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very important subject that will change outlook of future managers in marketing
domain.

Each new problem offers new opportunities to managers. Now, we are in mobile
age. Desktops are replaced by laptops and laptops are replaced by tabs and mobiles.
Updates of information is available every minute. The opportunity lies in innovative
ideas of use of IT in all aspects of business

SMEs are growing faster. In the internet and mobile revolution, they are caught
between the two methods of doing business. One is bullock cart method (legacy
procedures) and other business process driven digital method.

The very purpose of this book is to understand the brick and mortar type of
traditional business and how it is converted to e-business in all the management
aspects including Marketing, Human Resources, Operations, Finance, Retail and
Infrastructure.

The business logic prepared from business rules approved by the top
management. The entire organisation, business stakeholders and partners,
employees work as per system defined by the business rules. The Enterprise
Planning System (ERP) captures this business rules. ERP software ensures that
everybody follows the business rules. ERP system as it is a complete solution and all
modules can be used by different disciplines which are discussed in this book very
effectively.

This book covers is in line with Savitribai Phule Pune University MBA Syllabus
and also syllabus of major Indian management institutes in India for “Internet and
Digital Marketing subject” and covers all the topics in detail focusing student’s
requirement.
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E-Marketing environment, Online Consumer Behaviour Analysis, Product Mix of
Marketing and Social Marketing.
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CHAPTER 1

Basics of Internet Marketing

Learning Outcomes:
After reading this chapter you will be able to:
 Assess the Significance of the Internet to the Modern Marketing Concept
 Get a Chronological Perspective of Marketing on the Internet
 Understand the Difference and Benefits of Internet over Traditional Marketing

Structure:
1.1 E-Marketing

1.1.1 What is Internet Marketing?
1.1.2 Significance of Internet Marketing
1.1.3 The Internet Marketing Concept and Scope
1.1.4 E-Marketing and E-Business Interrelationship
1.1.5 Marketing Implications of Internet Technologies and Convergence
1.1.6 What is E-Business?
1.1.7 Convergence and M-Commerce

1.2 E-Marketing Seven Step Plan
1.2.1 Step 1: Situation Analysis (Feasibility Study and Designing Your Customer)
1.2.2 Step 2: E-Marketing Strategic Planning
1.2.3 Step 3: Objectives (Choosing Your Targets)
1.2.4 Step 4: E-Marketing Strategies
1.2.5 Step 5: Implementation Plan
1.2.6 Step 6: Budget
1.2.7 Step 7: Evaluation Plan (Tracking and Monitoring Success)
1.2.8 E-Marketing Strategies

1.3 Benefits over Traditional Marketing
1.4 Websites

1.4.1 People behind Websites
1.4.1.1 Owners
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1.4.1.2 Venture Capitalists
1.4.1.3 Creative Directors
1.4.1.4 Accounts and Project Managers
1.4.1.5 Programmers and Graphic Designers
1.4.1.6 Copy Writers and Marketers

1.4.2 Types of Websites
1.4.2.1 Web Portals
1.4.2.2 B2B, B2C, C2C and B2E
1.4.2.3 Social Networking, Informational, Entertainment

1.5 Summary

1.1 E-MARKETING

In this book we are going to cover the important aspects of Marketing over the Internet. Is the
concept of Internet marketing really essential and significant to businesses? In the present scenario,
this answer varies dramatically for different products and markets. A wide range of industries are
leveraging the power of the Internet and World Wide Web to globalize their brick and mortar
businesses. Every industry, be it Information Technology, Finance, Infrastructure or even
Transportation, is affected by the Internet. For large software companies such as Microsoft, Oracle,
IBM and Dell, the answer is ‘very significant’ – Dell now gains over 90% of its multi-billion dollar
global revenue online. It also conducts many of its other business processes such as new product
development and technical customer service online.

The significance of the Internet is relatively low in the manufacturing sectors, which still follow
the tradition channels of sale. Even for these sectors, the Internet is breaching boundaries as the
Internet is becoming increasingly important in influencing purchase decisions – many new car
purchasers will research their purchase online, so manufacturers need to invest in Internet marketing to
persuade customers of the features and benefits of their brands. We shall also get a chronological
perspective of marketing on the Internet to develop a firm understanding before we proceed to the next
chapter. Benefits over traditional means have also been discussed in this chapter.

This book covers all the different ways in which the Internet can be used to support the marketing
process. In this introductory chapter, we review how Internet marketing relates to the traditional
concept of marketing. We also introduce basic concepts of Internet marketing, placing it in the context
of e-commerce and e-business.

1.1.1 What is Internet Marketing?

For us to develop a good understanding of Internet Marketing we must first understand the
underlying concept of Marketing. The Chartered Institute of Marketing defines marketing as “the
management process responsible for identifying, anticipating and satisfying customer requirements
profitably”.

If we look at this definition in more detail, marketing is a management responsibility and should
not be solely left to junior members of the staff. Marketing requires co-ordination, planning,
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implementation of campaigns and a competent manager(s) with the appropriate skills to ensure
success. Internet Marketing is the newest development in this field.

Marketing objectives, goals and targets have to be monitored and met, competitor strategies have
to be analyzed, anticipated and exceeded. Through effective use of market and marketing research, an
organization should be able to identify the needs and wants of the customer. Marketing research
should try to deliver benefits that will enhance or add to the customers’ lifestyle, while at the same
time ensuring that the satisfaction of these needs results in a healthy turnover for the organization.
Philip Kotler defines marketing as 'satisfying needs and wants through an exchange process'.

Within this exchange, transaction customers will only exchange what they value (money) if they
feel that their needs are being fully satisfied; clearly the greater the benefit provided the higher
transactional value an organization can charge. The marketing concept should lie at the heart of the
organization, and the actions of directors, managers and employees should be guided by its philosophy.
Modern marketing requires organizations to be committed to a market/customer orientation (Jaworski
and Kohli, 1993).

Very simply put, E-Marketing or electronic marketing refers to the application of marketing
principles and techniques via electronic media and more specifically the Internet.

The terms E-Marketing, Internet marketing and online marketing, are frequently interchanged,
and can often be considered synonymous.

E-Marketing is the process of Marketing a Brand using the Internet. It includes both direct
response marketing and indirect marketing elements and uses a range of technologies to help connect
businesses to their customers.

1.1.2 Significance of Internet Marketing

Websites are the major tool that consumer goods organizations are using mainly. The concept of
affiliate programmes is not used at all. Customer surveys too are widely used to increase the
awareness level and induce trial and repurchase. Newsletters and Banner Ads are used but not that
much currently.

Data is being tracked by all companies as to what pages the visitors click on, in what order and
how much time they are spending on each page. Click through Ratio is the main technique used. The
data however; is only being gathered at this stage, it is not being analyzed by many companies yet.
Unilever however is one company which is ahead of others in this regard and is using other methods
like Cost per Click and other CRM data and is analyzing it as well.

