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Introduction
Aim:

Undertake a detailed analysis of e-marketing technology

Objectives:
· To provide an overview of traditional marketing method pertinent to communicate information to customer
· To provide a definition of e-marketing

· To explore the business reasons for developing and integrating e-marketing within a business

· To explore the application of technology within marketing e.g. CRM, web, mobile…
The term marketing has always existed since the beginning of the industry. In fact it’s the base of each company to attract clients to buy because without selling the firm can’t survive. 

And now in a word in the process of radical transformation (strong competition, volatile customers…) the marketing is more important and become a central issue. “Markets and traditional marketing practices continue to change, sometimes in fundamental ways, due to information technology.” (Strauss, 2006:p.9) 
The introduction of ‘electronic’ into marketing has changed completely this concept. Through these figures it’s easy to see this evolution: 
A famous study made by the US Corporation Cisco Systems and undertaken by the University of Texas concluded that during 1999, Internet generated an annual revenue of $332 billion and supported almost 1 400 000 jobs. So these revenues on this scale put this sector among the top 20 economies in the world. Now the market size of Internet rivals with sectors such energy, car manufacturing and telecommunications.

But Internet is just one media used to carry marketing communication messages. There are another marketing such as mobile, database…

Mobile growth and Internet access capability
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In chapter one, the attention shifts from traditional marketing which can be broken down into operational marketing (marketing mix) and strategic marketing (with the concept of segmentation, targeting, positioning and CRM). I give an overview of these concepts. 

In chapter two, I will talk about the new concept of marketing: E-Marketing. I will show the new means to do marketing: permission marketing, viral marketing, E-commerce and database marketing but also the new technologies use to carry marketing communication such as Internet and mobile.
I. Traditional Marketing

“Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements profitability” (Chartered Institute of Marketing (www.cim.co.uk). This definition shows the importance of customers in marketing but also the importance for business to achieve the profitability.
Marketing is perhaps best described as a two-way communication process between an organisation and its customers. In fact “marketing is the key link between the organisation and its external customers.” (Cartwright, 2002:p.11)
Traditional marketing can be broken down into operational marketing and strategic marketing: 
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I.1. Operational marketing (marketing mix)
I.1.1. 4Ps

The marketing mix and the famous 4Ps were originally proposed by Jerome McCarthy (1960). “The marketing mix is applied frequently since it provides a simple strategic framework for varying different elements of an organisation’s product offering to influence the demand for products within target markets.” (Chaffey et al, 2003:p.183) The 4Ps includes:

Product can be divided in 2 parts: core product and the extended product. “The core product refers to the main product purchased by the consumer to fulfil their needs, while the extended or augmented product refers to additional services and benefits that are built around the core of the product.” (Chaffey et al, 2003:p.185) Products are tangible and services are intangible. 
Price refers to an organisation’s pricing policies which are used to define pricing models (the form of payment) and/or set prices for products and services. Referring to the Porter model, a supplier will want to deliver the minimum acceptable standard at the highest price possible, whilst the customer will want the highest possible standard at the lowest price. 
Place refers to how the product is distributed to customers. It exist different channels of distribution which transfer the goods and services from the supplier to the customer (short channel). But in general, distribution channel involve some intermediary such as wholesaler and retailer (long channel).
Promotion refers to how marketing communications are used to inform customers and other stakeholders about an organisation and its product. Promotion has a large range of meanings, so according to Fill (2000) promotion includes: advertising, sales promotion, personal selling, public relations, direct marketing.
For an efficient 4Ps it’s better to have the product or service that the customer required, at the right price. Moreover promotion channels need to be at time and place to suit the customer. Price and promotion change according to different stage of the product life cycle. So between these 4Ps there is a strong relationship.
I.1.2. 7Ps

Now the 4Ps has since been extended to the 7Ps which include three further elements: People, Process and Physical evidence (Booms and Bitner, 1981). Some writers argue that these extra 3Ps were actually included in the original four.
People refer to how an organisation’s staffs interact with customers and other stakeholders during sales and pre- and post-sale.
Process refers to the methods and procedures companies use to achieve all marketing functions such as new product development, promotion, sales and customer service. 
Physical evidence refers to tangible expression of a product and how it is purchased and used.
I.1.3. 4Cs

A new concept which reflects better the 21st century is the 4Cs. The concept was created by Kotler’s (1980) and consists to replace Product with Customer value, Price with Cost, Promotion with Communication and Place with Convenience:

Customer value What is it important is not the product itself but the perception of this product through the customers. It’s that which create value.
Cost “The value of any product or service is that which a customer is prepared to pay.” (Cartwright, 2002:p.14) So it’s better to see the cost for the customers.
Communication includes advert and ensures for the customers to know the product. “The term communication rather than promotion is preferred because communication is a two-way process and allows customers to give feedback.” (Cartwright, 2002:p.15)
Convenience The new tendency is a move towards making the provision of products and services convenient to the customer. 
4Cs compare to 4Ps involves the point of view of the customers which is really important in marketing. That’s why nowadays marketers prefer use 4Cs.
I.2. Strategic marketing
I.2.1. Segmentation

