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(GoPro won  Shorty Award for s use of Facebook and Instageam to inspire and leverage user-generated content.

For this reason, many marketers are turning to Faceboois to market products, interact with consumers, and gain free publcity. “age 410

It possible for a consumer to become a *fan” of a major company like Starbucks by clicking on the “Like” icon on the coffee
retaler’s Faceboo: page. Boosted posts, one of the fatures Facebook has to offer businesses, allows companies to develop an
advertisement quickly from & post on their timelines, select the people they would like the advertisement to target, and select the budget
they want to spend. Boosted posts appear higher up in the News Feeds of the advertisement' target market ™ Facebook gained.
competitive advantage with ts introduction of Facebook Messenger. The product allows up to sx people to see each other live while
chatting There can be up to 50 connected, but only one person can be seen at a time. Facebook Messenger is a distinct improvement
overits WhatsApp and competitor's products including Saap Inc.s Saapchat, Apple's FaceTime, and Google Duo, which allow oneto-

one communication ¥

Additionally, social networking sites are useful for relationship marketing, or the creation of relationships that mutually benefit the
‘usiness and customer. Approximately 30 percent of consumers (and 47 percent of millenaials) claim social media has some influence
on their purchasing decisions 26 As a reslt, frms are spending more time on the qualiy of their Faceboos interactions. Ritz-Cariton, for
instance, spends a significant amount of ime analyzing its social media conversations and reaching out to noncustomers. Businesses are
shifting their emphasis from seling a product or promotiag a brand to developing beneficial relationships in which brands are used o

‘geneate a positive outcome for the consumer ”7

Twitter. Twitter s a hybrid of asocial networking ste and a micro blogeing site that asks users one simple question: “What's happening?®
‘Members can post answwers of up to 140 characters, which are then available for their registered “folowers” to read. It sounds simple
enough, but Twitter's effect on digital media has been immense. The site quicky progressed from a novely to a social networking staple,
attracting millions of viewers each month 8 About 82 percent access the ste from their mobile devices 2*

@
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Although 280 characters may not seem like enough for companies to send an effctive message, shorter social media messages appear to
‘be more effective. Tiets shorter than 100 characters are found to have a 17 percent higher engagement rate with users, and Facebook

s shown similar data % These effots are haviag aa impact; more than hlfof Titer's actve and monthly wsers follow companies or
brands 3

Like other socialnetworking tools, Tter i lso being wsed to brild, o i some cases rebuid, castomes rlatonships. For sxample,
MooaPie uses Tittr to interact with consumers. MooePie has been tecogaized fo s umorous tweets and onediners that bave
atracted viralatention 2 On the other hand, approximately 70 percent of companies ignore complaints on Titer This faifre acts 252
missed opportusity to address customer concerns and maintain strong relationships *

Snapehat Whie Saap loc. admits it may never acheve profabilty, posting a net loss o approsimately $3.4 biion in recentyears,
imestors see value in Saapekat, ich has more than 167 million daly actve users * The mobile app, lauached in 2011, allows wsers o

send messages and disappeariag photos and videos to friends. The parent company prefers to think ofitelf as & camera company rather
than a social media company and plans to release more lifesyle products like Spectacles, camera glasses sold at Snapehat pop-up shops,

ontside of its social media platform.* Marketers are Iooking at Snapchat as an opportunity o reach their young, highly engaged
‘andience. Brands fike Taco Bell, Sour Patch Kids, and Birchbos have taken to Saapchat to engage with their audiences.

‘Saapchat, which features skippable, vertical video ads and custom photo fiters, is used mostly by users under the age of 34.In fact, 79

‘percent of daily users are between 15 and 34 %7 Sponsored Lenses are also shoppable, taking augmented reality o the next level For
‘example, Clairol took: advantage of the feature for its Color Crave hair dye, allowing users to try on diferent hair colors. Users could tap

the Shop Now button to g0 to Tatget's website to make a purchase 3% One of Snapchat's biggest challenges will be scaling its advertising
dollas to achieve its revene goals. Fage 411
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Consider Ethics and Social Responsibility |:

Recruiters Turn to Social Media to Find Network of Talent

Marketing is not ust about promoting to extemal consumers. It is also about generating internal customers—in other
words, employees. While traditionaly fins have used newspaper clessifieds and “Help Wanted” signs, today’s fims
are increasingly using digital media sites to target potential candidates.

