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  Preface 

  Digital media and technology, an opportunity and a threat 

 Digital marketing has transformed how businesses and other organisations communicate 
with their audiences. Consumers now have access to a much wider choice of entertainment, 
products, services and prices from different suppliers and a more convenient way to select and 
purchase items. Organisations have the opportunity to expand into new markets, offer new 
services, interact with audiences in new ways and compete on a more equal footing with larger 
businesses. Marketers working within these organisations have the opportunity to develop 
new skills and to integrate these new tools to improve the competitiveness of the company. 

 In  Chapter   1    we introduce the 7Ds of digital marketing to highlight the many factors that 
contribute to effective digital marketing. The 7Ds are digital goals and strategy, digital audi-
ences, digital devices, digital platforms, digital media, digital data and digital technology. 
These can be used, alongside traditional marketing techniques, to get closer to audiences than 
ever before. Throughout the text we emphasise the importance of integrating the 7Ds, such 
that digital marketing is not treated in isolation but aligned with marketing and business strat-
egy, while offering opportunities to impact strategy through new revenue and business models. 

 At the same time, the internet and related digital technology platforms give rise to many 
threats to organisations. For example, online companies such as ASOS and Zalando (cloth-
ing); Amazon (retail); Spotify (music) and  Booking.com  and Expedia (travel) have captured 
a significant part of their market and struck fear into the existing players. Many consumers 
now regularly use social networks such as Facebook, Instagram, LinkedIn, Snapchat, TikTok 
and Twitter as part of their daily lives, with the majority of access via smartphones. Engag-
ing these consumers is an ongoing challenge but, as we will see, companies such as those 
above have taken advantage of these opportunities to interact with customers and evaluate 
these interactions, and this has helped them develop as worldwide brands. 

 Throughout this text we highlight the potential of digital data, analytics and insight to 
learn more about customers and their interactions, and customise marketing propositions 
and communications to increase relevance and response. We show that a data-driven or 
insight-driven marketing approach offers many advantages, but that organisations must 
carefully consider the implications for customer data privacy and security.  

  Management of digital marketing 

 With the success stories of companies capturing market share following the rapidly increas-
ing adoption of the internet by consumers and business buyers, it is a prerequisite that all 
organisations must have an effective online presence to prosper, or possibly even survive! 
What Michael Porter said in 2001 is still valid today: 

  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 are the marketing communications techniques that businesses need to master to make 
effective use of digital marketing? The proliferation of new media channels, digital tech-
nologies and interaction options has given a challenge of understanding, prioritising and 

Digital media and technology, an opportunity and a threat 

 Management of digital marketing 
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xiv Preface

managing many new digital communications techniques. To help summarise these at a top 
level of the customer lifecycle or classic marketing funnel, Chaffey (2021) defined the RACE 
planning framework shown in Table P.1. RACE planning defines a structure of 5 : 5 = 25 key  
digital marketing techniques that need to be harnessed in most organisations to fully exploit 
digital marketing to reach, interact with, convert and engage online audiences across the 
customer lifecycle, from generating awareness, conversion to sale (online and offline) and 
retention and growth of customers. RACE also emphasises the need to plan to create a 
coordinated, integrated approach to digital marketing, which is integrated with other com-
munications activities. Many of the activities across RACE are introduced in Chapter 1 
as ‘always-on’ lifecycle communications, meaning businesses need to ensure that they can 
optimise their capabilities to achieve the RACE goals shown in the second row of Table P.1. 
For larger organisations, Table P.1 provides a summary of activities that need to be managed 
as part of digital transformation programmes, which review the innovation across people, 
process, tools and measures needed to increase competitiveness.