Morden (1991) defines market segmentation as ‘the analysis of a particular total demand in terms of its constituent parts, so that the sets of buyers can be determined.’ That’s mean that segmentation is a distinct group of consumers who have identical needs can be satisfied by the specific marketing. It’s important to note that: “the more segments of a market an organisation can service, the less dependent it becomes on the success or failure of any particular segment although there is a danger that in trying to serve everybody, nobody actually receives the standard they require.” (Cartwright, 2002:p.51). 
According to Cartwright (2002), it’s possible to segment the market in terms of four typologies:
Geographic: The vast majority of organisations operate differently according to the geographic region. The market can be segmented as: local, regional, national, international and virtual.
Demographic: Any society consists of different groups of members:people can be distinguished according to their age, their sex, their, their social group… It’s important to have a knowledge of this different group, because the firms can ensure that the “product and services they develop meet the demands of those parts of society. (Cartwright, 2002:p.58)
Psychographic: It’s linked to the demographic factors but involve more qualitative factors such as the attitude, the personality, the motives and values.  
Geo-demographic: Philipps and Simmons (1995) have combined both, the geographic and demographic typologies. In fact in many areas “there is a considerable degree of life-style convergence of the inhabitants.” (Cartwright, 2002:p.59)
I.2.2. Targeting
“Most companies now realise that they cannot effectively serve all the segments in a market, and must instead target their marketing efforts.” (Lancaster et al, 1998:p.28) The enterprises target the segments which are the most likely purchaser of the product of the firm.

According to Lancaster (1998) the advantages are: targeting ensures a better personalisation for the customers (answer exactly to their needs and wants) because they are more accurately appraised and identified. This marketing effort can offer to the niche the greatest potential for the company to achieve its goals. 
I.2.3. Positioning

“A company has to develop a product positioning strategy for each segment it chooses to serve. This relates to the task of ensuring that its products occupy a planned-for place in chosen target markets, pertinent to opposing competition in the marketplace” (Lancaster et al, 1998:p.40) 

There are four acknowledged strategic options for target marketing: (Lancaster et al, 1998)

Undifferentiated marketing: one single marketing mix for every potential customer in the market

Differentiated marketing: many marketing mixes for different segments of the market

Concentrated marketing: single marketing mix for a segment of the total market

Custom marketing: to satisfy each customer’s requirements with a separate marketing mix.

I.2.4. Customer Relationship Marketing (CRM)
“CRM is a process that addresses all aspects of identifying customers, creating customer knowledge, building customer relationships and shaping their perceptions of the organisation and its products” (Peelen, 2005:p.4)

The benefits of CRM are to improve customer and retention and loyalty, to reduced cost of sales, to create share of customer and have higher customer profitability. (Zikmund et al. 2003)

All the benefits above lead to the long-term profitability it’s just a consequences of an efficient CRM. But there are as well some disadvantages: costs of IT infrastructure and the reaction to process.

The customer lifecycle

During the relationship with the enterprise, the customer moves through different stages. The firm can build customer loyalty at each stage of customer lifecycle.

Customer acquisition stage
This strategy consists to target prospective customers and to evaluate how much can be spent on acquiring them. The period of acquisition finish when the customers buy something. 
The purpose of an acquisition programme is to acquire more customers because if enterprises based their strategy just in customer retention the firm will have fewer and fewer customers. 

Customer retention stage
A key objective of an efficient CRM is the ability to retain customer at each stage of the customer life cycle (The time before deciding to do business with an organization until he or she decides to stop being a customer).
Existing customers are known and identified needs, so companies will achieve greater profitability if they retain existing customers than attract new ones. (Stone, 2000:p.102) 
A good retention strategy is based on a good welcoming, a reliable relationship, a good responsiveness, a good recognition and a suitable personalization. 

Customer extension stage
It’s the “part of customer that is specially focused on selling additional similar products (cross-selling) or widening the range of products used to more expensive products (up-selling)” (Chaffey, 2005:p.105)

Cross-selling normally guarantees the continuity and further development of the relationship. Cross-sell and up-sell customers are less likely to see the offer as a commodity and are thus more willing to pay a premium for it. This strategy is the most profitable because customers spend more. (Peelen, 2005)
First, the enterprise has to choose the segmentation criteria and after analyse the profit of each segment (Segmentation). Secondly, it assess the appeal according to each segment and then target (Targeting). Thirdly, it develops a positioning and chooses the marketing mix appropriate (Positioning). Finally the firm answer exactly to the need of the customers (CRM)
I.3. Traditional method of marketing
I.3.1. Mail
Direct mail refers “to the delivery of an addressed message by post” (Peelen, 2005:p.345). Direct mail is still used on a large scale and once stood at the foundation of CRM.

The main advantage of this technique is that mailing offer flexibility in terms of planning. The enterprise can send the mailing without to take into account other marketing events such as the publication dates of magazines. The other advantage is that the customers are no pressed to read the mail and they don’t need to be disrupted in their activities. They can ‘absorb’ the message when they have time and where they want. “This may occur at a time and/or place where he or she is isolated from others. In this way, the medium possesses a high degree of confidentiality (Peelen, 2005:p.345)

But mailing is less skilled at providing evidence of the promises made. In fact, the customers have no a real contact with the enterprise and the product so there are an issue of reliability. Another weakness is the very high cost.