The only models used are brochure ware and incentive sites. These are only the basic models. In
order to apply any of the more sophisticated models, companies would have to actually start selling
online and have payment systems as well. Consumer goods companies provide a wide variety of
services online. However, voiceovers and sounds are not used.

A wider age bracket is being catered to online as compared to offline. The consumer targeted
online is more educated, can read and understand English, and has high knowledge and awareness.
Other psychographic characteristics are similar to those of offline customers nationally. Internationally
a lot of diverse potential customers visit their websites.
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Organizations are marketing themselves mainly and have descriptions and benefits of all the
products they offer. Special sites and emphasis has not been given to individual brands in the
consumer goods industry as of yet.

Significance of Internet Marketing in Promoting Consumer Goods using the Internet as a media
is a perfect opportunity for Multinational and Local Consumer Organizations to exploit this type of
tool for reaching their customers.

We need to move our focus towards understanding broader applications of the internet within the
total marketing process rather than just using it as a communication and selling tool, if Internet
marketing is to become integrated and fully established as a tactical marketing management tool. One
of the elements of developing an Internet marketing strategy is deciding which marketing functions
can be assisted by the Internet. There is a tendency amongst companies first using the Internet to
restrict applications to promotion and selling rather than relationship building and service delivery tool.

Theodore Levitt, writing in the Harvard Business Review (Levitt, 1960), outlined the factors that
underlie the demise of many organizations and at best seriously weaken their longer-term
competitiveness. These factors still provide a timely reminder of traps that should be avoided when
embarking on Internet marketing.

1. Wrongly defining which business they are in.
2. Unwillingness to innovate and ‘creatively destruct’ existing product/service lines.
3. Short-sightedness in terms of strategic thinking.
4. Giving marketing only ‘stepchild status’, behind finance, production and technology.

1.1.3 The Internet Marketing Concept and Scope

Internet Marketing is a broad term for marketing products and/or services online – Internet
marketing means different things to different people. Essentially, though, Internet marketing refers to
the strategies that are used to market a product or service online. The marketing strategies include
search engine optimization and search engine submission, copywriting that encourages site visitors to
take action, web site design strategies, online promotions, reciprocal linking, and email marketing.
Online marketers are constantly devising new Internet marketing strategies in the hope of driving more
traffic to their Websites and making more sales.

Fig. 1.1
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A wide range of organizational functions and processes that deliver products and services to
customers and other key stakeholders are supported by the Internet. It facilitates information
management, which is now increasingly recognized as a critical marketing support tool to strategy
formulation and implementation. The future role of the Internet should form part of the vision of a
company since its future impact will be significant to most businesses. Without adequate information,
organizations are at a disadvantage with respect to competitors and the external environment. Up-to-
date, timely and accessible information about the industry, markets, new technology, competitors and
customers is a critical factor in an organization’s ability to plan and compete in an increasingly
competitive marketplace.

1.1.4 E-Marketing and E-Business Interrelationship

The World Wide Web Marketing concept has gained rapid popularity, firstly due to the low-cost
and the global nature of the Internet. In these days of vast World Wide Web use, people generally have
the intention to attach everything of their regular life to the Internet. So the concept of promotion and
marketing get co-related through the web. The second cause of the popularity of this concept is the
interactive nature of the Internet. World Wide Web marketing is a procedure of establishing and
promoting a group using the online medium. The scope of this marketing is beyond the website
building or operating through the website.

World Wide Web marketing strategies include aspects of online advertising services, products,
and the websites that include the email marketing, market research and the direct income strategies.

E-Mall
Marketing

Search
Engine

Marketing WWW
Marketing

types

Viral
Marketing

Blog
Marketing

Fig. 1.2: World Wide Web Marketing Types

World Wide Web Marketing Types
1. Search Engine Marketing: SEM or search engine marketing is a special type of World

Wide Web Marketing, which looks to endorse the websites by mounting their appearance in
the pages of Search Engine Results. This type of World Wide Web Marketing could be
divided into several categories such as paid placement, search engine optimization, and paid
inclusion.

2. E-Mail Marketing: E-mail marketing is a special form of direct World Wide Web
marketing that uses the electronic mails as the component of interacting commercial or
fund-lifting messages to a target audience.
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3. Blog Marketing: When the World Wide Web Marketing is done through the uses of the
web-blogs, then that type of online marketing is called the Blog Marketing.

4. Viral Marketing: Viral marketing is the marketing technique, which uses the already
existing social networks to create the brand awareness, through spreading of personal
viruses... We shall have a detailed look into the above types in the latter part of this book.

1.1.5 Marketing Implications of Internet Technologies and
Convergence

The Internet has created a new economic ecosystem, the e-commerce marketplace. Today, e-
commerce has grown into a huge industry, with consumer-driven (B2C) online transactions impacting
industries from travel services to consumer electronics, from books and media distribution to sports
and fitness. In the last decade, many startup e-commerce companies have rapidly stolen market share
from traditional retailers and service providers. As traditional brick and mortar firms continue to lose
market share to e-commerce players, they will likely see continued declines in their revenues,
operating margins, and profits. It is important to note that most e-commerce players are at a
competitive advantage to retailers. They have lower operating expenses and better inventory
management due to operating in a virtual commerce environment.

E-Commerce in India
There are several approaches to conduct E-Commerce in India. A merchant account through a

major bank is best for larger companies but a bit pricey for small businesses. PaySeal is the payment
gateway for ICICI Bank. Citibank India and HDFC Bank also offer a payment gateway and merchant
account.

A second approach is to use third parties that take credit cards for your sales. CCAvenue, an
Indian company, provides direct debiting for customers in India with accounts at: HDFC, Citibank,
ICICI, IDBI, UTI, Global Trust Bank, Centurion Bank, and the Federal Bank Ltd. In addition, credit
cards can be received from customers outside India. Typical costs are a ` 7,500/- set-up fee, ` 1,200/-
annual fee, and 7% to receive credit cards, 4% for net banking transfers.

A third approach is to set up a PayPal account (available to residents of India) and use PayPal's
merchant tools to accept credit cards and sell online.

1.1.6 What is an E-Business?

Electronic business is commonly referred to as "eBusiness" or "e-business", or an internet
business. This may be defined as, the application of Information and Communication Technologies
(ICT) in support of all the activities of business. Commerce constitutes the exchange of products and
services between businesses, groups and individuals and can be seen as one of the essential activities
of any business. Electronic commerce focuses on the use of ICT to enable the external activities and
relationships of the business with individuals, groups and other businesses. Electronic business
methods enable companies to link their internal and external data processing systems more efficiently
and flexibly, to work more closely with suppliers and partners, and to better satisfy the needs and
expectations of their customers. In practice, e-business is more than just e-commerce.
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In its simplest form ecommerce is the buying and selling of products and services by businesses
and consumers over the Internet. People use the term "ecommerce" to describe encrypted payments on
the Internet.

Sometimes these transactions include the real-time transfer of funds from buyer to seller and
sometimes this is handled manually through a POS terminal once a secure order is received by the
merchant.

Internet sales are increasing rapidly as consumers take advantage of lower prices offered by
wholesalers retailing their products. This trend is set to strengthen as web sites address consumer
security and privacy concerns.