The table shows the range of different marketing activities or operating processes needed 
to support acquiring new customers through communicating with them on third-party web-
sites and social media, attracting them to a company website, mobile app or social network 
and converting interest into leads and sales, and then using online customer communica-
tions to encourage further purchases and advocacy. You can see that applying social media 
and content marketing is a part of RACE that can be deployed to support many activities, 
and therefore is one of the key management challenges in digital marketing, so we consider 
approaches to managing social media and content marketing throughout the text, with a 
focus in Chapters 6, 8 and 9. Applying digital platforms as part of multichannel marketing to 
integrate customer journeys between traditional and digital media is also a major challenge 
and a theme throughout this text. Management processes related to governance of digital 
marketing include planning how digital marketing can be best resourced to contribute to 
the organisation and integrated with other marketing activities. The increased adoption of 
digital marketing also implies a significant programme of change that needs to be managed. 
New objectives need to be set, new communications strategies developed and staff developed 
through new responsibilities and skills.

Table P.1 The RACE planning framework for managing key activities for integrated digital marketing across the 
customer lifecycle

Plan Reach Act Convert Engage

Create a digital  
marketing strategy or 
transformation plan

Increase awareness, 
drive website, mobile 
and social media visits

Generate  interactions 
and leads

Achieve sales online  
or offline

Encourage customer 
loyalty and advocacy

1.1 Situation review
(Chapters 2 and 3)

2.1 Media effectiveness 
review
(Chapters 8 and 10)

3.1 Customer journey 
effectiveness
(Chapter 7)

4.1 Retargeting
(Chapters 6 and 9)

5.1 Customer 
onboarding
(Chapters 6 and 7)

1.2 Set vision and 
objectives, evaluate
(Chapters 4 and 10)

2.2 Search marketing
(Chapter 9)

3.2 Data profiling
(Chapter 6)

4.2 Personalisation
(Chapter 7)

5.2 Customer 
experience
(Chapter 7)

1.3 Strategy
(Chapters 4–8)

2.3 Earned and  
owned media
(Chapters 6–9)

3.3 Content 
marketing
(Chapter 8)

4.3 Mobile  
experiences
(Chapter 7)

5.3 Customer 
service
(Chapter 7)

1.4 Segmentation
(Chapters 4 and 6)

2.4 Paid media
(Chapter 9)

3.4 Landing pages
(Chapter 7 and 8)

4.4 Multichannel selling
(Chapter 4)

5.4 Email marketing
(Chapters 6 and 9)

1.5 Value proposition 
and brand
(Chapters 4 and 5)

2.5 Acquisition plan
(Chapters 8 and 9)

3.5 Content strategy 
and campaign plan
(Chapter 8)

4.5 Conversion rate 
optimisation
(Chapters 7 and 10)

5.5 Social media 
marketing
(Chapters 6 and 9)

Source: Chaffey (2021)
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Preface    xv

  Digital marketing – new skills required? 

 The aim of this text is to provide you with a comprehensive guide to the concepts, techniques 
and best practice to support all the digital marketing processes shown in  Table   P.1   . This 
text (the structure of which is shown in  Figure   P.1   ) is based on emerging academic models 
together with best practice from leading adopters of digital media. The practical knowledge 

Digital marketing – new skills required? 

  Figure P.1         Structure of the text   

Part 1
FUNDAMENTALS

Part 2
STRATEGY

Part 3
IMPLEMENTATION
AND PRACTICE

Chapter 1 
Introducing

digital
marketing
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The digital macro-

environment

Chapter 2
Online market
place analysis:

micro-environment

Chapter 4
Digital

marketing
strategy

Chapter 6
Data-driven
relationship
marketing

Chapter 5
Digital branding

and the
marketing mix

Chapter 7
Delivering the

digital customer
experience

Chapter 10
Evaluation and
improvement of
digital channel
performance

Chapter 8
Campaign

planning for
digital media

Chapter 9
Marketing

communications
using digital

media channels
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developed through reviewing these concepts and best practice is intended to enable gradu-
ates entering employment and marketing professionals to exploit the opportunities of digital 
marketing while minimising the risks.  

 Specifically, this text addresses the following needs: 

   •   To know to what extent digital technology and media changes existing marketing models 
and how new models and strategies can be applied to exploit the medium effectively.  

