UNIT-2

DIGITAL MARKETING MANAGEMENT
DIGITAL MARKETING MIX:
The digital marketing Mix is essentially the same as the marketing mix. It is simply the adaptation of price, place, product and promotion to the digital marketing context. Digital marketing is the component of marketing that uses internet and online based digital technologies such as desktop computers, mobile phones and other digital media and platforms to promote products and services. 
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7PS OF DIGITAL MARKETING MIX
The new 7Ps of digital—process, people, platform, and performance—offer new ways to meet consumers’ needs and customize messaging for audiences that expect personalization.

In summary, digital marketing affects all aspects of the traditional and services marketing mix including:

· Product – looking at opportunities for modifying the core or extended product for digital environments. For example, offering digital products.

· Price – focusing on the implications for setting prices in digital markets; new pricing models and strategies including online discounts.

· Place – considering the implications for distribution for digital marketing. For example, affiliate or co-marketing.

· Promotion – exploring inbound marketing techniques such as search, email and social media marketing.

· People, process and physical evidence – the extended mix of improving customer service via Live chat and online knowledge bases.

[image: image8.png]Email lead
marketing generation

Digital
Marketing Mix

Website Social
optimisation media





DIGITAL MARKETING SEGMENTATION:
Segmentation is the process of dividing your database into groups based on a single or multiple criteria. Segmentation allows you to group your customers by similar characteristics, making marketing techniques easier and more efficient.

The main forms of market segmentation are:

· Demographic segmentation: Segmenting your potential market from a ‘people’s perspective’. Age, gender, sexual orientation, and income are some ways of achieving demographic segmentation.
· Geographic segmentation: Segmenting your potential market by where they are located. This can be as restricted as you see fit. For example, you could choose to segment the market based on their country or zip code.
· Psychographic segmentation: Segmenting the market by customer personality traits, values, attitudes, interests, and lifestyles.
· Value segmentation: Segmenting the market by the relevant ‘transactional worth’ of a customer. This means assessing previous transactional data to understand products purchased, how frequently the customer purchases and ultimately how profitable they are to your business.
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DIGITAL MARKETING TARGETING
As the word implies “Targeted digital marketing” is a strategic means digital marketers use to specifically target ads or content to a set of audience based on specific demographic, psychographic and/or geographic to gain more relevant traffic.
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1. Undifferentiated Marketing

Often referred to as mass marketing, the undifferentiated strategy basically ignores the differences between market segments and treats the entire market as one, single target. Fundamentally, there is no targeting at all. Everyone is a potential customer. 

2. Differentiated Marketing

Differentiated market targeting offers us a little more depth and clarity. It’s otherwise known as ‘segmented’ marketing and entails isolating a number of (generally two or more) primary target segments that have the most potential value for the company. Once a brand has defined those few targets, the plan is then to develop separate marketing strategies for each.

3. Concentrated Marketing

First of all, what it is? Concentrated marketing is often called ‘niche marketing’. If we’re keeping with the cake metaphor, concentrated marketing doesn’t take the whole cake, half or even quarter-slices. It takes just one, small, exact slice which has some kind of specific, desired attribute on top. Like a piece of chocolate or a nut.
4. Micromarketing

Micromarketing goes just that one step further than concentrated marketing. In fact, micromarketing targets a specific group (localised microsegments), or individuals, within a niche market. This strategy is highly targeted as all marketing efforts are focused on the distinct characteristics of these small groups or individuals.
DIGITAL MARKETING DIFFERENTIATION:
Meaning of Differentiation: Business differentiation is the process of making your firm stand out in a crowded field of me-too competitors and a differentiation strategy is the guidebook for how to do it. As a digital marketer, you can do this efficiently and cost-effectively using a variety of digital tools.
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PRODUCT DIFFERENTIATION
Product differentiation is a marketing strategy designed to distinguish a company's products or services from the competition. Successful product differentiation involves identifying and communicating the unique qualities of a product or company while highlighting the distinct differences between that product or company and its competitors. Product differentiation goes hand in hand with developing a strong value proposition so that a product or service is attractive to a target market or audience.
Product differentiation is fundamentally a marketing strategy to encourage the consumer to choose one brand or product over another in a crowded field of competitors. It identifies the qualities that set one product apart from other similar products and uses those differences to drive consumer choice.

TYPES OF PRODUCT DIFFERENTIATION
Ideally, a product differentiation strategy should demonstrate that the product can do everything the competing choices can but with an additional benefit that is exclusive to that product. Below are a few of the most common strategies employed to differentiate a product or service.

· Price
Price can be used to differentiate a product in two ways. Companies can charge the lowest price compared to competitors to attract cost-conscious buyers—the retailer Costco is an example. However, companies can also charge high prices to imply quality and that a product is a luxury or high-end item, such as a Bugatti sports car.
· Performance and Reliability
Products can be differentiated based on their reliability and durability. Some batteries, for example, are reputed to have a longer life than other batteries, and consumers will buy them based on this factor.