As with e-commerce, e-business (electronic business) also has a number of different definitions
and is used in a number of different contexts.

One of the first to use the term was IBM, in October 1997, when it launched a campaign built
around e-business. Today, major corporations are rethinking their businesses in terms of the Internet
and its new culture and capabilities and this is what some see as e-business.

 E-business is the conduct of business on the Internet, not only buying and selling but also
servicing customers and collaborating with business partners.

 E-business includes customer service (e-service) and intra-business tasks.
 E-business is the transformation of key business processes through the use of Internet

technologies. An e-business is a company that can adapt to constant and continual change.
The development of intranet and extranet is part of e-business.

 E-business is everything to do with back-end systems in an organization.
E-business involves business processes spanning the entire value chain: electronic purchasing

and supply chain management, processing orders electronically, handling customer service, and
cooperating with business partners. Special technical standards for e-business facilitate the exchange
of data between companies. E-business software solutions allow the integration of intra- and interfirm
business processes. E-business can be conducted using the Web, the Internet, intranets, extranets, or
some combinations of these.

In practice, e-commerce and e-business are often used interchangeably.

1.1.7 Convergence and M-Commerce

In its present state, M-commerce can be viewed as the extension of conventional, Internet-based
e-commerce which adds a different mode of network and accommodates different end users. The
phrase mobile commerce or M-Commerce means “The delivery of electronic commerce capabilities
directly into the consumer’s had, anywhere, via wireless technology”. In another sense, M-commerce
is simply defined as a way of exchanging products, ideas and services between mobile users and the
service providers.

M-commerce involves applications, wireless devices and middleware and wireless networks.
Many of the existing applications of e-commerce could be modified to run in wireless environment,
m-commerce involves many more new applications that become possible only due to wireless
infrastructure. M-commerce is creating many new service opportunities such as payments, banking
transactions, online gaming and paid mobile applications. M-commerce Mobile technologies have
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gained much attention with consumer-oriented products and applications. It is being used as a tool for
augmenting business strategies to support organizational processes with the integration of Internet-
based technologies. Roots of M-commerce could be traced to e-commerce.

Electronic commerce is the electronic exchange (delivery or transaction) of information, goods,
services, and payments over telecommunications networks. E-commerce activities include establishing
and maintaining online relationships between an organization and its suppliers, dealers, customers,
strategic partners, regulators, and other agents related to traditional delivery channels.

Some of the other activities include:
1. Product searches and comparisons by consumers;
2. Product information presentation and promotion by the supplier;
3. Post-purchase customer support;
4. Communication between seller and shippers or banks; and secured payment by consumer.

The above mentioned discussion implies that M-Commerce can be interpreted as a subset of e-
commerce by referring to those e-commerce activities which involve wireless technologies i.e. mobile
devices.

Mobile Devices are those devices that are used to connect the mobile services. Current wireless
devices include:

1. Wireless phones,
2. Wireless-enabled handheld computers,
3. Laptop computers,
4. Vehicle-mounted technologies, and
5. Personal message pager devices.

Mobile e-commerce can also be conducted using portable non-wireless mobile devices, such as:
1. Personal digital assistants (PDAs) and
2. Laptop computers.

1.2 E-MARKETING SEVEN STEP PLAN

A planned, organized Internet marketing campaign with rotation through a variety of targeted
sites, directories and venues is not hard to coordinate, does not need to cost a great deal of money and
can generate traffic and sales faster than search engine submissions alone. It takes a bit of research and
a solid knowledge of your target customer, but you can plan and implement a simple marketing
campaign in the space of a dedicated day.

A seven step marketing plan follows, created by practical experience with Internet marketing for
small business. By doing each of the actions, you'll end up with an effective internet marketing
campaign, creating a marketing plan that can be implemented immediately and begin reaping you
sales successes.
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2. E-Marketing strategic Planning

3. Objective (Choosing your Targets)

4. E-Marketing Strategies

5. Implementation Plan

6. Budget

7. Evaluation Plan

1. Situation Analysis (Defining your Consumer)

Fig. 1.3: 7 Step Marketing Planning

1.2.1 Step 1: Situation Analysis (Feasibility Study and Defining
Your Customer)
Defining your customer is as important as defining your products or naming your business. If

you have not yet done a marketing plan within your business plan, then you need to do this exercise.
Action: Answer these questions as honestly as you can. In other words, don't project your

expectations or hopes on them. What is your perfect, solid customer really like?
1. Is my perfect customer male or female?
2. Does my perfect customer work out of the home or in the home?
3. What is the job profile of my perfect customer – an executive, manager, worker,

entrepreneur, stay-at-home parent, etc.?
4. What is the net household income of my perfect customer?
5. What level of education does my perfect customer have?
6. Does my perfect customer have room in her spending budget for my product/service on a

one-time, occasional or constant basis?
7. How do my perfect customers use my product/service – do they buy it for themselves or as

a gift?
8. Does my perfect customer spend a lot, some or minimal time on the Internet?

Once you have this written out, you should have a good picture of where to start looking to place
your message and how to write your message copy.

1.2.2 Step 2: E-Marketing Strategic Planning

Choose the Right Leadership: Transitioning to an e-business model requires more than just
information technology (IT) expertise – it also requires general management and leadership expertise.
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Make sure that you choose a solid manager within your company to lead the team that will help move
your business into the Web.

Need Analysis: Enlisted below are the sets of activities and tasks which are critical in this
particular phase:

1. Evaluate marketing department and business models.
2. Form project team.
3. Determine automation needs.
4. Develop system specifications.
5. Analyze current and future reporting needs.
6. Develop REP.
7. Identify and evaluate vendor packages.
8. Select vendor.
9. Develop proposal for management decision-makers.

10. Establish formal guidelines and procedures to resolve inefficiencies.

1.2.3 Step 3: Objectives (Choosing Your Targets)

Now, where are you going to post your ads? A coordinated effort across several sites and venues
commonly frequented by your customers is the most effective marketing campaign. Pay-Per-Click
(PPC) advertising is another consideration for your Internet marketing campaign but can be daunting
for someone new to this form. If you're new to PPC, stick to places that allow you to set limits on daily
expenditures. Google is a good example. This will also help you to experiment and determine the most
effective keywords by paying close attention to the statistics of the PPC campaign.

Fig. 1.4

Close monitoring of your conversion rates will quickly tell you what is working and what is not.
Don't hesitate to change, tweak or modify your ads if needed. This is a process in constant motion
until you find the best fit. Remember too, an ad may work superbly in one place but not in another.

Action: Create a spreadsheet or document that you will enter in all the sites and venues that are a
consideration in your Internet marketing campaign.
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1.2.4 Step 4: E-Marketing Strategies

Prepare Employees and Customers: Once you have some leadership in place (one to three
managers), share the plans to transition to e-business with the rest of your staff and—of course––your
customers. Hold an information meeting for staff so that everyone feels involved and prepared for the
changes that are about to take place, and arrange for training so that your staff will be able to stay
productive and knowledgeable working in the Web branch of your business. Additionally, send an
informational mailing about the transition to your customers, and encourage them to check out your
new website when it is up and running.

