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11 Learning Objectives

After studying the chapter, students will be able to:

o Explain the features of e-marketing;

Explain the relationship between e-markeﬁng, e-business and ;e-commerce;

‘e Characterise e-business models and e-functional models;

e Examine the 4 P’s of an émarkeﬁng mix;

e Explain the process of designing an effective e-marketing mix;

e Interpret the process of determining the organisational structure in e-marketing;
o Evaluate the performance of e-marketing activities; '

¢ List the types of data applicable in e-marketing;

e Explain knowletige management, information and intelligence systems;

® Describe various data base systems; -

¢ Explain the role of web analytics.

1.2 Infroduction

You must be aware how Marketing has been around for centuries in one form or another. American
Marketing Association defines ‘Marketing” as "an organisational function and a set of processes
for creating, communicating and delivering value to customers and for managing customer
relationships in ways that benefit the organisation and its stakeholders". If you remove all tiie
verbosity and look at it, marketing means "selling” a product. This is the main purpose behind
any kind of marketing. The acceleration of "selling" is achieved with the help of properly chalked -
out plans called marketing strateg-ies. Marketing has improved a lot over the past centuries. Even
marketing methods have changed and improved, and today, people are much more'efficient at

telling stories and presenting marketing messages.

In this unit, vou will be introduced to e-marketing concepts, its scope, benefits and limitations
apart from the relationship it has with e-business and e-commerce. e-Marketing or-electronic
mérketing refers to the application of marketing principles and techniques via electronic media,
and more specifically the Intermet. The terms e-marketing, Internet marketing and online marketing

is frequently interchanged and is often considered synonymous.

e-Marketing has made everything very easy from purchasing to selling. Electronic media are
the mode of funcﬁoning for e-marketing. SEQ, e-mails Markeﬁng Strategy, Online Advertising,
Online Newsletters-and Media News Rooms are the components of e-marketing. When compared

to traditional marketing, e-marketing is less expensive and less time consuming,.

An excellent e-marketing plan definitely has a clear executive summary. A clear set of
recommendations which can be easily understood and implemented are the characteristics of
a good é—marketing plan. To achieve these goals, e-marketers should be familiar with the basic
principles of e-marketing and the tools which help in such activities.

Aff:er studying the previous units, you must be now familiar with the plans and principles

of e-marketing. You must also be familiar with the concepts of e-business and e-functional models.




In this unit you will study the concept of marketing mix in the perspective of e-marketing
and factors to be considered when determining the 4 P’s in an e-marketing mix. These will be
related with product factors, pricing factors, distribution factors and promotion factors. You
will also learn the significance of additional P's in an e-marketing mix, namely people, physical
evidence, process and a few others. This unit will also explain the process of designing an effective
e-marketing mix.

Itis a fact that the internet has changed the entire scenario of marketing. You must be aware
how internet is used for searching information or when connecting with people. But apart from
these, internet is also used for research on products, purchasing and selling them online.

e-Marketing mix is more or less similar to marketing mix. It is nothing but adaptation of
price, place, product and promotion to the e-marketing context

In the previous units you learnt about e-marketing mix, its features and how it differs
from traditional marketing mix features. You have also learnt role of 4 Ps in e-marketing and
how the product factors, pricing factors, distribution factors and promotion factors are taken into
consideration while determining an effective e-marketing mix.

This unit analyses the process of implementing e-marketing plans and strategies specifically
related to creating and managing a corporate Website. The process of determining the organisational
structure in e-marketing and monitoring e-marketing activities are also discussed in this unit,
besides covering the process of evaluating the performance of e-marketing activities.

Planning is very important in e-marketing. An overall plan in a traditional business consists
of all the processes like structuring procedures and systems and marketing is another section which
simultaneously takes care of sales, distribution, delivery and communication. But the e-marketing
process blends all these functions. Each and every activity has to be taken care of in e-marketing.

After studying the previous units you must be familiar with the plans and strategies adopted
in e-marketing and how it they are implemented.

This unit takes you to the next step and helps you to understand how to manage information
in e-marketing, the types of data that are available, the intelligence systems and information systems
for e-marketing and also database systems, which include data ware house and data mining.
It also explains the knowledge management metrics, Web analytics and online experimental

research and survey.

1.3 Meaning and History of e-Marketing

e-Marketing can be defined as 'Achieving marketing objectives through use of electronic
communications technology'. It can be described as an act of trying to achieve marketing objectives
through electronic or digital means. It can also be called as Electronic Marketing. Internet is used
for most e-Marketing campaigns, such as e-Newsletters and e-mails. The marketing of products or
services over the Internet can be called as i-marketing, web- marketing, online-marketing, search

_ engine marketing (SEM) or e-Marketing.

Similar to many other English words, the term ‘e-marketing’ was born by adding the

prefix "e-" to a term already known and used that is "marketing". The prefix "e-" is the short

Introduction to e-Marketing
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form of "electronic" and is quite omnipresent in today's language of many people: "e-marketing"”,
"e-business"”, "t;-mail", "e-learning”, and “e-commerce”. .

Specialists of CISCO Company have defined e-marketing as: “a generic term utilised for a
wide range of activities - advertising, customer communications, brandi.n-g, and fidelity pi'o grams
etc. - using the ir;ternet.’: '

In a scientific approach, we could define e-marketing as allowing relational exchanges in

digital, networked and interactive environments. (acronym: DNI environments).
What can be marketed? .

Goods, services, events, experiences, persons, places, properties, organisatioris, information,

ideas - all these can be marketed through e-marketing. *

Figure 1.1 shows the different functions of a business website,

Business Strategy’

Marketing Strategy

Competitor’s \ Marketing
. Activities / Structure
- \ Business B
. . Websites -— Printed
Search Engines ———— B \ collateral
'PPC . / Word of
Campaigns s T Mouth
Business
Directories

Email Marketing

Link Development Public Relations

Offline Stationery, 7
Adverts Business Cards

Figure 1.1. Functions of Business Website

History of e-Marketing -

We can trace back the history of e-marketing to 1990’s. It came in to use gradually while the
internet became popular. The internet, being a great way to communicate with the customers,
gained popularity with the business world. Advertising to homes became more expensive than

mailing out. It was significant that regular mail started losing its prominence due to e-mail by
the end of 1995.

Online shopping has now become a trend and is considered to be very convenient for
everyoné in the society. It allows you to choose products according to the price and brands with
a flash, People from remote areas can also buy all those gadgets which are not available in their

region.

1.4 Features of e-Marketing

“Marketing is the management process responsible for identifying, anticipating and satisfj;ing

customer requirements profitably”.



The focus of the above definition is on the customers and marketing with them. According

to Smith and Chaffey (2001) Internet technology can be achieved by:

Identifying: The Internet must be used to know the needs and wants of the
customers.

Anticipating: With the assistance of the Internet, it has become easy for customers to
access any information and purchase. Therefore, by understanding the customer’s needs,

resources can be allocated to e-marketing.

For example, since the online demand for a standardised product is so high, low-cost airline

easyJet has an online revenue contribution of over 90%.

Satisfying: Customer satisfaction is the main aim of e-marketing. This can be gained with

the help of an electronic channel. This might raise a few questions like:

How user friendly is the site?
How well can the site perform transactions?
How efficiently are physical products dispatched?

What will be the standard of associated customer service?

In 2001 Smith and Chaffey explained 'the 55' for how all organisations can use the Internet
for different e-marketing tactics. The 55's are:

Sell: Grow sales. Through online transactions customers can purchase from home.
Hence it reduces the pain of travelling to the malls and shopping and allows improving
online shopping,.

Serve: It also adds value to the service it provides to customers. It also provides the
customers with extra online benefits.

Speak: Through e-marketing you can get close to the customer. You can know the
customers’ preferences by tracing the most preferred content online.

Save: e-Marketing is cost saving. With minimal service charges you can purchase goods
without travelling to a shop.

Sizzle: Extend the brand online.

e-Marketing Plan

There are two different ways for an organisation to consider this:

To start with some e-marketing as part of their marketing plan.

To trade only on the internet and concentrate on e-marketing only.

The following points are to be taken into consideration while planning:

A - Audit - of internal weakness and internal strengths, and external opportunities
and threats.

O - Objectives - SMART e-marketing objectives.
S - Strategy - e-marketing strategies.
T - Tactics - an e-marketing mix.

C - Controls - measuring the performance of the marketing plan.

Introduction to e-Marketing
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" Let's see the three steps for planning now:

Step 1: Determine your target market

Identifying market is the first crucial step in planning. You should p-rioriﬁse them according
to your resources. The expectations, requirements, needs and wants should also be recognised
simultaneously. These help you in planning sales and determining the cost also. It also gives you
an idea of the benefits you are geing to attain. Even studying the market environment and the

competitors’ strategies are also essential to survive in the market.

Step 2: Set e-Marketing plan objectives and e-Marketing methods

Objectives should be defined immediately. Few questions should be answered like:
e Are you aiming to increase business or product awareness?
® Are you aiming for higher website traffic?
s  Would vou like to rank high in search engirie results?

Your ob;ectlves can be - establishing your e-presence and increasing your busmess and
sales leads generation,

e-Marketing methods should be established after framing the objectives. Using one method
only is not advised. Multlple e-marketing methods are always the best options. There are three

easy steps towards an e- ma.rketmg plan,

Step 3: Set a budget and deterntine your strategies

The techniques that might be used to launch your e-marketing campaign should be identified in
the last step. Tactics are very important to determine the implementation of marketing methods.
Strategies which would attract the targeted market should be employed and priorities established.

