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Class Discussion

Facebook: Does Social Marketing Work?
Chand) claia¥) &igudl) Ja 2 gaundll
® Have you ever made a purchase based on something you
have read or seen on Facebook? What was the product and
what made you interested?
® What obstacles does Facebook face in monetizing itself as a
marketing and advertising platform?
®m Are there other ways for Facebook to make a profit from
marketers and advertisers?
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Consumers Onllne The Internet Audlence and
Consumer Behavior

Slgiacall & glau g Cu Al g 1 AN e (0 gSletiuall

Around 75% (89 million) U.S. Gl ol 3l (O52le 89) 775 Al
households have Internet accessin & i a) ) J sa sl Lgaal Baaial)
2012 2012 ol
Growth rate has slowed sadll Jana Ualss 48
Intensity and scope of use both gl aa o aladinl) glaig 43
increasing 84l )
Some demographic groups have Lol 4d) & gasall Cile ganall (lany
much higher percentages of online RS alAALW e s, uk—i o
usage than others L 8 (i
Gender, age, ethnicity, cainall & 53 63l ¢ janll (uiall
community type, income, adail) ¢ JAal)
education




Consumers Onllne (cont )

Broadband vs. dial-up audiences, Glail) Cld ) ggand) el i
new mobile audience (Al qullal) Jida (g 2l
Neighborhood effects YKL dbel\‘ Jx‘-ﬂ%é
Lifestyle and sociological impacts Lelday) 5y ‘JJS i: ‘ ;N
Use of Internet by children, JULY) U8 (p i S0y alasiod
teens a5l s
Use of Internet as substitute iLisY) e oS iyl aladil
for other social activities s AY) Lelaay)
Media choices ade ) il g & JLA
Traditional media competes & Al 23le Y il 5 (el
with Internet for attention oS s iy
Television viewing has plasiul o 05 580 Saalie f‘?jﬁﬁ

Ca yiry|

increased with Internet usage




m Consumer behavior models

Consumer Behawor Models

Algiesal) & glu 7z Mad

m Study of consumer behavior Sgical) & gl dal 2
Attempts to explain what o)y > il Y gl
consumers purchase and ) TR BN L DR
where, when, how much, and P s UJ ¥ . L
why they buy U35 7

Aginal) & gl gz 3Las

(,_\Sj@.mj\

Predict wide range of
consumer decisions

Based on background Jat gadl () lalitad
demographic factors and S L"’J;:@J aalal) 48] e gl
other intervening, more SV & puaial) el juaiall
immediate variables BN




A General Model of Consumer Behavuor

gl S gled sl 73 gal

Cultural Brand |
Marketmg
In-store Buyer
Social ~ Communications '
Stlmull Behavuor Decisions
[eichoiogical ‘ Capabmtles '
Independent Intervening Dependent
Demographic Variables — Variables
Variables — Market Stimuli
Background Social Networks
Factors Communities

Figure 6.1, Page 348 SOURCE: Adapted from Kotler and Armstrong, 2009.




Background-Demographlc Factors —
LAIAY) 48 & gasall Jal gall

m Culture: Affects entire nations L e
LeleSUs ae) e i s ABLERY

® Subculture i b A0S
Subsets formed around major Jos dae ji Gle gane GG
social differences (ethnicity, dndi Hl) e Lday) caladliay)
age, lifestyle, geography) lall Jaai g ¢ ganll 5 <5 al))
= Social networks and communities (L)l
Direct reference groups Cladinall g A Lain) ‘;‘ﬁ:

Indirect reference groups .
STOTP 5 ilie dxa je e sana

Opinion leaders 5 pilie yt dura ye Cle sanae

Lifestyle groups )l sald
= Psychological profile sbiall Jaat e gana
(odll) addl) Cilall




‘ The Onlme-Purchasmg DeC|5|on '
G i) e ) ) J‘Jﬁ

= Psychographic research dondil) & gad)
Combines demographic and Apadil) 5 4l He ganall Ll aany
psychological data Adlida Gle gana A (3 gl sty
Divides market into various cdge Laiay) M‘ ol e
groups based on social class, oailbadll o [ ¢ bl Jaai
lifestyle, and/or personality dpad il
characteristics S8 MAS) Alae Ja) s
m Stages in consumer decision process: s llgticall
Awareness of need dalall e 4l
Search for more information Gl slaall (e 2 3 e Gl
Evaluation of alternatives B
Actual purchase decision Bl el ) 8

