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To understand the role of the Internet and digital and social
media in an IMC program

= To understand the use of Web 1.0 and Web 2.0 media platforms
In the IMC process

= To understand how to evaluate the effectiveness of
communications through the Internet, and digital and social
media

= To know the advantages and disadvantages of the Internet and
digital and social media

= To examine the social and ethical issues associated with the
Internet and digital and social media
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The Growth of the Internet

Why the Rapid Adoption of the Internet? (The reasons) JUMIA

Consumers’ increased desire for easily obtainable information(24/7 on mobile)
The speed and convenience of obtaining information (quick & anytime)

Ability to control the flow of information being received. i.e. The ability to control
what and how much is received (like, dislike, follow, unfollow, block, mute)

Ability to conduct e-commerce (Affiliate mktg)

* E-commerce: Direct selling of goods and services on the internet a_ma;on
Ability to target customers effectively
The increased attention for accountability on the part of businesses

(can measure the revenues)
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Create Generate Disseminate
awareness Interest information

Create an Create a Stimulate

image strong brand trial

Gain

Create buzz ) :
consideration




Web Objectives
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How the Internet is used to achieve IMC objectives.

e Creating awareness for companies with limited budgets, the Web offers awareness
opportunities beyond what can be achieved through traditional media.

e Generating interest - News, downloads, videos, promotions, and so on

e Disseminating information - Done more quickly than through other media

e Creating an image - Websites reflect the image the company wants to display.
e Creating a strong brand - Can be a useful branding tool

e Stimulating trial - Offering samples, promotions, and/or sweepstakes

e Creating buzz - Social networking sites are attractive to marketers.

e Gaining consideration - Blogs and discussion boards are useful for providing
information.
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Differences in the Way Organizations Have

Interacted with Customers on the Web M | DOC EA
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Web 1.0 - Consisted
mainly of static sites,
resulting in a one-way flow
of information.

transaction

feedback

Web 2.0 - Decentralized
content and
interactivity, with
information provided by
users as contributors

interaction
conversation

contribution

Customers
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Advertising on the Internet—Web 1.0

— Banner Ads
* Create awareness or recognition
* Used to seek entry into contests and sweepstakes

* Fulfill direct-marketing objectives
— Sponsorships
* Regular sponsorship: Company pays to sponsor a section of a site

e Content sponsorship: Sponsor not only provides money in return for
name association but also participates in providing the content itself.
(page sponsored by..)

WwWw.esu.ac.aey
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 The most common form of advertising on the web is banner ads.
Banner ads may be used for creating awareness or recognition,
entering viewers into contests and sweepstakes, or direct-
marketing objectives. They can be static, animated, or in flash.

Another common form of advertising is sponsorships. There are two
types of sponsorships.

e Regular sponsorships occur when a company pays to sponsor a
section of a site.

e Content sponsorship is a type of sponsorship in which the
sponsor not only provides money in return for name
association but also participates in providing the content itself.
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Advertising on the Internet—Web 1.0 continued

— Pop-ups

e Ads that appear when certain sites are accessed. They are
usually larger than banner ads but smaller than a full screen.

— Pop-unders

e Ads that appear underneath the web page and become
visible only when the user leaves the site

— Interstitials

* Ads that appear on screen while waiting for a site’s content
to download

T'he
onliine
comimunity
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pet lovers

CLICK HERE

to join us!
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TASTES AS GOOD
ATTOSE

Served HOT in 30 minutes.

@ eatfresh.com
B O

TASTES AS
GOOD AS
IT LOOKS.

Served HOT in 30 minutes.

See Today's Menu

TASTES AS

GOOD AS
IT LOOKS.

Served HOT
in 30 minutes.