Careful economical planning is also very tnpoﬂaﬁt while planning an e-marketing strategy.
Control over your-costs is an art you must master. Cost/benefit analysis can be used in order to

determine an acceptable budget.
Marketing Activities Concepts
Let’s now discuss the marketing activities concepts:

¢ Production concept: Inexpensive and commonly available pro;:lucts are preferred.
The.focus of managers in a production based organisation.will deﬁmtely be on high

produchon and mass distribution within less time.

® Product concept: Quality new features and performance of the product are preferred.

Manufacturing superior products is the aim of the managers.

® Selling concept: The organisations have to organise a mass campaign to sell and promote
* their products. The organisation’s géal is to sell what they manufacture, but not what
the market demands. _
e Marketing concept: Unlike organisations with the selling concept, organisations with the
' marketing concept satisfy the need of the market. The primary goal of such organisations
will be to compete in the matket by producing high quality goods.



e Holistic concept: This concept deals with every process - develop, create, manufacture
and implement- as a whole to achieve the best solution. There are four different themes

of the holistic concept. They are:

% Relationship marketing: Relationship marketing focuses on the value of long term
customer relationships and extends communication beyond intrusive advertising
and sales promotional messages.

@ Integrated marketing: Integrated marketing (IM) is a management strategy and
meta-discipline focused on the organisation-wide optimisation of unique value for
‘stakeholders.

+ Internal marketing: Internal marketing is an ongoing process that occurs strictly
within a company or organization, whereby the functional process aligns, motivates
and empowers employees at all management levels to consistently deliver a satisfying
customer experience.

@ Socially responsible marketing: Socially responsible marketing is a marketing
philosophy that states that a company should take into consideration, what is in
the best interest of society in the present and long term.

¢ Societal concept: The customer’s needs and long-term interests of the society are

taken into consideration while marketing.

1.5 Scope of e-Marketing

The beginning of the Internet erd has made every impossible thing possible. The Internet has helped
in introducing the media to a global audience. Internet marketing provides instant response and
is interactive in nature. Internet marketing has a broader scope as it includes electronic customer
relationship management (ECRM) systems and management of digital customer data and electronic
customer relationship management (ECRM) systems are also often grouped together under it.

Internet marketing also deals with customer engagement cycles through search engine
marketing (SEM), search engine bpﬁnﬁzaﬁon (SEQ), banner ads on specific websites, e-mail
marketing, and V\"eb 2.0 strategies.

Some features like internet, email, database and mobile phoﬁes are added in electronic
communications technology.

- Some technical and creative aspects of the Internet are tied together with the help of Internet
marketing, including: design, development, advertising, and sales.

For example: India has joined the bandwagon and the numbers themselves do all the talking.
According to the latest survey, more than 400 million people access the internet regularly in India
and it is a jump of 700% in the last six years. The best part is that as of now, internet users in India
comprise only 3.6% of the population. The scope of internet marketing in India is unimaginable!

If you want to start your online business, the first thing is to develop your own website.

Later, you can employ some of the internet marketing techniques discussed below.

Introduction to e-Marketing
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Internet Mazketing Techniques
Now, let us see some of the Internet techniques that are used in the modern marketing world:

Search Engine Marketing (SEM)

SEM has become one of the major tools in the e-market. This clearly shows that search engines like -
Google, Yahoo ctc. are beiné used by many people for searching relevant information, Therefore
you can sell your praducts through them if your website'is visible on these search engines. The

principle techniques employed in SEM are:

¢ Search Engine Optimization (SEQ): SEQ is defined as ‘A set of practices employed
to get ranking.for WebPages on relevant keywords (search queries).” SEO improves a
" websites structure and content.

e Pay per Click (PPC): PPC sends the relevant information or customer to a website

. through a particula.;' route. A competitive bidding path determines the positioning of
Ads. '

¢ Paid Inclusion: You have to pay in order to appear on the natural listings of search

.engines. Google used to charge for mcIusmn program.

¢ e-Mail Marketing: Marketing through e-maﬂs is e-mail marketing. Each penny thch
you use is worthy if you use e-marketing effecnvely It helps in acquiring new custon'l_ers

and enhancing the relationship with the existing ones.

® Banner Advertising: Placing your advertisement on any other third party website is
called as Banner marketing. If any customer clicks on your banner the Ad will direct

them towards your website.

® Inferactive Advertising: Interactive media applications can be used to promote online
products. In interactive advertising personalised message are sent to readers. With
the help of online ar offline interactive media it communicates with customers in
order to promote products, brands, services and mariy more. The main aim is to sell

products.

s Blog/Article marketing: Blogs and articles can be used effectively to propagaie a
marketing campaign.

Scope of e-Markeﬁng in India

The Indian. market is one of the fast growing markets in the world. The maf;ric of e-marketing -
has attracted Indian marketers also. Even in India, the ordinary customer is choosing internet
marketing over traditional marketing because there is no limit for brands and models which can

be purchased ata very convenient price. °

In a heavily populated country li-ke'In'dia, the real action in a few years of time would lie in
localisation. Local languages, if used, will do a better job than the other international sites. This
is so because English is still an alien language for many people in India. This is the main reason
why the scope of e-niarketing is confined to only local websites. Interacting in the native language

will provide that personai touch, which will have a good impact on the customers.



Activity: List some examples of tools used in interactive advertising,

You can use these links for guidance:

www.en.wikipedia.org/wiki/ Interactive_advertising

www ezinearticles.com

1.6 e-Marketing Vs. Traditional marketing

Marketing is present since many centuries in one or the other form in this world. The birth of
trade is the birth of marketing also. The major differences between e-marketing and traditional

marketing are explained in Table 1.1.

Table 1.1. Differences between

e-Marketing and Traditional marketing

.
g™

e T i

No immediate delivery of goods.

Immediate delivery of goods.

without employing any person.

Helps promoting product globally. | Takes longer to promote globally.
Can work with fewer employees. Needs more employees.
Cansell or buy product 24 x 7, round the year | That is not possible in traditional

marketing.

Customer loyalty could suffer from high
price.

Customer has the choice to choose according
to the price. '

Fast and economical in promoting
products.

Expensive and slow in promoting products.

Paying an experienced Internet Marketing
Company is very economical,

Paying a well known advertising and
Marketing company is very costly.

Plenty of brands will be displayed in case
of lack of a particular product.

Lack of stock can change the decision of
purchasing.

Activity: List the advantages and disadvantages of purchasing a branded shirt in a mall

and purchasing the same online.

1.7 Benefits of e-Marketing

Let's now discuss the benefits of e-marketing:

Benefits to Business

There are many benefits of e-marketing to customer business. A few of them are discussed below.

® Global reach: With the help of the internet, customers can access the website or online
resources irrespective of their location. Hence, e-marketing allows customers to access
global markets in an economical way.

® Lower cost: An e-marketing campaign can reach the right customers at a very low cost,

if planned effectively. It is cheaper when compared to traditional marketing. Internet

marketing is less expensive in terms of reaching the audience.

® Better conversion rate: In other media, people have to make a call, post a letter or go to

a shop, but in e-marketing, it's just a click away from completing a purchase.

Introduction to e-Marketing
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Trackable, méasurql:_-le results: e-mail marketing and banner advertising are easy ways
to know how effective the campaign was. Customer’s response is obtained in detail
regarding your advertisements. With the help of 24- hours marketing, customers can
drop in at any time even if your office is closed., Almost every aspect of the Internet

marketing campaign can be traced, measured, and tested.

. Personalisation: You can greet your customers at any time withroffers, if your customer

database i is linked to your website. The more transactions happen, the more you can

_ refine your customer profile and market effectively to them.

One-to-one marketing: With the help of e-marketing, people can reach you and your
products and services instantly. For example, people take mobile phones wherever
they go. This can be compared to the personalised aspect of e-marketing, and you can

create targeted campaigns.

More interesting campaigns: With the help of e-marketing, you can send a game or a

quiz which will interest your customer. It lets you create campaigns which are interactive

using music, graphics and videos. Youcould send your customers a game or a quiz -

whatever you think will interest them.

Ahy company with a websité can reach a wide range of audience. .

In internet marketing, customers have the option of doing an extensive research before

purcha51 nga product

Another advantage the Internet marketers have is the advantage of measurmg statistics

-easily and inexpensively.

Pay per impression, pay per click, pay per play, and pay per action are the various

methods used in advertising.

All these aspects of e-marketing have the capacity to promote more sales.

Benefits to Customer

As a customer also, you receive many benefits through e-marketing. Few of them are listed here:

‘Internet marketing is inexpensive because a customer can reach the product from

home itself.

Internet marketing allows customers to know about the product and its services first
and then attermpt to purchase. .

Customers can purchase according to thelr convenience rather than comprorrusmg on
what is available, '

Online shopping gives plenty of choices while purchasing, because many brands are
available online for purchase. Even international brands which are not available in the
stores can be viewed and ordered.

Delivery to the door step is a unique feature of internet marketing.

Customers can place an order and demand for door delivery service. This will also

reduce the travelling expenses of the customers.

4o "



Customers will be acquainted with new technology as the transactions for e-marketing

are done online.

A few businesses provide 24 x 7 services. Customers can use this service in case of any

emergency.