Approximately 92 percent of recruiters polled in 2 survey claim they use social media to identify quality candidates.
‘Social media sites like Facebook are also a great way to market job opportunites due to its global reach. While
Linkedin remains the most popular social media platform among recruiters, 35 to 55 percent of recruiters say they use
Facebook as a recruitment tool

‘Social media also offers companies the opportunity to interact with potential candidates directly. The use of mobile
recruiting is increasing, with one-third of organizations claiming they use mobile recruiting to target candidates who
‘own smartphones (77 percent of Americans). Social media is an effective tool for attracting younger job seekers
because the majority have social media profiles. It s estimated that 86 percent of job seekers in ther first decade of
‘employment will turn to social media sites to 100k for jobs.

‘Companies across the worid are able to use the Intenet to fil their needs and locate the best talent. By opening
‘opportunities for both businesses and job seekers, the Intemet i revolutionizing the industry and keeping those “Help
Wanteqr signs inthe closet

Critical Thinking Questions.

1. What are some ways companies can use digital media to target potential Job candidates that go beyond the
traditional recruiting mechanisms?

2.Wny do you think so many younger employees are turning toward social media sites to 1ook for jobs?

3.0 you believe using social media to interact with job candidates will allow recruters to hire more talented
individuals? Why or why not?

‘YouTube. Puzchased by Google for 165 billion, YouTube allows users to upload and share videos vorldwide, Users watch a bllion
‘hours of YouTube videos every day, making this popular video platform an importaat part of marketing strategy: Though brands use the
platform o reease originl video content, consumersfar outmumber them oa the platform. For example, beauty brands on YouTibe are
ontmumbered by beauty vogsersin beauty searches by 14 to 1.0 This makes it challenging for brands to control messaging about their
products on the platform.

YouTube continues to diversify its video offering with YouTube Premiom and YouTube TV, YouTube Premium expands upon the original
platfore, allowing users o pay for afree and offine video and original programming from top creators. AS more homes cancel their
cable packages, YouTube TV is an affordable alternative. For $40 per month, user can watch ABC, CBS, and NBC among other t0p
networks, positioniag the service s & competitorto Slng TV and DirecTV Now.
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Linkedin. Linkedln is the top networking site for businesses and business professionals. This networking tool allows users o “page 12
post a public profil,smilar 0 arésumé, connect with coleagues, find b lsting, and join privae sroups. Eighty percent of
2B marketers say Linkedlis an ffctive businessfead generator 2 This platform can also be used o spread brand avareness and for
corporate secriting. HubSpot, a iabonnd marketing and sales pltform with more than 215,000 followers, uses Linkedla to spread its
content, promote free webinars, and increase awareness around inbound marketing

Blogs and Wikis
‘Today’s marketers must recognize that the impact of consumer-generated material like blogs and wikis and their significance to cnline
consumers have increased a great deal. Blogs (short for web logs) are web-based journals in which writers can editorialize and interact
‘with other Internet users. More than three-fourths of Internet users read blogs * In fact, the blogsing site Tambir, which allows anyone to
‘ot text, hypetinks, pictures, and other mediafor fre, has been called “ground zero o the viral Internet.” The ste Buzzfeed, wel known
fo s shareabe and viralconteat, cites Tumbis as the top source from where it finds s stores. The site bas 411 milion biogs aad more
than 160 billion posts ** In 2013, Yahoo! purchased Tambir for $1.1 biltion *6

Blogs give consumers power, sometimes more than companies would like. Blogeers can post whatever they ke about a company ot its
‘products, whether their opinions are positive or negative, true or flse. For instance, although companies sometimes force bloggers to
remove blogs, seaders often create copies of the blog post and spread it across the Internet after the original’s removal. In other cases, &
‘positve review of a good or service posted on a popular blog can result in large increases in sales. Thus, blogs can represent a potent
threat o opportusity to marketers.

