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	14. The development of  the Internet, World Wide Web and other digital technologies have
transformed marketing. For consumers, they give a much wider choice of products, services
and prices from different suppliers and a more convenient way to select and purchase items.
There is also a choice of technology platforms from desktops and laptops to smartphone
and tablet devices for consumers to use. For organisations, digital media and new technol-
ogy platforms give the opportunity to expand into new markets, offer new services, apply
new online communications techniques and compete on a more equal footing with larger
businesses. For those working within these organisations it gives the opportunity to develop
new skills and to use these new tools to improve the competitiveness of the company.
At the same time, the Internet and related digital technology platforms give rise to many
threats to organisations. For example, online companies such as ASOS.com (clothing),
Amazon.com (books and retail), iTunes (music) and Expedia (travel) have captured a sig-
nificant part of their market and struck fear into the existing players. Many consumers
now regularly use social networks like Facebook, Google+, LinkedIn and Twitter as part
of their daily lives. Engaging these consumers is an ongoing challenge, but as we will see,
companies like ASOS have taken advantage of these opportunities to interact with custom-
ers and this has helped them develop as a worldwide brand.
Preface
Digital media and technology, an opportunity and threat
Management of digital marketing
With the success stories of companies capturing market share following the rapidly increas-
ing adoption of the Internet by consumers and business buyers has come a fast-growing
realisation that all organisations must have an effective online presence to prosper, or

possibly even survive! Michael Porter said in 2001:
The key question is not whether to deploy Internet technology – companies have no
choice if they want to stay competitive – but how to deploy it.
What are the techniques that businesses need to master to make effective use of digital
marketing? Figure P.1 gives an indication of the range of marketing activities that now
need to be managed effectively and which are covered in this text. RACE describes the
range of tactics needed to reach, interact with, convert and engage online audience across
the customer lifecycle from generating awareness, conversion to sale (online and offline)
and retention and growth of customers.
The figure shows the range of different marketing activities or operating processes
needed to support acquiring new customers through communicating with them on third-
party websites and social media, attracting them to a company website, converting web-
site visits into sales and then using online media to encourage further sales. You can see
that applying social media is a part of RACE and therefore is one of the key management
 


	15. Key activities needing  management for integrated digital marketing
Source: Smart Insights (2015) Introducing RACE: a practical framework to improve your digital marketing. Article by Dave Chaffey, 20 January
2015, www.smartinsights.com/digital-marketing-strategy/race-a-practical-framework-to-improve-your-digital-marketing/
Figure P.1
xiv Preface
 


	16. challenges in digital  marketing, so we consider approaches to managing social media mar-
keting throughout the text. Applying digital platforms as part of multichannel marketing
to integrate customer journeys between traditional and ‘new’ media is also a major chal-
lenge and a theme throughout this text. Management processes related to governance of
digital marketing include planning how digital marketing can be best resourced to con-
tribute to the organisation and integrating with other marketing activities. The increased
adoption of digital marketing also implies a significant programme of change that needs
to be managed. New objectives need to be set, new communications strategies developed
and staff developed through new responsibilities and skills.
Digital marketing – new skills required?
The aim of this text is to provide you with a comprehensive guide to the concepts, techniques
and best practice to support all the digital marketing processes shown in Figure P.1. This text
is based on emerging academic models together with best practice from leading adopters of
digital media. The practical knowledge developed through reviewing these concepts and best
practice is intended to enable graduates entering employment and marketing professionals to
exploit the opportunities of digital marketing while minimising the risks.
Specifically, this text addresses the following needs:
●
● There is a need to know to what extent digital technology and media changes existing
marketing models and whether new models and strategies can be applied to exploit the
medium effectively.
●
● Marketing practitioners need practical digital marketing skills to market their prod-
ucts effectively. Knowledge of the new jargon – terms such as ‘marketing automation’,
‘click-through’, ‘cookie’, ‘uniques’ and ‘page impressions’ – and of effective methods of
site design and promotion such as search engine marketing will be necessary, either for

direct ‘hands-on’ development of a site or to enable communication with other staff or
agencies that are implementing and maintaining the site.
●
● Given the rapidly changing market characteristics and best practices of digital market-
ing, web-based information sources are needed to update knowledge regularly. This text
and the supporting companion website contain extensive links to websites to achieve
this.
The text assumes some existing knowledge of marketing in the reader, perhaps 
developed
through experience or by students studying introductory modules in marketing fundamen-
tals, marketing communications or buyer behaviour. However, basic concepts of market-
ing, communications theory, buyer behaviour and the marketing mix are outlined.
Summary of changes for the sixth edition
The acclaimed structure of previous editions has been retained since this provides a clear
sequence to the stages of strategy development and implementation that are required to
plan successfully for digital marketing in existing and start-up companies.
The main changes made for the sixth edition, based on feedback from reviews and our
close monitoring of the trends and latest developments are:
Chapter 1 – Introducing digital marketing
●
● Concept of digital transformation in large organisations introduced at end of chapter.
Preface xv
 