1.8 Limitations of e-Marketing

~ Though e-marketing is beneficial in many ways to both the seller and the customer, it also has

its own limitations. Let us see what they are:

¢ To be able to buy a product through e-marketing, customers need to have an access

to the internet - which may not be possible for everyone. Learning to use the internet
is also another challenge - the illiterate/less educated population may find it hard to
learn the technology. ) o

The internet speed is another barrier: Low-speed internet connections also create

problems and sometimes may abruptly stop the process of purchasing.

The efficiency of e-marketing depends on the electronic goods. If the electronic goods
fail during business, every activity related to it comes to a halt. For example: If any
marketer faces problem with the internet connection during business it will delay in
financial transactions and connecting to the customers in e-marketing,

If companies have complicated websites like getting connected to the internet via dial-

up or mobile services then the content delivery will be delayed.

" From the buyer's perspective, the real experience of feeling and choosing the product

will not be present. Customers have to rely on what the website showcases about the

product.

Lack of personal approach: Many customers do not trust e-marketing because it does
not give the personal touch that traditional marketing gives. The real experience of
touching and feeling the product before purchasing it is also véry important. The real
time salesmen giving a demonsh'z;tion is also missing in e-marketing. These factors also

raise many questions regarding the quality of product delivered.

Security, privacy issues: The best way to make customers trust is to develop privacy
policy on the website. If you take personal information make sure you will keep it
confidential. Explain to the customer how the information will be preserved. Be specific
while explaining the intentions behind collecting the personal information. Proper
and correct contact numbers, e-mail address and contact address should be given to
customers. .

Worldwide competition through globalisation. Internet is a globalised service. Hence,
competition will be at global level. Any product which competes at that level should
have the potential to attract more customers. Local brands will find it difficult to compete
with international brands. Because of world wide competition increase in prices is a

must. These in turn will discourage customers from buying the product.
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1.9 Relationship between e-Marketing, e-Business and e-Commerce

‘e-Business

“E-business is a term used to describe businesses run on‘the_lnternet, or utilizing Internet
technologies to improve the productivity or profitability of a busine—ss. Inamore general sense, the
term may be used to describe any form of electronic business - that is to say,any business which
utilizes a computer. This usage is somewhat archaic, however, and in most contexts e-business
refers exclusively to Internet businesses.” '

But e-business also makes the existing business process more efficient. In e-business,
companies should be able to unlock the data in their back-end computer systems to share
information and conduct electronic transactions with customers, partners, and supplie;'s over

the internet. Some companies in e-business adopt new web based business models - auction the

. surplus goods, sell products directly to customers, or join in online purchasing cooperatives with

their competitors. Starting an e-business requires equal potential in business strategy as well as |
in technology. Immediate solutions and the advantageé in using electronic products have made
it easy for e-business to sail thi'otigh the market. Hence, it is obvious that e-business has set a

trend and will continue up to some time.
There are usually four different types of e-business. They are:

. & B2B conunerce: It is that business activity in which two business units make electronic
transactions in which; one is a producer unit and the other raw material supplier
unit. . ' ' .

@ B2C commeice: In B2C commerce, one is a business unit and the other is a customer
unit. The customér' can seek information as well as place an order. The customer can
make payment and purchase. The business unit can conduct a sui'vey to know the

customers’ interests 'and maintain a record of the transactions.

¢ Intra B commerce: In this type, bwo business units are involved. With the help of the
computer network, it is possible to interactwith the production team. Elecironic catalogue

and ordering forms can be used.

e Cto Ccommerce: C to C means customer to customer. This type of e-business-helps

in selling and buyihg those goods for which there is no established market.
e-Commerce

‘Ecommerce {e-commerce) or electronic commerce, a subset of ebusiness, isthe purchasing, selling, '
and exchanging of goods and services over computer networks (such as the Internet) through
which transactions or terms of sale are petformed electronically.” A simple diagram, figure 1.2

shows what e-commerce is:

Cor;icraie Web | 3 Public Web
Site —2 Database N\ Site

~

" Figure 1.2. e-Commerce .



In figure 1.2 above, Step 1 exhibits the arrow flowing out of the database into the corporate

web site. In other words, all of the information about your products, prices, manufacturers, etc
will be displayed in easy to read lists inside your web browser. The next step exhibits the flow
of data from corporate web site to database. Each and every item can be edited. You can change,
add and delete from anywhere in the world. All updates will be saved in the database. The step
3 shows the flow of information from database to public web sites. With this step you come to
know that all information that public reads is accurate.

It is a misconception that e-commerce is done just on the Web. In fact, e-commerce was
present in the70s via EDI (Electronic Data Interchange) through VANSs (Value-Added Networks).
e-Commerce can be divided into four main categories: B2B, B2C, C2B, and C2C.

® B2B (Business-to-Business): Companies doing business with each other. For example,
manufacturers selling to distributors and wholesalers selling to retailers. Prices are

negotiable and are based on quantity of order.

® B2C (Business-to-Consumer): Businesses selling to the consumer or customer. Generally

done through catalogs using shopping cart software.

* (2B (Consumer-to-Business): A consumer or customer publishes the project with a
set budget online and companies review the customer's requirements and bid on the
project within hours. The company to complete the project will be selected based on

the bid reviews.

e (C2C (Consuﬁzer-thonsumer): With the help of sites like PayPal, people are able to

perform online money transactions very easily.

There are a number of sites which offer free classifieds, auctions, and forums where
individuals can buy and sell. For example: eBay's auction service is used for person-to-person

transactions which take place everyday since 1995.
Common Characteristics of e-commerce and e-marketing

Let's see some common characteristics of e-commerce and e-marketing: Some basic theories like
computer science, management science, information system, economics, marketing, financial
accounting, as well as sociology, robotics, operation research/ management science, statistics,
public policy etc are common to each other.

Some basic technologies such as modern communication technology, computer network
technology, especially the internet technology, Web technology, wireless network technology,
database technology; electronic payment technology, security technology etc are common to

each other.

They have similar content of business activities because of having same function of
promotion, such as displaying of e-commerce products, web site promotion, product marketing
information, transporting etc.

They have same invisible characteristics since both of them do the activities of data expression

and transmission electronically.
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They have same actoss temporal and spatial characteristics, Scale of operation is not restricted
by time and geographical.
Both of them can achieve low cost, 'as both of them have a "no inventory” feature and a

yery low cost advertising and opérating.

Both can change the operation mode of enterprise, and promote the enterprises to reform

the model of business and management.”

Both canwell reflect the thinking of SCM, CRM ERP and other modern management science.

They can enhance integration of multi-services such as product, supply, marketing, close customer

-relationship, understanding and predicting customer’s demand and promotingr innovation.

The intrinsic relationship between e-Commerce and e-marketing: The integral part of
e-commerce is e:marketing. e-Marketing is the entry point of small and medium enterprises
to carry out the e<commerce when the overall environment of e-commerce is not yet mature.
An important means of implementing e-commerce is e-marketing, and the advanced stage of

e-marketing is e-commerce. Therefore, e-marketing and e-commerce cannot be separated.
Difference between e-Business and e-Marketing

The original process of doing business on the Internet is called as e-business. Example for e-business
is buying CD from Amazon instead of going and buying it from a shop.

If a company tries to promote itself or its brands it is called as e-marketmg A banner or.

tower ad on a web page is an example for e-marketing,
Difference between e-Business, e-Commerce and e-Marketing .

e-Business deals with the entire system of all businesses which use electronic media to carry out

its act1v1t1es It is a broader entity than the other two.

e-Commerce is used in a transacuonal context. For example, it can be used in electronic
transactons of funds, mformatlon or entertainment. e—Commerce isa pa.rt of e-business.

A branch of e-business which usés electronic medium to achieve marketing objectives is
called as e-marketing. In addition to the traditional marketing and business strategies, e-marketing

follows its own operating strategles

The terms e-business and e-commerce can be interchanged at some places But some experts

state that e-commerce can be limited to online transactions ornly, whereas the term e-business
covers all including online transactions, that is, online exchange of information, or a financial
institution lettmg jts customers review their banking, credit card, and mortgage accounts with
the help of single web interface. In this manner, e-business overlaps with the business-technology

disciplines of customer relationship management.
Difference betiveen e-Marketing and Interactive Marketing

Any marketing done with the use of electronic medium is called e-marketing. A certain section
of e marketmg which uses some particular methods of interaction while marketmg is called

interactive markelh ng.

s



CASE-LET: Marketing Strategy at Q-Fashions Introduction to e-Murketing

Q-Fashions is a children's clothitig company with outlets throughout Bangalore and mtemahonal

presence in 12 countries worldwide. Brook Ltd. has developed a cutting-edge e-commerce
website to sell Q-Fashions’ clothing range online throughout India. No t eé

Brook Ltd. and Q-Faéhions began working together in 1999 and were tremendously
proud of their involvement in Q—Fashions'r on-going success. Over the years, Brook Lid. has
‘provided a host of services including WebPR, Email Marketing, Search Engine Optimisation

| as well as ecommerce Website Development.

As part of the launch of Q-Fashlons spring range, a number of site updates were
smade including image and content optimisation, which focused on maximising eCommerce
| conversions. The email campaign was focused on driving awareness about the new rangq as
was agreed in the eMarketing strategy.