Meet With Graphic Designers: Choose a graphic designer or design team to come on board and
help your company arrive at a polished finished Web product that is representative of your company's
brand. Transitioning to an e-business model means that not only will much of your business
transactions and work be done through the Web, but that the look of your Web site will be crucial to
your success, as well. Once you have decided on a general look and design for the Web site, the
graphic designers can begin to implement that design with the various pages and features you decide
to include on the site.

Bring in the IT Experts: With an e-business model, you are now going to need a generous
amount of IT support. In order to support the transition period and bring your business to the Web,
you will obviously need IT experts to help; however, you will also want to think about permanently
hiring an IT team to support your Web business once the transition is over and you have moved on to
day-to-day business.

Determine What Your E-Business Will Look Like: With your leadership team and IT
consultants, you need to figure out what exactly your online business is going to entail. Will you offer
the same products and/or services you offered before? Or, will your business offerings change? Do
they have to change? With the input of your managers and IT consultants, draw up a business plan of
what you are going to be able to offer through your e-business and how your website will have to be
structured to support these offerings.

1.2.5 Step 5: Implementation Plan
Creating Your Ad Content

Internet marketing works best when you focus only on one or two things. You may have a variety
of products but pick one or two items that are good sellers and have a solid appeal to your target
market for your marketing campaign.

Next ask yourself, "What am I selling?" It's rarely the product or service. You are selling a
benefit, something that registers at the emotional level. If you are selling fishing rods, for example,
you're selling the excitement of successfully landing that monster in the lake. If you are selling
cosmetics, you're selling beauty.

The most successful ads use words that relate to the customer. Use “You” and “Yours” and never
put the focus on “Me, Mine, Our, My or We”. Create several emotional words associated with the
product – fun, comforting, relaxing, stimulating and addictive – and use at least one of them in the ad.
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Action: Create a text ad for each item in your Internet marketing campaign, making sure to hit at
least one to three prime keywords in the text. Text ads typically run 60 characters wide by 3, 5, 7 or 10
lines long.

Once you have your text ads, go through your banner inventory. Do you need to update them
with a holiday-specific message? Does every image have an appropriate ALT tag? Is the graphic
properly optimized for size (under 20-50kb) and resolution (72 dpi)?

Go Live: Once you have your e-business plan in place, your experts ready and your website set
up and approved by your leadership team, it is time to take your new and improved e-business live.
Send an e-mail to your customers to notify them that your website is ready for their business. As with
any new site, there will inevitably be technological glitches, so make sure you always have IT staff on
hand during business hours to answer customer questions and to troubleshoot problems.

1.2.6 Step 6: Budget

While some people think this should be the first step, realistically you can better create the
budget for your marketing plan when you have a good idea of the costs involved. That can only be
done once you've figured out your targets. You probably already have a figure in mind of how much
you can really spend, so go back to your marketing campaign sheet and total up the costs of all the ad
spots you'd like to do. Chances are that total will exceed your overall spending limit.

Action: Now go through that list and prioritize the ads in terms of where you think you'll get the
most exposure and results that fit within your budget. Move the others into a holding list. Remember,
as the ads start to pull in results you can always go back and expand your marketing campaign from
that holding list.

If you are engaged in pay-per-click advertising, check in daily for the first week or so and
monitor your results to ensure you are paying for results.

1.2.7 Step 7: Evaluation Plan Tracking and Monitoring your Successes

Tracking and reacting to your campaign's successes are critical in maintaining an effective
marketing campaign. From your website statistics to PPC statistics, there are many ways to determine
what is working and what isn't. By paying attention you'll learn volumes about your ads and how to
sharpen them for best results.

Action: On a daily basis for the first two weeks, review the results of your various ads. Write
them up in your tracking sheet and look for any trends or patterns. Which ones are performing, where
and why? If some aren't working, replace them with others that are or try another from your hold list.
Once you settle into a pattern of review and ad management, you'll know better how often you need to
monitor your marketing campaigns.

Monitor Your E-Business's Performance: Perhaps the most important stage of the transition
comes at the end, when you will need to monitor and evaluate how your e-business is doing. In order
to do this, IT should be able to provide your management team with site information and business
records to help you determine whether business is moving along as it should, or if there are minor
tweaks (or major changes) to be made. It is best to figure out any problems early in the game.
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1.2.8: E-Marketing Strategies

The importance of developing an effective e-marketing strategy is indicated by Michael Porter
(2001) who has said: ‘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.’

What is your Strategy?

News/Media

Blogs+Blogging

Forums

Online Video

Comment Marketing

Direct/Refering links

Social Bookmarking

INBOUND MARKETING
(AKA all the “free” traffic sources)

Word of mouth

Podcasting

Q/A sitesTypes-in Traffic

SEO E mail
Research white Papers

Informatics

Social Networks

Webinars

Document sharing

Fig. 1.5

An e-marketing strategy is needed to provide consistent direction for an organization’s e-
marketing activities that integrates with its other marketing activities and supports the overall
objectives of the business. For many companies, the first forays into e-marketing or Internet marketing
are not the result of a well-defined, integrated Internet strategy; rather, they are a response to
competitors’ activities or customers’ demand. After a site has been in existence for a year or so,
marketing staff and senior managers in a company will naturally question its effectiveness.

The e-marketing strategy process
Chaffey notes that e-business or e-marketing strategy process models tend to share the following

characteristics:
1. Continuous internal and external environment scanning or analysis is required.
2. Clear statement of vision and objectives is required.
3. Strategy development can be broken down into formulation and selection.
4. After strategy development, enactment of the strategy occurs as strategy implementation.
5. Control is required to detect problems and adjust the strategy accordingly.
6. They must be responsive to changes in the marketplace.
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Fig. 1.6 shows Four Stage Model for E-Marketing Strategy Development

Fig. 1.6: E-Marketing Strategy
We shall discuss a four-stage model for e-marketing strategy development. The four stages are:

1. Strategic Analysis: Continuous scanning of the micro- and macro-environment of an
organization is required. Special emphasis needs to be given to the changing needs of
customers, actions and business models of competitor and opportunities afforded by new
technologies. Techniques include resource analysis, demand analysis and competitor analysis,
applications portfolio analysis, SWOT analysis and competitive environment analysis.

2. Strategic Objectives: Organizations must have a clear vision on whether digital media will
complement or replace other media and their capacity for change. Clear objectives must be
defined and in particular goals for the online revenue contribution should be set.

3. Strategy Definition: We will discuss strategy definition by reviewing eight decisions.
These are as follows:
(i) Target Market Strategies.

(ii) Positioning and differentiation strategies.
(iii) Resourcing – Internet marketing priorities – significance to organization.
(iv) CRM focus and financial control.
(v) Market and product development strategies.

(vi) Business and revenue models including product development and pricing strategies.
(vii) Organizational restructuring required.