See Today’'s Menu

® eatfresh.com
Great Meaks by Jap Chefs
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THE NEW QUARTER POUNDER" DELUXE,
WE LOVE MAKING THINGS BETTER.
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Portals Transfers Contacts Branding  Upgrade Perihan's workspace
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Portals Transfers Contacts Branding Upgrade Perihan’s workspace

e Don’t let
re— feedback
slow you
rmasizozemacn @ (1OWR

tie Now you can request the exact feedback
you need from the same place you send

° Uplood flles

S THE COUCH

0 The editorial and artistic digital space by Het HEM.
Here we encourage you to roam and engage in

Experience our award winning wallpapers

perihan2542012@gmail.com

our offering of art, sound and research.
@ Subscribe Title
Message find aut more
Portals Transfers Contacts Branding  Upgrade Perihan’s workspace weTranSfer
o
Portals  Transfers Contacts Branding  Upgrade Perihan’s workspace
o Upload files
Or select a folder
Upload files
Or select a folder

Upto2GBfree Increase limit @

@ A XY Email to

perihan2542012@gmail.com @

@

Message

®©

Page turner How The Irregular Times revolutionized print

newspapers in India with care and beautiful design.
“Dzata” by Lo Def Film Factory & Substance Point

WEPRESENT
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Advertising on the Internet—Web 1.0 continued

— Paid Searches

* The higher a site appears on a search page, the more visitors it will receive.

* Organic search results

— Appear due to their relevance to the search terms (using keywords to
facilitate searching)

* Pay-per-click

— Placing ads on web pages that display results from search engine
gueries

e Search engine optimization (SEO)

— Improving the volume of traffic to a site by a search engine through
: \ unpaid results (google, firefox, yahoo, explorer)
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= The higher a site appears on a search page the more visitors it will
recelve. Organic search results are those that appear because of their
relevance to the search terms, not advertisements. Advertisers will
also attempt to reach consumers through nonorganic or paid search
such as pay-per-click advertising by placing their ads on web pages
that display results from search engine queries.

= |n an effort to more specifically target customers who may be
Interested in their offerings, advertisers employ search engine
optimization (SEO) . SEO is the process of improving the volume of
traffic driven to one’s site by a search engine through unpaid (organic)
results as opposed to paid inclusions.
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[Advertising on the Internet—Web 1.0 continued

— Behavioral Targeting

* Based on advertisers’ targeting consumers by tracking their website surfing
behaviors, such as which websites they have visited and/or searches they hav
made.

= Retargeting

— Advertisers have increased their use of retargeting. Once a user visits a website
and leaves without purchasing the product, a specifically targeted ad will display
on participating subsequent websites the user visits.

— Ads follow a website user and are displayed on every participating subsequent
websites the user visits

***We are all monitored and tracked

.
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Advertising on the Internet—Web 1.0 continued

— Contextual Ads

* Ads are determined by the content on the web page

* Native advertising

— Advertiser gains attention by providing valuable content in the
context of the user’s experience

— Controversial

— May be deceptive

— Native advertising is a web advertising in which the advertiser attempts to gain
attention by providing valuable content in the context of the user’s experience; it is
similar in concept to an advertorial which is a paid placement attempting to look like

an article.

\_
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Advertising on the Internet—Web 1.0 continued

Rich Media

— Interactive digital media that exhibit dynamic motion

— Online commercials
* Advertisements that appear on the net 0“ u e

* Pre-rolls: Commercials that appear before the content that the user is seeking

— Video on demand

* Video clips of various entertainment activities that can be accessed on demand
from the Internet

— Webisodes

e Short featured films created by the advertiser
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= Rich media, are a broad range of interactive digital media that exhibit
dynamic motion, taking advantage of enhanced sensory features such as
video, audio and animation.

" The equivalent of traditional television commercials, online commercials
are appearing more often on the net. Online advertising spending
continues to rise, and consumer acceptance of these ads is increasing.

= Video-on-demand - Video clips of various entertainment activities (which
include ads or are sponsored) are available through the Internet.