As a result of Brook Ltd. and Q-Eashions’ hard work, the clothing company earned
immense popularity. For as long as Brook Ltd. and Q-Fashions have been working together,
Brook Ltd. has executed their Email Marketing campaign with increasing success, During a
reporting cycle, the results recorded included a massive spike in website traffic of 480% for the
days following the release of newsletter. Furthermore, Brook Ltd. achieved a very comfortable
305% increase in onsite conversions for that month.

The ability of Brook Ltd.’s various tactics to strategically integrate and openly share
their individual learning has meant that ‘Q-Fashions is able to keep their overall costs down
while maximising on their website as a direct revenue stream.

Questions

1. What was-the result of the joint efforts of Brook Ltd. and Q-Fashions?

2. Suggest some e-marketing techniques that the companies can adopt..

1.10 Need for an e-Marketing Plan

An e-marketing plan can be developed by research and analysis. Its aim is to reach marketing
objectives with the help of electronic goods. Every good e-marketing plan is developed according

to the overall marketing plan of the organisation.

e-Marketers analyse the present micro and macro-economic situation of a firm before
. planning. Both internal and external factors should be taken into consideration while planning.
The planning process has an impacf on the ability to carry on the business activities. Pricing,
suppliers and customers are some of the examples of micro environment elements. Socio economic,
political, demographic and legal factors are some of the examples of macro environment elements.
Understanding the present scenario of the company is essential to produce a possible e-marketing
solution. In order to produce a feasible e-marketing solution, e-marketers must first understand
the company’s: ’
e Current situation

¢ Environment

e Profile/Industry
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They should also know target segments and then accordingly position their products which

should enable optimal response from the target market. To enhance an organisation’s bottomn

-+ line, an e-marketing strategy can be prepared by SWOT a.na]ysns

¢ Examining the strengths and weaknesses of the firm

¢ Looking at the current opportumtles and threats

111 Developing an e-Marketing Plan .

Before deciding on an e-marketing plan, you have to remember that e-marketing does not mean
beginning from scratch. Almost every online e-communication should be constant in nature with
the overall mark.eting aims and contemporary marketing efforts of any business.

The important features of an e-marketing plan generally have the following stages:

1. Identify the target audience: When ﬁultiple targets are identified, targets should be
ranked in an order as per their importance. This is important for the proper alloeation of
resources. Each target group should be profiled. Their requirements and expectations must
be understood, so that orie can pitch the costs and benefits at the right time and level

2. Set the objectives: Some of the probable ob]ectwes are:

®- Raising awareness (of your business or disseminating information about your products

- or services)
¢ Entering new markets
" @ New product launching

® Focusing on sales (preparing a particular product’s internet sales or increasing the sales

frequency from regular customers)

o - Internal efficiency (reducing marketing costs, decreasing order- taking, fulfilment costs

or improving customer retention rates)

3. Decide upon the marketing mix: A mix of marketing activities should be chosen that help
in attaining the objectives. These also help in fitting into any enstmg traditional marketing
activities that are already planned.

.4.  Agree abudget: To control costs, careful budgeting is necessary. In order to create a cost/
benefit analysis, a marketer should identjfy the returns anticipated from the investment in
e-marketing activities. Later marketers can tally these returns with the costs.

5. Plan your action: In order to implement the selected e-marketing activities, the tactics
should be recognised. Other non-internet marketing activities should also come under the
scope of the plan:

6. Measure your success: Regular reviews and feedback mechamsm will help the marketers
in assessmg the e-marketing activities.

7.” Importance of b;and and image: In business success, the brand and i image play a very
important role. To gam ‘customer trust strong brands can be used. When security and
privacy are the major concerns, branding plays a crucial role. Generate customer trust,
which is particularly unportant in e-commerce where there are often concerns over privacy
and security,



10.

11.

12.

13.

14.

Using existing brand names: If the brand name is popular, then using its name makes
sense. Using an existing brand name can make sense if the brand is well known and has a
strong reputation. However, the risk of bad reputation exists if it the venture is a failure.

Creating a new brand: A good name is extremely important when a new e-commerce brand
is created. If you want to create a new e-commerce brand, then a good name is extremely

important. Factors considered should help in selecting a name that must:

® suggest something about the product

e be short and memorable

® be easily pronounced

® be easy to translate

® have an available domain name

Co-branding: When two different businesses come together and put their respective brand
names on the same product, and then it is called as co-branding, Co-branding is very
common in internet business. It is also proved that co-branding is one of the best ways to
create brand recognition.

Domain names: Always ensure that the domain name is present to support the e-commerce
brand name chosen. Customers will find easy to reach the website if the domain name is
strong. The domain name can be bought from the registered user if the name is already been
taken by someone else. If this is violated, then legal advice is necessary.

Providing engaging content: The information provided about the product and business
should be engaging. Make the information that you provide about you and your business
as engaging as possible

Information that can benefit the customers should be added on the web site. For example:
Online offers, discounts and blogs about the business that the customers can contribute to.
To make the customer visit the website again, the interest and value of the website should
be increased.

Answering common queries : In the form of FAQs (Frequently Asked Questions), common
queries of customers can be answered. This shows readiness to help at any time. It may
also save time and money because it reduces the pain of telephonic enquiries. Answering
through email and customer feedbacks are some of the best ways to answer their queries.
However it will be successful only if someone is present to answer those queries immediately.
Customers appreciate these kinds of services only if attended immediately. This process
can be automated. Phone numbers and full contact address should be given in the website
to avoid unnecessary search.

Asking visitors to register: A number of business sites request first- time users to register
to their site for continued services. These kinds of registrations are useful in gathering
information ori the traffic to the website. This also helps in gathering email addresses in

order to mail the customers directly.

Asking customers to register might lead to the visitor’s loss of interest in the website. Many
customers will sign up only if there is any incentive to do so. Examples for such offers are
e-newsletters, special offers to non-subscribers and special offers to access further information
and tell them how further information is useful to them.
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Customer relationship managemeit - In order to improve their customer services, sales,
and prpfi.tabilily, many businesses spend money on custo;ner relationship management
(CRM). A CRM system provides information on:

Customer data .

Sales patterns

Markeling data and future trends together with the goal of recognising new sales
oppottunities '
Delivering improved customer service

Offering personalised services and deals

15. Getting the technology right : An email, online advertising, SMS messaging or settingupa

iwebsite are a few of the elements that could be included in e-marketing mix. The elements

employed will decide which technology is needed to deliver e-marketing messages. For

éxample: If email is the element chosen, then the marketers should be careful that the right

technology is chosen for customers as well as for messages.

Activity: Develop an e-marketing plan assuming that you are starting a website for your

home appliances division. List the various stages that are involved in planning, like finding out

the market opportunities by getting to know the type of appliances/brands preferred, the reason

for the preference and so on.

1.12 Setting e-Marketing Objectives

Let us now outline the five main objectives of e—marketmg

Sell - Grow sales: Customers have an opportunity to buy sitting at their home through
online. It decreases the strain of traveling. For example, buying a greeting card, any

home appliances products.

" Serve: Service provided to the custcmers has its value added service. Extra online benefits
_are also offered in e-marketing. For example, free after sales service for household

appliances.

Speak : Intimacy between customers and marketers increases. Customer’s preferences
can be traced. For example, by using web analytic tools, a customer's brand preference

can be known.

Save: e-marketing is cost saving, wherein one can purchase products with minimal
service charge. For example, you can purchase products of your preference' without'

spending money on travelling to a shop.

Sizzle: Extend the brand online. For example, an e-marketer can gain presénce on the -

‘web, which is a sort of international forum.,

113 Building e-Marketing Strategy

“ A marketing strategy is essentially a pattern or plan that integrates your organisation's major

goals, policies, and action sequences in a cohesive whole to achieve customer success.”

*



e-Marketing- Strategy

An e-marketing Strategy is generally based upon the principles that rule the traditional, offline

Introduction to e-Marketing

Marketing - that is- 4 P's (Product - Price - Promotion - Positioning) that form classic marketing

mix. If you add 3 P's more to the existing four (People - Processes - Proof) you get the extended
marketing mix.

" The marketing mix is built around the theory of “transaction.” These are expiained by
the exchange of paradigm. The series of particular functions brings uniqueness to e-marketing.
These can be synthesised in the 2P + 2C+ 35 formula: personalisation, privacy, customer service,
con‘lmunity, site, security, sales promotion. ' )

These seven functions form the base for e-marketing strategy:
Personalisation

Identifying the customer and their needs are the fundamental concepts of personalisation. These
concepts form a part of the e-marketing mix. It is challenging to know the right customer. Even
more challenging is to collect their details in order to know the market. This will be helpful to

develop customised and personalised products and services.

For example, with the help of a cookie that is placed on the customer’s computer one can kniow the
access speed. In result, if you come to know that the speed is low, you can offeralow volume variation
of your website. This website will include fewer graphic and no multimedia or flash applications. With
this the customer will not leave the page by complaining that it takes too long to load.

Privacy

Privacy and personalisatiori are inter-connected. A few important issues arise while gathering
information regarding the customers and potential customers. Some issues related to information
like who will utilise the information and in which way are to be considered. Producing and
enhancing a policy upon access procedures to the gathered data is an important task to do while
implementing an e-marketing strategy. - . '

Aslong as information is gathered regarding individuals, it is mandatory for the marketers
to take care of all privacy issues. Privacy is essential when establishing an e-marketing mix. There

are many legal aspects to be considered related to gathering information and utilising it.
Customer Service

-In a transactional scenario, customer service p'lays an important role. In business transactions,
customer service processes are linked to the inclusion of the “time” parameter. n;.-Marketing is
" based mainly on the rational perspective while switching from a situational perspective to a
relational one. Any marketer will be interested to find support and assistance ona non-temporal

level and permanent over time. .
Community

e-Marketing as every one agrees, is conditioned by the presence of this impressive network that
the internet is. The presence of such a network shows that human beings will interact mutually.

