employ rich media such as Flash, video,
JavaScript, and other interactive technologies. Interactive technology
allows the viewer to interact and transact within the banner. Banners are
not limited to the space that they occupy; some banners expand on
mouseover or when clicked on.
Advertising can be paid for in a number of ways, including the following:
o Cost per impression (CPl) or cost per mille (CPM)

o Cost per click (CPC) o Cost per acquisition (CPA)

o Flat rate

o Cost per engagement
Payment Models for Display Advertising As well as a varie

ty of mediums,

there are also a number of different payment models for display

advertising.
Cost per

Impression or Cost per: Thousand Impressions Cost per

impression (CPI) means that the advertiser pays each time the
advertisement appears on the publisher’s page. The most common way of
referring to this model is cost per mille (CPM), or cost pe
thancandimnressions (the letter M is the Roman numeral for a thousand., ¢
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- gnis nor
exposure is the Primary . ma

cost per Click Cost Per click (CPC)
when their advertisement is 9
advertising is n "icked

marketing, when t

COSt per Acquiciti
only pa q:|5ltl0n In the cost per acquisition (CPA) model, the advertiser
ac -p. YS when an advertisement delivers an acquisition. Definitions of

Quisitions vary from site to site and may be a user filling in a form,

downloading a file, or buying a product. CPA is the best way for an
advertiser to pay because they only pay when the advertising has met its

goal. For this reason it is also the worst type for the publisher as they are

only rewarded if the advertising is successful. The publisher has to rely on

the conversion rate of the advertiser’'s Web site, something that the
publisher cannot control. The CPA model is not commonly used for banner
advertising and is generally associated with affiliate marketing.

Flat Rate Sometimes, owners of lower-traffic. sites choose to sell banner
space at aflat rate, that is, at a fixed cost per month regardless of the
amount of traffic or impressions. This would appeal to a media buyer who
may be testing an online campaign that targets niche markets.

Cost per EngagementCost per engagement is an emerging technology in
which advertisers pay for the rollover advertisements, placed in videos or
applications (such as Facebook applications), based on the interactions with
that advertisement. “Engagement” is generally defined as a user-initiated
rollover, or mouseover, action that results in a sustained advertisement
expansion. Once expanded, an advertisement may contain a video, game,
or other rich content. It happens without taking an Internet user away from

her preferred Web page, and marketers only pay when an individual
completes an action.
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Co-Created content management:
onomic strategy, that brings different parties

Coceraats . . o ot o
O-creation is a management initiative, or form of ¢
. >C
omers), in order to jointly produce a mutually

(0$ctl‘1jcr (for instmance, a company and a group of cust
valued outcome.™ Co i i i

i -creation brin e " ¥ i

e Whijs-a blend of ideas from direct customers or viewers (who are not
11N turn creates new ideas to the organization l

for the customer (value-in-

the direct users of the pro
Co-creat i i [
- ande(c)in;ililljlz arl;jgf]lln tlhe fqnn of personalized, unique experiences
re'nlionsmpq ang reve “x/z.rdcatt:nmg and cnhan.ccd market performance drivers for the finm (loyalt
S perso,rmnze Sl o mo.uth). Value is co-created with customers if and when a cu"\m‘\\'uy\~
) . ] : X - . 2l o S
et o S ) bgsl'tex[?texclience using a firm's product-service proposition — in the lifetime of
S : suited to get his or her j S asks i
! job(s) or tasks done and which all 3
et 8 : her ] ' A 1 ch allows the finm to
product-service investment in the form of new knowledpe, hipher

derive greater valu
revenues/profitability and/or superior brand value/loyalty.

The process of Co-creation
The process of co-creation essentially involves 2 core steps:

21. sContr.ibution: Submission of contributions by the public to the firm
. Selection: Selection of the most promising and appealing contributions/submissions

Types of Co-creation
Depending on the degree of control exercised by the firm/public over the contribution and selection

activities, co-creation may be broadly classified into 4 categories:

Tinkering: Public exercises control over the contribution activity while the firm exercises

1.
control over the selection activity

2. Submitting: Firm exercises complete control over both the activities
Co-designing: Firm exercises control over the contribution activity while the public exercises

3.
control over the selection activity
Collaborating: Public exercises complete control over both the activities

4.