	17. Chapter 2 –  Online marketplace analysis: micro-environment
●
● Chapter introduction updated to describe customer choice, mobile platform use and
customer journeys in the context of buying decision models such as Google’s ZMOT
and the McKinsey Loyalty Loop.
●
● Mini case study on Ecomom added to give a recent example of an e-retail failure with
serious consequences.
●
● Business model canvas introduced. A useful new tool for students to review online

business models for case studies and assignments. Section on portal types deleted.
Chapter 3 – The online macro-environment
●
● Structure of chapter retained with some discussion of updated laws for cookies, native
advertising and distance selling.
Chapter 4 – Digital marketing strategy
●
● The latest approaches to strategy development including implementing digital

transformation programmes and content marketing strategy.
Chapter 5 – The impact of digital media and technology on the marketing mix
●
● New section on co-marketing with the Napster case study replaced by a new case on
Spotify.
Chapter 6 – Relationship marketing using digital platforms
●
● We introduce terms used to describe CRM in modern marketing including Marketing
Automation, Big Data and predictive analytics.
●
● We have extended the section on social CRM and the concept of Loyalty Loop is
described.
Chapter 7 – Delivering the online customer experience
●
● Change in emphasis from online customer experience to managing digital experiences
on other platforms including mobile, social media and in-store retail.
●
● Explanation and example of DevOps and growth hacking added to the agile develop-
ment section.
●
● Government Service Design Manual used as a reference to describe the process for

developing online services through Discovery, Beta, Alpha and Live stages (also used in
many commercial projects).
●
● Coverage of mobile site design issues has been extended in a section ‘Mobile design
considerations and techniques’.
Chapter 8 – Campaign planning for digital media
●
● New coverage of ‘Always-on’ communications and real-time marketing and PR

including campaign examples from Burger King, Evian and Metro.
●
● New analysis tools, the Content Distribution and Content Marketing matrix added for
reviewing and prioritising content marketing and digital media investments.
Chapter 9 – Marketing communications using digital media channels
●
● An update on the latest changes in search ranking factors including a review of the

importance of Google’s algorithm updates like Panda, Penguin and Hummingbird.
●
● A discussion of the marketing effectiveness of social media in the box ‘Is social media
‘mostly a waste of time’ and an ‘infantile delusion’?
●
● New content on co-marketing, programmatic ad buying and emotions that influence a
viral campaign.
Chapter 10 – Evaluation and improvement of digital channel performance
●
● Change in emphasis from measuring and managing websites to managing digital

experiences on other platforms including mobile, social media and in-store retail.
●
● New discussion of the need for digital agility to update different content types illustrated
by a retailer.
xvi Preface
 


	18. Chapter 11 –  Business-to-consumer digital marketing practice
●
● New and updated examples.
Chapter 12 – Business-to-business digital marketing practice
●
● New and updated examples.
A new series of cases ‘Digital marketing in practice – Smart Insights interview’ is included
at the start of each chapter. These are presented in question-and-answer format and focus
on the practical challenges and opportunities facing practitioners working in digital media:
●
● Chapter 1 Nick Dutch of Domino’s Pizza Group
●
● Chapter 2 Michael Welch of Blackcircles.com
●
● Chapter 3 Fred Bassett of Blue Latitude
●
● Chapter 4 Sajjad Bhojani of Dunelm
●
● Chapter 5 Roberto Hortal of EDF Energy
●
● Chapter 6 Guy Stephens of IBM
●
● Chapter 7 Ben Jesson and Karl Blands of Conversion Rate Experts
●
● Chapter 8 Mike O’Brien of the Jam Partnership
●
● Chapter 9 Kate Webb of Vision Express
●
● Chapter 10 Avinash Kaushik of Google.
All interviews are available online at: www.smartinsights.com.
Chapter Case study Themes
1 Introduction eBay thrives in the global
marketplace
Business and revenue model, proposition, competition,
objectives and strategies, risk management
2 Micro-environment Boo Hoo – learning from the largest
European dot-com failure
Assessing a consumer market, business models,
marketing communications
3 Macro-environment Zopa launches a new lending model Companion vision, branding, target market,
communicating the proposition, challenges and
reasons for failure
4 Digital marketing
strategy
Tesco online development strategy
supports global expansion
Business models, proposition and online product
range, target market strategy
5 Digital marketing
mix
Spotify streaming develops new
revenue models
Peer-to-peer services, revenue models, proposition
design, strategy, competition, risk factors
6 Relationship
marketing
Dell gets closer to its customers
through its social media strategy
Influence of website design on conversion, retention
marketing, personalisation, e-CRM, RFM analysis
7 Online customer
experience
Refining the online customer
experience at i-to-i.com
Strategy, proposition, site design, on-site search
capabilities
8 Campaign planning A short history of Facebook Ad revenue models, privacy
9 Digital media
channels
Innovation at Google Technology, ad revenue models, innovation
10 Evaluation and
improvement of digital
channel performance
Learning from Amazon’s culture of
metrics
Strategy, measurement, online marketing
communications, personalisation approach
11 Business-to-
consumer marketing
ASOS reinvents fashion retail Online consumer profiles, purchasing behaviour and
expectations and e-retailing
12 Business-to-
business marketing
Covisint – typical history of a B2B
marketplace?
B2B adoption of the Internet:
Inspirational Cosmetics
B2B trading environment, business markets, trading
partnerships and digital marketing strategies
In-depth case studies in Digital Marketing, 6th edition
Table P.1
Preface xvii
 


	19. The text is  divided into three parts, each covering a different aspect of how organisations
use the Internet for marketing to help them achieve competitive advantage. Table P.2 shows
how the text is related to established marketing topics.
Part 1 Digital marketing fundamentals (Chapters 1–3)
Part 1 relates the use of the Internet to traditional marketing theories and concepts, and
questions the validity of existing models given the differences between the Internet and
other media.
●
● Chapter 1 Introducing digital marketing considers using the Internet as part of cus-
tomer-centric, multichannel marketing; it also reviews the relationship between Internet
marketing, digital marketing, e-commerce and e-business, and the benefits the Internet
can bring to adopters, and outlines differences from other media and briefly introduces
the technology.
The structure and content of this text
xviii Preface
Chapter
Topic 1 2 3 4 5 6 7 8 9 10 11 12
Advertising ✓ ✓
Branding ✓ ✓ ✓ ✓ ✓
Consumer behaviour ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓
Channel and market structure ✓ ✓ ✓ ✓ ✓ ✓
Communications mix ✓ ✓ ✓
Communications theory ✓ ✓ ✓
Customer service quality ✓ ✓ ✓ ✓ ✓
Direct marketing ✓ ✓ ✓
International marketing ✓ ✓ ✓ ✓ ✓ ✓
Marketing mix ✓ ✓ ✓ ✓
Marketing research ✓ ✓ ✓ ✓
Evaluation and measurement ✓ ✓ ✓ ✓ ✓ ✓
Pricing strategy ✓ ✓ ✓
Promotion ✓ ✓ ✓ ✓ ✓
Public relations ✓ ✓
Relationship marketing ✓ ✓
Segmentation ✓ ✓ ✓ ✓ ✓ ✓
Services marketing ✓ ✓
Strategy and planning ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓ ✓
Technology background ✓ ✓ ✓ ✓
Note: A blue tick ✓ indicates fairly detailed coverage; a black tick ✓ indicates a brief direct reference or indirect coverage.
Coverage of marketing topics in different chapters
Table P.2
 