Community is a group of individuals which interact for a commion reason.
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The Metcalf law (named after Robert Metcalf) states that the value of the coh‘tmum'ty ETOWS
with the number of its participants. Therefore, it is very important to be a part of it.

Customers and marketers also communicate with each other for a common reason, Therefore

it can be also called as a community.

Site

| Itisa well known fact that e-matketing interactions are conducted with the assistance of digital

media - the internet. But even these kinds of interactions require certain location. A digital location

for digital interaction is mandatory for getting connected from anywhere and anytime.

“Site” is the place for such interactions. A Website is one of the types of sites. Similar

example of such a site is a Palm Pilot.
Security
As online transactions started, the functions have become very important for e-marketing,.
Marketers should keep in mind two important issues regarding security:
. Precautlonary ‘methods should be implemented during online transactions so that no
third person can access the transactions.
¢ Customers’ personal information should be kept confidential.

Amarketer should consider the above facts to avoid further complications, Marketers should

assist the IT department to forward convincing messages to the customers, assuring privacy to

their personal data.
Sales Promotion

While building an e-marketing strategy sales promotions must be taken into consideration. Sales

promotion is used in traditional marketmg to increase the sales in terms of volume.

The marketers’ creativity is counted in this function. In order to find new approaches
and possibilities for develppmg an effective promotional plan, a lot of hard work is needed.
Simultaneously, marketers have to learn the latest internet technologies and applications in order
to utilise them thorm;ghly.

114 Principles in e-Marketing

Now, let us see the five important e- marketmg prmcxples

1. Dead-ends: This pnncxple télls that marketers should provide the customer a reason why
they should come to you for purchase. e-Marketers should not be satisfied with building the
website only. Setting up a website is like constructing a store at the dead-end of the street,
The website should have relevant information, attractive graphics and convincing layouts.
But all these will not help if the website is not encouraging the customers to purchase. The
website will be of no use’ when it does not fulfil its purpose of marketing,

Therefore, mar};etérs, before constructing their welgsites should decide how to attract traffic.
The activities which help in attracting traffic for some action should be clearly determined.

2. Giving and Selling: It is human tendency to expect something more than what they
actually pay for. This principle highlights that fact that people while shopping online expect




something extra. Hence the best principle for attracting the customers is to offer something
free to them but try to sell something else. This process can be explained with an example
in a few steps:

e With the help of the site, marketers should attract customers.

® Encourage awareness on product and services,

® Marketers need not offer a real product freely. It can be any valuable information.

® Once they are ready to purchase marketers can sell.

2. Trust Web marketing is based on only one critical thing that is “trust”. Trust, as many experts
express, is the essential principle of web marketing. Customers will not purchase anything
from marketers if they don't trust you. Similarly, marketers will have no business if they
don'’t trust the customers. There are number of ways to assure trust. Some of them are:
¢ Sell popular brands.
® Display privacy of the organisation.
¢ Offer guarantees that can be fulfilled.

In order to have more sales and good customer flow, marketers should have a quality based

customer friendly system in place.

3. Pushand Pull: This principle pulls customers to the web sites with the help of the attractive
content. With the help of mails, information can also be pushed to the customer regularly.
There are a number of ways to do this. One of the ways is by using opt-in programs like
newsletters and updates about sales. It is always advised that marketing campaigns should
have an active element since the websites are comparatively inactive. This will assist in
attracting the customers towards the product and inspiring them to purchase what the
marketers offer.

4. Niche Marketing: In the web marketing industry, niche marketing has emerged as a very
important part. One important fact in online marketing for marketers is to know their niche.
Itis not sufficient only to know but they should be in a position to market directly to them.
Itis a recognised fact that to be successful, especially with an online business, you need to
know your niche, and market directly to them. Itis an added advantage for a small business
if the niche is found. It will give sufficient leverage against competition. A particular corner
of any big or small business can be focused by finding the niche. It also limits the competition
and helps in identifying the customer. To identify the niche one has to:
® Start business with a business plan to recognise the purpose and define it.
® Structure the website and marketing strategy based on the vision outlined.

These principles play a major role in developing an e-marketing business and establishing
a successful online marketing strategy. Not only it ensures new customers, but also helps in
retaining the old and present customers. '

Activity: Assume that you have a website for your product- home appliances. List all the
activities which you will perform to gain the trust of the customers online and do business with
them.

You can use this link for reference: http:// www. pricesbolo. com/ price/ home-appliances.
html
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115 e-Marketing Deliverables

Iy

“A deliverable is a product of work done on a project- the finished result of a step of work.”

As per the above definition, it is important to present such aspects that help in knowing
about how e-marketing plans and strategies are undertaken to achieve the desired outcomes.
Deliverables in e-marketing includes the kind of facilities, infrastructure, people, skills, dealing

with contingencies.and so on,

The process of e-marketing geherally begins with the product promotion activity, which
is-usually done through a Website. Once the Website is launched, the company starts sending

promotional e- malls and newsletters to the opted-in visitors.

Even if most of the marketers choose to focus less on the technical side of email marketlng

‘and focus more on.the content of the messages, it is essential to know how-email marketing

software works. For conducting an advanced e-marketing campaign, it is very important to utilise
professional ernail list managerﬁent sqftware.-The software generally should be installed on a .
server with a dedicated Internet connection. The database and website communicate with the
software direcily. When the company's website is visited by anyone, the software adds the e-mail
id automatically. It adds the id to an email recipient list for further mail transactions.

The ernail list manégement software must be capable of handling entire subscriptions and

sigﬁ-offs and also the bounced email messages. It should also have the ability of connecting to

the database and highlighting the recipienits’ details. With the help of many advanced soft wares,

a company will have fair chances of improving its marketing skills. The capacity to track email

feedbacks is an important part of an email marketing campaign. It permits to state the effectiveness
of the campaign. Marketers readily adjust to their campaigns and attain optimal results by being
able to quantify results at a faster pace. - '

The average mail server fails in delivering the volurne of email that may be required ina
day. The email delivery system’s quality.determines the delivery rate of emails. To ensure faster

and efficient delivery of emails, a company can invest in faster email delivery software.

Variety of goods are transacted and delivered through e-marketing. After the e-marketers

receive the payment, they deliver the goods in following ways:
o Download: This process is used especially with digital media products like software,
music, movies, or images. ’
o Shipping: Customer,receives the product which is sflipped. .
¢ Drop shipping: The third party distributor receives the order. The third party will deliver

the product to the customer. This is done in order to save time, money and space.

e In-store pickup: Any customer can order the product online and later collect it in the
nearby stores. This method is commonly used for online shopping. On purchase, the
customer gets a code for admission to ang.r place. The customer takes a printout and
produces.itat the entrance of the collection centre. It is made sure at the collection centre
that this admission ticket is used only once, For example: Railway reservation tickets,

online movie tickets, bus tickets and hotel room reservations. )




1.16 e-Business Models

“ An e-marketing business model is an approach to conducting electronic business thiough which
a company can sustain itself and generate profitable revenue growth.” '

In other words, it describes how a company works. There are certain business models which
are very complicated than others. For example, e-businesses also need to have solid models such

as brick and mortar stores to generate revenue.
Brokerage Model

Buyers and sellers are brought together to certain sites in the brokerage model. Brokerage sites
are meant to bring buyers and sellers together whether it is in B2B markets or B2C or even C2C
markets. Usually to use these sites one needs to pay fee or brokers may even charge commission
for each transaction it enables.

They include market place exchange, buy/sell fulfilment, demand collection system, auction
or distribution broker, distributor, search agent and even virtual marketplace. Examples of such

sites include eBay and Amazon.
Manufacturer or Direct Model

This refers to the companies or the manufacturers who are directly involved in creating a product
or service and marketing or selling it on the net. It is based on efficiency, improved customer
service and customer preferences. Services include purchase/sale, lease agreements, license and

brand integrated content.
Advertising Model

Similar to the traditional advertisers, advertising model contributes an association of content and
advertisements to those businesses which follow this model. It is an extension of the traditional
media broadcast model. The broadcaster mainly the website mostly provides free content that is
created by the site or elsewhere and services like email, instant messaging, and blogging and so
on. The sole source of revenue for the website is the ad messages displayed in banner ads. This
model proves to be highly effective during high flow of traffic or when high level of specialisation
is required.

' It includes the search engine or the portal, classifieds, user registration to track surfing habits
of people, query-based paid placement with sponsored links, contextual advertising, content-
targeted advertising, intromercials that has animated full screen ads placed at the entry of the
site and Ultramercials which are interactive online ads that require the user to respond in order
to know more about it. Online news papers are one such example which contributes both content

and advertisements. Examples of such sites include Google, Yahoo, Monster.com and many others.
Merchant Model
Since ages, merchants have been selling wares or materials. The latest demonstration of selling

is e-commerce. Sales maybe based on list prices or through auction.