  •   How to best integrate and align digital marketing with business and marketing strategies 
and communications, including dedicated digital transformation programmes and digital 
marketing strategies where necessary.  

  •   Marketing practitioners need practical digital marketing skills to market their products 
effectively. Knowledge of the jargon – terms such as ‘marketing automation’, ‘click-
through’, ‘cookie’, ‘uniques’ and ‘page impressions’ – and of effective methods of site 
design and promotion such as search engine marketing will be necessary, either for direct 
‘hands-on’ development of a site or to enable communication with other staff or agencies 
that are implementing and maintaining the site.         

 The text assumes some existing knowledge of marketing in the reader, perhaps developed 
through experience or by students studying introductory modules in marketing fundamen-
tals, marketing communications or buyer behaviour. However, basic concepts of marketing, 
communications theory, buyer behaviour and the marketing mix are outlined.  

  Summary of changes for the eighth edition 

 The acclaimed structure of previous editions has been retained since this provides a clear 
sequence to the stages of strategy development and implementation that are required to plan 
successfully for digital marketing in existing and startup companies. 

 The main changes made for the eighth edition, based on feedback from reviews and our 
close monitoring of the trends and latest developments, are: 

   •   Increased coverage and examples of data-driven marketing techniques including digital 
analytics, artificial intelligence and machine learning.  

  •   Updated examples of deploying organic and paid social media.  
  •   Simplified chapter introduction pages blending learning objectives and topics.  
  •   Increased diversity within case studies and mini case studies to feature more startup and 

not-for-profit businesses.   

 The main innovations included in the chapters are as follows. 

  Chapter 1 – Introducing digital marketing 

   •   The 5Ds of digital marketing extended to 7Ds to emphasise the importance of goal set-
ting, strategy and customer insight.  

  •   New and updated visuals to introduce and explain digital marketing concepts and 
options. Overall, this edition has over 50 new or updated figures and tables.    

  Chapter 2 – Online marketplace analysis: micro-environment 

   •    Table   2.1    updated to include the latest customer research tools and sources for students 
to use in their assignments.  

  •   New research on share of searches and examples of keywords.  
  •   New mini case study on how social media influencers can shape our opinions.  

Summary of changes for the eighth edition 
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• New activity on B2B social network LinkedIn.

• New digital marketing competitor benchmarking framework based on RACE.

Chapter 3 – The digital macro-environment

• Increased focus on marketing technology and AI and reduced introductory content on 
‘how the web works’.

• New mini case study covering Bitcoin and marketing applications of blockchain.

• New digital marketing insight covering digital minimalism and digital addiction.

• Updates to legislation related to digital marketing and coverage of the ‘cookieless future’.

Chapter 4 – Digital marketing strategy

• New digital marketing insights box exploring: ‘Is a digital marketing strategy needed in 
the post-digital world?’

• New section and figure on completing a digital marketing capability review.

Chapter 5 – Digital branding and the marketing mix

• New focus on digital branding.

• New research and examples on each part of the marketing mix added.

Chapter 6 – Data-driven relationship marketing using digital 
platforms

• New section on data-driven marketing covering Big Data, AI and machine learning, and 
analysis techniques including lead scoring and lead grading with a mini case study illus-
trating the concept. Chapter restructured to emphasise this, with social media marketing 
moved to the end and now including social media monitoring.

• New figures explaining how email marketing and social media can be used to support 
marketing activities across the customer lifecycle of Reach, Act, Convert and Engage.

• New case study showing how a startup business – B2B social media sharing service Buffer –  
has used data-driven marketing to grow the business.

Chapter 7 – Delivering the digital customer experience

• Options of cloud-based hosting and website hosting introduced. Google Core Web Vitals 
added.

• Usability and digital accessibility updated with new Voice of the Customer examples and 
McGovern’s ‘top tasks’ methodology.