I.3.2. Call centres

“A call centre is the ‘place’ where a large number of people handle the incoming as well as outgoing telephone conversations of a varied nature with their customers and/or prospects” (Peelen, 2005:p.293) 

Many of organizations have set up centralised call centres where customer enquiries can be dealt with, often 24-hour basis.

The 4 elements of a call centre (Peelen, 2005):

Manpower: The human resources “represents the most important element in a call centre” (Peelen, 2005:p.294). The workforce deals directly with the customer and ensure the quality of the relationship.

Telecommunication: This module comprises the telephone switchboard, the voice response system and a system in case of emergency (when the switchboard is out).

Information Technology: It’s the database for enter data about the customers during their call and provide also information for the management of the call centre.

Process management: It evaluates the performance of the firm in term of quality and capacity planning.

In marketing, the call centre is a good way to have information because the customer can answer directly and give a feed-back. 

Another advantage is when customers want to contact the firm (to complain, request information, ask queries…) the contact is directly. It’s important because “the more loyal customers are, the more they need the company’s products and services and the more they want to contact them” (Stone, 2000:p.172).

I.3.3. Advertising

Giles (1990) defines advertising as non-personal communication directed at target audiences through various media in order to present products, services and ideas.
The advertising can be much more individual if the firm know customer’s needs and wants. 

According to Cartwright (2002), the role of advertising is to create awareness of products, services or ideas, to attract enquiries for the products of an organisation, to reinforce the behaviour of existing customers and users, to create/reinforce organisational and brand image, to influence the behaviour of others in the supply chain and to facilitate changes.
The content of advertising is not the only point to appealing the customers, the design is also really important. In fact for a good advertising, marketers have to include it: convenience, well-being, envy, sex appeal, humour and emotion. (Cartwright, 2002)
All these technologies are obsolete or have to change in the new world where new technologies are become common. Now traditional marketing is becoming E-Marketing. That’s mean marketing which use ‘Electronic’ as mean of communication. I will show the new means to do marketing: permission marketing, viral marketing, E-commerce and database marketing but also the new technologies use to carry marketing communication such as Internet and mobile.
II. E-Marketing
II.1. Definition 
E-marketing is a global concept. E-marketing has a huge scope. In fact it refers not even to the Internet but also to “interactive digital TV and mobile marketing together with other technology approaches such as database marketing and electronic CRM.” (Chaffey et al, 2003:p.7)
The real definition of E-marketing is “the use of information technology in the process of creating, communicating, and delivering value to customers, and for managing relationships in ways that benefit the organization and its stakeholders. More simply defined, e-marketing is the result of information technology applied to traditional marketing” (Strauss, 2006:p.3)
Before implementing a new technology, it’s important that the marketer think about three things: (Strauss, 2006)

1. Which technology investments will be effective and efficient?

2. How are markets and marketing practices fundamentally changing due to new technologies?

3. How will technology change things in the future?

According to Strauss (2006) e-marketing affect traditional marketing in three ways:
· E-marketing increase efficiency in establishing marketing functions

· The technology of e-marketing transforms many marketing strategies

· E-marketing change fundamentally consumer behaviour through a power shift from firm to mouse-holders.

So information technology change traditional marketing in fundamental and critical ways such as the power shift from sellers to buyers, there is a market fragmentation, a death of distance, a time compression, some knowledge management are critical, to understand technology and to develop imagination, creativity and entrepreneurship. (Strauss, 2006:p.11)
Electronic technologies affect the 4Ps: (Strauss, 2006)
Product: New technologies created and create a variety of innovative products and services. Internet improve products or services by delivery online benefits through attributes, branding, support services, and labelling. These strategies are generally required to estimate revenues, costs, and ROI or payout management review and approval.
Pricing: With Internet prices collapse. “Bartering, bidding, dynamic pricing, and individualized pricing are now quite common online.” (Strauss, 2006:p.xv) Internet technology use now dynamic pricing (varying prices for individual customers) and it’s a real opportunity for marketers.
From the buyer’s point of view, the cost online may be higher than offline because of the time and effort needed to search and to compare prices. But there some advantages for them such as the convenience, the speed, the self-service capability…
Distribution: The supply chain management (SCM) are totally different compare to traditional marketing: the net is a direct distribution of digital products. “Internet presents opportunities to alter channel length, restructure channel intermediaries, improve the performance of channel functions, streamline channel management, and measure channel performance” (Strauss, 2006:p.286) Internet expect to lead to disintermediation (eliminate traditional intermediaries) but new intermediaries are emerging instead. The major business models used by online intermediaries can be categorized as content sponsorship, direct selling, infomediary, or intermediary.
Promotion: There are new way to make promotion: web pages, e-mail, short text messaging. The net is also an advertising medium. 
According to the Direct Marketing association, direct marketing is « any direct communication to a consumer or business recipient that is designed to generate a response in the form of an order (direct order), a request for further information (lead generation) and/or a visit to a store or other place of business for purchase of specific a product or service (traffic generation) » It includes such techniques as e-mail marketing, permission marketing, viral marketing, mobile marketing… I will develop all these kind of marketing.
II.2. Permission marketing

Nowadays, there are a shortage of time and attention in the information age. In fact Godin (1999) notes that we are bombarded by 3000 marketing messages a day (include the web and digital TV), so customers are losing patience. That’s why, Godin have had the idea to introduce interruption marketing i.e. a marketing communications that disrupt customers’ activities.  