	20. ●
● Chapter 2  Online marketplace analysis: micro-environment reviews how digital media
and technology changes the immediate environment of an organisation, including the
marketplace and channel structure. It describes the type of situation analysis needed to
support digital strategy by examining how customers, competitors and intermediaries
and the interplay between them can be evaluated.
●
● Chapter 3 The online macro-environment reviews the impact of social, technological,
economic, political and legal environmental influences on digital strategy and its imple-
mentation. The emphasis is on privacy and data protection regulations and managing
technology innovation.
Part 2 Digital marketing strategy development (Chapters 4–6)
Part 2 describes the emerging models for developing strategy and provides examples of the
approaches companies have used to integrate the Internet into their marketing strategy.
●
● Chapter 4 Digital marketing strategy considers how the digital strategy can be aligned
with business and marketing strategies and describes a generic strategic approach with
phases of situation review, goal setting, strategy formulation and resource allocation
and monitoring.
●
● Chapter 5 The impact of digital media and technology on the marketing mix assesses
how the different elements of the marketing mix can be varied in the online environ-
ment as part of strategy formulation.
●
● Chapter 6 Relationship marketing using digital platforms details strategies and tactics
for using the Internet to build and sustain ‘one-to-one’ relationships with customers.
Part 3 Digital marketing: implementation and practice
(Chapters 7–11)
Part 3 of the text explains practical approaches to implementing a digital marketing
strategy. Techniques for communicating with customers, building relationships and facili-
tating electronic commerce are all reviewed in some detail. Knowledge of these practical
techniques is essential for undergraduates on work placements involving a website, and for
marketing managers who are dealing with suppliers such as design agencies.
●
● Chapter 7 Delivering the online customer experience explains how an online presence
is developed to support branding and customer service quality objectives. The stages,
analysis of customer needs, design of the site structure and layout, and creating the
site, are covered together with key techniques such as user-centred design, usability
and accessibility design. It also covers different service quality models used to assess
experience.
●
● Chapter 8 Campaign planning for digital media describes the novel characteristics of
digital media, and then considers different aspects of marketing communications which
are important for developing a successful online campaign.
●
● Chapter 9 Marketing communications using digital media channels. Among the tech-
niques covered are banner advertising, affiliate networks, promotion in search engines,
co-branding and sponsorship, email, online PR, viral and word-of-mouth marketing
with particular reference to social networks.
●
● Chapter 10 Evaluation and improvement of digital channel performance reviews meth-
ods for assessing and improving the effectiveness of a site and communications in deliv-
ering business and marketing benefits. The chapter briefly covers process and tools for
updating sites.
Preface xix
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	22. ●
● Chapter 11  Business-to-consumer digital marketing practice examines models of mar-
keting to consumers and provides case studies of how retail businesses are tackling such
marketing.
●
● Chapter 12 Business-to-business digital marketing practice examines the different area
of marketing to other businesses and provides many examples of how companies are
achieving this to support international marketing.
Who should use this text?
Students
This text has been created primarily as the main student text for undergraduate and post-
graduate students taking specialist marketing courses or modules which cover e-marketing,
Internet and digital marketing, electronic commerce and e-business. The text is relevant to
students who are:
●
● undergraduates on business programmes which include modules on the use of the Inter-
net and e-commerce. This includes specialist degrees such as Internet marketing, elec-
tronic commerce, marketing, tourism and accounting or general business degrees such
as business studies, business administration and business management;
●
● undergraduate project students who select this topic for final-year projects or disserta-
tions – this text is an excellent supporting text for these students;
●
● undergraduates completing a work placement in a company using the Internet to pro-
mote its products;
●
● students at college aiming for vocational qualifications such as the HNC or HND in
Business Management or Computer Studies;
●
● postgraduate students taking specialist master’s degrees in electronic commerce or
Internet marketing, generic MBAs and courses leading to qualifications such as the Cer-
tificate in Management or Diploma in Digital Marketing or Management Studies which
involve modules on electronic commerce and digital marketing.
Practitioners
Previous editions have been widely used by digital marketing practitioners including:
●
● marketing managers or specialists such as e-commerce managers or digital marketing
managers responsible for defining digital marketing strategy and implementing and
maintaining the company website;
●
● senior managers and directors wishing to understand the potential of digital marketing
for a company and who need practical guidelines on how to exploit this potential;
●
● technical project managers or webmasters who may understand the technical details of
building a site, but have a limited knowledge of marketing fundamentals and how to
develop an Internet marketing strategy.
What does the text offer to lecturers teaching these courses?
The text is intended to be a comprehensive guide to all aspects of using the Internet and
other digital media to support marketing. The text builds on existing marketing theories
and concepts, and questions the validity of models in the light of the differences between
Preface xxi
 