• Updates of new IoT and AR applications including addition of classical literature on VR, 
AR and mixed reality.

Chapter 8 – Campaign planning for digital media

• New coverage and research covering balance between brand-building and brand-response 
campaigns and how digital media can facilitate this.

• Case study on Facebook replaced by not-for-profit Global Action Plan, which campaigns 
for environmental improvements.

• Updated figures recommending an integrated campaign timeline and best media types 
for different campaign budgets.
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Chapter 9 – Marketing communications using digital media 
channels

• Best practices recommendations updated, particularly for organic and paid search. New 
mini case added on advertising in TikTok.

• New case study on using analytics to review media effectiveness at Smart Insights.

Chapter 10 – Evaluation and improvement of digital channel 
performance

• More practical coverage of Google Analytics, including a student activity reviewing the 
main reports in the Google Analytics Demo Accounts for Universal Analytics and GA4.

• Short section and mini case study added on Voice of Customer research.

Table P.2 In-depth case studies in Digital Marketing, 8th edition

Chapter Case study Themes

 1  Introducing digital 
marketing

Boo hoo: learning from Boo.
com – the largest European 
dot.com failure and the success 
of Boohoo.com

Business and revenue model, 
proposition,  competition, objectives 
and strategies, risk management. 
Updated to contrast with Boo.com

 2  Online marketplace 
analysis: 
micro-environment

Creating the beauty that moves 
the world

Assessing a consumer market, 
business models, marketing 
communications

 3  The digital 
macro-environment

Social media and the changing 
face of celebrity influencers

Companion vision, branding, 
target market, communicating 
the proposition, challenges and 
reasons for failure

 4  Digital marketing 
strategy

ASOS shifts the focus of high-
street retailing to enhance the 
customer experience

Business models, proposition 
and online product range, target 
market strategy

 5  Digital branding and 
the  marketing mix

Spotify streaming develops new 
revenue models

Peer-to-peer services, revenue 
models, proposition design, 
strategy, competition, risk factors

 6  Data-driven 
relationship  marketing 
using digital platforms

Buffer: from idea to paying 
business customers in seven 
weeks

Testing concepts and innovating 
value propositions using  
data-driven marketing in a startup 
business

 7  Delivering the digital 
customer experience

Refining the online customer 
experience at i-to-i.com

Strategy, proposition, site design, 
on-site search capabilities

 8  Campaign planning for 
digital media

Global Action Plan – 
campaigning for a better world

Exploring the campaign planning 
process at charity GAP, with 
examples of different participation 
and social-media-led campaigns

 9  Marketing 
communications using 
digital media channels

Smart Insights: how content 
strategy fuels inbound 
marketing to grow an online 
B2B service

Digital media channel strategy 
and measurement using Google 
Analytics for a small business

10  Evaluation and 
improvement of digital 
channel performance

Learning from Amazon’s culture 
of metrics

Strategy, measurement, online 
marketing communications, 
personalisation approach
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  The structure and content of this text 

 The text is divided into three parts, each covering a different aspect of how organisations 
use the internet for marketing to help them achieve competitive advantage.  Table   P.3    shows 
how the text is related to established marketing topics.  

  Part 1 Digital marketing fundamentals (Chapters 1–3) 

 Part 1 relates the use of the internet to traditional marketing theories and concepts, and 
questions the validity of existing models given the differences between the internet and 
other media. 

   •    Chapter   1     Introducing digital marketing  considers using the internet as part of customer-
centric, multichannel marketing; it also reviews the relationship between internet market-
ing, digital marketing, e-commerce and digital business, and the benefits the internet can 
bring to adopters; and outlines differences from other media and briefly introduces the 
technology.  