The basic idea of Permission Marketing is: when a surfer is “paying attention” to something on the web. This is a conscious act, requiring conscious effort. “So one way to sell a consumer something in the future is simply to get his or her permission in advance. Firms will do this by engaging the consumer in a dialogue, an interactive relationship.” (Godin, 1999:p.10)

Permission marketing has for aim to involve the consumers in the selling process. They are volunteered because they give their permissions to know more about the product and when they would like more the enterprises is allow delivering it.

Permission marketing is based on these 2 concepts:

Opt-in: it’s the fact that customers give permission to receive commercial e-mail about topics of interest to them.

Opt-out: it’s the situation where customers are not agree to receive further information and can delete their e-mail in the lists.
Interactive technologies simplified permission marketing in term of access information faster and more simply than before. Using technologies means that marketers can inexpensively engage consumers in one-to-one relationships because before with traditional marketing is cost efficient to conduct individual dialogues.

It exist five steps to implement Permission Marketing campaign on internet:

1. Offer the prospect an incentive to volunteer. Offer a product or a service attracting and interesting for the customers.

2. Using the attention offered by the prospect, offer a curriculum over time, teaching the consumer about your product or service.

3. Reinforce the incentive (it “must be overt, obvious and clearly delivered” (Godin, 1999:p.46)) to guarantee that the prospect maintains the permission. As a result the attention continues and the process is not breakdown.

4. Offer additional incentives to get even more permission from the consumer. The aim is to motivate the consumer to give more and more permission over time.

5. Over time, leverage the permission to change consumer behaviour toward profits. In fact the goal of all marketing is to sell. Finally permission marketing is a profitable situation for the consumers but also for the enterprise

Example:

Amazon.com

It’s an online bookstore which base its strategy in the sale of primarily midlist or backlist books (features on its website) and more specifically on the consumer needs. “They couple this approach with their own flavour of Permission Marketing which doesn’t start until you buy your first book (Amazon.com doesn’t ask for anything from you, not even your name, until you make a purchase)” (Godin, 1999:p.200). When you begin to be a customer of Amazon.com they start to gather in information about you (but they ask just few information).
The database makes a profile for each consumer (what they wants, which subjects attract them…) and know finally what customers would like to read in the future. “Then they make book selections and gently guide you toward them.” (Godin, 1999:p.201) The strategy of Amazone.com it’s not sending regular e-mail to customers but it’s based on relevant link providing in the web site.
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They use one-to-one marketing for attracting customers and their urges. For instance Amazone.com provides you “personal advice” and suggests a list of book according to your profile. Finally their strategy is to target their customers and provide them what the customer want according to their profile. (database marketing) Amazone.com just suggests no force to buy these books that’s why it’s Permission Marketing.

Permission marketing is based on different method such as database, mobile and e-mail marketing. We will see this aspect in each respective part.
II.3. Viral marketing 

Viral marketing is an “e-mail which be used to transmit a promotional message to another potential customer” (Chaffey, 2003:p.359).
Viral marketing appear when one customer decide to spread the enterprise’s e-mail to other persons such as friends, family… (or other persons on their e-mail lists). This creates a chain of customer communication. 
The advantages are:

· Marketers do advertising without spend money and maybe attract new customers without doing something. 

· Transmission is more rapid and tends to reach a large audience and it is persistent (can be read when the customers wants)
Example:

Hotmail

Hotmail’s rapid success comes from the decision to include a short band of text at the bottom of every e-mail sent by a Hotmail user. The band of text is: “Get your free Web based e-mail at hotmail”. “Every act of sending a Hotmail message constituted an endorsement of the service. As a result, a ‘viral’ effect occurred, whereby Hotmail customers spread the word simply by using the service itself” (Haig, 2002:p.34)

Viral marketing is used on different methods such as online marketing and mobile marketing. We will see this aspect in each respective part.
II.4. Online Marketing
Internet is only one aspect of e-marketing but it’s a big aspect
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II.4.1. Definition and development
“Internet marketing can be defined as the use of the Internet and related digital technologies to achieve marketing objectives and support the modern marketing concept” (Chaffey et al, 2003:p.7) 
But first, to give a definition of internet is relevant: “is a global network of interconnected networks. Many of the computers in these networks hold files, such as Web pages, that can be accessed by all other networked computers” (Strauss, 2006:p.3) 
Internet is the greatest direct marketing medium ever invented. In fact there are a lot of benefits that Internet provides for the marketer. Bocij et al. (2003) summarised these benefits in using the ‘6 Cs’:
- Cost reduction: because reduce the need for sales and marketing enquiries to be handled by telephone operators and reduce the need for printing and distributing marketing communication material.

- Capability: new opportunities for new products and services and for exploiting new products.

-Competitive advantage: enterprise can have it if they introduce new capabilities before its competitors.