Post-purchase contact with firm




The Consumer Decision Process and Supporting

Communications
dac 1Al LAty g Slgiacall ) jal) A Z\.ghﬁ

MARKET
COMMUNICATIONS
Offline Mass media Catalogs
Communications LY. Printads
Radio Mass media
Print media Sales people
Social networks  Product raters
Store visits
Social networks
Online Targeted banner  Search engines
Communications ads Online catalogs
Interstitials Site visits
Targeted event  Targeted e-mail

promotions  Social networks

Social networks

Figure 6.2, Page 352

Reference groups Promotions

Opinion leaders
Mass media
Product raters
Store visits
Social networks

Search engines
Online catalogs
Site visits
Product reviews
User evaluations
Social networks

Direct mail
Mass media
Print media

Online
promotions
Lotteries
Discounts
Targeted e-mail
Flash sales

Warranties
Service calls
Parts and repair
Consumer groups
Social networks

Communities of
consumption
Newsletters
Customer e-mail
Online updates
Social networks



A Model of Onllne Consumer Behawor

AN e gl & glod 73 gad

m Decision process similar for online doleat Alilaa )AN MAS) doles
and offline behavior Jaia € g & )

= General online behavior model i Ay o aladl & gled) 73 gad
Consumer sKkills Slginall &l Hlea
Product characteristics el (ailiad
Attitudes toward online i Y e el ) olad ) sall
purchasing Ay Ao 3okl Jsa Gl ) gl
Perceptions about control over sl

Web environment U sgn g ¢ el 1w g a8 g0 Gl e

Web site features: latency, SE ‘ﬁ‘difw‘i‘
usability, security Al & gl

m Clickstream behavior




A Model of Onlme Consumer Behawor

Gty e il «JJMGJJAA

I I
| I
| ]
! Brand :
| I
I S— I
| ) I
- Marketing :
Culture | Communications :
i Sﬂmu"___4 Purchasing |
: Attitudes :
- | ! Firm s !
socialNomms| ' G abilities ' I 85
: Perceived : s>
—r " Behavioral | 2 = Purchase
! . Control I 2m l
Psychological | Web Site —
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1 § I
—— : . —‘—‘ SOClal :
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E Product E
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Figure 6.3, Page 353 i S— I




A Model of Onlme Consumer Behawor (cont )

® Clickstream factors include: e A Jalge Crauat
Number of days since last visit 3,5l DAl i el,,&\ ERYS
Speed of clickstream behavior Al gl de

Leiaalie Gt Al Glatiall dae
5 5aY) 5031 A
\.@_"\JM...M Cral er Oladiall dac

Number of products viewed
during last visit

Number of pages viewed ) e gladll b 3
Supplying personal information o)y m AT A s o
Number of days since last Al ¢ il ldee 22e
purchase DAl e 4o gl
Number of past purchases alainl ¢Blaall LS (5 ga Camia g

Ca Y|

m Clickstream marketing

Developed dynamically as
customers use Internet




Shoppers Browsers and Buyers

O idiall g Ciladiatiall 108 gudiall

Shoppers: 88% of Internet users (i (4a 788 () 98 guiiall
72% buyers < A
o yidall /72

16% browsers (purchase - :
o (p O30 o)Al Cladeaidl 4 716
offline) (s
One-third c.)f offline retail . Juail (93 A el il sida Gl
pur.cf.la'nses influenced by online e AN e Abadiil 5 il
activities Loyl cd i) Jo gl 48 a @il
Online traffic also influenced by Ldla, 4 jlasl) ciladladl (8 ya
offline brands and shopping gl g
E-commerce and traditional d_ladill g dad g asIy) B jladl) oy a8
commerce are coupled: Part of a Cra Alaia Aladu Cpa o rAlETY
continuum of consuming Slgiicall & gl

b



f What ConsumersShop for and Buy Onlme
Cu Al e o) g (3 gl CaSlatioiall La

m Big ticket items 5ypuS 3S3T 3 glal)
Travel, computer hardware, i g SV 5 ¢ gnaSl) 3 eal Al
electronics plo o)y B AE K V) il
Consumers now more . “ﬂs‘ A
confident in purchasing $1100) °J="'“"5‘“JS‘;”‘ 5
costlier items () 5) Sal