(viii) Channel structure modifications.
4. Strategy Implementation: Includes devising and executing the tactics needed to achieve

strategic objectives. This includes re-launching a web site, campaigns associated with
promoting the site and monitoring the effectiveness of the site.

1.3 BENEFITS OVER TRADITIONAL MARKETING

Marketing has pretty much been around forever in one form or the other. Since the day when
humans first started trading whatever it was that they first traded, marketing was there. Marketing was
the stories they used to convince other humans to trade. Humans have come a long way since then,
(Well, we like to think we have) and marketing has too.
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The methods of marketing have changed and improved, and we've become a lot more efficient at
telling our stories and getting our marketing messages out there. E-Marketing is the product of the
meeting between modern communication technologies and the age-old marketing principles that
humans have always applied.

The first main advantage of internet marketing is the fact that it is so much cheaper, so the budget
that you will need to start your marketing campaign is relatively smaller. Can you imagine just how
much it would cost to place a TV commercial? The time wherein they show it even dictates the cost
per placement. You can go for a radio commercial but the production process alone entails added cost.

Another great thing about internet marketing is that you can get the feedback of your target
market in a snap. They can comment and ask questions about your post real quick. That way, you can
communicate with your customers faster and the sooner that you convince them to purchase the
product or service that you are promoting, the better. What is amazing about internet marketing is that
it can be very interactive.

You can design your site and persuade your customers in a better way without much time and
investments on an Internet Marketing enabled campaign. With less cycle time you can meet more needs
of your customers when compared to conventional channel. One of the best aspects of an Internet
Marketing campaign is that it meets the eye of the target much faster and in a concentrated way.

You can manage your leads and convert them into opportunities in a faster manner too. It has
proven to provide a clear cut communication between the customer and the service provider. Internet
marketing leads to product innovation.

Vendors are informed about the preferences and likings of the end user and they manufacture or
present the services in a desired manner. Proliferation of your service portfolio is pretty easy and
simple online. Within no time you can create a campaign and send it across to major social networks
including LinkedIn, Twitter or Stumble Upon.

1.4 WEBSITES

A website is hosted on a computer system known as a web server, also called an HTTP server,
and these terms can also refer to the software that runs on these systems and that retrieves and delivers
the web pages in response to requests from the website users. Apache is the most commonly used web
server software and Microsoft's Internet Information Server (IIS) is also commonly used.

It could be the work of an individual, a business or other organization, and is typically dedicated
to some particular topic or purpose. Any website can contain a hyperlink to any other website, so the
distinction between individual sites, as perceived by the user, may sometimes be blurred. Websites are
written in, or dynamically converted to, HTML (Hyper Text Markup Language) and are accessed
using a software interface classified as a user agent. Web pages can be viewed or otherwise accessed
from a range of computer-based and Internet-enabled devices of various sizes, including desktop
computers, laptops, PDAs and cell phones.

1.4.1 People behind Websites

1.4.1.1 Owners
They are the main entity who is in need to put their business on internet and have global presence.

Their requirement depends upon business and products they have. Depending upon their requirement
static, dynamic, transaction website or portal is decided.
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1.4.1.2 Venture Capitalists
These are the people or organizations that do funding for the entire project and having stake in

profit sharing. A typical VC follows a maxim stating that most ventures will fail, a few might do okay,
and—hopefully—one will take off and become a large enterprise that will repay investors many times
the initial investment.

Record companies and movie studios follow the same principles, expecting that most of the
projects they green-light will have meager sales but that the one hit will more than repay the cost of a
bunch of flops.

1.4.1.3 Creative Directors
Creative director is a position often found within the graphic design, film, music, fashion,

advertising, media or entertainment industries, but may be useful in other creative organizations such
as web development and software development firms as well.

A creative director is a vital role in all of the arts and entertainment industries. In another sense,
they can be seen as another element in any product development process. The creative director may
also assume the roles of an art director, copywriter, or lead designer.

The responsibilities of a creative director include leading the communication design, interactive
design, and concept forward in any work assigned. For example, this responsibility is often seen in
industries related to advertisement. The creative director is known to guide a team of employees with
skills and experience related to graphic design, fine arts, motion graphics, and other creative industry
fields. Some example works can include visual layout, brainstorming, and copywriting.

Before one assumes the role of a creative director, one must have a preset of experience
beforehand. Like anyone else, these types of artists start up from the very beginning in fields that can
relate to motion graphics, advertisement in television, and/or book (or magazine) publishing.

Directors have overall control over all the activities and responsible for smooth operations.
There are two primary jobs involved in creating a website: the web designer and web developer,

who often work closely together on a website. The web designers are responsible for the visual aspect,
which includes the layout, colouring and typography of a web page. Web designers will also have a
working knowledge of using a variety of languages such as HTML, CSS, JavaScript, PHP and Flash to
create a site, although the extent of their knowledge will differ from one web designer to another.

1.4.1.4 Account and Project Manager
You are the front lines for client contact. Some clients are a dream to work with. Others can be a

nightmare. Your job is to keep them all happy, even in the face of delivering bad news. You have to
know how to steer projects while always keeping the client's needs in mind. You'll need to be strategic
about when you can handle issues cropping up, and when it's time to escalate before it's too late.

Project Manager (naturally): You will certainly spend plenty of time tracking budgets and
schedules, managing scope, creating project plans, scrubbing ticket queues, calling out risk, and
managing a development team to successful project completion. .You'll need to master the delicate
balance of too much process and not enough process. We're all about flexibility, so we're not an agile
shop or a waterfall shop either. We fall somewhere in-between, and we customize our process to fit
the needs of any given project.
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1.4.1.5 Programmers and Graphic Designers
Occasionally you'll find a client who has crystal clear vision for their project and a perfect list of

requirements and implementation suggestions. However, in the vast majority of cases, you're going to
be hand-holding the client through the discovery and design process to arrive at a business/technical
specification that developers can execute upon. Developers will generally have your back on the
technical side, but from a marketing standpoint, the more strategic and knowledgeable you are around
web architecture, user experience, design, content, SEO/search, social media, and analytics, the better.
The client knows what they want, but asking the right questions to get all the answers is crucial to the
planning process. And improper planning will always set you up for failure on the project management
side of things.

Depending on the scope of the project, web design may involve collaboration between software
engineers and graphic designers. The graphic design of a website may be as simple as a page layout
sketch or handling just the graphics in an HTML editor, while the advance coding is done separately
by programmers. In other cases, graphic designers may be challenged to become both graphic designer
and programmer in the process of web design in positions often known as web masters.

1.4.1.6 Copywriters and Marketers
Further jobs which may become involved in the creation of a website include:

1. Graphic designers to create visuals for the site such as logos, layouts and buttons.
2. Internet marketing specialists to help maintain web presence through strategic solutions on

targeting viewers to the site, by using marketing and promotional techniques on the internet.
3. SEO writers to research and recommend the correct words to be incorporated into a

particular website and make the website more accessible and found on numerous search
engines.