	23. the Internet and  other media. The text references the emerging body of literature specific
to Internet marketing. It can therefore be used across several modules. Lecturers will find
the text has a good range of case studies, activities and exercises to support their teaching.
Website links are given in the text and at the end of each chapter to provide important in-
formation sources for particular topics.
Student learning features
A range of features has been incorporated into this text to help the reader get the most out
of it. Each feature has been designed to assist understanding, reinforce learning and help
readers find information easily, particularly when completing assignments and preparing
for exams. The features are described in the order in which you will find them in each
chapter.
At the start of each chapter
The ‘Chapter at a glance’ page provides easy navigation for each chapter. It contains:
●
● Main topics: the main topics and their page numbers.
●
● Case studies: the main cases and their page numbers.
●
● Learning objectives: a list describing what readers can learn through reading the chap-
ter and completing the exercises.
●
● Questions for marketers: explaining the relevance of the chapter for practitioners.
●
● Links to other chapters: a summary of related information in other chapters.
In each chapter
●
● Definitions: when significant terms are first introduced the main text contains succinct
definitions in the margin for easy reference.
●
● Web references: where appropriate, web addresses are given to enable readers to obtain
further information. They are provided in the main text where they are directly relevant
as well as at the end of the chapter.
●
● Case studies: real-world examples of how companies are using the Internet for market-
ing. Questions at the end of the case study are intended to highlight the main learning
points from the example.
●
● Mini case studies: short features which give a more detailed example, or explanation,
than is practical in the main text. They do not contain supplementary questions.
●
● Activities: exercises in the main text which give readers the opportunity to practise and
apply the techniques described in the text.
●
● Chapter summaries: intended as revision aids to summarise the main learning points
from the chapter.
At the end of each chapter
●
● Self-assessment exercises: short questions which will test understanding of terms and
concepts described in the chapter.
●
● Essay questions: conventional essay questions.
●
● Discussion questions: these require longer essay-style answers discussing themes from
the chapter. They can be used either as topics for individual essays or as the basis for
seminar discussion.
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	24. ●
● Examination questions:  typical short-answer questions of the type that are encountered
in exams. These can also be used for revision.
●
● References: these are references to books, articles or papers referred to within the
chapter.
●
● Further reading: supplementary texts or papers on the main themes of the chapter.
Where appropriate, a brief commentary is provided on recommended supplementary
reading on the main themes of the chapters.
●
● Web links: these are significant sites that provide further information on the concepts
and topics of the chapter. This list does not repeat all the website references given within
the chapter, for example company sites. For clarity, the website address prefix ‘http://’ is
generally omitted.
At the end of the text
●
● Glossary: comprehensive definitions of all key terms and phrases used within the main
text, cross-referenced for ease of use.
●
● Index: all key words and abbreviations referred to in the main text.
Support material
Free supplementary materials are available at Dave Chaffey’s website at www.smartinsights
.com/book-support to support all users of the text. This regularly updated website contains
advice, comment, support materials and hyperlinks to reference sites relevant to the text.
There is a password-protected area for lecturers only to discuss issues arising from using
the text; 
additional examination-type questions and answers; a multiple-choice question
bank with answers; additional cases with suggestions for discussion; and a downloadable
version of the Lecturer’s Guide and OHP Masters.
References
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	29. Chapter 1 introduces  the opportunities and challenges of digital marketing and

explains the different types of digital marketing platforms and media channels
available to engage audiences online. It also introduces a planning framework that
can be used to structure digital marketing strategies and case studies. Chapters 2
and 3 provide a foundation for developing an integrated digital marketing strategy
by reviewing how the online marketplace of an organisation can be assessed as
part of situation analysis.
Part 1
Digital marketing fundamentals
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	31. Learning objectives
After reading  this chapter, you should be able to:
●
● Explain the relevance of different types of digital platforms and digital media to
marketing
●
● Evaluate the advantages and challenges of digital media
●
● Identify the key differences between customer communications digital
marketing and traditional marketing.
Chapter at a glance
Main topics
●
● Introduction – how have digital technologies transformed marketing?  6
●
● Definitions – what are digital marketing and multichannel marketing?  11
●
● Introduction to digital marketing strategy  16
●
● Introduction to digital marketing communications  29
Case studies
Digital marketing in practice
The Smart Insights interview: Nick Dutch, Head of Digital at Domino’s Pizza Group Limited shares the
approach used to help plan digital strategy development  9
Case study 1: eBay thrives in the global marketplace  46
Chapter 1
Introducing digital marketing
 


	32. Scan code
to find  the
latest updates
for topics in
this chapter
Links to other chapters
This chapter provides an introduction to digital marketing, and the concepts