. . | jal) g AiSAll &9 6l o s all
= Small ticket items (5100 or less) <° s RSl 6500 s &’1 jﬁ
: S () e
Appaljel, books, office 145 Lo V) &l Ui e L
supplies, software, etc. e |
e
Sold by first movers on Web L 3 ypaall jualiall
m Physically small items phaled) Alle 2 gl

» High margin items



) How Consumers Shop
d}.....\ﬂ ugﬁ.@a.u.d‘

How shoppers find online Sl CJJ§ tal) day i

vendors « e
SO AN e

/28- () ¢cr53l) 3l s
- 3532300 ad) a8l ga () 3 il

Search engines—59%

Marketplaces (Amazon,
eBay)—28%

Direct to retail sites—10%

7
Other methods—3% : r ..1 0
13- s Al Gk

Online shoppers are highly A &l Y e Od gautiall
intentional Al gdantia
StumbleUpon I g
Recommender systems da o) INEA ]




Trust Ut|||ty, and Opportunlsm in Onlme Markets
Cu Aty e d\}u\!\gﬁmjﬂu Aadiall g (AR

® Two most important factors
shaping decision to purchase
online:

Utility:
m Better prices, convenience,
speed
Trust:

»m Asymmetry of information
can lead to opportunistic
behavior by sellers

m Sellers can develop trust by
building strong reputations
for honesty, fairness,

deliverx
~ Copyright © 2013 Pearson Education,Inc. ~~ glide61;
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4 Ba5|c Marketmg Concepts
MMY\ dA}uﬂ\ eAMAA

= Marketing

Strategies and actions to e Ay Clel yal s i) i

establish relationship with
- “ oo 5 -
consumer and encourage el g5 Algiasall o

purchases Gleliall il g ) J sl
Addresses competitive situation . SIS il
of industries and firms O By 8 Cladie BlA ) (o
Seeks to create unique, highly ) Cleadl) ol Gl Al g 5
differentiated products or A0 B e b5 sl Lealy =
services that are produced or L Bsisa Baal 5
supplied by one trusted firm ALt Y 8w de gana -
= Unmatchable feature set dal maal Ol uia -

» Avoidance of becoming

commoditz
~ Copyright © 2013 Pearson Education,Inc. ~~~ slide618



f The Dlgltal Commerce Marketlng PIatform
4.)..43}‘ 5 ladl) 5 jladll Aala

® Multi-channel marketing il g8l damia (g paul) Adad
plan 9 A a8 ga

Al S Y e (G gl
J,u,d\cu'a_).c «Caanl .‘LﬂJM
Led Aaill ¢ 55 STy

Web site
Traditional online marketing
m  Search engine, display, e-mail,

affiliate (=LY (8 el
Social marketing ¢ 538 ¢35k e laial) “l‘lsz‘-‘m
m  Social networks, blogs, video, ol
game Joaaall gl e (G gudll
Mobile marketing A ol 3 3ea V) [ J)sall a8
®  Mobile/tablet sites, apps Claydail)
Offline marketing Jual) ¢y 9a (& gaudll
= Television, radio, newspapers —aaall g 4 13Y) 5 (52 8kl




‘Strateglc Issues and Questlons
daai) i) Jlusall g Lliail)

= Which part of the marketmg O dﬁjﬂﬂj‘ ahi e s ol

plan should you focus on Y gl ade 3€ i3
first? AAALY) jilial) gas cliSay S
® How do you integrate the CASilaia Al )

different platforms for a

T2 ) gall A% aS
coherent message? U sal) paadd iy

L@—..\-.\J\AA 9 UA:\.J.\AAM u_g\jq. L‘s‘.\<A.: ( '9.35
eAalia Al Al Aadail) (ga

" £ g ‘5 s Iy
How do you measure and Sl Lt JS day ) cliSqy (oS

compare metrics from bl
different platforms?

® How do you allocate
resources?

How do you link each to
sales revenues?