4. Internet copywriter to create the written content of the page to appeal to the targeted
viewers of the site.

1.4.2 Types of Websites

Organized by function, a website as shown in Fig. 1.7

Personal Commercial

Government Non-profit
orgnisation

Fig. 1.7
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1. Static Website
A static website is one that has web pages stored on the server in the format that is sent to a client

web browser. It is primarily coded in Hypertext Markup Language, HTML. Simple forms or
marketing examples of websites, such as classic website, a five-page website or a brochure website are
often static websites, because they present pre-defined, static information to the user. This may include
information about a company and its products and services via text, photos, animations, audio/video
and interactive menus and navigation. This type of website usually displays the same information to
all visitors.

In summary, visitors are not able to control what information they receive via a static website,
and must instead settle for whatever content the website owner has decided to offer at that time. They
are edited using four broad categories of software:

(a) Text editors, such as Notepad or TextEdit, where content and HTML markup are
manipulated directly within the editor programme.

(b) WYSIWYG offline editors, such as Microsoft FrontPage and Adobe Dreamweaver
(previously Macromedia Dreamweaver), with which the site is edited using a GUI interface
and the final HTML markup is generated automatically by the editor software.

(c) WYSIWYG online editors which create media rich online presentation like web pages,
widgets, intro, blogs, and other documents.

Dynamic website: A dynamic website is one that changes or customizes itself frequently and
automatically, based on certain criteria. Dynamic websites can have two types of dynamic activity:
Code and Content. Dynamic code is invisible or behind the scenes and dynamic content is visible or
fully displayed.

Server

Database(s)

Client/Browser

Fig. 1.8: Dynamic website

2. Dynamic Code
The first type is a web page with dynamic code. The code is constructed dynamically on the fly

using active programming language instead of plain, static HTML.
A website with dynamic code refers to its construction or how it is built, and more specifically

refers to the code used to create a single web page. A dynamic web page is generated on the fly by
piecing together certain blocks of code, procedures or routines. A dynamically-generated web page
would recall various bits of information from a database and put them together in a pre-defined format
to present the reader with a coherent page. It interacts with users in a variety of ways including by
reading cookies recognizing users' previous history, session variables, server side variables, etc., or by
using direct interaction (form elements, mouseover, etc.). A site can display the current state of a
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dialogue between users, monitor a changing situation, or provide information in some way
personalized to the requirements of the individual user.

Dynamic Content: The second type is a website with dynamic content displayed in plain view.
Variable content is displayed dynamically on the fly based on certain criteria, usually by retrieving
content stored in a database. A website with dynamic content refers to how its messages, text, images
and other information are displayed on the web page and more specifically how its content changes at
any given moment. The web page content varies based on certain criteria, either pre-defined rules or
variable user input. For example, a website with a database of news articles can use a pre-defined rule
which tells it to display all news articles for today's date. This type of dynamic website will
automatically show the most current news articles on any given date. Another example of dynamic
content is when a retail website with a database of media products allows a user to input a search
request for the keyword Beatles. In response, the content of the web page will spontaneously change
the way it looked before, and will then display a list of Beatles products like CDs, DVDs and books.

Purpose of Dynamic Websites: The main purpose of a dynamic website is automation. A
dynamic website can operate more effectively, be built more efficiently and is easier to maintain,
update and expand. It is much simpler to build a template and a database than to build hundreds or
thousands of individual, static HTML web pages.

3. Product or Service Based Sites
Some websites derive revenue by offering products or services for sale. In the case of e-

commerce websites, the products or services may be purchased at the website itself, by entering credit
card or other payment information into a payment form on the site.

Websites occasionally derive income from a combination of these two practices. For example, a
website such as an online auctions website may charge the users of its auction service to list an auction,
but also display third-party advertisements on the site, from which it derives further income.

Types of Websites: Various types of Websites are listed below:
1. Affiliate: A site, typically few in pages, whose purpose is to sell a third party's product. The

seller receives a commission for facilitating the sale.
2. Archive: Used to preserve valuable electronic content threatened with extinction. Two

examples are: Internet Archive, which since 1996 has preserved billions of old (and new)
web pages; and Google Groups, which in early 2005 was archiving over 845,000,000
messages posted to Usenet news/discussion groups.

3. Blogs: Sites generally used to post online diaries which may include discussion forums
(e.g., blogger, Xanga). Many bloggers use blogs like an editorial section of a newspaper to
express their ideas on anything ranging from politics to religion to video games to parenting,
along with anything in between. Some bloggers are professional bloggers and they are paid
to blog about a certain subject, and they are usually found on news sites.

4. Brand Building: A site with the purpose of creating an experience of a brand online. These
sites usually do not sell anything, but focus on building the brand. Brand building sites are
most common for low-value, high-volume Fast Moving Consumer Goods (FMCG).



Digital Marketing20

Fig. 1.9: Source: www.snapdeal.com

5. Celebrity Website: A website whose information revolves around a celebrity. These sites
can be official (endorsed by the celebrity) or fan made (run by his/her fan, fans, without
implicit endorsement).

Fig. 1.10: Source: www.amitabh-bachchan.co.in

6. Community Sites: A site where persons with similar interests communicate with each
other, usually by chat or message boards.

7. Content Sites: Sites whose business is the creation and distribution of original content.
8. Corporate Sites: Used to provide background information about a business, organization,

or service.
9. Dating Sites: These are site where users can find other single people looking for long range

relationships, dating, or just friends.
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10. E-commerce Sites: A site offering goods and services for online sale and enabling online
transactions for such sales.

11. Government Sites: A website made by the local, state, department or national government
of a country. Usually, these sites also operate websites that are intended to inform tourists
or support tourism.

12. Information Sites: Most websites could fit in this type of website to some extent. Many of
them are not necessarily for commercial purposes.

13. Media sharing Sites: A site that enables users to upload and view media such as pictures,
music, and videos.

14. Mirror Sites: A website that is the replication of another website. These types of websites
are used as a response to spikes in user visitors. Mirror sites are most commonly used to
provide multiple sources of the same information, and are of particular value as a way of
providing reliable access to large downloads.

15. News Sites: Similar to an information site, but dedicated to dispensing news, politics, and
commentary.

16. Personal Sites: Websites about an individual or a small group (such as a family) that
contains information or any content that the individual wishes to include. Many personal
homepages are rare, thanks to the modern era of social networking sites such as MySpace,
but some are still used for at home businesses. This website is different from a Celebrity
website, which can be very expensive and run by a publicist or agency.

17. Phishing Sites: A website created to fraudulently acquire sensitive information, such as
passwords and credit card details, by masquerading as a trustworthy person or business
(such as Social Security Administration, PayPal) in an electronic communication.

18. Torrent Sites: Websites that index torrent files. This type of website is different from a Bit
torrent client which is usually standalone software.

19. Political Sites: A site on which people may voice political views, show political humour,
campaigning for elections, or show information about a certain political party or ideology.

20. Sites: A site that shows sexually explicit content for enjoyment and relaxation. They can be
similar to a personal website when it's a website of a porn actor/actress or a media sharing
website where users can upload from their own sexually explicit material to movies made
by adult studios.