introduced are covered in more detail later in the book, as follows:
●
● Chapters 2 and 3 explain marketplace analysis for digital marketing planning
●
● Chapters 4, 5 and 6 in Part 2 describe how digital marketing strategy can be
developed
●
● Chapters 7, 8, 10 and 11 in Part 3 describe strategy implementation
●
● Chapters 11 and 12 in Part 3 describe B2C and B2B applications.
Questions for marketers
Key questions for marketing managers related to this chapter are:
●
● What are the options for digital marketing to grow our business?
●
● What are the key benefits of digital marketing?
●
● What differences do digital media introduce compared to existing marketing
communications models?
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Introduction – how have digital technologies transformed marketing?
The Internet, the web and digital media have transformed marketing and business since
the first website (http://info.cern.ch) went live in 1991. With over 3 billion people around
the world regularly using the web to find products, entertainment and friends, consumer
behaviour and the way companies market to both consumers and businesses have changed
dramatically.
To succeed in the future, organisations will need marketers, strategists and agencies
with up-to-date knowledge of how to apply digital media such as the web, email, mobile
and interactive TV
. The aim of Digital Marketing: Strategy, Implementation and Practice
is to support students and professionals in gaining and developing this knowledge. In the
text, we will show how traditional marketing models and concepts can be applied to help
develop digital marketing strategies and plans and where new models are appropriate. We
will also give many practical examples and best practices for applying online communica-
tions tools to effectively market an organisation’s products and services using the Internet
and other digital media.
For the authors of this book, digital marketing is an exciting area to be involved with,
since it poses many new opportunities and challenges yearly, monthly and even daily.
Innovation is a given, with the continuous introduction of new technologies, new business
models and new communications approaches. For example, Google innovates relentlessly.
Its service has developed a long way since 1998 (Figure 1.1) with billions of pages now
indexed and other services such as web mail, pay-per-click (PPC) adverts, analytics and
social networking all part of its offering. Complete Activity 1.1 or view Table 1.1 to see
other examples of online startups showing the rate at which new innovations occur.
Introduction – how have digital technologies transformed marketing?
Google timeline
Source: Google Corporate Timeline: www.google.com/about/company/timeline/
Figure 1.1
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Purpose
To introduce some of the most important platforms used for digital marketing today and
to illustrate innovation in online business models and communications approaches.
Questions
1	 Think about the innovation you have witnessed during the time you have used the
Internet, World Wide Web and mobile platforms. What would you say are the main
sites used in your country which have changed the way you spend your time 
online?
Table 1.1 shows the sites that we believe have had the biggest influence on online
business models in the US and Europe, with more emphasis on the most recent
ones.
2	 What do these sites have in common with the ones that you have selected and what
do you think has made them successful?
Innovation in digital marketing platforms
Activity 1.1
Year founded Company/service Category of innovation
1994 Amazon Retailer
1995 (March) Yahoo! Directory and portal
1995 (September) eBay Online auction
1995 (December) Altavista Search engine
1996 Hotmail Web-based email
Viral marketing (using email signatures to
promote service)
Purchased by Microsoft in 1997
1998 GoTo.com
Overture
First pay-per-click search marketing
Purchased by Yahoo! in 2003
1998 Google Search engine
1999 Blogger Blog publishing platform
Purchased by Google in 2003
1999 Alibaba B2B marketplace with $1.7 billion IPO
on Hong Kong stock exchange in 2007
(see case in Chapter 2, p. 94)
1999 MySpace
Formerly eUniverse
Social network
Purchased by News Corp in 2005
2001 Wikipedia Open encyclopedia
2002 Last.fm A UK-based Internet radio and music
community website, founded in 2002.
On 30 May 2007, CBS Interactive
acquired Last.fm for £140m (US$280m)
2003 Skype Peer-to-peer Internet telephony VOIP –
Voice Over Internet Protocol
Purchased by eBay in 2005
2003 Second Life Immersive virtual world
Timeline of online services indicating innovation in business model or
marketing communications approach
Table 1.1
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Year founded Company/service Category of innovation
2004 Facebook Social network applications and groups
2005 YouTube Video sharing and rating
2006 Paypal Paypal offers first mobile payment service
2007 iPhone Apple launches the iPhone
2008 Groupon A group-buying service based on use of
discounted gift certificates
2009 Foursquare and
Kickstarter
Foursquare was a location-based
social media website designed for
mobile access through ‘check-ins’
Kickstarter launches to give momentum
crowdsourcing
2011 Snapchat A mobile photo messaging service where
images are deleted after a set number of
seconds
2012 SmartThings Internet of Things service, connects
everyday objects — from ovens to
thermostats to the Internet
2013 Apple iBeacon and
CloudTags
iBeacon uses low-energy Bluetooth
to notify shoppers of items of interest.
Cloudtags gives shoppers in-depth
information about products via tablets
The Future Digital innovations and
business propositions
Innovation drives the digital
economy and is set to continue
into the future. Digital has become
mainstream and although there are
opportunities, displacing existing global
incumbent platforms will be rare. For the
latest developments see:
www.thenextweb.com
The challenge for marketers is to assess which innovations are
most relevant to their organisation and to seek to gain advantage
through introducing them to a company such that the digital mar-
keting techniques integrate effectively with traditional marketing
communications.
This text will take you through the questions to ask and potential
solutions step by step to enable you to develop appropriate strate-
gies. In this introductory chapter, after an initial scoping of digital
marketing, we review two main aspects of managing digital mar-
keting. In the first part of this chapter, we review the main strate-
gic challenges and opportunities of digital marketing that must be
managed by organisations. We then go on to introduce the com-
munications techniques for promoting companies online through
digital technology platforms such as desktop, tablet and smart-
phone devices (for example, search engine marketing (SEM), and
social media and display advertising) using the unique characteris-
tics of digital media. The following practitioner interview with Nick
Dutch, Head of Digital at Domino’s Pizza Group, highlights some
of the challenges and opportunities of marketing an online business.
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Nick Dutch is Head of Digital at Domino’s Pizza Group Limited in the UK and
Republic of Ireland. In this interview he shares the approach used to help plan
digital strategy development.
Digital strategy development at Domino’s Pizza
Q.	Please outline your role and how your team is structured
My role combines all aspects of the online customer experience from media to

conversion, both on the desktop site and in mobile. So, I’m responsible for all 
online
marketing activity that drives people to the site and interactions on the customer
journey whether on our desktop site, mobile sites and apps and our communities on

social media sites which are also part of how the Domino’s brand is presented in the

digital space. From a strategic point of view, I’m responsible for developing the long-
term strategic roadmap for digital and ensuring it contributes to and complements the