  •    Chapter   2     Online marketplace analysis: micro-environment  reviews how digital media 
and technology changes the immediate environment of an organisation, including the 
marketplace and channel structure. It describes the type of situation analysis needed to 

The structure and content of this text 

  Table P.3  Coverage of marketing topics in different chapters 

 Topic  1  2  3  4  5  6  7  8  9  10 

 Advertising                ✓    ✓ 

 Branding        ✓  ✓  ✓        ✓ 

 Consumer behaviour  ✓  ✓          ✓  ✓  ✓  ✓ 

 Channel and market structure  ✓  ✓    ✓            ✓ 

 Communications mix        ✓        ✓  ✓   

 Communications theory  ✓              ✓  ✓   

 Customer service quality            ✓  ✓  ✓     

 Direct marketing            ✓    ✓  ✓   

 International marketing    ✓  ✓  ✓      ✓       

 Marketing mix    ✓    ✓  ✓      ✓     

 Marketing research  ✓  ✓  ✓              ✓ 

 Evaluation and measurement  ✓      ✓      ✓  ✓  ✓  ✓ 

 Pricing strategy    ✓    ✓  ✓           

 Promotion  ✓  ✓    ✓        ✓  ✓   

 Public relations                ✓  ✓   

 Relationship marketing            ✓  ✓       

 Segmentation    ✓    ✓  ✓  ✓    ✓    ✓ 

 Services marketing          ✓    ✓       

 Strategy and planning  ✓  ✓  ✓  ✓  ✓  ✓  ✓  ✓  ✓  ✓ 

 Technology background  ✓    ✓            ✓  ✓ 
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support digital strategy by examining how customers, competitors and intermediaries, 
and the interplay between them, can be evaluated.

• Chapter 3 The digital macro-environment reviews the impact of social, technological, 
economic, political, legal and environmental influences on digital strategy and its imple-
mentation. The emphasis is on privacy and data protection regulations and managing 
technology innovation.

Part 2 Digital marketing strategy development (Chapters 4–6)

Part 2 describes the emerging models for developing strategy and provides examples of the 
approaches companies have used to integrate the internet into their marketing strategy.

• Chapter 4 Digital marketing strategy considers how the digital strategy can be aligned 
with business and marketing strategies, and describes a generic strategic approach with 
phases of situation review, goal setting, strategy formulation and resource allocation and 
monitoring.

• Chapter 5 Digital branding and the marketing mix assesses how the different elements 
of  the marketing mix can be varied in the online environment as part of  strategy 
formulation.

• Chapter 6 Data-driven relationship marketing using digital platforms details strategies 
and tactics for using digital communications to build and sustain ‘one-to-one’ relation-
ships with customers.

Part 3 Digital marketing: implementation and practice  
(Chapters 7–10)

Part 3 of the text explains practical approaches to implementing a digital marketing strategy. 
Techniques for communicating with customers, building relationships and facilitating elec-
tronic commerce are all reviewed in some detail. Knowledge of these practical techniques is 
essential for undergraduates on work placements involving website, content or social media 
marketing activities, and for marketing managers who are dealing with suppliers such as 
design agencies.

• Chapter 7 Delivering the digital customer experience explains how an online presence 
is developed to support branding and customer service quality objectives. The stages 
of analysis of customer needs, design of the site structure and layout and creating the 
site are covered, together with key techniques such as user-centred design, usability 
and accessibility design. It also covers different service quality models used to assess 
experience.

• Chapter 8 Campaign planning for digital media describes the novel characteristics of 
digital media, and then considers different aspects of marketing communications that 
are important for developing a successful online campaign.

• Chapter 9 Marketing communications using digital media channels covers techniques 
such as banner advertising, affiliate networks, promotion in search engines, co-branding 
and sponsorship, email, online PR, viral and word-of-mouth marketing, with particular 
reference to social networks.

• Chapter 10 Evaluation and improvement of  digital channel performance reviews methods 
for assessing and improving the effectiveness of a website and digital communications 
using digital analytics, with a focus on Google Analytics. The chapter briefly covers pro-
cess and tools for updating content.
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  Who should use this text? 