· Location and Service
Local businesses can differentiate themselves from their larger national competitors by emphasizing that they support the local community. A local restaurant, for example, will hire locally and may source its food and ingredients from local farmers and purveyors.

VERTICAL PRODUCT DIFFERENTIATION VS. HORIZONTAL PRODUCT DIFFERENTIATION
There are two strict forms of product differentiation: horizontal and vertical. In some cases, however, a consumer's choice in a purchase may be a mix of the two.

Vertical Differentiation
An example of vertical differentiation is when customers rank products based on a measurable factor, such as price or quality, and then choose the most highly ranked item.

Although the measurements are objective, each customer chooses to measure a different factor. For example, a restaurant might top one customer's list because their meals are lower in calories. Another customer might choose a different restaurant because the meals are cheaper, and price is the most important factor for them.

Horizontal Differentiation
An example of horizontal differentiation is when customers choose between products based on personal preference rather than an objective measurement.

For example, whether someone chooses a vanilla, chocolate, or strawberry milkshake comes down to personal taste. If most of the products on the market cost about the same and have many of the same features or qualities, the purchase decision is based on subjective preference.

Mixed Differentiation
More complex purchases tend to consider a mix of vertical and horizontal differentiation. When buying a car, for example, a consumer may consider safety metrics and gas mileage, both of which are objective measures and examples of vertical integration. However, the consumer may also consider what colours the car is available in or the brand image. Each consumer will place a different weight of importance on each of the criteria.

DIGITAL MARKETING POSITIONING
Meaning: By definition, marketing positioning is a concept that lays out a strategy to market its service or product to its potential customers. It gives the intended audience the vision for the service or product. Its main purpose is to establish a clear and advantageous place in the target audience’s collective minds.

There are five main strategies upon which businesses can base their positioning.
· Positioning based on product characteristics.

· Positioning based on price.

· Positioning based on quality or luxury. 

· Positioning based on product use or application. 

· Positioning based on the competition.
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CONCEPT/LEVELS AND STRATEGIES IN A DIGITAL ENVIRONMENT

CONCEPT OF DIGITAL MARKETING IN DIGITAL ENVIRONMENT:Digital marketing, also called online marketing, is the promotion of brands to connect with potential customers using the internet and other forms of digital communication. This includes not only email, social media, and web-based advertising, but also text and multimedia messages as a marketing channel.Essentially, if a marketing campaign involves digital communication, it's digital marketing.
Inbound marketing versus digital marketing
Digital marketing and inbound marketing are easily confused, and for good reason. Digital marketing uses many of the same tools as inbound marketing—email and online content, to name a few. Both exist to capture the attention of prospects through the buyer’s journey and turn them into customers. But the 2 approaches take different views of the relationship between the tool and the goal.

Inbound marketing is a holistic concept. It considers the goal first, then looks at the available tools to determine which will effectively reach target customers, and then at which stage of the sales funnel that should happen.

The most important thing to remember about digital marketing and inbound marketing is that as a marketing professional, you don’t have to choose between the 2. In fact, they work best together. Inbound marketing provides structure and purpose for effective digital marketing to digital marketing efforts, making sure that each digital marketing channel works toward a goal.

B2B versus B2C digital marketing
Digital marketing works for B2B as well as B2C companies, but best practices differ significantly between the 2.

· B2B clients tend to have longer decision-making processes, and thus longer sales funnels. Relationship-building strategies work better for these clients, whereas B2C customers tend to respond better to short-term offers and messages.

· B2B transactions are usually based on logic and evidence, which is what skilled B2B digital marketers present. B2C content is more likely to be emotionally-based, focusing on making the customer feel good about a purchase.

· B2B decisions tend to need more than 1 person's input. The marketing materials that best drive these decisions tend to be shareable and downloadable. B2C customers, on the other hand, favour one-on-one connections with a brand.
LEVELS OF DIGITAL MARKETING IN DIGITAL ENVIRONMENT

The digital marketing environment consists of two parts the micro and macro environment. The micro-environment is called the operating environment, and the macro-environment is called the remote environment. As you can see below, the Micro-environment directly connects with your business, affecting its daily operations. The macro-environment has an indirect impact on all businesses. It has external factors that you can’t control. The macro-environment factors are concerned with opportunities and threats.
The Macro-Environment is made up of external forces and consists of:
· Demographics

· Economics

· Political & Legal

· Social & Cultural

· Technological

The Micro-environment includes factors that affect your decision making, business strategy, and performance
· Customers

· Suppliers

· Competitors

· Employees

· Shareholders

· Media

DIGITAL TECHNOLOGY AND CUSTOMER RELATIONSHIP MANAGEMENT

Meaning of Digital Customer Relationship:Digital customer relationship management is the use of Internet communications channels and technologies to enhance customer relationship management (CRM) and customer experience management (CEM ) initiatives.

An important goal of digital CRM is not only to provide an organization with a clear picture of each customer's habits and preferences, but also to make personalization and automated messaging easier. The term digital CRM is often associated with the Internet of Things, a scenario in which computer processors capable of sending and receiving data are embedded in everyday objects. In such a scenario, the customer may not be human -- the customer might be a fuel tank capable of sending an automated message to the supplier, requesting a delivery.
Businesses today often default to 20th Century practices.