overall business strategy.
We have six in our digital team in total, with three other manager roles for the three
key activities: an e-Commerce Marketing Manager, Digital Campaigns Manager and
CRM Manager. The e-Commerce Marketing Manager’s remit is performance-based
with a focus on generating value through search, affiliate and display marketing and
also maximising conversion on-site. They work closely with the Digital Campaigns
Manager – imagine the intersecting Yin and Yang of Digital Marketing. The Digital
Campaigns Manager ensures integration with broader brand marketing initiatives and
is tasked with bringing the brand to life online, so they’re responsible for branded digi-
tal content on- and off-site. The CRM Manager works with an E-CRM exec and they
manage automated triggered email predominantly and in future increased SMS and
personalisation anywhere 1:1 communications, including Push notifications on mobile,
digital display and of course the website itself. They’re also supported by a database
marketing analyst.
Our team is relatively small since we’re supported on the technical side by the com-
mercial systems team responsible for the development and maintenance of all our
e-commerce platforms (in IT services), we’re their client. We work with them closely on
new features and applications, conversion rate optimisation and they manage 
on-site
product content updates. There are also business analysts in this team who provide

reports and insights to support CRO.
Q.	How do you set the vision for the long-term contribution of desktop+mobile
channels for Dominos?
Our vision for digital is centred on how we can provide convenience to the customer
across different channels – convenience has to be platform agnostic.
The rate of consumer adoption of digital technologies informs this vision, so we
went into mobile first, because we were already seeing that mobile platforms were
popular for customers. We will be tracking take-up of newer technologies like NFC
payment options and will add them to a longer-term three-year roadmap based on
when we see them entering the mainstream. Then there is a hard roadmap for the next
12 months. What we identify two years out may fall by the wayside if there isn’t a clear
customer imperative.
We prioritise new developments based on a combination of how it will impact

customer convenience and commercial returns through increased conversion rate or
average order value. It doesn’t have to always be a scientific prioritisation; decisions
can be more brand-related: for example, connected TV – opportunity to partner with
The Smart Insights interview
Digital marketing in practice
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TV manufacturer – may be more brand related – innovation is a key element of our
brand DNA so we’ll always consider those things that may not be 100 per cent com-
mercially viable also.
Q.	What is your process for making investment decisions in media?
The starting point is based on integrating with business priorities, which are based on
a classic campaign marketing planning process – based on new product introductions
for example – so online campaign activities are aligned with these.
At a top level, we make an investment-split decision for search marketing, affiliates
and display based on previous performance trends comparing the previous year to dif-
ferent quarters and of course our current business targets and forecasts. We need to
use the best mix of media to attract customers who are exhibiting different behaviours
in their buying decision. So some customers will be in the process of getting pizza in
tonight and are looking for the best deals right now. Affiliates are significant in driv-
ing that decision. But others may be considering eating in a few days; display can
be important here and we do see a halo-effect of display ads prompting searches for
Domino’s, so it’s important to balance performance and brand investments.
At a practical level, like all e-commerce sites, we look at our year-on-year perfor-
mance carefully – all decisions are based on beating year-on-year performance men-
tality. Detailed decisions are involved here – for example around search, we may have
a search budget where we have to balance investment in paid and natural search to
get the best efficiency. Likewise, depending on the market factors, we will change the
balance of targeting different terms in Adwords; some terms are demand creation such
as generics, whereas others mop up demand such as brand or local search terms.
Adjusting the media mix month by month is always an ongoing activity because
of four factors. First, competitor action such as a promotion or competing on a brand
term or other media activity. Second, new marketing options we may want to test
to gain advantages – for example, the current targeting options in Gmail or custom
audiences in Facebook. Then there are changes to business needs such as weather

affecting demand – we have to generate more demand which can be mean upweight-
ing generic or local search targeting for new customers.
Finally, our analysis techniques or tools of which media are effective will improve –
for example, we have been looking more recently at purchase attribution and this has
given emphasis on display budget against more ‘mopping up channels’.
I haven’t mentioned social media yet since it’s not so important from a direct-sales
point of view. That said, we do use content marketing where bespoke content is