Rather then trying to eliminate blogs that cast their companies in a negative light, some firms are using their own blogs, or employes
blogs, o answer consumer concerns of defend their corporate reputations. Bill Marciott, son of the founder of Marriott Itecnational,
‘maiatains a biog called “Marriott on the Move® where he not only discusses the hotel business, but also posts on a mumber of insightful
‘usiness and inspirationl topies to engage his readers.*7 As blogeing changes the face of media, smart compnies are using it o build.
eathusias, for their products and create relationships with consumers.

are websites where users can add to or edit the content of posted articles. One of the best known is Wikipedia, an online
encyelopedia with more than 40 million eatries in more than 299 languages on nearly every subject imaginable. For comparison,
Encyelopedia Britannica only has 120,000 enties.*® Wikipedia is one of the 10 most popular sites on the web, and because much of it
content can be edited by anyone, itis easy for online consumers to add detail and supporting evidence and to correct inaccuracies i
content, Wikipedia used to be completely ope to eciting, bt in order t0 stop vandalism, the site had to mak some topics offfimits that
are o editable only by a small group of experts.

Lie al digital media, wikis have advantages and disadvantages for companies. Wikis about controversial companies fike Walmart and
Nike often contain negative publicity about things such as workers' rights violations. However, monitoring felevant wiis can provide
‘companies with & better idea of how consumers fee! about the company or brand. Some companies also use vikis asinteraal tools for
teams working on projects that require a great deal of documentation.**

There s too much at stake Anancialy for marksters to ignore wikis and blogs. Despite this fac,statistis show that only about 36 percent

of Fortue S0 companies have a corporate blog  Marketers who want to form better customer relationships and promote their
‘company's products must not underestimate the power of these two media outets
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Media Sharing

Businessescan alo share theircorporate messages i more visual ways through media shring site. Media sharing sites allow “pgea13
marketers o share photos, videos, and podcasts. Media shring site are more lmited i scope in how companies interact with
consumers. They tend to be more promotional then reactive, This means that while frms can promote their products through videos or
Bhotos, they usually do not interactwith consumers through personal messages or responses. At he same time,the populariy of these
it providesthe potential toseach a lobal andience of consumers.

‘Videosharing sites allow virtually anybody to upload videos, from professional marketers at Forture S00 corporations to the average
Taternet user. Some of the most popular video sharing sites include YouTube, Vimeo, and Dailymotion. Video-sharing sites give
‘companies the opportunity to upload ads and informational videos abont the products. A few videos become viral at any given time,
‘and although many of these gain popularity because they embarrass the subject in some way, others reach viral status because people find
them entertaining. Viral markefing occurs when a message gets sent from person to person to person. It can be an exiremely effective tool
for marketers—particularly on the Internet, where one click can send  message to dozens or hundreds of people simultancousy:
Marketers are taking advantage of the viral nature of video-<haring sites like YouTube, either by creating their own unique videos or
advertising on videos that have already reached viral status. Purple released a “Raw Egg Test" video on YouTube to demonstrate the.
support it mattress provides. To date the video has more then 166 million views 5

Posting videos on digital media sites also allows amatenr entrepreneurs to showease theirtalents for the chance to become successful.
Michelle Phan started off posting makeup fatorials to YouTube in 2007. Her videos took off, catching the interest of women across the
‘countey who valued Phan's beauty advice. 52 She founded ipsy; a beauty subscription service that delivers its subscribers delue samples
of popular cosmeties brands like Tarte and Ofra. Approximately 10,000 amateur beauty bloggers creats videos on behalf of the
subscription service monthiy: The company is not as involved in selling products o advertising but has been valued at $300 million for
deiving subscriptions 52

‘Photosharing sites allow users to upload and share their photos and short videos with the world. Well-mown photo sharing sites include
Tnstagram, Tmgar, Shutterly, and Photobucket. Tnstagram i the most popular mobile photo-sharing application. Instagtam, owned by
Faceboois, allows users to be creative with their photos by using fiters and tints and then sharing them with their riends. Chobani uses
Instagram to build communities and sugeest nev uses for its yogart products. ™ To compete against Saapchat, Instagram introduced
Tastagram Stories, a way forits wsers to send their friends messages that disappear in 24 hours *¥ Instagram is one of the fustest growiag
social networks 36 With more and more people using mobile apps or accessing the Internet through their smartphones, the use of photo
sharing through mobile devices is fikely to increase.
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are emerging that takee photo sharing to a new level. Pinterest is a photosharing bulletin board site that combines  “page 315
‘photo sharing with elements of bookmarking and social networking. Users can share photos and images among other Internet

usess, communicating mostly throvgh images that they *pin” to their boards. Other users can “repin” these images to their boards, folow
‘each other, “ike” images, and make comments. Pinterest added a feature called Lens that allows users to take a picture of an object and
find a tist of pins with similarooking objects, further establiching the platform as a discovery tool for shopping. % They also released

s by skin tone ranges > Marketers have found that an effective way of

Sunctionalty that allows users to lter hair and beauty search res

‘post images conveying a certain emotion that represeats their brand %0 Because Pinterest users create
‘masketers also have a chance to develop marketing messages ecouraging users to puschase the
‘product or brand that interests them. Pinterest hopes to learn how o infiuence  customer to proceed from showing interest in a product

to having an intent to purchase. This knowledge will be helpful to advertisers marketing through Pinterest's website 1