Can Brands Survwe the Internet? Brands and Pr|ce Dlspersmn
i g A sladl) cladlall e AN Slad) a8 o sl &y jladl) ciladlad) ¢Sy

m Vision: “Law of One Price, ”end of Algd Maalg S QHe™ 1Ay
brands 4o jladl) Ciladad)
® Instead: 10 s (B
Consumers still pay premium | bl () 928y (o oSletiinal) J) 30 Y g
prices for differentiated products 3 jaaia Clatial 3 jaia
E-commerce firms rely heavily on  JS&, 443 ¢ STV 3 jladill ClS b adiad
b}rlands to att_ract cu_stomers and Cdal 4l cloladl e 1S
charge premium prices e i . e
218t PTEmTD 8 pale el Juanis ib )l
Price dispersion L s
L differences in price S
arge ol 0l § g .
sensitivity for same product i ot B8 dj )T
“Library effect” . G
" A :'S n ‘):\313"




Onlme Segmentmg, Targetmg, and Posmonlng
@\}Aj\ LAl g cu‘é.e_\uwj iy “\J\ s ea.uﬁﬂ\
m Segmenting: Allows firms to Sl OS] racsy ;awdill

differentiate products to fit Glalda) oM ciladial) ¢y
consumer needs and charge Adlide | el Jaad g CpSigrinsa)
different prices 4 jadl) g1 43
= Types of segmentation A8 bl
Behavioral s
- . Sl i
emographic
grap gt
Psychographic RIg
Technical SEEN
Contextual

B 1Y | o ——
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The Dlgltal Commerce Marketmg Platform
Strategies and Tools

&) gl g cluansi) yi) 2daad ) 3 jladil) 3y gaudl) duals

® Internet marketing (vs. Jilia) i A e (89 gl

traditional) (Apaudasty

More personalized et )

More participatory 8L S

Al ) e 4 el

More peer-to-peer Al |

More communal Llad ASY) YY) e gy gl

® The most effective dag N1 &) Jaal) JS Agal
Internet marketing has all

four features




Customer Engagement s aad \35 ‘JM"

m Customer conversations Jea e laad) clislaa
about: ladd g Galatia
Products and services Glatial) e o Slanll 4y ja
Customer experience with U S oSl g
products 85 E WP JLIVREN gt | LALK I EWA|
Customer likes and dislikes J2all 253 ) cug 23 54
®m Conversations conducted S gl
through: S g
Web site feedback s
Blogs
Facebook

o Twitter



Generlc Market Entry Strategles
daladl (3 guad) J A0 clia) yic)

NEW FIRM EXISTING FIRM
First mover Fast follower I
“CLICKS”
Amazon.com Barnes & Noble
PUREPLAY eBay.com RiteAid
Netflix Toys R Us
Alliances Brand extender
“BRICKS AND
CLICKS” KBKids.com REI
MIXED PLAY (BrainPlay.com/KB Toys) L.L.Bean
Walmart

Figure 6-11, Page 391



e laxl) dde L)

= Web site functions to: 1) g B ga il g
Establish brand identity and A )il daDlall 45 98 22aT
customer expectations e axld) Cilad i

= Differentiating product il (3,4l
Inform and educate e Slanll (ot 5 2Ole)
customer e Slaxdl 4 jas JKGE
Shape customer experience Sle Al kel sla ye
Anchor the brand online iy

m Central point for all marketing o sl Jilas NERWIRT
messages




Tradltlonal Onllne Marketlng Tools
4..1441331\ 3 A e (G gl H\JJ‘

m Search engine marketing (SEM)

(pxw) Coanl) QS jaa (3 gt

Sponsored links dudle) dayl g

Search result display ads Gl il 4y ) saaall LIy

K dlall Gl
eywords

Search engine optimization Ty geal) DIEY) 3 god

(SEO) Y CilSus
= Display ad marketing Sl g e cclde ) Jals
Advertising networks xdll gl d

Ad exchanges, real-time
bidding




How an A vertlsmg Networ Such as

Doub.IeCIlck W"orks )
S g Sllsl g Jha clidle) ASud o L) dasas

DoubleClick Net
- |= 2 Merchant server connects {12
— to DoubleClick ad server

————— —
— ‘~§

4 Ad server selects .
and serves an TS
appropriate — \‘
banner ad - |=° :lem:rk \'
based on = F.}':n :r ,'

rofile
N p . .
7’
7’

1 Consumer

requests Web

page from ad .

network 5 DoubleClick follows consumer from

member site site to site through use of tracking files
CONSUMER

Figure 6.6, Page 372
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Traditional Online Marketing Tools (cont.)