This model includes the services of Virtual merchant or e-tailer who solely operates on the

web; catalog merchant who does mail-order business with a web-based catalog. Mail, telephone
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and online ordering are a part of this. Next is bit vendor who deals strictly in digital products and
services, conducts sales and distribution activities over the web. Click and mortar is the modern
electronic version of the brick and mortar retail establishments which has a web storefront.
Customers, buyers and consumers buy from these merchant websites. Examples for such sites
are Barnes and Noble's and Land's End's.

Community Model

The advantage of online community is taken in this model. This type of business.capitalises on
the trend of online communities. Online community members take an active part by:

e  Wriling content '

e Posting photos

R Making new friends

Services include open content developed collaboratively by a global community of
contributors who support the site through voluntary donations; public broadcasting which is a
user-supported model used by not-for-profit radio and television broadcasfing extended to the
web; open source- software developed collaboratively by a global community of ﬁrogrammers who
share code openly. Instead of licensing code for fee, open source relies on révenue generated from
related services like systems integration, product support and user documentation. Advertising
revenue, selling products or voluntary donations by members can be a source of income in this

model. A few examples for such sites are Flickr, Orkut and Wikipedia.
Subscription Model

Users should pay a fee either daily, monthly or quarterly or annually to use the e-business services
under the subscription model. Commenly practiced in tl_:xese sites is combining free content with
“premium content” meant exclusively for subscribed members. Some examples of such sites are
Netflix, Classmates-and AOL. ’

Services provided include content services such as audio or video content; trust services
such as forming membership associations; person-to-person networking services such as users
searching for old friends or classmates; internet service providers who offer network connectivity

and related services based on the subscription period and fees.

-Affiliate Model - - .

In contrast to the géneralized portal, which seeks to drive a high volume of traffic to one site, the
affiliate model provides purchase opportunities wherever people may be surfing, It does this by
offering financial ifcentives (in the form of a percentage of revenue) to affiliated partner sites. The
affiliates provide purchase-point click-through to the merchant. It is a pay- for-performance model
if an affiliate does not generate sales; it represents no cost to the merchant. The afﬁliatev model is
inherently well-suited to the web, which explains its popu'larity.- Variations include banner exchange,

pay- per-click, and revenue sharing programs. Examnples are Bamnes & Noble, Amazon.com
Utility Model '

Also called as “on-(lemand” model, jtis based on metering usage, or a "pay as you go" approach.

Unlike subscriber servicés, metered services are based on actual usage rates. Traditionally, metering



has been used for essential services (e.g., electricity water, long-distance telephone services). Internet
service providers (ISPs) in some parts of the world operate as utilities, charging customers for
connection minutes, as opposed to the subscriber model common in the USS.

Metered Usage measures and bills users based on actual usage of a servicé while Metered

Subscriptions allows subscribers to purchase access to content in metered portions (e.g., numbers

of pages viewed).

1.17 e-Functional Models

The functional model is a pictorial representation of an organisation’s function within its scope.
It can also be called as an activity model or a process model. Depending on the activities of
e-marketing, the following are the different e-functional models.

B2B (Business-to-Business)

This involves 2 different companies doing business with each other. Prices of goods are generally
flexible and based on quantity ordered. For example, distributors buy from manufacturers and
retailers buy from distributors.

B2C (Business-to-Consumer)

This involves transactions between the marketer and the customer. The general public is the
customer who uses shopping cart software to buy products online. Examples for such activities
are: With the help of online marketing a customer can perform the following activities - searching
for books, booking tickets for a trip and buying a computer in a click without interacting with
any human beings.

C2B (Consumer-to-Business)

A customer’s project is announced online with a certain budget. Companies examine the customer’s
demands within few hours and call for the project. After the companies review, the customer also
reviews the bids. Example for such sites is Elance. It helps the customers by providing a meeting
place for similar transactions. .

C2C (Consumer-to- Consumer)

Many sites provide classifieds, auctions and forums for free. Individuals can purchase and sell
from these sites. Online money transactions are an example for this function.

Other Business Models

These models are based their functional integration, degree of innovation, applicability and
feasibility in either or all B2B, B2C, B2G, C2B, C2C markets. A list of currently most adopted

e-business models include:
e-Shops

E-shopping is the process consumers go through to purchase products or services over the
Internet. An online shop, e-shop, e-store, Internet shop, web shop, online store, or virtual store
evokes the physical analogy of buying products or services at a bricks-and-mortar retailer or
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in a shopping mall. The example of an online catalog is also used, by analogy with mail order
catalogs. All types of stores have retail web sites, including those that do and do not also have

physical storefronts and paper catalogs.
e-Procurerrignt

Electronic Procurc;ment is either the business-to-business or Business-to- Consumer purchase and
sale of supplies and services through the Intérnet as well as other information and networking
systems, such as electronic data interchange (EDI) and Enterprise Resource Planning (ERP). An
important part of many B2B sites, e-procurement is also sometimes referred to by other terms,
such as supplier exchange. Typically, e-procurement Web sites allow qualified and registered
users to Jook for buyers or sellers of goods and services. Depending on the apﬁroach, buyers or

sellers may. specify costs or invite bids. Transactions can be initiated and completed.

Ongoing purchases may qualify customers for volume discounts or special offers.

e-procurel'nent software may make it possible to automate some buying and selling.
e-Malls

-Malls are Web siles that feature links to numerous online shopping sites. Some of these portals
offer e-wallet technology, so youonly need to entera credit card number and shlppmg information
once, even if you shop numerous online stores. e- ‘Malls offer links for as many as 500 to 12,000

online stores.

>

e-Auctions I

A reverse auction {also called procurement auction, e-auction, sourcing event, e- sourcing or e-RA)
is a tool used {n inclustrial business-to-business procurement. It is a type of auction in which the
role of the buyer and seller are reversed, with the primary objective to drive purchase prices
downward Inan ordinary auction {also known as a forward auction), buyers compete to obtain

a good or service. Ina reverse auction, sellers compete to obtain business.

Virtual Communit;ies

A virtual community, e-com-mhnity or online community is a gx"oup of people that primariiy
interact via communication media such as letters, telephone, email or Usenet rather than face
to face. If the mechanism is a computer network it is called ar online commumty Virtual and
online communities have also become a supplemental form of communication between people
who know each other pnmarlly in real life. Many means are used in‘social software separately or

in combination, including text-based chat rooms and forums that use voice, video text or avatars.

Collaboration Platforms

Collaboration platforms offer a set of software coinponents-and software services that enable
individuals to ﬁnd each other and the information they need and to be able to communicate
and work together to achieve common business goals The core elements of a collaboration
platform are messaging (email, calendaring and scheduling, and contacts), team collaboration
(file synchronization. ideas and notes in a wiki, task’ management full-text search), and real-time

collaborationand commu.mcahon {e.g., presence, instant messaging, Web conferentmg, application



/ desktop sharing, voice, audio and video conferencing), and Social Computing tools (e.g., blog,
wiki, tagging, RSS, shared bookmarks).

Third-party Marketplaces

Third-party Marketplace is a fixed-price online marketplace that allows sellers to survey their
goods alongside other offerings. An example is Amazon.com. Buyers can buy new and used items

sold directly by a third party through Amazon.com using Amazon Marketplace.
Value-chain Integrators

This model focuses on integrating multiple steps of the value chain, with potential to exploit the
information flow between those steps as further added value. Revenues come from consultancy

fees or transaction fees.
Value-chain Service Providers

The virtual value chain is a business model for the information services industry. This value chain
begins with the content supplied by the provider, which is then distributed and supported by the
information infrastructure, and then the context provider supplies actual customer interaction. It

differs from the physical value chain of manufacturing/sales of traditional companies.
Information Brokerage, Trust & Other services

These services are a whole range of new information services emerging to add value to the huge
amounts of data available on the open networks or coming from integrated business operations,
such as information search, consumer profiling, business opportunities brokerage, investment
advice, etc. Usually information & consultancy have to be directly paid for, either through
subscription or on a ‘pay per use’ basis, although advertising schemes are also conceivable. A
special category is the trust services, as provided by certification authorities & electronic notaries
& other trusted third parties. Subscription fees combined with one-off service fees as well as

software sales & consultancy are the sources of revenue.

1.18 Marketing Mix

Marketing is a very important aspect of any business, since it contributes greatly to the success of
the organisation. One way of achieving the maximum benefit from marketing is through planning
and implementing an optimum marketing mix.

Neil Borden used the term "marketing mix" for the first time in 1953. In American Marketing
Association, he took his successful idea ahead and invented the term "marketing-mix". Later in

1980, E. Jerome McCarthy, a popular marketer, recommended the usage of the term 4P'’s.

Marketing mix is a well-defined concept in order to assist the marketers in planning their
conceptual framework and which also helps them to have a checklist of factors that are considered

before coming up with a new marketing strategy.
The 4 P's

In the marketing process, there are four main areas in decision making. These areas include

Product, Price, Place and Promotion which are combined together to achieve goals and optimum
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results. This blend of elements is called as marketing mix or aP's of marketing, Every element is
further divided into many sub elements. Based on these sub élements, marketers decide ma.rkehng

plans, strategles and activities. .

Prodl_xc_t: Product means the tactile ebje’cts or abstract services that are mass produced on a
large séale A product is, basically, a bundle of benefits that satisfies the needs of organisétions or
consumers and for wluch they are willing to exchange money or other items of value. It includes
tangible goods, services, ideas, people and places. For example, 50aps, TAZOTS, Cars, travel servicas /

packages, tourist spots so on.