· Designers, managers and workers are still expected to be in the same place at the same time.

· Supply and manufacturing are slow to react to real-time changes in demand, leading to wastage.

· Business travel piles up emissions.

· Personalization and customization are seen as expensive distractions.

Full Customer Lifecycle Managed within the CRM
Several business processes are managed within a CRM solution to build and track a customer lifecycle: Lead Management, Marketing Management, Opportunity Management, Customer Management and Support Service Management. These individual processes have unique goals, yet they work together to help create a cohesive and well-orchestrated customer journey.

· Lead Management is the process of acquiring and managing leads until a purchase is made.

· Marketing Management are the processes of creating and implementing the strategies and tactics designed to create demand for a company’s products or services and customer retention and loyalty.

· Opportunity Management is the process of executing specific steps to ensure a sale is made.

· Account Management is the process of managing accounts, and the contacts within those accounts, to achieve specific goals around attraction, retention, and customer support.

· Service Management is the process of managing all service-related incidents. These can be related to outbound telesales to drive brand awareness to customer service supporting inquiries after a product has been purchased.

DIGITAL CONSUMERS AND THEIR BUYING BEHAVIOUR PROCESS
Meaning of Consumer Buying Behaviour:The consumer decision process also called the buyer decision process, helps markets identify how consumers complete the journey from knowing about a product to making the purchase decision. Understanding the buyer buying process is essential for marketing and sales. The consumer or buyer decision process will enable them to set a marketing plan that convinces them to purchase the product or service for fulfilling the buyer’s or consumer’s problem.
The consumer decision process is composed of problem recognition, search, evaluation, and purchase decision. Post-purchase behavioursare the result of satisfaction or dissatisfaction that the consumption provides. The buying process starts when the customer identifies a need or problem or when a need arises. It can be activated through internal or external stimuli.
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8 STRATEGIES OF DIGITAL MARKETING IN DIGITAL ENVIRONMENT
Digital marketing can be broadly broken into 8 main categories including: Search Engine Optimization, Pay-per-Click, Social Media Marketing, Content Marketing, Email Marketing, Mobile Marketing, Marketing Analytics and Affiliate Marketing.
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1. Search Engine Optimization (SEO)
The goal of SEO is to get a business to rank higher in Google search results, ultimately increasing search engine traffic to the business’s website. To accomplish this, SEO marketers research words and phrases consumers are using to search for information online, and use those terms in their own content. According to leading SEO software company Moz's "Beginners Guide to SEO," SEO encompasses many elements, from the words on your web pages to the way other sites link to you on the web to how your website is structured.
2. Pay-per-Click (PPC)
Pay-per-click refers to paid advertisements and promoted search engine results. This is a short-term form of digital marketing, meaning that once you are no longer paying, the ad no longer exists. Like SEO, PPC is a way to increase search traffic to a business online.

3. Social Media Marketing
This includes everything a business does via social media channels. Just about everyone is familiar with social media, but marketers must approach social with an integrated and strategic approach. Social media marketing goes far beyond simply creating posts for social channels and responding to comments.

4. Content Marketing
Content marketing uses storytelling and information sharing to increase brand awareness. Ultimately, the goal is to have the reader take an action towards becoming a customer, such as requesting more information, signing up for an email list, or making a purchase. “Content” can mean blog posts, resources like white papers and e-books, digital video, podcasts, and much more. In general, it should first and foremost provide value to the consumer, not just advertise the brand or try to make a sale. Content marketing is about building a sustainable, trusting relationship with your customers that can potentially lead to many sales over time, not just making a single transaction.

5. Email Marketing
Even with the emergence of social media, mobile applications and other channels, email is still one of the most effective marketing techniques, Rogers said. It can be part of a content marketing strategy, providing value to consumers and over time convert an audience into customers. Email marketing pros not only know how to create compelling campaigns, they also understand optimal audience outreach and are skilled at analysing customer interactions and data, and making strategic decisions based on that data, according to the American Marketing Association.

6. Mobile Marketing
This digital marketing type is this focused on reaching your target audience on their smart phone or tablet. Mobile marketing reaches people through text messages, social media, websites, email and mobile applications. Marketers can tailor offers or special content to a geographic location or time, such as when a customer walks into a store or enters an event.

7. Marketing Analytics
One of the major advantages of digital marketing is that it is highly trackable and measurable. Once, the only trackable marketing pieces were coupons and similar direct mail offers. If a customer used the coupon, you knew the message resonated. Today, analytics allow marketers to track user behaviour at a highly detailed level: how many times they click on a link, how much time they spend on a web page, how often they open emails, and much more. But the vast amount of information available about digital marketing performance can feel like drinking from a fire hose, and marketers must be able to truly understand what the data mean and how they should inform strategy.

8. Affiliate Marketing
With the increased prominence of online marketing, affiliate marketing—also known as influencer marketing—has become popular among many organizations in bridging the gap between consumers and organizations. 