21. Review Sites: A site on which people can post reviews for products or services.
22. Search engine Sites: A website that indexes material on the internet or an intranet (and

lately on traditional media such as books and newspapers) and provides links to information
as a response to a query.

23. Social bookmarking Sites: A site where users share other content from the Internet and
rate and comment on the content.

24. Social networking Sites: A site where users could communicate with one another and
share media, such as pictures, videos, music, blogs, etc. with other users. These may
include games and web applications.

25. Web Portal Sites: A site that provides a starting point or a gateway to other resources on
the Internet or an intranet. Some websites may be included in one or more of these
categories. For example, a business website may promote the business's products, but may
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also host informative documents, such as white papers. There are also numerous sub-
categories to the ones listed above.

1.4.2.1 Web Portals
A web portal or links page is a web site that functions as a point of access to information on the

World Wide Web. A portal presents information from diverse sources in a unified way. Apart from the
standard search engine feature, web portals offer other services such as e-mail, news, stock prices,
information, databases and entertainment. Portals provide a way for enterprises to provide a consistent
look and feel with access control and procedures for multiple applications and databases, which
otherwise would have been different entities altogether. Examples of public web portals are AOL,
Excite, Google, MSN and Yahoo!

Types of Portals

1. Horizontal and Vertical Portals: Two broad categorizations of portals are horizontal
portals, which cover many areas, and vertical portals, which are focused on one functional
area. Another definition for a horizontal portal is that it is used as a platform to several
companies in the same economic sector or to the same type of manufacturers or distributors.
A vertical portal consequently is a specialized entry point to a specific market or industry
niche, subject area, or interest, also called vortal.

2. Personal Portals: A personal portal is a site on the World Wide Web that typically
provides personalized capabilities to its visitors, providing a pathway to other content. It is
designed to use distributed applications, different numbers and types of middleware and
hardware to provide services from a number of different sources. In addition, business
portals are designed to share collaboration in workplaces. Personal portals can be related to
any specific topic such as providing friend information on a social network or providing
links to outside content that may help others beyond your reach of services. Portals are not
limited to simply providing links. Information or content that you are putting on the internet
creates a portal, or a path to new knowledge and/or capabilities.

3. News Portals: The traditional media rooms all around the world are fast adapting to the
new age technologies. This marks the beginning of news Portals by media houses across the
globe. These new media channels give them the opportunity to reach the viewers in a
shorter span of time than their print media counterparts.

4. Government web Portals: At the end of the dot-com boom in the 1990s, many
governments had already committed to creating portal sites for their citizens. These
included primary Portals to the Governments as well as Portals developed for specific
audiences. Examples of Government web Portals include:
(i) Australia.gov.au for Australia.

(ii) USA.gov for the United States (in English) & GobiernoUSA.gov (in Spanish).
(iii) India.gov.in for India.

5. Corporate Web Portals: Corporate intranets became common during the 1990s. As
intranets grew in size and complexity, webmasters were faced with increasing content and
user management challenges. A consolidated view of company information was judged
insufficient; users wanted personalization and customization. Webmasters, if skilled enough,
were able to offer some capabilities, but for the most part ended up driving users away from
using the intranet.
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6. Stock Portals: Also known as stock-share Portals, stock market Portals or stock exchange
Portals are Web-based applications that facilitate the process of informing the shareholders
with substantial online data such as the latest price, ask/bids, the latest News, reports and
announcements. Some stock Portals use online gateways through a central depository
system (CDS) for the visitors to buy or sell their shares or manage their portfolio.

7. Search Portals: Search Portals aggregate results from several search engines into one page.
Tender Portals: Tender Portals stand for a gateway to search/modify/submit/archive data
on tenders and professional processing of continuous online tenders. With a tender portal
the complete tendering process—submitting of proposals, assessment, administration—is
done on the web. Electronic or online tendering is just carrying out the same traditional
tendering process in an electronic form, using the Internet. Using online tendering, bidders
can do any of the following:
(i) Receive notification of the tenders.

(ii) Receive tender documents online.
(iii) Fill out the forms online.
(iv) Submit proposals and documents.

8. Domain-specific Portals: A number of Portals have come about that are specific to the
particular domain, offering access to related companies and services, a prime example of
this trend would be the growth in property Portals that give access to services such as estate
agents, removal firm, and solicitors that offer conveyancing.

1.4.2.2 B2B, B2C, C2C, and B2E
Depending on the parties involved in the transaction, e-commerce can be classified into 4 models.

These are:
1. Business-to-Business (B2B) model
2. Business-to-Consumer (B2C) model
3. Consumer-to-Consumer (C2C) model
4. Consumer-to-Business (C2B) model

Let us look at each of them in detail.
1. Business-to-Business (B2B) Model
The B2B model involves electronic transactions for ordering, purchasing, as well as other

administrative tasks between houses. It includes trading goods, such as business subscriptions,
professional services, manufacturing, and wholesale dealings. Sometimes in the B2B model, business
may exist between virtual companies, neither of which may have any physical existence.

In such cases, business is conducted only through the Internet.
Let us look at the same example of www.amazon.com. As you know, www.amazon.com is an

Online bookstore that sells books from various publishers including Wrox, O’Reilly, Premier Press,
and so on. In this case, the publishers have the option of either developing their own site or displaying
their books on the Amazon site (www.amazon.com), or both. The publishers mainly choose to display
their books on www.amazon.com at it gives them a larger audience. Now, to do this, the publishers
need to transact with Amazon, involving business houses on both the ends, is the B2B model.
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Consider a hypothetical example. ABC Company sells automobile parts and XYZ Company
assembles these parts and then sells the automobile to customers. XYZ Company comes across the
Web site of ABC and finds it suitable. XYZ therefore, requests for more information about ABC and
finally, decides to purchase automobile parts from ABC. To do this, XYZ places an order on the Web
site of ABC. After ABC receives the order details, it validates the information.

As soon as the order is confirmed, the payment procedures are settled. Finally, ABC sends an
acknowledgement of payment to XYZ and delivers the goods as per the shipment details decided
between the two organizations.

The advantages of the B2B model are:
(i) It can efficiently maintain the movement of the supply chain and the manufacturing and

procuring processes.
(ii) It can automate corporate processes to deliver the right products and services quickly and

cost-effectively.
(iii) The B2B model is predicted to become the largest value sector of the industry within a few

years. This is said to be the fastest growing sector of e-commerce.
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Fig. 1.11: B2B Business Model

2. Business-to-Consumer (B2C) Model
The B2C model involves transactions between business organizations and consumers. It applies

to any business organization that sells its products or services to consumers over the Internet.
These sites display product information in an online catalogue and store it in a database. The B2C

model also includes services like online banking, travel services, and health information.
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Fig. 1.12: B2C Business Model
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Consider a hypothetical example in which a transaction is conducted between business
organization and a consumer. A business house, LMN Department Store, displays and sells a range of
products on their Web site, www.lmn.com. The detailed information of all their products is contained
in the huge catalogues maintained by LMN Department Stores. Now, a consumer, Mr. Deshpande,
wants to buy a gift for his wife. He therefore, logs on to the site of LMN Department Stores and
selects a gift from the catalogue. He also gets the detailed information about the gift such as the price,
availability, discounts, and so on from their catalogue.