‘marketing through Pinter
boards that deal with their int

Photo sharing represents an opportusity for companies to market themselves visually by displaving saapshots of company eveats,
company staf, endor company products. Nike, Audi, and MTV have all used Instagram in digital marketing cempaigns. Zales Jewelers
has topic boards on Pinterest featuring rings as well a other themes of ove, inchading songs, wedding cakes, and wedding dresses. 52

Digital marketing companies are slso scanning photos and images on photo-sharing sites to gather insishts about how brands are being
displayed or used. They hope to offe these insights to bigname companies such as Kraft The opportunities for marketers to use photo-

sharing sites to gather information and promote brands appear fmitless. %

Podeasts are andio or video fles that cen be downloaded from the Internet via a subscription that antomaically defivers aew content to

listening devices or personal computers. Podeasting offrs the bensfit of convenience, giving users the abiliy to listen to o view content
they choose. The markets podcs specally the 18-34 demographic, which includes the
young and effuent 5 They also affect consumer buying habits. For instance, listening to mutrition podeas

s the likelihood that shoppers will purchase healthier items 55

when and wh ach are ideal for markets

hile in the grocery store
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As podcasting continues to spread, radio stations and television networks like CBC Radio, NPR, MSNBC, and PBS are creating podeasts.
of their shows to profit from this growing trend. Many companies like GE, eBay, Basecamp, and Tinder hope to use podcasts to create.
‘rand avareness, promote their products, and encourage castomer loyalty.

Mobile Marketing

As digital marketing becomes increasingly sophisticated, consumers are beginning to utilize mobile devices like smartphones as a highly
functionsl commurication method. The iPhione end iPad have changed the way consumers communicate, and & soviag mumbes of
travelrs ae using thei smartphones to find oaline maps,tavel guides, and taxis. In industriessuch as hotel, aiines, and car reatal
‘agencies, mobile phones have become a primary method for booking reservations and communicating about services. Other marketing.
‘uses of mobile phones include sending shoppers timely messages related to discounts and shopping opportunities 5 For these reasons,
‘mobile marketing has exploded in recent years—mobile phones have become an important part of our everyday lives and can even affect
‘how we shop. For instance, it is estimated that shoppers who are distracted by their phones in<tore increased their unplanned purchases
by 12 percent over those who are ot To avoid being left behind, brands must recognize the importance of mobile marketing.
Ecommerce sales o smartphones ar lso rapidly groving end are esimated to reach 50 pescent o total online seles in the g 715
‘next couple of years %° This makes it essential for companies to understand how to use mobile tools to create effective

campaigns. @ Figure 13.2 breaks down smartphone use in the United States. Some of the more common mobile marketing tools include
the following:
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FIGURE 132 Moblie App Actvtes Conducted by Smariphone Users
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+ Multimedia messages: Maltimedia messaging takes SMS messaging a step farther by allowing companies to send video,  page 16
adio, photos, and othertypes of mediaover mbile device. The global MMIS market i estimated o become 2 65 bilion ———
‘market by 2025. Approximately 98 percent of all US. cell phones can receive MMS.™®

« Mobile advertisements: Mobile advertisements are visual advertisements that appear on mobile devices. Companies might choose to
‘advertise through search engines, websites, or even games accessed on mobile devices. Mobile accounts for more than half of digital
ad spending ™!

« Mobile websites: Mobile websites are websites designed for mobile devices. More thaa 50 percent of ecommerce website traffic now
comes through mobile devices.”

« Location-based networks: Locatior-based networks are built for mobile devices. Some popular location-based networks include Google:
‘Waze and Foursquare, which lets users check in and share their location with others. Foursquare has an advertising network called.
Pinpoint for marketers. Samsung Galaxy, Olive Garden, and Jaguar Land Rover are examples of companies that have used its.
service ™

« Mobile appiications: Mobile applications (known as apps) are software programs that run on mobile devices and give users access to.
certain content 7 Businesses release apps to help consumers access more information about their company or to provide incentives.
Apps ae discussed in furthe detalin the next sction.