Tinkering
Tinkering is a customer co-creation model that involves procurement of contributions from the public
by the firm, a comprehensive and scrupulous examination of the contributions, selection of the most

promising and enterprising contributions by the firm and finally implementation of the
contributions.For example, Little Big Planet, a puzzle platform video game by Sony Interactive

Entertainment allows the gamers to create their own levels in the game. The created levels can then be

shared with other gamers or submitted to Sony. Owing to this "Create and Share" feature, this game
has the tagline 'Play, Create, Share'.The most promising contributions are incorporated into the final

game and the contributors are rewarded.

the firm exercises control over the contribution activity by placing

Submitting
tion size etc. and also the selection activity by selecting the

In the case of submitting,
constraints on the basic design, contribu

winning contributions.
ontribution activity and selectio

mple, Local Motors employs th

Co-designing
ves placement of constraints by the firm on the ¢
12010, Local Motors develop

Co-designing invol .
of the winning contributions by the contributors themselves. F(?r exa
stomer co-creation to develop its vehicles.Ii

co-designing model of cu
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In-a record 18 months. which is about 5 times faster than what a

Yy empowering a community of over 2000 desipners to

@ car named Rally Fighter
basic design, color schemes ete | [Local

conventional car manufacturing process takes. 3
submit their designs while still placing some constraints on the
Motors cf:ﬁ:cllvely utilized the Cojdc_signing model of customer co-creation. T he winning design (By
Sangho Kim) was chosen as the winning design by the designer community through voting.

An interesting bit of trivia about Local Motors is th

designing is done by the public itself.

Threadless, one of the leading T-shirt manufacturing brands in Americ

at it doesn't even have a design team. All the

a also employs co-desipning.

Collaborating
g involves releasing the source code of the product and

Also known as open sourcing, collaboratin
The released source code is then open 1o modification as

making it accessible to the general public.
per the requirement of the users. Examples like Mozilla Firefox, Apache and Linux are all based on

collaborating.

Five types :

Co-creation workshops

Specific users (preferably so-called 'lead users’) are involved n
brainstorm sessions to generate ideas or involved in concept
workshops to enhance ideas. Co-creation workshops are easpacially
suitable to gain more insight in the needs of your cu':.torn‘r:rf. or to find
ideas that are relatively easy to implement on short or middle long

term.
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You define a que

'the winning idea’. The inter
ideas are developed by the

Crowdsourcing IS applic

stion ;

5 or pmhl(lfm for a large audience and offer g (e tard for
action with the Customer is minima) «
Customer themselvey

able in three situations:

ANCE the

Palz ooy revelop™
2™ You have a concrele (

technical) problem for whi R
solulion. A good exa ICH you w

(”l‘ 5]

Op” programme

You are looking for inspiration through ne
expand your employees’ vie
who annually organise

w ideas that will
ws. A good example is Elekiroluy,
a successful contest for students

-

su You want to generate a lot of free publicity around an upcoming
AL=43) product. You promise that the winning idea will be brought to ﬂ;ar?et.
thadli T Examples are the HEMA design contest, and the T-shint maker
“e==a Threadless who's entire business model is based on co-creation.

SN ——

AR R RW

' Open source

A (large) number of volunteers are actively involved in development
and maintenance of a product. Open source is often applied with the

development of software. It is very suitable if you want o set a new
technical standard.

Examples of successful products are Linux and Firefox. Also the non-
profit organisation Creative Commons stimulates this type of co-
creation with great success.

@creative
commons
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- Mass Customisation

CuslorT1er§ can design their own pProduct within the lramework you
define. This generally means that o customer can soloct ch-u-/:.;
shapes. colours or maternials for the prodyct pans. This makes him
willing to Pay a premium price for the product. Mass (,uzh,u.a:.:num
can accomplish a lot for your brand and positioning, and it can turn
your customers into ambassadors. B ’

Examples of successful products for mass customisation are Nikel()
and Lego Factory.