  Students 

 This text has been created primarily as the main student text for undergraduate and post-
graduate students taking specialist marketing courses or modules that cover e-marketing, 
internet and digital marketing, electronic commerce and e-business. The text is relevant to 
students who are: 

   •    undergraduates on business programmes  that include modules on the use of the internet 
and e-commerce, including specialist degrees such as digital marketing, electronic com-
merce, marketing, tourism and accounting or general business degrees such as business 
studies, business administration and business management;  

  •    undergraduate project students  who select this topic for final-year projects or disserta-
tions – this text is an excellent supporting text for these students;  

  •    undergraduates completing a work placement  in a company using the internet to promote 
its products;  

  •    students at college aiming for vocational qualifications , such as an HNC or HND, in 
business management or computer studies;  

  •    postgraduate students  taking specialist master’s degrees in electronic commerce or inter-
net marketing, generic MBAs and courses leading to qualifications such as the Certificate 
in Management or Diploma in Digital Marketing or Management Studies that involve 
modules on electronic commerce and digital marketing.    

  Practitioners 

 Previous editions have been widely used by digital marketing practitioners including: 

   •    marketing managers or specialists such as e-commerce managers or digital marketing 
managers  responsible for defining digital marketing strategy and implementing and main-
taining the company website;  

  •    senior managers such as chief  marketing officers (CMOs) and directors  wishing to under-
stand the potential of digital marketing for a company and who need practical guidelines 
on how to exploit this potential;  

  •    technical project managers or webmasters  who may understand the technical details of 
building a site, but have a limited knowledge of marketing fundamentals and how to 
develop an internet marketing strategy.    

  What does the text offer to lecturers teaching these courses? 

 The text is intended to be a comprehensive guide to all aspects of using the internet and 
other digital media to support marketing. The text builds on existing marketing theories 
and concepts, and questions the validity of models in the light of the differences between 
the internet and other media. The text references the emerging body of literature specific 
to internet marketing. It can therefore be used across several modules. Lecturers will find 
the text has a good range of case studies, activities and exercises to support their teaching. 
Website links are given in the text and at the end of each chapter to provide important 
information sources for particular topics.   

Who should use this text? 
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  Student learning features 

 A range of features has been incorporated into this text to help the reader get the most out 
of it. Each feature has been designed to assist understanding, reinforce learning and help 
readers find information easily, particularly when completing assignments and preparing for 
exams. The features are described in the order in which you will find them in each chapter. 

  At the start of each chapter 

 The ‘Chapter at a glance’ page is a summary of the content for each chapter. It contains: 

   •    Learning objectives and topics : a list relating the learning objectives to the main 
sections in which they are covered in the chapter.  

  •    Case study : an organisation is featured in the main case at the end of each chapter.  
  •    Links to other chapters : a summary of where key concepts are also covered in other 

chapters.    

  In each chapter 

   •    Definitions : when significant terms are first introduced in the main text, there are suc-
cinct definitions of these terms in the margin for easy reference.  

  •    Web references : where appropriate, web addresses are given to enable readers to obtain 
further information. They are provided in the main text where they are directly relevant 
as well as at the end of the chapter.  

  •    Essential digital skills : practical ideas to boost employability by showcasing students’ 
interests and experiences.  

  •    Mini case studies : short features that give a more detailed example, or explanation, 
than is practical in the main text. They do not contain supplementary questions.  

  •    Digital marketing insights : short features and examples of using research to facilitate 
data-driven marketing.  

  •    Activities : exercises that give readers the opportunity to practise and apply the tech-
niques described in the main text.  

  •    Case studies : real-world examples of how companies are using the internet for market-
ing. Questions at the end of each case study are intended to highlight the main learning 
points from the example.  

  •    Chapter summaries : intended as revision aids to summarise the main learning points 
from the chapter.    

  At the end of each chapter 

   •    Self-assessment exercises : short questions that will test understanding of terms and 
concepts described in the chapter.  

  •    Exam and discussion questions:  these include questions that can be set for students 
or used for self-review by students. They include individual essays, topics for seminar 
discussion and short questions for exams to assess knowledge about a topic.  