= Webisodes are short featured films created by the advertiser, in which
companies create their own content to advertise their products.
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Types of New Media

Primary Purpose

Types of New Media

Material

Examples

Forums and Chat
Rooms

Discussion on topics,

interest group sharing of

information

Forums, discussion
boards

Hardwarezone.com
Forums

E-mail

Sending of electronic

mail with file
attachments

Web-based and non-
web-based e-mail
platforms

Hotmail, Gmail,
Yahoo! Mail

Social Networking
Sites

Peer networking

Fan sites, alumni
networks, personal
news updates

Facebook, Twitter,
LinkedIn

Content Aggregators

Hosting of content for

information and
entertainment

Informative content,
podcasts, videos,
channels

YouTube, Hulu

Virtual Reality
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3-D experience,
alternate space

Simulated
environments,
experiences

Second Life
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Online Gaming Alternate fantasy, MMORPG (massively World of Warcraft,
entertainment, gaming | multiplayer online role- | StarCraft Il
playing games),
multiplayer online
games

Opinions, information, Helpdesk, viewpoints, MrBrown.com
viewpoints opinions Xiaxue.com

Portals Aggregating news, News studies, sponsored | Asiaone.com, Yahoo!
communication tools pages, ads

Social News Sites Peer-ranked news News stories, popular Digg.com
stories blog content
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(IMC Using Social and Other Media—Web 2.0

— Allow the creation and exchange of user-generated content

— Educating one another about products, brands, services, people and other
topics of interest

— Social networking sites: Platforms for networks or social relations

* Allow sharing interests, activities, backgrounds, or real-life connections

= Motivations for Using Social Media (reasons)
* To share ideas, activities, and events
 Community involvement
* To gain information

* Entertainment

\ e Remuneration
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Social Media Landscape
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IMC Using Social and Other Media—Web 2.0

— Marketers’ Reasons for Using Social Media
* Driving traffic to one’s site

 Communicating with customers
B

If you ke jewelry check out my friend Melanie Garcia Kartalija's Sweet Bling
website!

* Gaining brand exposure

Shop: http: /fbit.ly/16kTisp

k Like * Comment ' Share
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IMC Using Social and Other Media—Web 2.0

— Facebook
e Largest of all social networks (1.4 billion users)
* Allows advertising that targets subsets of Facebook users

— Based on demographic and geographic data and interests and
activities

e Used to:
— Create and push content

— Help manage reputation
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GIIC Using Social and Other Media—Web 2.0

— Twitter
* Enables users to send and receive text-based messages up to 140 characters
e Benefits
— Best channel for direct communication with customers
— Easy and cost-effective way to gain brand exposure
— Good ability to drive traffic directly to a site
e Used to:
— Respond to customer complaints and/or inquiries
— Re-tweet important information

— Monitor the market for opportunities or threats
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IMC Using Social and Other Media—Web 2.0

— Instagram
* Fastest-growing social network
e Allows users to:
— Post and edit pictures
— Share them on a variety of social networks

* Visual content allows companies to post pictures or video news, events,
new product introductions, and other company- or brand-related
activities

* Many marketers feel that Instagram is the most engaging of all social
networks
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IMC Using Social and Other Media—Web 2.0

— Snapchat
e Originally developed as an app that had disappearing pictures
* Now, a mix of private messaging and public content, including:
— Brand networks
— Publications
— Live events

* Fast growth of the app among millennials has made Snapchat attractive
to advertisers
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IMC Using Social and Other Media—Web 2.0

— Pinterest
* Pinboard-style photo-sharing site
* Allows users to create and manage theme-based image collections

* Most attractive to females (71% of users)

— LinkedIn
* Social network for business professionals
e Over 400 million members (128 million in US)

* Marketers target a professional audience
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IMC Using Social and Other Media—Web 2.0

— YouTube

* Hosts content for information and entertainment
e Users can upload and share their own videos and those placed by others

e Used as an advertising medium or search platform by marketers

— Additional Social Media

* Periscope
— New but quickly growing live streaming app
— Gives users 24 hours to watch a live stream of an event
— Encourages engagement by having viewers use “likes”

— Brands using Periscope in a variety of ways
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IMC Using Social and Other Media—Web 2.0

! ;
IDOC Aﬂ! The Internet and Integrated Marketing Communica

— Podcasting
* Uses the Internet to distribute audio/video files
— Really Simple Syndication (RSS)

* Specification that uses XML to organize and format web-based content in a
standard way

— Blog
* Web-based publication consisting primarily of periodic articles

* Presented in reverse chronological order
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IMC Using Social and Other Media—Web 2.0
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— Other 2.0 Media Forms
* Virtual and augmented reality
* QR codes
— Barcodes used in print ads
* Near field communication (NFC)

— Delivers content through an embedded chip that allows wireless
communications just by touching the material

— NFC tag performs same function as a QR code but with much less
effort.