) User-generated content

Customers create their own ‘products’ that they share through your
system or platform. User-generated content is especially suitable for
digital products and services. If you can create the right platform, it will
spread rapidly and your platform can even become a brand on it's
own.

Examples are YouTube, LinkedIn, Slideshare. Flickr and the
numerous blogs on the Internet.

YoulB  flickr

Broadeas!t Yourse!!

99

7

slideshare

Progont Yoursel!
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There is dij
L s dir -
w value of 1hLCi$1t1m‘mlonbhm between the amount and the
Y ormation you sha \1 € e
J share ar 1 ,
the ideas you get in return. e and the value of it and

'Bl\e hotnest to (potential) customers
custome ¢ N
i = nc()ztr ;an remarkably sense whether you are tellin

- Honesty from your side will be rew s
honesty from the customer. A )

Be sincerely interested.

m" When a ¢ :
b; a customer feels you are sincerely interested in his
.\» ‘. e 2

or her opinion, every question will be answered and you
N 5 \
will have access to a wealth of information and ideas

v ——
W s W

PARTICIPATORY COMMUNICATION NETWORKS:

to their development problems and issues.
il;atr;::capafo.ry -coml-numcatlon is "the theory and practi_ces of communication used to involve people

the decision making of the development process. It intends to return to the roots of its meaning
which, similarly to the term community, originate from the Latin word 'communis), i.e. commo;\
(Mody, 1991.). Therefore, the purpose of communication should be to make something ,common orto
sl.la-re'...meamngs, perceptions, worldviews or knowledge. In this context, sharing implies an eq&itab\e
division of what is being shared, which is why communication should almost be naturally associated

nlcitation needed]

with a balanced, two-way flow of information.

e Strengthen a regional training capacity to improve the development support communication
(DSC) skills of intermediate-level professionals so that they could improve the effectiveness of

the rural development programmes in which they work.
Initiate an example of a sustainable national DSC service to support rural development

programmes and projects.
e Advance towards the creation of a group of DSC professionals in the region, by means of
preparing a regional Post-graduate DSC Professional Diploma Course (through co_llaborat'\on with

the University of Zimbabwe in Harare).
Advise governments and other development-related organisations about the requirements for

effective DSC in Southern Africa, for future action.
TYPES OF PARTICIPATION:

Passive participation[edit]
" and receive information. Feedback is

The stakeholders of a project essentiall
minimal if at all and participation is assesse

y act as "empty vessels
d through methods such as head counts.
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Participation by consultation[edit\

Reses: B "

o tie'irc::;ers Or “experts" pose questions to the stake
me but the finga] analysis and decision-makin

ake the stakeholders' de

Participation by collaborat.ion[@]

holders. Input can be provided at different points
g power lies in the hands of the external professionals

whom may or m ;
Y ay nott cisions into consideration.

Gr(?up§ of primary stakeholders are formed
ObJectlve§ are predetermined. This method i
and capacity building among all stakeholders.

in order to participate in discussion and analysis.
ncorporates components of horizontal communication

Empowerment participation[edit)

Primary stakeholders are capable and willing to become involved in the process and take part in
decision-making. Outsiders are equal partners, but the stakeholders make the final decisions as
ownership and control of the process rests in their hands. Knowledge exchange leads to solutions.
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el ”“”mcn‘“.' o )“" you his /\l\ilmh'.,-.l |." e theatre district to eateh o show |-'|ln‘r"\( |l “‘l“"“
oy strasse, I'ach of these nel ‘»- |l-. or the emerging art crowd in Berli  8E ¥ ‘.*"". e
d individuals teng i 1ieiphborhoods can (il g specitic need, ounities. ke
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¢ same way.,

To under
daerstand theg
{ Cse communiti
nitics
vties, look to understand the reason one would join. There 3
y . : re are

main purpos
0ses contributi
! contributing to the sprawl of social media:

S ”IC ll{llllL > E i
S sug lc{\‘l.)‘ "C itics '

interesting. Take an : ile fi i :

Changing. whit; :lel\l-i':‘:::()}"k ‘Iuruln discussing all things "Ford Focus" or a blog like World

CM—L“Ercnlcd, aintained ml.d-lmlll“:tl)'::z(l'ohllllc‘ T\:(-“;h.l's problems. Since these topics are typically 7

visited with the the most o ‘-‘ o \ L"\‘L'I)(!.l)' p:n.plc, they 'tcnd to be the most commonly

Sheite Aid Foie ae | .Ln s _.\_l_ui'\'wg},s is a goal for corporations who are trying to
se a conversation around their product or message.