  •    References:  these are references to books, articles or papers referred to within the 
chapter.    

Note: In addition to the end of chapter material in the text, website links are hosted at 
www.davechaffey.com/book-support, structured by chapter to enable students to click-
through to relevant sites. These are significant sites that provide further information on the 
concepts and topics of the chapter.

Student learning features 

At the end of each chapter 
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At the end of the text

• Glossary: comprehensive definitions of all key terms and phrases used within the main 
text.

• Index: all key words and abbreviations referred to in the main text.

Support material

Free supplementary materials are available at Dave Chaffey’s website at www.davechaffey.
com/book-support to support all users of the text. This regularly updated website contains 
advice, comment, support materials and hyperlinks to reference sites relevant to the text.  
A companion website for lecturers and students is available from the publisher at go.pearson. 
com/uk/he/resources. Lecturers can download an Instructor’s Manual and supporting 
 PowerPoint slides.
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digital marketing, Smart Insights blog post, 27 May, smartinsights.com/digital- marketing-
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Chapter 1 introduces the opportunities and challenges of digital 
marketing and explains the different types of digital marketing 

platforms and media channels available to engage audiences online.  
It also introduces a planning framework that can be used to structure  

digital marketing strategies and campaigns. Chapters 2 and 3  
provide a foundation for developing an integrated digital 

marketing strategy by reviewing how the online 
marketplace of an organisation can be assessed as 

part of situation analysis.

Part 1
Digital marketing 

fundamentals
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 1 Introducing digital marketing 4
• Introduction: how has digital marketing transformed marketing?
• Digital marketing goals and strategy
• Introduction to digital marketing strategy
• Business and revenue models
• Digital marketing audiences and buyer behaviour
• Digital devices and digital platforms
• Digital media
• Digital data
• Digital marketing technology

 2 Online marketplace analysis: micro-environment 45
• Introduction to online marketplace analysis
• Situation analysis for digital marketing
• The digital marketing environment
• Customers: understanding how they interact with digital markets
• Customer choice and digital influence
• Customer characteristics
• Competitor analysis
• Suppliers, publishers, intermediaries and influencers
• New channel structures
• Digital business models
• Digital revenue models

 3 The digital macro-environment 92
• Introduction to macro-environment forces
• Technological forces
• Legal forces
• Social forces
• Economic forces
• Political forces
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Learning objectives and topics
After reading this chapter, you should be able to:

• Explain how the business opportunities and challenges of digital marketing can 
be managed using a strategic approach

– Introduction: how has digital marketing transformed marketing?

– Digital marketing goals and strategy

– Business and revenue models

– Challenges in developing and managing digital marketing strategy

• Review the options to achieve communications goals using different types of 
digital media and platforms

– Digital marketing audiences and buyer behaviour

– Digital devices and digital platforms

– Digital media

• Review how different types of marketing data and technology can be used to 
improve audience experiences and support business goals

–  Digital data

– Digital marketing technology

Case study
Case study 1: Boo hoo: learning from Boo.com – the largest European dot.com 

failure and the success of Boohoo.com

Introducing digital marketing1

Links to other chapters

This chapter provides an introduction to digital marketing, and the concepts 
 introduced are covered in more detail later in the text, as follows:

• Chapters 2 and 3 explain marketplace analysis for digital marketing planning and 
managing consumer concerns such as privacy.

• Chapters 4, 5 and 6 in Part 2 describe how digital marketing strategy can be 
developed.

• Chapters 7, 8 and 10 in Part 3 describe strategy implementation.
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     Introduction: how has digital marketing transformed marketing? 

 For businesses to compete effectively today, it’s essential that they use digital marketing to 
support their business and marketing strategies. Each one of us now spends several hours 
each day using digital media, whether we’re looking for entertainment, social interaction or 
seeking new products. Brands that don’t have the right digital elements in place within their 
marketing communications programmes miss out on opportunities to influence consumers 
at key online touchpoints. 

