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Chapter 11 Introducing Digital Marketing

n Main Topics:

A How digital marketing has transformed marketing
A What are digital and multichannel marketing

A Introduction to digital marketing strategy

A Introduction to digital marketing communications
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How digital marketing has transformed
marketing

Digital marketing is about:
A Audiences

A Digital devices

A Digital platforms

A Digital media

A Digital data

A Digital technology
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Figure 1.1 Customer lifecycle marketing
touchpoint summary for a retailer

4 REACH

. Paid media
B Owned media
Earned media

Experience

Content Marketing

Customer Interactions and Value

Demand generation
and purchase intent

Social Media

ACT

g Automation

Merchandising

w.

1st
Purchase

Remarketing

CONVERT

Multichannel

~ Selling

B Repeat
Mo

Customer

M.

Indecisive Customer

Gustomer

Customer

ENGAGE

Re-engage Email

Program

™
Lapsed
Customer

Time

Source: Smart Insights (2017)

@ Pearson

Copyright © 2019, 2016

, 2012

Pearson Education, Inc. All Rights Reserved




What are digital and multichannel
marketing?

Digital marketing can be defined as:

Achieving marketing objectives through applying digital
media data and technology
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Paid, owned and earned media

Advertising
Paid search
Display ads
Affiliate marketing
Digital signage

Atomisation Pauzi Paid
of content media placements
into ads
Digital properties ‘7 Partner networks
Website(s) Publisher editorial
Blogs Owned Earned Influencer outreach
Mobile apps media media Word-of-mouth

Social presence Social networks

Atomisation of conversations

through shared APIs
and social widgets
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The marketing technology landscape

. . Marketing

Marketing experiences operations
(Customer experience, digital media channel, voice of (Digital analytics

customer, personalisation, chat, sales enable, testing and attribution and dashbloards

optimisation) asset management,
audience and market data)

Marketing middleware
(APIs, data management, tag management, identity)

Marketing backbone platforms
(CRM, marketing automation, content management, e-commerce)

Infrastructure Internet
(Databases, big data, cloud, mobile and web development) (Digital platforms)

Source: With permission i Chiefmartec.com
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Introduction to digital marketing strategy

Key considerations:
Key features of digital marketing strategy
Applications of digital marketing
Benefits of digital marketing
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Mini Case 1.2 Zalando exploits the power of
digital media and distribution to grow a multi-
billion Euro business in less than 5 years.
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Figure 1.5 Summary and examples of
transaction alternatives between businesses,
consumers and governmental organisations
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Figure 1.6 The distinction between
buy-side and sell side of e-commerce
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