When introducing a product toa market many factors and dems:ons are con51dered such

as product design, its features, quality, branding so on.

, Price: The amount a customer pays for any product is called as price. Many factors are.

_ consxdered before an orgamsahon can determine the price of their products. Some factors that

influence price are organisation’s market share and expected prafit margin, direct/ productlon costs

such as material cost, transportation, indirect costs such as warehouse rent, agent’s commission,

'product type, its brand image, competition, economic factors like supply and demand conditions,

and customer' s perceived valué of product.. . o et

Place: A purchasing location of a product is called Place. Distribution channel is another
name for place Distribution Channels indicate those routes or sequences tlu'ough which goodsand
services flow or move from manufacturer to the ultimate consumer. It includes the involvement of

marketing intermediaries such as wholesalers, retailers, agents, franclus_ees and other facilitators

in the movement of products. It also includes virtual stores on Internet apart from real time stores.

Figure 1.3 illustrgtes shows different marketing mix elements:

‘Product - Price
I
[
Product Differentiation -
aduc lel,'el'l 2 Cost Recovery Pricing
Product [nnovation - L B
T Penetration Pricing
Product Elimination - |
T - ‘Price Skimming
Product Variation
Y
Place Promotion
T I
Distribution Channel Individual Cqmmmﬁc:aﬁon
T~ | .
Direct Sales - Mass Cominunication
I T
Indirect Sales Brand Management
[ T
" e-commerce Corporate Identity .

Figure 1.3. Four Main cemponents of Markeﬁrlg Mix

Source; www.en.wikipedia.org




Promotion: All communications that are employed by a marketer are referred to as
Promotion. It has four main segments which are also referred to as the promotion mix. They are

Advertising, Public relations, Personal selling and Sales promotion

Apart from these methods, marketers also rely on word of mouth, publicity, direct marketing

and several innovative and original promotion methods.

1.19 Determining the 4 P’s in e-Marketing Mix

Let us now study how marketing mix elements are determined for e-marketing mix. To have a
better understanding of the 4 P’s of e-marketing, we must first know how 4 P’s are depicted on
the internet and online marketing: A

Product

There are some key factors in e-marketing that enhance product development and help to identify
categories of new-product strategies and the classifications for a suggested Internet product
taxonomy. A product is a bundle of benefits that satisfies needs of organizations or consumers.
Products such as search engines are unique to the Internet while others simply use the Internet

as a distribution channel.

Creating Customer Value Online indicates customer value which is the net sum of all
benefits after deducting all the costs. Some product decisions that deliver benefits to customers
are Attributes, Branding, Support Services, Labeling and Customer Co-Design. .

o Atiributes: Attributes include product quality and features. Internet increases customer
benefits in many ways. Media, music, software and other digital products can be
presented on the Web. Mass customization is possible. User personalization of the

shopping experience can be achieved.

e Branding: A brand includes a distinct name, symbol or a design. A brand represents
a promise or value proposition to its customers. Brand equity is the intangible value
of a brand, measured in money value. EBay, Yahoo! and Amazon rank among the top
100 brands in the U.S. A great brand taps into popular culture and touches consumers.
Firms can use existing brand names or create new brands on the Internet. Some firms
may use different names offline and online to avoid risk if the new product or channel
should fail. For example, "Sports Illustrated" created thriveonline.com. Wired Magazine
changed its online version name to Hotwired.

Internet Domain Names also form a part of the branding strategy. A URL (Uniform
Resource Locator) is a Web site address. Domain names contain several levels. One
level is often the name of the company and the top-level may be .com or a country
name, such as .in for India. ICANN is a nonprofit corporation that makes decisions
about protocol and domain name assignment, registration, so on. Sites such as VeriSign
provide domain registration services. More than 97% of words in the dictionary have
already been registered as domain names. Picking the right domain name can make a
huge difference for directing people correctly to a site and also for building consistency

in marketing communications.
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Price

Support Services: Customer support is a critical component in the value proposition.

Customer service representatives help customers with installation, maintenance, product

_guarantees, etc. to increase customer satisfaction. "CompUSA" combines online and

offline channiels to increase customer support.
Labeling: It has digital equivalents in the online world. Online “Tabels” provide
information about installing and using software. Online “labels” also provide extensive

lega! information about the software product. Online firms may add the Better Business

logo or TRUST e-privacy shield to their sites. "

Cisstomer Co-Design: Business and consumer collaboration are possible on the Internet.

Software cievelopers seek customer inputs about new products. They often allow users

to download new products, test them, and provide feedback. Customer mteractmn

increases product success. For example, “Amazon” regularly and routmely seeks

customer‘s_ product reviews.

Product Mix Strategies: Companies can choose among six categories of new-product |

strategies, based on marketing objectivés, risk tolerance, resource availabifity and

others: ' ' ‘

2 Discontinuous innovations: new-to-the-world products Example, TV, CD’s

R New-product lines: new products in a different category for an ex1stmg brand name.
Example, Microsoft IE's, Honda's Ru:lgehne Truck

+ New variation of a current product line. Example, On-line stock trading

+ Improvements of revisions that replace an old produ.ct. Eiample, “new and

improved” Ford hybrid-Escape .

+ Current products tafgeted to different markets or promoted for new uses. Example,

_Yahoo! (search->Portal->Life Engine)

Me-tao lower-cost products. Example, Apple iPod Clones

-~

Price is defined as the sum of all values that buyers exchange for the benefits of a good.or service.

Throughout hislory‘, prices were negotiated, This happened as a result of mass manufacturing

and mass retailing. Internet is taking us back to an era of dynamic pri'cin-g varying prices for

individual customers. The meaning of price depends on viewpoints of the buyer and the seller.

Buyer View: Buyer’s costs may include time, energy and psychic costs. But they often enjoy

many online cost savings due to following factors:

Net is convenient
Net is fast

Self-service saves time

. One-stop shopping saves time

Integration saves time

- Automation saves energy



The change in power from seller to buyer affects pricing strategies. Buyer power online is
also based on the huge quantity of information and products available on the Web. Buyers set

prices and sellers decide whether to accept the prices or not. For example, a reverse auction (also

called procurement auction, e-auction, sourcing event, e-sourcing) is a tool used in industrial

business-to-business procurement. It is a type of auction in which the role of the buyer and seller

are reversed, with the primary objective to drive purchase prices downward. In an ordinary

auction (also known as a forward auction), buyers compete to obtain a good or service. In a

reverse auction, sellers compete to obtain business.

Seller View: Pricing objectives may be profit oriented, market oriented or competition

oriented. Internet is only one sales channel and must be used in sync with other marketing mix

elements. Information technology can place both upward and downward pressure on prices.

Internet puts Upward Pressure on Prices due to following reasons:

Online customer service is an expensive competitive necessity
Distribution and shipping costs could.be high

Affiliate programs add commission costs

Site development and maintenance is expensive

Customer acquisition costs are higher

Internet puts downward Pressure on Prices based on market structure and market efficiency.

The seller’s ability to set prices varies by market type:

Pure competition (many buyers and sellers)
Monopolistic competition (many buyers and sellers with differentiated offerings)
Oligopolistic competition (few sellers)

Pure monopoly (one seller)

Internet however does not act like an efficient market regarding narrow price dispersion.

In two studies, greater price spread was found for online purchases than for offline purchases.

Price dispersion may occur either because the online channel is still immature or issues related

with Brand strength, Delivery options, and time-sensitive shoppers.

Pricing Strategies: How marketers apply pricing strategy is as important as how
much they charge. Marketers can employ all traditional pricing strategies to the online

environment which maybe -

« Fixed pricing: also called menu pricing is when everyone pays the same price. Two
common fixed pricing strategies are Price leadership (Cheapest, Best Value) and
Promotional pricing.

+ Dynamic Pricing: is the strategy of offering different prices to different customers.
Firms use dynamic pricing strategy to optimize inventory management and to
segment customers. Hotels, Airlines have long used dynamic pricing to price air
travel. There are two types of dynamic pricing which are Segmented pricing and
Negotiated Pricing.
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E-Marketing Segmented Pricing includes Geographic segment pricing in which these factors are
‘ considered:

2,

; + Pricing differs by geographic area.
- « M by cotntry.
| . +" May reflect higher costs of transportation, tariffs, margins, so on.
Segmented pricing also includes Value segment pﬁcing thatis baséd on following pa;ameters':

)

+ Recognition that not all customers provide equal value to the firm.
+ Pareto principle: 80% of a firm's business comes from the top 20% of customers.

In Negotiated Pricing, price is set more than once in a back-and-forth discussion. Online

auctions utilize negotiated pricing. In such situations, consumers enjoy the sport and community.

Place or Distribution

Distribution deterrnines how, when and where the customer receives e; product or service.
Marketers set strategies for availability, access; and distribution service. Distribution channel is
a group of interdependent members who are also called as marketing intermediaries. They work
togethér to transfer product and information from the supplier to the consumer the most common

being wholesalers and retailers. Some may provide independent channel services.
Onlint;.- intermediaries can be classified accordiné to their business model -
¢ Content sponsorship
o Direct selling
. Infomediary and
e Intermediaries in the distribution channel

Content sponsorship: In this model, firms createweb sites, attract traffic and sell adverhsmg
All the major portals like AOL, Yahoo! & MSN utilize this model. Content sponsorship is often

used in combination with other models. For example, newspapers charge fees for archived articles.