Some

Some examples of communities of interest

facebook.com., myspace.com, LastFM.com, HondaTech.com |

#2 Communities of Task
The structures found in "Communities of Task" focus on peer-to-peer reviews, classified ads or
ts of action or research. People who seek to fulfill a specific goal often visit

other quick-fix poin
advocates or find tidbits of information. The

these communities to connect with credible
information sought is as diverse as the people seeking it: from wedding planners to microwave

ovens to pick-up trucks to bed and breakfasts. People in research mode tend to visit once or
contribute to short burst of activity, however the more credible/useful the content, the more

likely the user will visit again.
erest to the company wanting to sway purchase intention

funnel. Housing these kinds of conversations can

Communities of task should be of int
se of brand messaging must not

during the research phase of the consumer
prove very influential but to remain credible, the delicate do

overtake unbiased consumer insight.

es of task
kipedia.com

Some great examples of communiti
autobytel.com, urbandictionary.com, Wi

cus on professional connections with specific vocational needs.
com, an online social network of

5. These professional communities
nd focused

#3 Communities of Vocation
nCommunities of Vocation" fo

mmunity of this type is LinkedIn

Perhaps the most famous co : :
more than 13 million professionals representing 150 industries. 1 ssio
in nature, offering clear boundaries of communication a

tend to be very "templated"”
discussion. '
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NatureNetwmk f Co Fighters, TrueAviati ; emerging everyday

Or scientistg of all <€A viation.com for pilots,ydm.com f
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for of vocation

The hardest :
st part in the dev
the currency of social r:ee\e'lopmem of

approach, matur; dia gnd th

: an online community
: most successful

y Is earning credibility. Credibility is
. platforms employed a humble-beginnings
- Some communities out there don't make it into

valty within ni '
diies platform, your strategy r}n fn niche groups. .T\o matter what the purpose of
ust tocus on credibility for any level success to be

INTERACTIVE DIGITAL NETWORKS:

Interactiv :
ve media norm
ally .
respond to the us-erl"efers to _Products and services on digital computer-based systems which
S actions by presenting content  such  astext, moving

im g o .

age, animation, video, audio, and video games.
Advantages
Effects on learning|edit)

2:;“;;:‘;;?0‘:;?!?; l:]elpfu]din, the four dcvcloplpent dimensions in which young children learn: social
feirifiig Usin’g : guage development, cognitive and general knnglcdgc. a.nd appr.ouchcs toward

: - Using computers and educational computer software in a learning environment helps
chlldre'n increase communication skills and their attitudes about learning. Children who use
educational computer software are often found using more complex speech patterns and higher levels
of verbal communication. A study found that basic interactive books that simply read a story aloud
and highlighted words and phrases as they were spoken were beneficial for children with lower
reading abilities. Children have different styles of learning, and interactive media helps children with
visual, verbal, auditory, and tactile learning styles.

Intuitive understanding(edit]

Interactive media makes technology more intuitive to use. Interactive products such as smartphones,
iPad's/iPod's. interactive whiteboards and websites arc all easy to use. The easy usage of these
products encourages consumers to experiment with their products rather than reading instruction
manuals.®!

Relationships[edit]

Interactive media promotes dialogic communication. This form of communication allows senders and
receivers to build long term trust and cooperation. This plays a critical role in building relationships.
Organizations also use interactive media to go further than basic marketing and develop more positive

behavioral relationships.””