® E-mail marketing (9NN bl e 8 gedl
Very inexpensive el 4dlka J/-“'

. . )y DO | I W) RV VA4
3% click-throughs in - ot MUA 3‘
targeted campaigns o
. Keti Gyl O
Permission marketing e Al g gl
m Affiliate marketing aba ) Jaall 5 g
m Lead-generation marketing dle 1 3y gl

® Sponsorship marketing




Soual Marketmg
Sy G gudl)

= Fastest growing type of XS (Gagudl) £ o8 ) gad £ )
online marketing S Aty
® Long-term prospects 8500 & Jad Ay 3
unknown $ail) 283 & e Ay |

= Four features driving growth e ‘j‘ﬁ fj\ ‘J )
Social si (sl (5 sl
OCla Slgn-On "!S. :.S\ Q-G C)m‘;\
Collaborative shopping (A 53) e laia¥) Canl

Network notification

Social search
(recommendation)




TW|tter Marketmg

Gagudll o g
= Real-time interaction with 2a Adal) cd gl b Jeldnl)
consumers CaSlgincall
® 50% companies with 100+ i3 +100 ze Sls,40 750
employees using Twitter S aladdul

Gladiall g gl 6l
L@J@j‘)ﬂ‘é";\j\g\ﬁﬁﬁj\

| e sl & Al clalasyl
Promoted Tweets da g pall clilaall

= Twitter marketing
products

Promoted Trends

Promoted Accounts




Blog Marketmg du-w-d‘ dﬂ-‘

m 43% of all U.S. companies e (4 /.43 addiud
use blogs for marketing Gl g Ay jaY) culs il

® |deal for starting viral é*f *
campaigns Bhas) ﬁg s
dpin 9 judl)

® Can use blogs for both

. | A (Sag
branding messages and JS) cligha pladia) (e

Aol Jilu bl e

advertisements ey
. . - 2139
= Blog advertising 13 gaal) clidle ) i€
networks Aadladl gz g 1) il ga
® Brand advocacy blogs . il

Copyright © 2013 Pearson Education, Inc. Slide 6-32
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® Form of social marketing S laial) G gudl) G
= Customers pass along ) Ay J b o a5 3lard)
marketing message to Alilal) g plBsal) ) (G gl
friends, family, ; Jardl ¢35 ) g
coworkers S ¢ 5818 (¢ S sldial) £ Dland)
Lnle Blially o J gaall

m Referred customers cost

° ¢ ' “ . u‘
less to acquire and keep AN &l A slaY)

o 28 549 doe Lalial) Sl g
= Venues are e-mail, social Claly) g gl

networks, video and
game sites

Copyright © 2013 Pearson Education, Inc. Slide 6-33



Moblle Marketmg dJAM-“ c-ul-ei\ Jas‘- dd}uu-“

= 7% of online marketing, ud AN e gl (pa 17

growing rapidly de pun galiy

= Major formats: i ) JLSEY)

Y al) Al Al

Messaging (SMS) (S Bl Jil ) d“. A

- Uae

Display e

Search i

Video A Gl

= Other formats: (U8) Ampmd) AALY) j 5 )

Quick Response (QR) S
codes

___~Couponing_
~ Copyright © 2013 Pearson Education,Inc. ~~ slide6-33



Insight on Business: Class Discussion

Mobile Marketing: Land Rover Seeks Engagement
on the Small Screen

b sl MW\UJQLUﬁY\Mﬁ5J ALY :ég}uﬂ\ By
a8 A) gall 3 3eal) Jiad 13l

= Why do mobile devices

represent such a promising €38 gusall Bac]
opportunity for marketers? Jile ) e e Qi Al G Ja
® Have you ever responded to ealaviall 4.8y guatll
mobile marketing messages? saaall Gy gl &‘}ﬁ any A L
= What are some of the new 04 gandll 3 jeaV! \.MJ):.% i
types of marketing that mobile Al 3 el L gae La
devices have spawned? e Lan |

® What the disadvantages of
social network marketing?