Walgreens offrs paperess coupons on s website and mobie 2pp t allow customers t dightally el coupens and
use in-store rough t Balance Revirds program.
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Applications and Widgets

Applications (apps) are adding an entirely new layer to the marketing environment as Americans are estimated to spend 85 percent of
their time on smartphones using apps.” The most important feature of apps is the convenience and cost savings they offer to the.
consumer. Certain apps allow consumers to scan a product’s barcode and then compare it with the prices of identical products in other
stores. Mobile apps also enabie customers o download nstore ciscounts, An estimated 68 percent of American aduls have.
‘smartphones, so businesses cannot afford to miss out on the chance to profit from these new trends.’®

o semain competite, compasies are eginaia to use mobile marketingto ofe additonslincentives to consumers. As Unilever
expands o Southeast Asia, it devloped a mobile campaign that gves consumers rewards in exchasge for providing Unilevr with
certain information about themselves, such as shopping habits.” Another application that marketers are finding useful is the QR
scansing app. QR codes are black end-white squaces that sometsaes appear in magasines, posers, aad storefront diplays. Smariphone
‘usecs who have dovnloaded the QR scensiag application can open their smartphones and scan the code, which contaias & hidden.
message accessibe with the app. The QR scaaring app recogaizes the code and opens the ink, video, o image on the pione’s sereen.
‘Marketers are using QR codes to promote their companies and offer consumer discouats.™ Paze o7

Going Green

Going Green? There’s an App for That

Although support for the green movement is growing, most consumers want to know how going green can save
money. Green mobile 2pps offer a solution. They enable users to save money andor locate green products. For
‘example, EnergyElephant allows users to monitor their energy meters. By simply snapping a photo of their home.
‘energy meters, consumers worldwide can use the app to generate meter readings. EnergyElephant can submit these
readings directly to utiity companies, reducing the need to send people out to read the meter and reducing carbon
‘emissions. Addiionally, it provides consumers with helpful information including ways to reduce energy consumption
‘and whether investing in renewable technologies will save on costs.

Mobile apps can also help combat greenwashing. Greenwashing occurs when marketers claim that a product is
greener than it really is. One of the most popular green mobile 2pps, known as GoodGuide, is eliminating this problem.
‘Consumers with the app can use their phones to photograph product barcodes. The app willthen provide information
on the sustainability and health impacts of the product while the consumer is stillin the store.

‘Green apps have the potentialto revolutionize the green movement as they meet consumer desires for cost savings
2nd convenience. Perhaps best of al, many are relatively inexpensive, ranging from free to just a few dollars™®
Critical Thinking Questions

1.Wnat are some of the barriers preventing consumers from buying green products?

2. How can mobile apps help consumers be more “green’?

3. What are some ways that mobile apps are combating greenwashing?
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Mobile payments are also gaining traction, and companies like Google are working to capitalize on this opportunity ** Google Wallet and
Apple Pay are mobil apps that tore credit card information on the smartphone. When the shopperis feady to check out, he o she can
tap the phone at the point of sale for the transaction to be registered %! Square is a company launched by Twitter cofounder Jack Dorsey:
The company provides organizations with smartphone swiping devices fo credit cards as wel as tablets that can be used to tally
‘purchases. Bitcoi is  virtal peecto-peer currency that can be used to make 2 payment via smartphone. Smaller oranizations have
began to accept Bitcoin atsome of ther tores. The success of mobile payments in revolutionizing the shopping experience willlatgely
depend upon retaiers adopting this payment system, but compasies such as Starbucks are siready jumping at the opportunity.

‘Widgets are small bits of software on a website desktop, or mobile device that perform a simple purpose, such as providing sock quotes
or blog updates. Marketers might use widgets to display news headlines, clocks, or games on their web pages.* For example, CNBC uses
widgets to send slerts and financial newsto subseribers. Widsets have bee used by compasies as a form of viral marketing—users can
dowaload the widset and send it tothei fiends vith a cick of a button % Widsets downloaded to @ uer's desktop can update the user
o the ltest company o product information, enhancing relaionship marketing beteen compasies and their fans. Hotels, restaurants,
‘and other tourist locations can download TripAdvisor widgets to their websites. These widsets display the latest company reviews,

rewards, and other TripAdvsor conteat directly to the company's website.* Widgets are an innovative digital marketing tool to
‘personslize web pages, alert users to the latest company information, and spread awareness of the company’s products.




image1.png
Digital Media and the Marketing Mix

L0133

Show how digital media affect the marketing mix.