Finally, when he decides to buy the gift, he places an order for the gift on their Web site. To
place an order, he needs to specify his personal and credit card information on www.lmn.com. This
information is then validated by LMN Department Store and stored in their database. On verification
of the information the order is processed. Therefore, as you can see, the B2C model involves
transactions between a consumer and one or more business organizations.

The example of the www.amazon.com site also involves the B2C model in which the consumer
searches for a book on their site and places an order, if required. This implies that a complete business
solution might be an integration solution of more than one business model.

For example, www.amazon.com includes the B2B model in which the publishers transact with
Amazon and the B2C model in which an individual consumer transacts with the business organization.

The B2C model of e-commerce is more prone to security threats because individual consumers
provide their credit card and personal information to the site of a business organization.

In addition, the consumer might doubt that his information is secured and used effectively by the
business organization. This is the main reason why the B2C model is not very widely accepted.
Therefore, it becomes very essential for the business organizations to provide robust security
mechanisms that can guarantee a consumer for securing his information.

3. Consumer-to-Consumer (C2C) Model
The C2C model involves transaction between consumers. Here, a consumer sells directly to

another consumer. eBay and www.bazee.com are common examples of online auction Web sites that
provides a consumer to advertise and sell their products online to another consumer.

However, it is essential that both the seller and the buyer must register with the auction site.
While the seller needs to pay a fixed fee to the online auction house to sell their products, the buyer
can bid without paying any fee. The site brings the buyer and seller together to conduct deals.

Fig. 1.13: C2C Business Model
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Let us now look at the previous figure with respect to eBay. When a customer plans to sell his
products to other customers on the Web site of eBay, he first needs to interact with an eBay site, which
in this case acts as a facilitator of the overall transaction. Then, the seller can host his product on
www.ebay.com, which in turn charges him for this. Any buyer can now browse the site of eBay to
search for the product he is interested in.

If the buyer comes across such a product, he places an order for the same on the Web site of eBay.
eBay now purchases the product from the seller and then, sells it to the buyer. In this way, though the
transaction is between two customers, an organization acts as an interface between the two
organizations.

4. Consumer-to-Business (C2B) Model
The C2B model involves a transaction that is conducted between a consumer and a business

organization. It is similar to the B2C model, however, the difference is that in this case the consumer
is the seller and the business organization is the buyer. In this kind of a transaction, the consumers
decide the price of a particular product rather than the supplier.

This category includes individuals who sell products and services to organizations. For example,
www.monster.com is a Web site on which a consumer can post his bio-data for the services he can
offer. Any business organization that is interested in deploying the services of the consumer can
contact him and then employ him, if suitable.

Fig. 1.14: C2B Consumer to Business Model
Let us look at another example of the C2B model.
Deshpande needs to buy an airline ticket for his journey from Mumbai to New Jersey. Deshpande

needs to travel immediately. Therefore, he searches a Web site for a ticket. The Web site offers
bidding facility to people who want to buy tickets immediately. On the Web site, Deshpande quotes
the highest price and gets the ticket.

In addition to the models discussed so far, five new models are being worked on that involves
transactions between the government and other entities, such as consumer, business organizations, and
other governments.

All these transactions that involve government as one entity are called e-governance. The various
models in the e-governance scenario are:
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1. Government-to-Government (G2G) model: This model involves transactions between 2
governments. For example, if the American government wants to by oil from the Arabian
government, the transactions involved are categorized in the G2G model.

2. Government-to-Consumer (G2C) model: In this model, the government transacts with an
individual consumer. For example, a government can enforce laws pertaining to tax
payments on individual consumers over the Internet by using the G2C model.

3. Consumer-to-Government (C2G) model: In this model, an individual consumer interacts
with the government. For example, a consumer can pay his income tax or house tax online.
The transactions involved in this case are C2G transactions.

4. Government-to-Business (G2B) model: This model involves transactions between a
government and business organizations. For example, the government plans to build a fly
over. For this, the government requests for tenders from various contractors. Government
can do this over the Internet by using the G2B model.

5. Business-to-Government (B2G) model: In this model, the business houses transact with
the government over the Internet. For example, similar to an individual consumer, business
houses can also pay their taxes on the Internet.

1.4.2.3 Social Networking, Informational, Entertainment
Social networking sites are often thought of as places to catch up on the personal information and

current activities of social ties. In addition to social and playful uses, however, many users are
harnessing their social networks as sources of information and productivity, for example, by using
business-oriented networking tools like LinkedIn or Beehive. In this paper, we examine how people
fulfil information needs using general-purpose social tools by using status messages to ask questions
rather than to simply describe their current status.

Social networking services provide a source of information that is complementary to that
provided by search engines; the former provides information that is highly tailored to an individual
and comes from a highly trusted source, while the latter provides objective data from a variety of
sources on a variety of topics. Understanding for what question types and topics people turn to a social
network, rather than a search engine, and their motivations for doing so, can help in designing next-
generation search tools that integrate both search engine and social functionality. Researchers have
explored many aspects of how social networking services are used. For example, Gilbert and
Karahalios studied what properties of connections between Facebook users were useful in predicting
weak or strong offline social ties. Lampe et al. explored how university students’ perceptions and use
of Facebook changed over time. They found students used Facebook “to get useful information,” but
did not explore whether this “useful information” consisted primarily of social awareness information
or if it also included content gleaned from practices such as question-asking. Johnson identified seven
primary uses of Facebook via a survey of 241 users. Question-asking was not specifically asked about,
but the behavior may be part of the identified use of status updating. Honeycutt and Herring studied
36,000 public messages shared via Twitter, doing an in-depth analysis of 200 tweets containing the
“@” symbol. They found that three of the 200 were meant to “solicit information” from others.
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1.5 SUMMARY

 A wide range of industries are leveraging the power of the Internet and World Wide Web to
globalize their brick and mortar businesses. Every industry, be it Information Technology,
Finance, Infrastructure or even Transportation, is affected by the Internet. The Internet can
be used to support the full range of organizational functions and processes that deliver
products and services to customers and other key stakeholders.

 The World Wide Web Marketing concept is gaining some rapid popularity, due to the low
cost and the global nature of the Internet. Types of World Wide Web include Search Engine
Marketing, E-mail marketing, Blog Marketing, Viral Marketing, etc. World Wide Web
marketing strategies include aspects of online advertising services, products, and the
websites that include email marketing, market research and the direct income strategies.

 Companies have created innovative advertising programmes, sometimes referred to as viral
marketing. Viral marketing seeks to create a buzz about a product through word of mouth.

 Never underestimate the marketing power of word of mouth. Traditionally, it was said to be
even more effective than actually launching an advertisement. That is because people
would rather hear a recommendation from a friend or someone who has used the product
rather than an advertiser.