- Communications improvement: with customers, staff, suppliers and distributors

- Control: “better marketing research through tracking of customer behaviour and the way in which staff deliver services.” (Chaffey et al, 2003:p.17)

- Customer service improvement: provided by interactive queries of databases containing.
The importance of the internet marketing to modern business strategy is indicated by Michael Porter (2001) who says: “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.” Chaffey (2003) define Internet marketing strategy as an approach by which Internet marketing will support marketing and business objectives. Implementing this strategy is a challenge for many organisations because there is a profound implication for change at an industry level within the organisation.
Online marketing include the companies which have a website or companies which sell online (E-commerce), search engines, banner advertising and e-mail marketing. I will explain all these concepts. These concepts have different goals, that’s why it’s better to implement some of them and not just one.
	Online Goals
	 
	Online Strategies
	 

	 
	 
	Online adverting
	Database Marketing
	Direct   E-mail
	Online Dales
	Viral Marketing

	Find affiliates
	No
	No
	No
	No
	Yes

	Gather customer information
	No
	Yes
	Yes
	Yes
	Yes

	Improve customer service
	No
	Yes
	Yes
	Yes
	No

	Sell goods or services
	Yes
	Yes
	Yes
	Yes
	Yes

	Enhance company image
	Possibly
	Yes
	Yes
	Yes
	Yes

	Generate sales leads
	No
	No
	Yes
	Yes
	Yes


Source: E-marketing - Strauss (2006)
II.4.2. Website marketing (static brochure)

Since 1995 until now there was an amazing growth in the number of websites opened. “Many organisations began the process of Internet marketing with the development of websites in the form of brochureware introducing their products and services” (Chaffey et al, 2003:p.7)

A website of quality is when it provides what the visitors expect and what they looking for without difficulties. It’s not necessary to add some information that the visitors don’t need.

It’s also important for a website that brand but also designs create a feel of trust. For instance symbols that inspire confidence such as Webtrader (Peelen, 2005)

The design of the website is very important for creating quality during the visit: content design and site design have to be plan for give envy to the visitors to stay in the website.

“The more successful sites have a system in which they are able to determine how they identify, differentiate, interact and serve their customers on the Internet in order to reinforce the relationship so that it becomes a mutually profitable one” (Peelen, 2005:p.339)

Website offering convenience compare to the traditional purchase. In fact the visitors haven’t to wait for make the queues, they can compare products and prices, they can buy when they want and they can communicate from any location without having to take into opening hours into consideration (Swinkels, 2000)

There are also other advantages such as the low cost alternative to paper brochures and the product information is often updated in company databases so web page content is always current. Finally, the web can reach new prospects who are searching for particular products. 
But now a lot of enterprises evolved and are enhancing their website to add value to the full range of marketing functions.
II.4.3. E-commerce and E-Business
The concept ‘e-commerce’ and ‘e-business’ are often mix-up but there are different.

According to Turban et al. (2004) E-commerce is defined “as the process of buying, selling, transferring, or exchanging products, services and/or information via computer networks, including the Internet”. So this definition implies non-financial transaction (Exchange and information transfer) between an organisation and any third party.
E-commerce is also made up of pre-sale and post-sales activities across the supply chain.

According IBM (www.ibm.com/e-business) which was one of the first suppliers to coin the E-business, this term is define like: ‘the transformation of key business processes through the use of digital technologies.’ The key business processes “include research and development, marketing, manufacturing and inbound and outbound logistics.” (Chaffey et al, 2003:p.11) Digital technologies are the computers and the Internet, which allow the storage and transmission of data in digital formats. E-business involves business processes such as product buying and selling. (Strauss, 2006)
There are different kinds of e-business:

- B2C: Commercial transactions between an organisation and customers (organisation sites: Amazon; Consumer marketplaces: Kelkoo.com)
- B2B: Commercial transactions between an organisation and other organisations (organisation sites: Dell; Business marketplaces: VerticalNet). “The type of consumer and nature of goods purchased are very different than in consumer markets, where goods are bought for the purpose of final consumption.” (Chaston, 2001:p.243)
- C2C: Informational or financial transactions between consumers, but usually mediated through a business site (Auctions: eBay; Consumer reviews: Bizrate.com)
- C2B: Consumer approach the business with an offer (Customer bids: LetsBuyit.com)
So the difference between e-business and e-commerce is simple: “e-marketing is the subset of e-business focused on transactions.” (Strauss, 2006:p.3)
“For the marketer, e-commerce offers both a new promotional medium and an alternative channel through which to consummate the product purchase and delivery process.” (Chaston, 2001:p.73) To have these functions, e-commerce have to be successful and companies must involve financial resources to support e-market operation. According to Chaston (2001) these financial resources include innovative e-market product, workforce with appropriate e-marketing skills, quality to meet expectations of e-market customers, productivity supportive of e-market operations and information systems capable of providing real time e-market support

According to Chaston (2001) there are two dimensions to the application of e-commerce available to an organisation:

· Role of e-commerce in information provision to customers such as price, product availability and delivery terms.