‘While digital marketing shares some similarities with conventional marketing techniques, a fow valusble differences stand out. “page 305
Fisst, digital media make customer communications faster and interactive. Second, digital media help companies reach new
target markets more easily, affordably, and quickly than ever before. Finally, digital media help marketers utize new resources in sesking
out and communicating with customers. One of the most important benefitsof digital marketing is the abilit of marketers and customers
o easily share information. Theough websites, social networks, and other digital media, consumers can learn about everything they
‘consume and use in their lives, ask questions, voice complaints, indicate preferences, and otherwise communicate about their needs and.
desire. For example, IBM's digital assistant alows TBM customers to identify and digitally interact with ey experts through a variety of
platforms. TBM's Watson is an assistant in cogritive computing impacting felds as diverse as fnance, medicine, and education. Many
‘marketers use email, mobile phones, social media, wikis, media sharing, blogs, videoconferencing, and other technologies to coordinate
activites and communicate with employess, customers, and supptiers. Titter considered both & social network and a microblog,
iltustrates how these digita technologies can combine to create new comemunication opportunities.

Niesen Masketing Reseazh sevealed that consuuness v spend moretine on socialnecvorking sitesthan they do o vl “page 395
s social necwork use i sl srowiag, (2 Figure 131 shows tha while the maorty ofsocil neovock wsers ave becweea the

‘ages of 18 and 29, other age groups are not that far behind. With digital media, even small businesses can reach new markets through
these inexpensive communication channels. Brick-and-mortar companies like Walmart utifize online catalogs and company websites and
‘blogs to supplement their retail stores. Internet companies like Amazon and Zappos that lack physical stores let customers post reviews
‘of their purchases on their websites, creating company-sponsored communities. Amazon is taking on department stores and big box
‘stores such as Walmart and Home Depot. Department stores such as Macy’s and Sears have had to close hundreds of stores and some
shopping centers have gone out of business.
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FIGURE 131 Social Media Use by Piatiom
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One aspect of marketing that has not changed with digital media i the importance of achieving the right marketing mix. Product,
distibution, promotion, and pricing are as important as ever for successful online marketing strategies. More than 48 percent of the
world's population now uses the Internet 3 That means itis essential for businesses large and small to use digital media efectively, not
only 1o erab or maintsin market share, but also to siseamline their orsanizations and offer customers entiely new beneits and.
convenience. Let's ook at how businesses are using digital media to create effective marketing strategies on the veb.

Product Considerations. Like traditional marketers, digitel marketers must anticipate consumer needs and preferences, tailor their
00ds and services o meet these needs, and continually upgrade them to remain compettive. The connectivity created by digial media.
provides the opportasity for adding services and can enhance product benefits. Some products, such as online sames, applications, and
virtual worlds, are only avalable via digital media. The more than 15 million applications availsle on the iPad,for instance, provide.
‘xamples of products that are cnly availabie in the digital world ® Businesses can often offer more items oaline then they could in a retail
store.

The abilty to acces information forany product can have a major impact on buyer decision making. Howerer, with larger compasies
‘ow launchis their ovn extensive marketing campaigas, aad with e constant sophistcation of igital techaology, many businesses are
Binding it necessary o upgade thir product offeings to meet consumer nesds. For example, Volition, sk care and cosmetics
compny, crowdsontces s new prodct deas from ts customers.If anidea makes it past the Voliton team, tens of thousands of peogle
i the Volton comamity il vot crline whetherthe product shoald b prodiced and then seceve 8 iscoust f the product i votedia.
Usingthei fan bas for aew ideas has le 0 unique and innovative products, and as consumers share thei product idea to ther socal
‘networks for support from friends and family, awareness increases for this beauty community:® The Iaternet provides a major resource
for learning more about consumer wants and aseds.
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Distribution Considerations. The Internet is a new distribution channel for making products available at the right time, a the right
place, and in the right quantities. Marksters abilit to process orders electronically and increase the speed of communications via the
Taternet reduces ineficiencies, costs, and redundancies while increasing speed throughont the marketing channel. Shipping times and
‘costs have become an important consideration in attracting customers, prompting meny companies to offer consumers low shipping costs
o next-day delivery. Although consumers stllflock to brickand-mortar stores to purchase items, they tend to spend less time shopping
‘because they have already determined what they want online. Appraximately 8 perceat of USS. consumers reseatch shoes, toys, clothing,
‘and other items on the Internet before going o the sore. Online shopping is also significantly increasing, with 209 million USS.
consumers finding and purchasing items onfine. Convenience and constant availabilit are two mejor reasons consumers prefer 10 shop
ontine 1