— May replace QR codes




IQOCEAN The Internet and Integrated Marketing Communications

U N | ECR I TY

ments Shared 1
0 0 86,312

Sales Promotion on the Internet - e
— Websites
— Social media Xoa/c/i{orrff/zf{wm

— Other forms of digital media

Internet is a very effective medium for disseminating sales
promotions.

Numerous companies tie in sales promotions to their websites
and/or through other forms of digital and social media.
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Personal Selling on the Internet
— Disadvantage
 Companies are reducing staff to build a strong online presence

— Advantages

* Websites enhance and support the selling effort

Website visitors become part of a prospect database

Enables companies to serve and qualify prospects more cost-effectively

Stimulates trial

Improves one-on-one relationships between customers and sellers

Increases opportunity for cross-selling and customer retention
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Personal Selling on the Internet

— A major disadvantage is the high-cost and poor-reach of personal selling. This allows
the companies to reduce new hires and even cut back on their existing sales forces.

— On the positive side, websites have been used quite effectively to enhance and support
the selling effort. markets. Visitors to websites can gain volumes of information about a
company’s products and services.

— Potential customers can learn about the company’s offerings, and the selling
organization can serve and qualify prospects more cost-effectively.

— The web can also be used to stimulate trial. Companies have used the Internet to
improve their one-on-one relationships with customers.

— By providing more information in a more timely and efficient manner, a company
enables customers to learn more about what it has to offer. This increases the
opportunity for cross-selling and customer retention.
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ublic Relations and Direct Marketing on the Internet

— Websites

* Provide information about a company, its philanthropic activities, and annual
reports

— Internet based direct-marketing tools

* E-mails and infomercials

— E-commerce

e Used in direct marketing

Many sites devote a portion of their content to public relations activities, including the provision of
information about the company, its philanthropic activities, annual reports, and more.

Direct-marketing tools have been used for communications objectives and e-commerce. Many direct-
marketing tools like direct mail, infomercials, and the like have been adapted to the Internet. E-
commerce—selling directly to the consumer via the Internet—has become an industry all its own.
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Digital Ad Spending, by
Device, 2013-2019 (in
billions)

2013 2014 2015 2016 2017 2018 2019
K I Desktop [l Mobile

= Has significant impact on companies’ IMC programs

= Rapid growth and adoption by consumers is making
marketers realize their potential in a marketing context
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Note: Desktop includes spending
primarily on desktop-based ads. Mobile
includes classifieds, display (banners
and other, rich media, and video), e-
mail, lead generation, messaging-based
advertising and search advertising; ad
spending on tablets is included.




Disadvantages of Mobile

— Creative challenges
* Small screens are limiting
— Time
* Viewers are on the move
— Sharing
* 99% of mobile device users do not share what they see

— Reach

* Demographics outside millennials hard to reach
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Example Internet Metrics

Ve

Audience Measures and Measures of Effectiveness

— Internet-specific measures Post-click conversions
* Allows measures to be taken in real time

* Includes audience measures specific to the Internet and Unique visitors
interactive industry, such as: clicks, post-click conversions,

unique visitors, and more. : :
Frequency to conversion ratios

— Traditional measures

* Recall and retention Ad interaction rate

* Surveys

Sales

Tracking Offline sales lift

& * ROI




ill Advantages and Disadvantages of the Internet
| and Digital and Social Media i)

Advantages

_ Disadvantages
— Target marketing

— Measurement problems
— Clutter
— Potential for deception

— Message tailoring
— Interactive capabilities
— Information access

— Sales potential — Lack of privacy

— Creativity — |rritation
— EXposure
— Speed

— Complement to IMC

— Timeliness

\_
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Understood the role of the Internet and digital and social media in
an IMC program

= Understood the use of Web 1.0 and Web 2.0 media platforms in the
IMC process

= Understood how to evaluate the effectiveness of communications
through the Internet, and digital and social media

= Knew the advantages and disadvantages of the Internet and digital
and social media

= Examined the social and ethical issues associated with the Internet
and digital and social media
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