· Role of e-commerce in supporting the purchase transaction

The combination of both is really important:
Issue 1: Many website which do e-commerce neither received not real return from their investment. So the companies began to become aware of the problem to develop e-commerce. An anonymous writer in The economist (1997) explain this problem in saying that customers and suppliers have to recognized the time and cost saving that can be achieved by using electronics systems to manage their market supply chain. In fact the 3Ps additional are particularly important for service delivery. Service delivery and storage is an important aspect of Internet marketing and e-commerce. « Companies involved in optimizing supply chain performance have a natural affinity for exploiting the benefits offered by the Internet. » (Chaston, 2001:p.248)
Issue 2: Several organizations are making it easier for companies to communicate with customers about privacy issues associated with e-commerce (give information about certain elements of privacy is a prerequisite. Online privacy and how to protect it, is now important for companies because the judgment of quality and service level is based on that within the world of web-commerce.
II.4.4. Online advertising
“Advertising is nonpersonal communication of information through various media, usually persuasive in nature about products (goods and services) or ideas and usually paid for by an identified sponsor.” (Strauss, 2006:p.322) What it is considering as advertising on Internet is any paid space. For a lot of enterprises in many countries Internet advertising is a good means to make know their enterprise: for instance in the United States during 2003 advertiser spending on the Internet $218.8 billion. So Internet is actually an important advertising medium for particular industries and firms but not for all. (Maybe the customers targeted don’t use Internet). (Strauss, 2006)
The three means for vehicle Internet advertising are e-mail, wireless content sponsorship and web sites.  I will develop in each respective part these points. 
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Interactive display ads

The most famous way to vehicle advertising in a website is through Interactive display ads. “These ads contain more graphics and white space than text and include traditional banners and many additional sizes.” (Strauss, 2006:p.324) The different kind of interactive displays are rectangles, pop-ups, banners, buttons and skyscrapers. These ads involve video and audio capabilities. For the pop-ups this techniques disappear because many people use pop-up blocking software. All these ads us clicking through, i.e. “by clicking on the ad, the user is transported to the advertiser’s web site, where the transaction or other objective is actually achieved” (Strauss, 2006:p.331). Marketers found a lot of means to entertain the surfers such as when the ad move with the mouse on the web page.
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Search engine registration

Web advertising covers also search engines

Like all other things on the web, the best way to get found is to go where people are looking: 80% of web users state that they use search engines to find information. Search engine “provides an index of content on registered sites that can be searched by keyword.” (Chaffey, 2003:p.345)
According to Strauss (2006), there are two search marketing strategy:

- Keyword advertising refers to keyword buys at search engine sites. The concept is simple: when a surfer search using a certain words, the advertiser’s banner or message will appear on the resulting page. “Usually keyword buys are more expensive because they deliver a more highly targeted audience.” (Strauss, 2006:p.328) The most famous example which used this technique is Google.com. It ordering the search query return page keyword banners by popularity and put the most relevant ad on the top of this list. So Google earn money in selling keywords ads.
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- Search Engine Optimization (SEO): it’s a free method which consists to improve the ranking on the listing of search engines. ”Because the top 10 results to a search query get 78 percent more traffic than subsequent listings” (Strauss, 2006:p.329) In using SEO the firms can be on the top of this list.
There are five main parameters on which search engines base the order of their ranking: Title, Meta tags, frequency of occurrence, hidden graphic text and links
II.4.5. Email marketing 

“The most powerful tool for marketing, the most powerful tool for branding, the most powerful tool for direct response, and the most powerful tool for building customer relationships turns out to be plain old, ordinary email” (Sterne et al., 2000:p.1)
A Price-waterhouseCoopers survey shows that the first reason to use internet is using e-mail. And for the firm in April 1999, Forester survey of 47 marketing managers found that 77 percent said e-mail marketing was crucial to their marketing plan. Enterprises use e-mail because it’s “a better return on investment than other marketing and advertising techniques” (Sterne et al., 2000:p.2). Now e-mail has become a normal method of business communication and has spread rapidly into domestic market.
According to IDG List Services (www.idglist.com) the advantages of e-mail are:
- Quick Lead Generation: quick response and quick output 

- Selectivity: you can choose the e-mail that you want read

-Media Reinforcement; e-mail can reinforce the message, the product announcement…

- Cost effective: it’s cheap to send an e-mail for contact prospect customers.

- Higher Response: that assures a more receptive audience to the offer

- Lower costs: for instance no waste paper 

- Privacy Issues: to have an address mail the surfer has to subscribe and give his/her name.

- Customer Dialogue: it’s a medium to communicate with new and present customers.

- No postal undeliverable: an effort is made to correct them and resend

- Universal: Most people have access to internet and have an address for communicate. And now it’s possible to be connected everywhere with their mobile phone or their palm. 

The main issue in e-mail marketing is the spam. Whatis.com, an Internet glossary defines spam like an unwanted email, typically sent unsolicited to large numbers of recipients. “Most typically, spam is created and sent by companies seeking to increase their business through the use of bulk email programs, but spam can also be sent by an individual” (Sterne et al., 2000:p.11) Now there are several laws about sending unsolicited e-mail.
Moreover the more information that is sent increases the risk of virus infection, and this can make recipients wary about opening electronic mail.

Another issue in e-mail marketing is to find appropriate e-mail lists. E-mail it’s not a mass medium but it’s for niche markets. Launching an e-mail campaign mean to target the audience and choose the right list to get the best results. 