Masy osline setalcs, uch as Bicckbos, Bine Nile and Warby Parker, e established a presence in the raditiona brickand: “page 397
‘mortar realm to create a physical presence and increase awareness. Unlike most, Blue Nile's shops, called a “Webroom" are  ——
‘showrooms only, meaning customers can touch and fee! the products, but all orders are placed online, saving the company money ia.
itibuon costs and real estate costs asociated with large sorefonts This rend & et of icveased online competiton, as well &5 8
tread toward omni-channel retailing, where retailers offer a seamless experience on mobile, desktop, or traditional retail spaces. For
‘example, many retailers aim to offer consistent product assortments and pricing on all channels as well as streamline the return process.
A customer may research a purchase online, shop in-store, browse an in-store digital catalog, and then use a coupon from the retailer’s
‘app at checkout. A survey revealed 73 percent of shoppers use multiple channels while shopping, making a seamless shopping experience.
& way o ifferentiate & etalerfrom s commpeditors. The surveyseveled customers tha researchs online befre isore shopiag led 0 13
‘percent more in sales among omnichannel shopper 12

Promotion Considerations. Perhaps ne of the best ways businesses can utlize diital media s for promotion purposes—whetber they
are increasing brand awareness, connecting with consumers, or taking advantage of social networks or virtual worlds (discussed later) to
form relationships and senerate positive publicity or “buzz” about thei products. Thass to caline promotion, consumers can be more.
informed then ever, includiag reading castomer geaerated content before making purchasing decisions. Consumer consumption patteras
are adically changing, and marketers must adept theie promotional efforts 0 teet them.

Wit the rise o blogsers and socal media stars ke Michele Phan and Eva Gutowsi, brands are turning to inflzencers o promote theiz
‘products. Brands identify influencers who algn with thei brand irage and often pay them fo an endorsement o send complimentary
‘product ia exchange for areview: Roughly 22 perceat of businesses ace seeing higher customer purchases through iaflaencer marketing
than traditional channels like email and web search marketing 3 Brands can contact influencers directly or use paid platforms fike
Teplnfiuence and BrandBacker to identify ideal partaers and manag campaigns. Influensteris  product sampling prograr that puts
products i the hands of inflaencers and micro-influencersin exchange for authentic, usergenerated content on social media. With a
community of more then 4 millon, brands are able to identify users who fall ino their target demographic through data collected on the
platform along with pre-qualication surveys. Once @ ser receives & set of products, Infuenster dives soial posts,ixstore actions, sad
‘produc reviews by incentivizing theinfluencers with a “Brand Badge" To recive the digital badge and retain membership privileges,
s must pardcipate in activies dictated by the brand, such a witng a review on a blog, posting 2 photo on nstagram, o uploading
‘video using the products on YouTube
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Pricing Considerations. Price is the most flexible element of the marketing mix Digital marketing can enhance the vaiue of products by
‘providing exira benefits such as service, information, and convenience. Through digital media, discounts and other promotions caa be
quickly communicated. As consumers have become bette informed about their options, the demand for low-priced products has grown,
Teading to the creation of deal sites where consumers can directly compare prices. Expedia,for instance, provides consumers with a
wealth of travel information about everything from flights to hotels that lets them compare benefits and prices. Many marketers offer
bying incentiveslike online coupons ot free samples to generate consumer demand for thei products. For the business that wants to
‘compete on price, igitel marketing provides ualimited opportunities.