Influence on families[edit]

The introduction of interactive media has greatly affected the lives and inner workings of families,
with many family activities having integrated with technology quite seamlessly, allowing both
children and parents to adapt to it as they see fit. However, parents have also become increasingly
worried about the impact that it will have on their family lives. This is not necessarily because they
are opposed to technology. but because they fear that it will lessen the time that they get to spend with
their children. Studies have shown that although interactive media is able to connect families together
when they are unable to physically. the dependence on this media also continues to persist even W hen
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there are
more l‘lrL OPPoTtunitieg fam;
\an it bcncﬁls them lﬂ'lln“)’ t

Types|edit i
- edit] ‘ ¢ that it distracts children
Istributed interactye m

The media wh;
aPPliC:\tion/Sy
Media includ
Interactive cq

ch allow

stem is k geograph;
e Om-s Known g Distribu‘te(‘fa”) Temote users 1 intera,

ine Gaming . td Interactiye Media -
nferences an ’

. - Some com
d many more Ll Irtual Envimnment. Whi
Examples|edit)

——

Aaﬁouple of basic example;;f
%ext“; ;lg q\\fﬁpsites.‘ Websites,
ol gamge;; 1;;.]5 tf’ s users, who interact w ¥
e v one, aring posts that may includ
of th )

nchronously with the media
mon examples of this type of
teboards which are used for

imeracfw = =
€ medi; (alsn k
. nown
especially soci as a compa

. ny in Azerbaijan) are video
o neL\\orkm_g \\'cb§1tes provide the interactive use of
the{eratcl otll\er in c\1//:11'|ous ways such as chatting, playing

are 2 & CORifTn = oughts and/or pictures and so forth. Video games
) : - : A . V1de€Oo games

j )/SUClx/Controller to interactiuel .amples of Interactive Media as the players make use ﬁf the
genelzate d by the e app]icat'y lespopd to the actions and changes taking place on the game screen
JoySthk/controller.Ull 10n, which in turn reacts to the response of the playersvthrough the

Technologies and implementation{edit)

Interactive i :
teChHOIOgy.nSlz?T‘li :;:mbleesllslpllet;\ented.using a variety of platforms and applications that use
&S well.a officr imeracﬁp\,e n;:.u e mobile platforms such as touch screen sm_anphones and tablets,
Sidblems, Tafemetiog d‘mc'e ums t_ha.t are created e.\'cl.uswely t(? solve a unique problem or set of
technology that nclle 1a 1s not 1}mxted 19 a pro.fessmnal environment, it can be used for any
e I y responds tg user actlon.s. This can include the use of JavaScript and AJAX in web
pages, but can also be used in programming languages or technology that has similar functionality.

Or}e of tht? most recent innovations to use interactivity that solves a problem that individuals have on a
daily basis is Delta Airlines's "Photon Shower" ™ This device was developed as a collaboration
between Delta Airlines and Professor Russell Foster of Cambridge University. The device is designed
'fo reduce the effect of jet lag on customers that often take long flights across time zones. The
interactivity is evident because of how it solves this problem. By observing what time zones a person
has crossed and matching those to the basic known sleep cycles of the individual, the machine is able
to predict when a person's body is expecting light, and when it is expecting darkness. It then
stimulates the individual with the appropriate light source variations for the time, as well as an
instructional card to inform them of what times their body expects light and what times it expects
darkness. Growth of interactive media continues to advance today, with the advent of more and more

powerful machines the limit to what can be input and manipulated on a display in real time is become
virtually non-existent.

Effects on learning[edit]