E-mail lists are hard to obtain and maintain. (Strauss, 2006)
Permission Marketing

Contrary to Spam it exist solicited e-mail that is called opt-in e-mail. The customer asked for it and the enterprise ask the permission before send an e-mail. It’s better because the e-mail is automatically targeted because it be send to people interested in the enterprise. The subscriber can when he wants “unsubscribe” him. This is opt-out. (Sterne et al., 2000:p.37-38). The opt-in and opt-out e-mail is based on the permission marketing, the customer choose if he want the e-mail or not. In fact giving the customer a choice of newsletters is the easiest way to learn the most from them.
According to Sterne et al (2000), to launch an e-mail campaign there are different step: Develop a strategy and objectives, create the plan, target your message, create the offer, determine frequency, test your assumptions and measure the results

There are two kinds of e-mail:

- Inbound e-mail marketing: “where e-mails from customers such as support enquiries are managed.” 

With the increase in the number of e-mail inbound, organisations have to manage them and need to develop inbound customer contact strategies. “Customer contact strategies are a compromise between delivering quality customer service with the emphasis on customer choice and minimising the cost of customer contacts.” (Chaffey et al, 2003:p.358)
- Outbound e-mail: “Where e-mails campaigns are used as a form of direct marketing to encourage trial and purchases and as part of a CRM dialogue.” (Chaffey et al, 2003:p.353)

The most popular outbound e-mail is the newsletters. The role of the e-newsletters is to kept people informed; they give the opportunity to sell something monthly. According to Strauss (2006) e-mail newsletters are a growth area because they provide many benefits: Regularly and legitimately promote the company name to clients, personalize the communication with tailored content, point recipients back to the company web site and make it easy for clients to pass along the information to others.
Advertising e-mail:

The content of the newsletter can be containing E-promotion. “This is the art of offering people something beyond an interesting compilation of news, weather, business, and sports in the form of a newsletter” (Sterne et al., 2000:p.196)
E-mail advertising is the cheapest because it’s generally just a few sentences of text included in another firm’s content. Also e-mail advertising use banner.
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Exemple:

Borders.com

When borders.com decided to personalize their service for their e-mail newsletter, there was a problem. In fact their customers are highly disparate. So “what they did was to scrap the idea of sharing one newsletter, and instead they created several topics that is possible to choose. Each subscribers can personalize themselves their newsletter in choosing what they want.
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II.5. Database marketing
It’s the most important applications of electronic marketing which involves CRM.

The database is the central repository for all of the information pertaining to the relationship of a business and its customers.

Database marketing is “the application of digital information collected about current and/or potential customers and their buying behaviour to improve marketing performance by formulating strategy and building personalised relationships with customers.” (Chaffey et al, 2003:p.241)

It keeps track of all contacts by the customer including the customer’s purchase transactions, calls, comments, returns, services calls, promotional offers, personal visits… Database includes as well customer’s data such as name, address, city, customer number, demographic data, interests, purchase history… It’s important to build relationship with customers on trust to have enough information about customer to assure the fact that the information that the enterprise will provide is a real value. “Capturing customer information is the foundation of a CRM program.” (Newell, 2000:p.78) The objective of capturing customer information is to create a good database CRM that encourages existing customers to keep coming back and give to the organization the biggest share of their spending to the enterprise’s category. 

With a large quantity of data, the management of customer information is a major challenge. “For most companies, keeping an accurate and up-to- date name and addresses file of such magnitude would be over-whelming.” (Brown, 2000:p.228). It’s a big challenge to leverage this information to achieve CRM and to achieve customer loyalty and repeat sales. “Customers are strategic assets, and the more you know about them and their habits, the more capable the organization will be to develop targeted products and services that will be successful in attracting customers” (Brown, 2000:p.229). With the better understanding of your customer base, it’s easier to improve CRM.

This strategy has also costs: Initial investment costs, running cost, enhancement costs and workforce costs.

Permission marketing:

The mail issue of this kind of marketing is the privacy. In fact such a database requires collecting personal information and using it to do business. “Astuce marketers have found that consumers will readily give personal information to firms that use it to provide value and that do not share it with others unless given permission” (Strauss, 2006:p.347). So permission marketing is a good way to reduce this threat.
Example:

See below the case study of amazone.com

II.6. Mobile marketing

The mobile phone it’s a new form of marketing and this concept chance the whole marketing process. Mobile marketing make up SMS and WAP-phone and multi-media messaging (MMS). Today text messaging is used heavily by media companies to inject interactivity into their programming. Mobile marketing is the youngest and most innovative form of marketing.
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According to Haig (2002), there are a lot of benefits to use SMS:

- Cost effective
- Convenience: It’s like a letter, is possible to open any time, everywhere
- Immediacy: you can receive and reply quickly. That’s why marketers assess a mobile marketing campaign in a very short timeframe.

- Privacy: SMS conversations remain private even if carried out in a public location. It goes straight to a person’s unique handset.
- Ubiquity: Everybody have a mobile phone (80% of the population) with an SMS capability, that’s why SMS is so popular.

- Open communication: the customers feel disinhibiting because they are no under stress comparing to face-to-face.