Social Media Marketing

Social media marketig ivolves obtaining commmanications withconsumers huough social media sites. Social media e
‘maketing easbles rms o promote  message and create online conversations through multple platorms. Lasge markets can

‘be targeted and reached through paid media, owned media, and earned media 5 Traditional paid media includes traditional print and
‘broadcast but is now joined by paid advertising on social networks such as Facebook and Tiwitter. Marketers can place ads oa Google just.
ke they plce en ad on tlevsion. On Facsbook, which has more than 2.5 millon advertiser, brands can pay o boost posts, creste
compelling photo carousel ads, promote their page, and more. 16 I addition to placing ads, marketers can own their own media outlets
s create messages o socil nebvorks. Most s e owed websites but canalso dvelop webites uch as Faceboo: and Linkedln
‘Finally, markets can have earned media when consumers are communicating on social media sites. These digital word-of mouth posts or
interactions can promote a product or firm. Although it is not controllable like advertising, if the communication is positive, it increases.
sales 17
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DID YOU KNOW?

Facebook s the most popular social media network for businesses.®

Usergenerated content relates to consumers who create, comverse, fate, colec,oin, or simply read online materials. Marketers can't
afvays accessthe creatve eforts of consumers who post or publich o publicy accessible websites, such s blogs, ke A Beautiful Mess
2ad Modera Martha, or on social networking stessuch as Linkedln, These user generated sites often involve seldislosure, where
consumersshare their knowiedgs, interests, and desie 1o join o associate with others. Partcipating in discusions to connect and
etwork with others s  major motivating factor o influence others or to promote an iterest or cause. There are masy criics avolved in
usergenerated content. These consumers post evaluations on blogs or postzatngs aad reviews. If you have ever posted a product cevies
o rated a movi, you have eagaged i this aciviy. Evaluating wha critcs postshould be an important part in @ company' digital
maricting strategy. OF course, consumersread ratings to aid thei shopping purchases. Yelp i one of the most compreheasive eviews
sites on products and busiaesses. With more then 77 milin reviews, Yelp continues o expand is platform, adding Questions and.
Answers for users to ask vemuespecifc questions for other uses to answer ® Therefore, these rating stes can be helpful o collect
information used in marketing research and to monitor firm reputation.

Masketers nced to analyze ther arget markets and determine the best socal media approach to support marketing bjecties. page 05
Social media should be included in both the corporate and marketing strategs: It should be a partof the irns marketing plan

and implementation efforts. Social media can be used to monitor target market competitors and understand the social and economic
evironment as & whole. Social media has the poteatialof building campaigns that prodce advocates and enthusiasts of & frar's
products. For example, Dodge uses social media to release product teasers and news to its engaged fans. The brand revarded its most
‘engaged social media faas by inviing a imited muzber to the urweilng of the 2018 Dodge Challeager SRT Dermon. 2 Markeing should
e focused on relationship building and social media cen influence consumer behavior and deiver value to the firm
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llustrate how businesses can use different types of social networking media.

‘While digital marketing has generated exciting opportunites for companies to iateract with their customers, digital media are also more

consumerdiven then traditional media. Internet users are creating and reading consumer generated content as never before and are

having a profound effect on marketing in the process.

‘Tio factors have sparked the rise of consumer generated information:

1. The increased tendency of consumers to posttheir own thoughts, opiaions, reviews, and product discussions through blogs or digital
media

2 Consumers' teadencies to trast other consumers over corporations. Consumers often rely on the recommendations of friends, family,
‘and fellow consumers when making purchasing decisions.

Marketers who know where online users are likely to express their thoughts and opinions can use these forums to interact with them,
address problems, and promote their companies. Types of digital media in which Internet users are kel to partcipate include social
‘networks, blogs, wikis, videosharing sites, podcasts, virtualreality sites, and mobile applications. Let' look a ltle more closely at each.

Social Networks
‘The increase in social networking across the world is exponential. It is estimated that today’s adults spead approximately 42.1 minutes per

day on Facebool: alone 2! As social netvorks evolve, both marketers and the owners of social networking sites are realizing the
‘opportusities such networks offer—an infhux of advertsing doflars for site owners and a large reach for the advertiser. As a result,
‘marketers have begun investigating and experimentiag with promotion on social networks. Two popular sites re Facebook and Trtter

Facebook. Facebook is the most popular social networking site in the world. Facebook users create profils, which they can make public
or private, and then seazch the network for people with whom to connect. The social networking giant has surpassed 1.5 billion users and
s still growing. Tt has also acquied a number of companies asit expands into other services, including Instagram, WhatsApp, and
Ocutus 22 Facebook also has & video feature that enables the sharing and tagsing of videos. 22