developed around our audience’s passion, for example to associate us with football. But
it’s critical for other aspects such as community management on the social networks
where we create and share content continuously around this. We do offer social sign-in
through Facebook Connect, for example, but that isn’t used to a significant degree. Of
course, social media is also important for customer service where we have to manage
this proactively. We use some outsourced services for different social media activities.
Q.	How do you manage conversion rate improvements and the implementation of
new features on your sites?
We now continually optimise, there has been a change in mindset as sales from the
online channels have increased. It was more of a static site originally, but we are now
able to review more regularly, for example on a fortnightly or monthly review process.
We use Google Analytics as a performance tool for reviewing customer journeys and
we use multi-device attribution, but can use journey analysis, e.g. through ad serving
to give us something similar.
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Definitions – what are digital marketing and multichannel marketing?
The use of the Internet and other digital media and technology to support ‘modern
marketing’ has given rise to a bewildering range of labels and jargon created by both
academics and professionals. It has been called digital marketing, Internet marketing,
e-marketing and web marketing. For the fifth edition we changed the title of this text from
Internet Marketing to Digital Marketing since it shows the use of a range of digital plat-
forms to interact with audiences and for other reasons explained in the preface. Of course,
what is important within a company is not the term, but the activities that comprise digital
marketing, which must be prioritised according to their relevance. So in this chapter we
focus on introducing these different digital marketing activities.
Digital marketing can be simply defined as:
Achieving marketing objectives through applying digital technologies and media.
This succinct definition helps remind us that it is the results delivered by technology
that should determine investment in Internet marketing, not the adoption of the technol-
ogy! These digital technologies include the desktop, mobile, tablet and other digital plat-
forms introduced later in the chapter.
In practice, digital marketing includes managing different forms of online company
presence, such as company websites and social media company pages in conjunction with
online communications techniques introduced later in this chapter, including search engine
marketing, social media marketing, online advertising, email marketing and partnership
arrangements with other websites. These techniques are used to support the objectives of
acquiring new customers and providing services to existing customers that help develop
the customer relationship through E-CRM. However, for digital marketing to be successful
there is still a necessity for integration of these techniques with traditional media such as
print, TV and direct mail as part of multichannel marketing communications.
The role of digital platforms in supporting integrated multichannel marketing is another
recurring theme in this text and in Chapter 2 we explore its role in supporting different
customer journeys through alternative communications and distribution channels. Online
channels can also be managed to support the whole buying process from pre-sale to sale to
post-sale and further development of customer relationships.
Paid, owned and earned media
To develop a sound digital strategy today involves understanding a more complex, more
competitive buying environment than ever before, with customer journeys involving many
different forms of online presence. To help develop a strategy to reach and influence
potential customers online, it’s commonplace to refer to three main types of media chan-
nels marketers need to consider today (Figure 1.2):
1 Paid media. These are bought media where there is investment to pay for visitors, reach
or conversions through search, display ad networks or affiliate marketing. Offline,
traditional media like print and TV advertising and direct mail remain important,
accounting for the majority of paid media spend.
2 Owned media. This is media owned by the brand. Online this includes a company’s own
websites, blogs, email list, mobile apps or their social presence on Facebook, LinkedIn
or Twitter. Offline owned media may include brochures or retail stores. It’s useful to
think of a company’s own presence as media in the sense that they are an alternative
investment to other media and they offer opportunities to promote products using simi-
lar ad or editorial formats to other media. It emphasises the need for all organisations
to become multichannel publishers.
Definitions – what are digital marketing and multichannel marketing?
Digital media
Communications are
facilitated through
content and interactive
services delivered by
different digital technology
platforms including the
Internet, web, mobile
phone, interactive TV,
IPTV and digital signage.
Digital marketing
The application of the
Internet and related
digital technologies
in conjunction
with traditional
communications to
achieve marketing
objectives.
Online company
presence
Different forms of online
media controlled by a
company including their
website, blogs, email
list and social media
presences. Also known as
‘owned media’.
Electronic customer
relationship
management (E-CRM)
Using digital
communications
technologies to maximise
sales to existing
customers and encourage
continued usage of
online services through
techniques including
database, personalised
web messages, customer
services, email and social
media marketing.
Multichannel marketing
Customer communi-
cations and product
distribution are supported
by a combination of digital
and traditional channels
at different points in the
buying cycle.
Customer journeys
The sequence of online
and offline touchpoints a
customer takes during a
buying process or broader
customer experience.
Online this may include a
range of digital platforms,
communications media,
websites, pages and
engagement devices.
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3	 Earned media. Traditionally, earned media has been the name given to publicity generated
through PR invested in targeting influencers to increase awareness about a brand. Now
earned media also includes word-of-mouth that can be stimulated through viral and social
media marketing, and conversations in social networks, blogs and other communities. It’s
useful to think of earned media as the sharing of engaging content developed through
different types of partners such as publishers, bloggers and other influencers including cus-
tomer advocates. Another way of thinking about earned media is as different forms of
conversations between consumers and businesses occurring both online and offline.
We will see at the end of this chapter that content marketing has become a core inte-
grated modern marketing approach which involves communications across paid, owned
and earned media.
You can see in Figure 1.2 that there is overlap between the three different types of media.
It is important to note this since achieving this overlap requires integration of campaigns,
resources and infrastructure. Content on a content hub or site can be broken down (some-
times described as microcontent) and shared between other media types through widgets
powered by program and data exchange APIs (Application Programming Interfaces) such
as the Facebook API.
The growing range of digital marketing platforms
If you think of the options to reach and interact with audiences when they are online, we have
traditionally used digital media channels like search, social media or display ads on media
sites accessed via desktop or laptop-based hardware platforms. The desktop access platform
has been dominant for years and remains so for now, but the number of mobile smartphone
and tablet visitor sessions now exceed desktop Internet sessions for many 
consumer busi-
nesses. Combining with these hardware platforms, there are also different software platforms
which marketers can use to reach and interact with their audience through content 
marketing
or advertising, so let’s look at the range of options that are available:
Paid media
Also known as bought
media, a direct payment
occurs to a site owner
or an ad network when
they serve an ad, a
sponsorship or pay
for a click, lead or sale
generated.
Owned media
Different forms of online
media controlled by a
company including their
website, blogs, email
list and social media
presence.
Earned media
The audience is reached
through editorial,
comments and sharing
online.
Application
Programming
Interfaces
Method of exchanging
data between systems
such as website services.
Digital properties
Website(s)
Blogs
Mobile apps
Social presence
Atomisation
of content
into ads
Paid
placements
Partner networks
Publisher editorial
Influencer outreach
Word-of-mouth
Social networks
Advertising
Paid search
Display ads
Affiliate marketing
Digital signage
Owned
media
Earned
media
Paid
media
Atomisation of conversations
through shared APIs
and social widgets
The intersection of the three key online media types
Figure 1.2
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Desktop, laptop and notebook platforms
1	 Desktop browser-based platform. This is traditional web access through the 
consumer’s
browser of choice, whether Internet Explorer, Google Chrome or Safari.
2	 Desktop apps. We don’t hear this platform talked about much; increasingly users
are accessing paid and free apps from their desktop via the Apple App Store or the