But the main drawback of this kind of marketing is lack of creativity. In fact this is a medium relying on a monochrome, text-only and tiny message (160 characters). So with SMS, what you say has become just as important as how you say it. But this drawback is also an advantage because the SMS marketing promotion look similar to texts sent from a mobile user’s friend. “Consequently, the divide between commercial and personal messagesis narrowed, and so, providing the messages are of values and are permission-based, they are usually well received” (Haig, 2002:p.18)

Permission marketing:

Certain mobile marketing is based on permission marketing. The term ‘permission marketing’ refers to any marketing activity that depends on the permission of consumers. This approach is efficient because “you know who your audience is and it’s only by gaining this audience knowledge that the message can have the desired effect” (Haig, 2002:p.24) And permission-based information ensure to create a long relationship with short, personalized, interactive and relevant message.
According to Haig (2002), mobile marketing can be dividing into two categories:

- Pull marketing: “involves the consumer pulling information toward him or herself.” (Haig, 2002:p.31) This method is the best possible way to build relations with mobile users. But there are some weaknesses like the lack of access to information or service (customers have just a SMS with 160 characters), the customers have to pay every time (lost customers) and it’s high cost marketing in terms of personalization. 
- Push marketing: “it is down to the marketer to send or push messages out to the consumer” (Haig, 2002:p.31) It’s the most used for text message marketers. The two advantages are that this method requires little effort on the part of the consumer and the marketers can send a lot of SMS simultaneously. But there are also several drawbacks such as the easiness to switch to other media (because annoy the customers), a law of diminishing returns at work and the problem of spam.
Advertising mobile

Mobile is also a mean to do advertising through the wireless. 
At that time, the future of mobile marketing was represented by the WAP (Wireless Application Protocol) This kind of marketing have not grow up for this moment but it will be a future huge potential market. In fact manufacturer of mobile phone is developing “the ‘third generation’ (3G) of mobile devices will deliver faster and better quality access to the mobile Internet.” (Haig, 2002:p.164)

Mobile ads are a new area with great promise. There are four promising marketing communication techniques for mobile devices: free mobile content delivery (marketing public relations), content-sponsored advertising, and two direct marketing techniques – location marketing and SMS. Content-sponsored advertising consist too display the ads of an sponsor enterprise. (pull model of advertising). But there still are issues that affect mobile advertising such as the download slowness of the ad, the small screen size…
Now, SMS have an evolution call MMS (Multimedia Messaging Service). MMS have more powerful capabilities because it use 3G technology and it enables messages to incorporate multimedia elements (photos, audio, video). In addition, the 160 character limit no longer needs to apply. “MMS has been described as a hybrid of e-mail and SMS, taking the best of the both systems.” (Haig, 2002:p.183)
Since few years, SMS is entered in the world of television and it is a big success. Text message and television work very well together because normally you can’t ‘talk’ with the television but with SMS you can express your idea about a topic is talking in TV. Now it’s “the current trend for reality TV, where viewers can influence the course of the programme lends itself well to text messaging.” (Haig, 2002:p.123) They are asked to text their vote. 

Example:

Bridget Jones’s Mobile

Helen Fielding, author of the best-selling homage to singledom Bridget Jones’ Diary launched a Bridget-based text messaging premium service. The service was launched on 13 April 2001, the day released of the film. The principle of this marketing campaign is that mobile users pay for have ‘diary notes’ written by Bridget delivered to their mobile phones, personal digital assistants or e-mail inboxes. The Chief executive of the enterprise which launch this product explain why they chose this medium: ’Mobile is flexible, dynamic and has an immediacy which is not possible with any other medium.’ “The campaign was also significant because it came at a time when text messaging was viewed as a predominantly teenage phenomenon.” (Haig, 2002:p.42)
Within two weeks of launching 50 000 messages were being sent on a weekly basis, resulting in £12 000 revenue per week. “The combination of the right content, provided at exactly the right time, proved just how successful premium services could be.” (Haig, 2002:p.42). 

Conclusion
On the whole I am satisfied of my work. I think I undertook a detailed analysis of e-marketing technology and I answered to my objectives. I explained electronic marketing not just a list of ideas and techniques but as part of a larger set of concepts and theories in the marketing discipline.

I had two main issues:
- The number of words limited so I didn’t talk about what I expected in the beginning (for instance, the reason for developing and integrating e-marketing)
- In the beginning I didn’t know how to classify my idea in the plan. In fact permission marketing is a global concept which is made up of mobile, e-mail but also database marketing. So finally I decided to put first an overview of permission marketing and after in each part (mobile, e-mail and database) talk about this aspect according to the marketing used. 

Like I said below I miss some part of the e-marketing concept because I have limited words.  So if I had more word I would talk about web site design and see the strategic part of e-marketing. I will as well talk about interactive TV because I know it’s a future growth in the field of e-marketing (I found an article about this: http://www.davechaffey.com/E-marketing-Insights/Internet-advertising-online/Interactive-TV-advertising-WNIM45)
Moreover I would explain more about each techniques of e-marketing because I think that’s very important for enterprise for the next years.

In conclusion I would like to note some important feature for the future of e-marketing: in the future, consumer control, improved strategy integration, refined metrics, increased wireless networking, receiving-appliance convergence and the Semantic web will change the marketing landscape.
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