@ Directselling: In this model the manufacturer sells directly to the consumer or busines;s_
customer. This has been successful in B2B and B2C markets. Examples are- Digital
products & Perishable products such as flowers anid fresh food. Dell is the best example

of direct selling on the internet.

o Infomediary:aggregates and distributes information. Market'research ﬁrms are examples
of infomediaries. Some infomediaries compensate consumers for sharing demographic

and psychographic i.riformat-ion and receiving ads targeted to their interests.

o) Intermedxanes in the distribution channel: Three mtermedlary models that are
" commenly used on the Internet are Brokerage models, Agent models and Online

retailing models.

. Brokerage models: The Broker creates a market in which buyers and sellers negotiate
and complete transactions. B2B market has spawne& brokerages. Converge is the
leading exchange for global electronics. Online auctions are available in the B2B, B2C
and C2C markets.
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s Agent models: May represent sellers or Buyers.
Agents that represent sellers are:
+ Selling agents
.+ Manufacturers’ agents
¢ Metamediaries
¢ Virtual malls
Agents that represent buyers are:
+ Shopping agents
+ Reverse auctions
¢ Buyer Cooperétives

e Online retailing models: Online retailing is one of the most visible e-business models.
. Online mérchants set up storefronts online. Digital goods are delivered through Internet.
Physical goods may be shipped via logistic providers.
o Distribution Channel Metrics: American consumers spend billions online and online
sales figures exclude the brick-and-mortar sales, driven by consumer research on the
Internet before visiting stores.

Besides revenue, B2C metrics may include:
¢+ ROI
+ Customer satisfaction Ie\.:els
¢ Customer aicquisition costs
B2B metrics may include:
< Time from order to delivery
+ Order fill levels '
All about speed and fiscal efficiency

Promotion

Promoting and communicating preducts online and reaching out to consumers let alone acquiring
them will be a very difficult task for e-marketers, Let us see three main reasons that make this

_ task difficult: ' '
The web is a large medium with billions of web pages all competing for consumer attention.

The web is constantly changing, so even if you are "at the top of the list” today, you may

well not be tomorrow.
Users have limited attention span and have established loyalty to a few sites that they trust.
Now, let us study the different ways of advertising and promoting products that e-marketing
adopts:
Internet Advertising

Advertisfng is non-personal, usually persuasive, communication about products or ideas by an
identified sponsor. All paid space on a Web site or in an email is considered advertising. There

 are three major Internet advertising vehicles:
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e E-mail

¢ Wireless content sponsorship .

o  Web sites

Most aclvertising expenditures include:
. Keyword search

o Classified ads

o Sponsorships

Search Marketing

Search marketing is unique to the online environment. There are two main tactics here - Keyword
(contextual) advertising which refers to word buys at search engine sites and Search Engine
Optimization that invoives altering a web site so that it does well in crawler-based listings of

search engines, Many search engines charge sIotﬁng_.feés for the top positions of search results.

Search engine optimization (SEQ) is the process of improving the volume and quality of
traffic to a web site from search engines via "natural” ("organic" or “algorithmic") search results.
Usually, the earlier a site is presented in the search results or the higher it "ranks", the more

searchers will visit that site.
Interactive Advertising

Interactive Advertising is the use of interactive media to promote and/or influence the buying
decisions of the consumer in an online and offline environment. Intefactive advertising utilise
media such as Internet, interactive television, mobile devices (WAP and SMS), as well as kiosk-
based terminals. It enables mark;eters to engage consumersldirectiy and personaliy, encouraging a
sophisticated and dimepsiohal dialogue. One of the most effective implementations of interactive
advertising is so-called Viral marketing. This technique uses images, texts, web links, Flash,
animations, audio/video clips, passed from user to user chain letter-style, via email.

Interactive advertising is also assluming other avatars, such as online directories for brands.
‘These directories presently perform a complementary role to conventional advertising, helping

viewers recall and compare brands primarily seen on television. Response is mediated usually

“through forms and click-to-call technologies. Animated and highly interactive display ads may

become more important in future.
Banner Ads

A web banner or banner ad is a form of advertising on the World Wide Web. This form of online
advertising entails embedding an advertisement into a web page. It is intended to attract traffic
to a website by linking them to the web site of the advertiser. These images are usually placed on .
web pages that have 'i.nterestiﬂg content, such as a newspaper article or an opinion piece. The web

banner is displayed when a web pag%z that references the banner is loaded into a web browser.

This event is known as an “impression”. When a viewer clicks on the banner, he/she is directed

to the website advertised in the banner. This E\{eﬁt is lgnc;wn as a "click through". In many cases,

banners are delivered by a central ad server.



When the advertiser scans their log files and detects that a web user has visited the advertiser's
site from the content site by clicking on the banner ad, the adverhser sends the content provider
a small sum of money. This payback system is often how the content prowder is able to pay for
the Internet access to supply the content in the first place. Web banners function the same way
as traditional advertisements and intended to notify consumers of the product or service and

presenting reasons why the consumer should choose the product in question.
Interstitials, Superstitials and Screen Interrupts

On the World Wide Web, interstitials are web pages that are displayed before an expected content
page, often to display advertisements or confirm the user's age. Interstitials are Java-based ads
that appear while content is loading. They represent only 2% of all Web advertising. Superstitials
are video like ads that appear when a user moves her mouse across a page. They utilize Flash
and Java to make them entertaining and fast. Shoshkele is an animated banner ad that uses
objects that overlay the Web page. Developed by United Virtualities (www.unitedvirtualities.
com) and named after the nickname of the daughter of one of its co-founders, Shoshkeles do not
require a plug-in and typically include sound. They often start out as small objects that emerge
from somewhere on the page and then enlarge and move around in some fashion. The objects

eventually disappear or wind up as a static image.

Activity: List the principal ways through which a cellular phone can be promoted on a
website.

1.20 Additional P’s to Support e-Marketing

In the e-marketing scenario, there are several additional Ps added to make marketing mix more
effective. Let us identify these additional P's:

e People: Every person involved with aiproduct or service creation and delivery is

important for example, workers, management and employees.

People are very important resources to marketing. In e-marketing, if the personal element
is missing, no technology or online techniques w1]l achieve success. In customer’s
perspective, people cannot be separated from the service. Therefore, the right person
should be selected, trained and motivated to perform his/her tasks successfully.

® Process: Indicates a procedure and flow of activities by which services are utilised. It
is a procedure followed to achieve sales and thereby customer satisfaction. It shows a
sequential direction in which several tasks have to be carried out by concerned personnel
involved in e-marketing. l

e Physical evidence: The circumstance in which the service or product is delivered is
called physical evidence. In e-marketing context, tangible evidence is the one which
helps to communicate and intangible evidence is the knowledge of the people around us:
Generally this is addressed by easy downloads, immediate responses, videos, speeches,
site’s privacy issues, instant messaging/SMS to customer’s mobile for successful online

transactions, providing online statements/bills so on.
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s Personalisation: It refers to customisation of products through the use of internet. For
example, Dell on-line and Amazon.com are invelved in making customised offers to

their customers.

¢ Participation: Allows customers to participate and get involved with the product/
brand. Customers get a say in how exactly a product should be or what kind of ads are
to be shown. It lays the foundation for customised changes through democratization

- *  of inforrnation,
® Peer-to-peer: This refers to customer networks and active customer communities that

encourage brand engagement through social computing and advocacy.

¢ Predictive modeling: Refers to predictive algorithms such as rieural network, artificial
intelligence that can be successfully applied in marketing problems.

e Partnership: It is also seen e-marketing campaigns having ‘Partnership’ as theﬁ key
element have won awards. Emergence of a smart partnership opens way for a vast
customer baseand emergence of alliance managers. Most UK companies have dedicated
a separate section for partnership marketing, For exarnple, Ford Galaxy came together

~ with Tesco and AQL to reach millions of new online customers.

1.21 Marketing Mix Vs. e-Marketiﬁg Mix

We know that e-marketing mix is generally the sz;me as the mdrketing mix and that it is simply
an adaptation of price, place, ‘produc; and promotion to the context of e-marketing.

Although the marketing mix elements remain the same, the way it is designed, portrayed
and communicated may be based on the actual 4 P's or modified to suit the.e-marketing platform.

Let us see how e-marketing mix differs from traditional marketing mix --
* Whenever e-marketing is involved the differences in the expectations and behaviours of
online customers when compared with offline customers can be summarised as - ‘from 4Ps to 4 Cs’

From Product to Choicé'

Online customers do not always search for a product but for a choice. They often search for
solutions online. The offline customer has limited choice bl_.l‘t_ the online customer ctimes across

many choices and evaluates the choice within a short span of time. The delivery speed of your

_solution or préduct will decide how well you perform. It also exhibits how effectively you have

displayed it and guess;ed the customers’ problems. All these factors.will decide the success factor

of the service provided. For example, an off-line customer is willing to wait for few minutes till

he/she seeks the desired brand. But this cannot be expected from online customers as they will

easily click another website. The website which a customer might look in, may offermany options
and in a more pleasing manner to attract the customer by displaying the original alternatives

which the customer is searching for.

_ From Price to Cost

Online customers do not just search for price alone. They consider other cost elements also such

as costs associated with online purchasing process like time cost, delivery cost and so on. Unless

~