W

= Revenue sources Jaal) jalaa
Pay-per-app CGaaadail) JSI adall
In-app purchase Gkl JAla ¢) yi
Subscriptions S| yLEY)
Advertising e

= Most popular types of O le gad SiSY) £ oY)
apps 8 uatl
Social network, banking, Gilaaddl g cdoe Laia ) A<l
search, news JL.\A;YU (Canall g (b yadll

= Retailer’ s apps 45 jadl) cliya
Browsing and purchasing o) yall @_.é_\j‘




Local Marketmg uh-d\ du—uu-“

m Marketing geared to 2 gall A dx gall (8 gl
user s geographic location addiceall 8] gl

gl Gl cilles
Sl Alblee maaa (0 4220
Jsall dsy Clilee (10 740

® Local searches:
20% of all searches

40% of mobile searches S Adaall g gel) il g

= Most common local L gud
marketing tools il A aladiuly al jeall CilaginY)
Geotargeting with Je o
Google Maps S laa) A GlBleY) (e
Display ads in S 5l e

hyperlocal publications




Multl Channel Marketlng u‘f;ﬂ‘ ddala (G gedd]]

m Average American spends Cra 724 B Sy el T gia
24% of media time on (AN e adle ) Jilu g <8 g
Internet, rest on other s A Qg o elid) g
channels ciaall g ds )3 g ¢y g ALY

m Television, radio, S laad) g
newspapers, and Al g calgall aaa5 L) pSlgiacall
magazines AoVl il g (ra Baad) aladlivly
Consumers also multitask, pladluly @ Y cBlea ‘?53’55

using several media g A Qg

Internet campaigns
strengthened by using
other channels




Other Onllne-MarketlngStrategles —
SAY) G AN e (B geadl) ciliad) i

® Brand leveraging Baliiu) 4 ladll Laal)
m Customer retention strategies Jaandly BLEIAY) cilaad) il
Personalization and one-to-one ! 25 Gusilly anaiil
marketing a5

o Uiy ¢ Manll g Ganadil
Customization and customer co- G #2eals e :
production > el

| Sl 3l Aana

Customer service a5 Al
mFAQs dalail agall cd gl

w Real-time customer chat e Saxd) 45 Al
systems Aalalil) laiay) Al

® Automated response systems




The Mass Market Personallzatlon

= id) (§ gud) Jals
(i) Jaldd)  § guad) JalsS g

MARKETING MARKETING ATTRIBUTES

STRATEGIES Product Target 7 Pricing Techniques _

Mass Marketing Simple All consumers One nation, Mass media

one price

Direct Marketing Stratified Segments One price Targeted
communications,
€.g., mail and
phone

Micromarketing

Personalized,
One-to-one
Marketing

Figure 6.13, Page 407

Complex

Highly complex

Segment
profiles

Micro-segments ~ Variable pricing

Individual and
social network
profiles

Individual Unique pricing |



Net Prlcmg Strategles Mbal\ JM‘ uhuu-u\

= Pricing

el

Integral part of marketing RSN ECTRV AN
strat-eg.ry sl
Traditionally based on: ) Lalss i
m Fixed cost A5 1S
m Variable costs b yria el
= Demand curve Cllal) Jisie
® Price discrimination Sl B il
Selling products to ol “JL‘*‘“J Slaiiall a
different people and At bl e Cile seadldl
groups based on pdall 8

willingness to pay




Net Prlcmg Strategles (cont )

Free and freemium a1 B 9 Lilaa
Can be used to build market Gl o sl el Lalasinl (Say
awareness ‘—\‘J‘MY‘

Versioning oy G:‘:"“j‘ e Baaeie il ylaal 1A
Creating multiplle Versionslof Gl e ) Gdd.d\ e Ll
product and selllng essentially il s JL’_ML RO
same product to different market ' .
segments at different prices o &

Bundling (e S gl i) (Slgtinal) ands
Offers consumers two or more al g pal Ql"“j‘
goods for one price :géé-‘uﬁ.ﬁ‘ el

Dynamic pricing: Calal e
Auctions ylailall 35
Yield management (oo gtl) (DI
Flash marketing




Long Ta|I Marketmg Lguw-‘\ daﬁ\ JAJ-E

® Internet allows for sales of (s Glagpall ey A3y
obscure products with Cra Al pe ddaale cilaiiall
little demand il
= Substantial revenue R B S 12
because Sa Al CallSs e il

Near zero inventory i )
dna sill 5 Candll S yaa

costs
Little marketing costs

Search and
recommendation
engines




Insight on Technolcl);g[lr: Class Discussion

The Long Tail: Big Hits and Big Misses
ity B sl g 8 sl) by pual) 1y 6k o
= What are “recommender systems” ? Give an example you
have used.