Interactive media is helpful in the four development dimensions in which young children learn: social

and emotional, language development, cognitive and general knowledge, and approaches toward

learning. Using computers and educational computer software in a learning environment helps

children increase communication skills and their attitudes about learning. Children who use

educational computer software are often found using more complex speech patterns and higher levels
of verbal communication. A study found that basic interactive books that simply r_ead a story aloud
and highlighted words and phrases as they were spoken were beneficial for children with lower

reading abilities. Children have different styles of learning, and interactive media helps children with
visual, verbal, auditory, and tactile learning styles.
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The introductj
) uction of j . -
with man ! ol Interactive med;
y family activitj edia has ¢
: ctivi -dia has greatly affected i : .
Chl]d.ren and parents to ac';les having integrated with tech;h C} lives and inner workings of families,
worried about the j apt to it as they see fit. H ology quite seamlessly, allowing both
are opposed to € impact that it will have on th - f: i parents have also become increasingly
technology, but because they fea ct]}r a'mll)./ lives. This is not necessarily because they
r that it will lessen the time that they get to spend with

their child
ren. Studies h
ave :
shown that although interactive media is able to connect families together
his media also continues to persist even when
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more than it benefits them_“—%rlmly time, which often leads the adults to believe that it distracts children

CUSTOMER-LED MARKETING CAMPAIGNS:
to determine what products

Definition: i . .

aconsume;'A lflirketmg strategy in which a company seeks

on market rl;nslg t}:)vant, a.nd then moves the company to develop those products. It relies heavily
earch. ... This strategy can be used concurrently with an asset-led marketing strategy

lr(lfountless companies across indus'tries claim to focus fully on serving their customers. Only recently

owever, has the balance really shifted, putting customers firmly in the driver’s seat.
tomers are often more tech savvy than the
htful, comparative information on

tisfaction or shout out their
ded.

Whether they are consumers Of business buyers, today’s cus

companies that serve them. They have increasing access to insig

suppliers and their offers; they now have the ability to express sa
ady to switch providers when nee

discontent to friends and peers and they are re

er and business customers,
ss means C

companies must accept

onsum
reating a customer-led

To serve today’s generation of ¢
that customers are now in charge, and winning their busine

marketing culture.
panies must adapt to do

ental shift in the way com
arious consequences for

d marketing culture has v

1 fact driving a fundam
ere are a few:

tomers. A customer-le

This simple notion is i
th B2C and B2B companies. H

business with today’s cus
today’s marketing leaders at bo

d on past Successes and
they will simply be left
us on e-mail devices

kberry's keen foc .
r, more sophisticated mobile
hanged course by starting to

in back its client base.

Customers dictate the agenda
m to them solely base

1d no longer expect cus
volving demands and behaviour

don’t serve customers’ €
ance on Window PCs and Blac

have clearly shown preference for newe
la’s leadership Microsoft recently ¢
obile devices makers in an effort to W
firm, customers will have the final say.

Companies shou
reputation. If they

aside. Microsoft’s stubborn reli
jes as its USers

hurt both compani
computing devices. Under StayaNadel
to tablets and m

give Windows_away .
ware

While it’s a bold move for the so
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Today's information
e e 1T 'ICCI\HOI()[',y enables us to connect and communicate
! 1is has bred an always- ' ul
< llects. A fow companiss aro fys-oi, social and collaborative culture i foday's go0
iy prodich and (lcvlcl.( ca ready using, such capabilities to give their clients a s 1
® il & 5 St rr‘)pll'l}_", new onces, Salesforce.com with s Clowd baned €11
offer gives users dedicated channels 1o recommine ned g

additional features to i
res 10 its service platfi 8 ]
its service platforms. Following, creful seruting, certain i
atures nre

their product
roadmaps. T
ot Dreamforce l;‘ldmdps. The most popular new and improved fe
Dreamforce, the company’s yearly user conference.

C Q SRt .
ustomers want products tailored (o them

In today’ .
oday’s age both consumers and busincsses expect products and

their particular needs and hehaviour. For companics this mean®
p‘atf(?rm-b;mcd offers allowing cach client to be fitted individually.
sporting goods provider gives its buyers the ability to custorn
the 'desired colour, design and fit. Similarly, with its iPhone and i
device memory, data connectivity and colour, 45 well as aceess 1o @ 10
personalize each device to a growing range of needs. Following,
included dedicated networking and security features for business users.