Microsoft equivalent, like Gadgets. This gives opportunities for brands to engage via
these platforms.
3	 Email platforms. While email isn’t traditionally considered a platform, it does offer an
opportunity separate from browser and app-based options to communicate with pros-
pects or clients, whether through editorial or advertising, and email is still widely used
for marketing.
4	 Feed-based and API data exchange platforms. Many users still consume data through
RSS feeds, and Twitter and Facebook status updates can be considered a form of feed
or stream where ads can be inserted.
5	 Video-marketing platforms. Streamed video is often delivered through the other plat-
forms mentioned above, particularly through browsers and plug-ins, but it represents
a separate platform. Television channels delivered through streaming over the Internet
(known as IPTV) are related to this platform.
It could be argued that the major social networks Facebook, LinkedIn and Twitter also
provide a form of platform, but these really exist across all of these technology platforms
so they haven’t been identified separately.
Mobile phone and tablet platforms
The options on mobile hardware platforms are similar in many ways to the desktop. Since
they can be used in different locations there are many new opportunities to engage con-
sumers through mobile marketing and location-based marketing. The main platforms are:
1	 Mobile operating system and browser. There are mobile browsers which are closely

integrated with the operating system.
2	 Mobile-based apps. Apps are proprietary to the mobile operating system, whether
Apple iOS, Google Android, RIM or Windows. A big decision is whether to deliver
content and experience through a browser and/or a specific app which provides an im-
proved experience. If you check the latest research you will see that the majority of
mobile media time is app-based.
Other hardware platforms
Apart from desktop and mobile access, there are a host of other and growing platforms
through which to communicate with customers. For example:
1	 Gaming platforms. Whether it’s a PlayStation, Nintendo or Xbox, there are increasing

options to reach gamers through ads or placements within games, for example in-game ads.
2	 Indoor and outdoor kiosk-type apps. For example, interactive kiosks and augmented
reality options to communicate with consumers.
3	 Interactive signage. The modern version of signage is closely related to kiosk apps and
may incorporate different methods such as touchscreen, Bluetooth or QR codes to

encourage interactive. Mini Case Study 1.1 gives a futuristic example.
4	 Wearables. Smart watches such as the Apple Watch and smart glasses such as Google Glass.
Software platforms for managing modern marketing
There is a bewildering range of software, services and systems available today for manag-
ing marketing. Many are now available as SaaS platforms which have made services to
manage marketing more affordable for smaller businesses and easier to manage for all
since no installation is required.
Mobile marketing
Marketing to encourage
consumer engagement
when using mobile
phones (particularly
smartphones) or tablet
devices.
Location-based
marketing
Location or proximity-
based marketing is mobile
marketing based on the
GPS built into phones or
based on interaction with
other local digital devices.
Mobile-based apps
Designed to run on
smartphones and tablet
computers, apps provide
users with rich mobile
content by deploying the
handset’s multiple native
capabilities. Apps are
available for download
from app stores hosted
by the mobile operating
systems (e.g. iTunes for
iOS, Google Play for
Android, Microsoft App
Store, BlackBerry App
World).
Software as a
Service (SaaS)
Business applications
and software services are
provided through Internet
and web protocols with
the application managed
on a separate server
from where it is accessed
through a web browser on
an end user’s computer
with data stored within
‘The Cloud’.
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The range of options have been ably summarised by Scott Brinker, who publishes a
summary of the marketing technology landscape each year. The six main categories of
system he recommends marketers review for the range of technologies available are:
1	 Marketing experiences. More specialised technologies that directly affect prospects and
customers across their lifecycle, such as advertising, email, social media, search 
engine
optimisation, content marketing, A/B testing, marketing apps – the ‘front-
office’ of
modern marketing.
2	 Marketing operations. The tools and data for managing the ‘back-office’ of marketing,
such as analytics, Marketing Resource Management (MRM), Digital Asset Management
(DAM) and agile marketing management.
Purpose
To illustrate the range of systems available to support marketers and to explain the
main categories of service available.
Activity
1	 Search for Scott Brinker’s latest technology roadmap for the current year on his
ChiefMartec.com site. For each of the six categories of service summarised in

Figure 1.3, write a layman’s description of how they can support digital marketing
activities by reviewing the proposition as described on the websites of the most
popular services in the category (the most popular are listed first).
2	 Make a note to understand the different types of service defined in each category.
3	 Choose one or two vendor systems and visit their website to see how they explain
the proposition and explain it to others in your group(s). Alternatively identify the
most popular service(s) in each category.
The latest marketing technology landscape
Activity 1.2
Marketing experiences
(Customer experience, digital media channel, voice of
customer, personalisation, chat, sales enable, testing and
optimisation)
Marketing
operations
(Digital analytics,
attribution and dashboards
asset management,
audience and market data)
Marketing middleware
(APIs, data management, tag management, identity)
Marketing backbone platforms
(CRM, marketing automation, content management, Ecommerce)
Infrastructure
(Databases, big data, cloud, mobile and web development)
Internet
(Digital platforms)
Scott Brinker’s categorisation of modern marketing technology
options. Digital Platforms include Facebook, Google, LinkedIn
and Twitter
Source: With permission – Chiefmartec.com
Figure 1.3
 


	42. Chapter 1 Introducing  digital marketing 15
3	 Marketing middleware such as Data Management Platforms (DMPs), tag management,
cloud connectors, user management and API services.
4	 Marketing backbone platforms such as customer relationship management, marketing
automation, content management and e-commerce engines. (These are quite different
in their application, so need to be reviewed separately.)
5	 Infrastructure services such as databases, big data management, cloud computing and
software development tools.
6	 Internet services such as Facebook, Google and Twitter that underlie today’s marketing
environment. (How you integrate with these key platforms.) Complete Activity 1.2 to
review the latest technologies.
Tesco Homeplus opens subway virtual store in South Korea
Mini case study 1.1
In South Korea, Tesco Homeplus operates around 600 stores (including franchise store operations) but
has significantly fewer stores than the market leader E-mart. Based on research which showed that many

Koreans tend to shop in stores near their homes for convenience, Tesco trialled a virtual store to reach
these shoppers.
And Tesco now operates 22 virtual stores, where virtual displays were implemented in a similar way to
actual stores, from the display to merchandise but with smartphone QR code readers used to shop and the
goods delivered home after checkout (Figure 1.4). This approach enables South Koreans to shop – on-the-go.
Source: Homeplus (2014), www.tescoplc.com/index.asp?pageid=314
YouTube video explaining the Tesco Homeplus Virtual Subway Store presence in South
Korea
Source: www.youtube.com/watch?v=fGaVFRzTTP4
Figure 1.4
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