®= What is the “Long Tail” and how do recommender systems
support sales of items in the Long Tail?

® How can human editors, including consumers, make
recommender systems more helpful?
Al Ylia add £ a gil) dalai" L2 L
dad (o 2 shl) Cilasaa jaia oSy ) alid ao i o)) (S S g "dash Jud" 98 La
s sh
dalil] (o ) glaay Of ¢ gSighmall aged Gy ¢yl (i aall (g LS
epaild i) Bay) 3all




Channel Management Strategles
pLial) 3 )a) claadd) Yl

® Channels: : &l gadl)
Different methods by which LA e Sy Sl Adliall (5 phall
goods can be distributed and lean 5 adbanl) & ) 58
sold -5LAY) y lad
® Channel conflict: 5 laiall ad das e Laxie
When new venue for selling ) Sl ey o) 23gy lendl
products or services threatens 83 5 gall
or destroys existing sales venues [ o)) selall clead (JEA Jua Je
e.g., online airline/travel D) OV g9 iy 1Y) e el
services and traditional offline Ll datedl)
travel agencies ZAgal addiid daiiaal) S HAl) (any
= Some manufacturers are using LAY o jlidat aiadil 4) Ll

partnership model to avoid channel
b
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The Revolutlon in Internet Marketlng Technologles
k¥ “\ﬂ L ddj.uﬂj‘ uhﬁﬁ‘_g OJj.d\

= Internet’ s main impacts on marketing: u"“ I A 1) il
Scope of marketing communications G gl
broadened Ay godll) YLt (glad s g
Richness of marketing communications Ay gudll QYL ¢l 55800 )
increased Cazs 93 (3 gud) (e Cila glaall 48K
Information intensity of marketplace a st e Laila J)sad) Ly Jans
expanded Cap gl a8
Always-on mobile environment expands P ATY) S (B geudil) LSS
marketing opportunities u ol O e O

® Internet marketing technologies: Cilalal) s
Web transaction logs ULl Gled g clilal) ac) 8
Tracking files Skl ) jAdul

Databases, data warehouses, data mining ey
e Szl lESe 3 ) daail

Hadoop and Big Data
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Web Transaction Logs PN PP

® Built into Web server software Gusll add mali gy 8 E.u.d\
® Record user activity at Web site o9 633-“ uﬁ PRESRIN| Ll Ja
= Provides much marketing data, Ay guall) SUill) (e Jﬁf‘s:“ A
especially combined with: e i ) Lda Aald g
Registration forms il &l et

3 il Al by Bac L
rJia AL Gl

| sailall Ay ) Ll o L
What are major patterns of ee)

interest and purchase?

Shopping cart database
® Answers questions such as:

After home page, where do <‘Luh ey j\ yM\

users go first? Second?




TrackmgFlles SIAL T “

m Users browsing tracked as o L4 rduall) () gadiiical) Ay
they move from site to site b gal) ) ad gall (e ?4_\1333\

= Four types of tracking files i) clila o g &) dag
Cookies Cy S

= Small text file placed by (5 a8 u 4zn 5 jpoa ai Cile

Web site ) Q,QJ g (il M\ e

m Allows Web marketers B> EPAREN FETRPRCH R

to gather data (%Lksi") S e

Flash cookies k)

Beacons (“bugs”)
Apps




Insight on Society: Class Discussion

Every Move You Make, Every Click You Make,
We’ Il Be Tracking You
B O g8 gz a0 880 JS Ay a g8 & 2 S

® Are beacons innocuous? Or are they an invasion of personal
privacy?

® Do you think your Web browsing should be known to marketers?
® What are the Privacy Foundation guidelines for Web beacons?
= Should online shopping be allowed to be a private activity?