Customers expect companices 10 listen and learn

of consumer and business pco

Today’s generation
ces dealing with companies, both good anc

about their expericn
peers, they expect companies 10
like Oracle moderate public forums like the (
them to hear what’s really on their clients’ mi
changing needs. Similarly, our mobile ser
pages 1o actively responds to each client’s queries, complaints,
third-party customer feedback sites like Trustpilo! and [ecfo now «
easily collect, track and monitor clients review in order to learn abou

‘nstonier (‘oneepls
nds in order to keep its

Customers demand honest interactions with their chosen suppliers

In a world where customers are speaking ou
companies to take responsibility for their injustices. AS Amazon P

unlimited, next-day delivery on most items. That’s why after three T
their courier services We logged a complaint with the Web re
retailer took swift action and they have since fulfille

reinstating the courier originally at fault.
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ad, Apple pive usert
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ple are increasingly willing and
| bad. Besides helping friends and

learn about their experiences
foxchar
enterprise offer releva
vice provider B&YOU uses its hlog
while listening 10 feedback. Finally,
Jffer Web retailers the ability 10
{ their experiences and improve.
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rime customers my family receives

edirected deliveries from one of
tailer. With few questions asked, the
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er a certain set of law
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Operate with;
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€S center stage, |, I the boundaries of ethical

TMS can be g hir OWin cal and professional behaviour.

bi Wing where to dra :
! ;or‘llsque depending on, the\:st:: Xne can be a bit blurred. Social
engage your audience wh'i S an organisation that operates
_ le still maintaining distance from
at Fx Ty
xactly is Digjta Marketing?
Digital marketi '
igital marketing
include haviﬁé»@a it'}klei Process of promoting a brand usi i .
it advertis_i;_)i%g, Bl i i, e using la variety of online tactics. These tactics
S g, the reach occu‘m -Media, mobile ‘marketing and more. Although similar to
advertising e Sucliteid mo ' : '
T ~+12I021s more sophisticated and can ls)te ltr;?:zlr]::?int?;l S?cli?‘nd 1sd[nore e Pt
He2551n e o o pecific audiences.

- s t : . . 5
number of ethical tradition gs to consider when dealing with ethics of digital marketing. There ar¢ 2

S,
o Lthics of virtue

P . o,
ersonal character driven and decision driven
o Utilitarianism

ConSK!ering the greatest good. This is making 2 decision that is judged as ethical or unethical based
exclusively on outcomes or consequences.

o Duty-based theory
Putting the consequences aside. This is when a decision is judged as ethical or unethical based solely
on the intentions or reasons of the party making a decision.

When considering utilitarianism and digital marketing, the following apply:

o Digital and new media marketing use the utilitarian argument.

o Using egoism benefits one individual or organisation instead of all.

e There are a number of benefits, including targeted advertising, low search costs, more
interesting and relevant websites.

« The costs include reduced privacy and fears of big brother.

In the bigger realm of things, it may be wise to follow standards of conduct based on the American
Bar Association (ABA). They have specific guidelines that discuss advertising, rules for blogging,
social media, and marketing activity. While the rules change based on state, having your general
counsel develop a set of rules and regulations based on these documents can cover you in the event
any legal matters come to light. '

Here is a general overview:
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With so many ethical and legal issues present in the digital marketing space, how can companies

successfully balance these issues in that space? There are a number of things that can be done

to counteract ethical and legal issues for your organisation.

Firstly...

First, the company must be committed to being socially responsible for every move made through
digital media. If not, the company faces legal implications. This could be as simple as having a
out your digital advertising pieces. Your marketing team should operate with the

disclaimer through
highest ethical standards, straying away from the risqué or questionable posts that could harm the

brand.
ion or contest, there needs to be a disclosure O your audiences will not feel as if they

In every promot
simple. Either have a link that leads to the terms and conditions, of

have been deceived. This is very
add a line at the bottom with pertinent information to make sure the organisation has operated with the

best ethical judgement and the highest legal standards. Because brands are accountable for disclosing
information t0 their audiences, it is wise to take the proper steps to remain protected. Here are a few

suggestions:

o MediaKit
This should be provided to all the influencers and bloggers the company employs. It should include

the best practices You follow as an organisation, along with other facts about the company. This way,
your company will have legal standing in the event a blogger or influencer misrepresents the brand.
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