$hnd il dpa gadll o3¢ Lol ol $hama &) s Ja
- e J

d.\)u.d\t_\\.gétsj\ﬁjﬂuj&u‘t\\JL“JJJY‘CAA.AJU‘ Aaie’ A

flala Walis o5& b i i) e (3 gl mlanal) aniy Ja




Databases HUUA -\9\35
Database: Stores records and attributes  cildall g ¢ il cMauw rclilyl) 3asld

Database management system (DBMS): (oward) ULl s 68 8 )a) Ui
Sl ae) 8 oLisY Aol gl

Software used to create, maintain,

and access databases L)l J s sl 5 Leple adadladll
SQL (Structured Query Language): :(“-‘m‘ a2l “-’J) e

23] 5 Al Aelicall iy 33eE 2Dladiul

Industry-standard database query
4idle Glily sacld 8 daddiiall e D)

and manipulation language used in

a relational database + A8 al) cliLud) Bacld
Relational database: g ) Al J glaas i) i
Represents data as two- & Clan Bshia b dahid) U—M.&:J\
dimensional tables with records Jslaadl Jala QU\?-.J\ Ly ) (Say 32ac Y]
organized in rows and attributes (& <A Jghaall o Ladla 45 5 ey 44138
in columns; data within different Sl e Alily pale

tables can be flexibly related as
long as the tables share a common
data element




Data Warehouses and Data Mmlng
Gl el ¢ Gl Cile giua

m Data warehouse:

rlild) £ 3 gla
Collects firm’ s transactional A8l o Slaall 5 O Mabaall il gas

and customer data in single U8 (e Wla Julatl aal s oSa 3

location for offline analysis by . .
\ 18 guall
marketers and site managers Esall g s "u’ﬁ .
s Ol Gl

= Data mining: E L] Lo giall Al )

Analytical techniques to find )ﬁ#} (s aall 23 g0 s 5 eyl
patterns in data, model
behavior of customers, develop o head) zeadle
v u v
) | w | .|
customer profiles poladu Y LS jag il r")“'-f“‘y‘
Gl aael) LS jan 73 sa

® Query-driven data mining sel & ) sativedll Ll aaid

® Model-driven data mining
» Rule-based data mining




| Hadoop and the Challenge of Blg Data ‘
5 yaasl) il éAAAJ 93l

] “Big data” "" :HSS‘ uum‘"
Web traffic, e-mail, social (Y A e )5 all AS s
media content eV Jilu s (5 sima ¢ 5 SV 3yl

4ae Laiay)

o Agalinl) i) ae) 683 )] alad
'C).-L}ﬁ'“ &\JA3 Z\eﬂ.’.ﬁ u.‘& Jélﬁ
Cubles) g Sl

® Traditional DBMS unable to
process the volumes—
petabytes and exabytes

® Hadoop

Hadoop
Open-source software Jladl ds giia Glisa pll s
solution e yue a0l A de ) sall Aadladll

Distributed processing
among inexpensive
servers




Customer Relationship Management (CRM) Systems
(a5) 3l ClBDe 5 y)a) Aalai]

m Create customer profiles: reManll duadd cildla o LA
Product and usage summary RERR Y G_“QA\ ol Slily
data daudil) ¢ 438 e ganal) Chliludl
Demographic and psychographic dos 1 peulea
data Juaiy) Cilea Ja
Profitability measures Gl sleall Claall g 3y gl
Contact history : uﬁ daddtoeall d:"‘ﬂ‘ Uil

Marketing and sales information i) e s X

® Customer data used to: cran all e Dlaall aas
Develop and sell additional A ) Ly echlaadd) anasl s
products

Identify profitable customers
Optimize service delivery, etc.




Business intelligence
Data mining FlA
Analysis and reporting ————» b
Modeling _] !

T Marketing campaign management
Data aggregation Advertising campaign management
Data cleaning Behavioral targeting
Customer database
Data warehouse

Transaction processing
Operational data collection

Sales force  Web site In-store Social networks

Telephone

Figure 6.11, Page 411

Customer Touch Points




This work is protected by United States copyright laws and is provided solely
for the use of instructors in teaching their courses and assessing student
learning. Dissemination or sale of any part of this work (including on the
World Wide Web) will destroy the integrity of the work and is not permit-
ted. The work and materials from it should never be made available to
students except by instructors using the accompanying text in their
classes. All recipients of this work are expected to abide by these
restrictions and to honor the intended pedagogical purposes and the needs of
other instructors who rely on these materials.