 Digital marketing offers marketers many innovative communications techniques to reach 
and engage consumers and businesses online to support their goals. Compared to traditional 
media such as TV, print or cinema, these techniques may have many potential benefits. They 
offer interaction, personalisation to target audience interests and in some cases, such as in 
search engine or social media marketing, there may be organic options that don’t incur a 
direct media cost. Yet some traditional media remain effective, and consideration of how 
to integrate these is needed. 

 For the authors of this text, digital marketing is an exciting area to be involved with, since 
it poses many new opportunities and challenges yearly, monthly and even daily. Innovation 
is a given, with the continuous introduction of new technologies, new business models and 
new communications approaches. 

 Yet, given the number of digital marketing techniques and platforms, there are many 
challenges in selecting the best media to gain cut-through to reach the right audience, at the 
right time, in the right place given the proliferation of digital media. The options available 
change rapidly as innovations occur across the digital platforms. 

 In this text, we explain a strategic approach for businesses to take advantage of the 
opportunities of using digital communications and digital transformation. It’s based on a 
systematic process to define the opportunity ( Part   1   ), develop strategies ( Part   2   ) and imple-
ment digital techniques and best practices ( Part   3   ). 

  How will this text help me? 

 To succeed in the future, organisations will need marketers, strategists and agencies with 
up-to-date knowledge of how to integrate digital marketing techniques into their marketing 
communications and develop new strategies to compete. 

 The aim of  Digital Marketing  is to support students and professionals in gaining and 
developing this knowledge. In this text, we will show how traditional marketing models and 
concepts can be applied to help develop digital marketing strategies and plans, and where 
new models are appropriate. We will also give many practical examples and best practices 
for applying digital marketing to effectively market an organisation’s products and services 
using the internet and other digital media.  

  What is digital marketing? 

  Digital marketing  can be simply defined as: 

  Achieving marketing objectives through applying digital media, data and technology.  

 This succinct definition helps remind us that it is the results delivered by technology that 
should determine investment in digital marketing, not the adoption of the technology! We 
also need to remember that despite the popularity of digital devices for product selection, 
entertainment and work, we still spend a lot of time in the real world, so integration with 
traditional media remains important in many sectors.   

 In practice, digital marketing focuses on managing different forms of  online company 
presence , such as company websites, mobile apps and social media company pages, 

Introduction: how has digital marketing transformed marketing? 

   Digital marketing 
  The application of 
digital media, data and 
technology integrated 
with traditional marketing 
communications to 
achieve marketing 
objectives.    

   Online company 
presence 
  Different forms of online 
media controlled by a 
company including its 
website, blogs, email 
list and social media 
presences. Also known as 
‘owned media’.    
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6 Part 1 Digital marketing fundamentals

integrated with online communications techniques introduced later in this chapter, includ-
ing search engine marketing, content marketing, social media marketing, online advertising, 
email marketing and partnership arrangements with other websites.

These techniques are used to support the objectives of acquiring new customers and 
providing services to existing customers that help develop the customer relationship through 
customer relationship management (CRM). However, for digital marketing to be success-
ful there is still a need for integration of these techniques with traditional media such as 
print, TV, direct mail and human sales and support as part of multichannel marketing 
communications.

To use digital marketing effectively, many established businesses have adopted digital 
transformation programmes. Analyst Brian Solis (2017) of Altimeter defines digital trans-
formation as:

The evolving pursuit of innovative and agile business and operational models – fuelled by 
evolving technologies, processes, analytics, and talent – to create new value and experi-
ences for customers, employees, and stakeholders.

The role of digital platforms in supporting integrated multichannel (omnichannel) 
marketing is a recurring theme in this text, and in Chapter 2 we explore its role in supporting 
different customer journeys on the ‘path to purchase’ through alternative communications 
and distribution channels. Online channels can also be managed to support the whole 
buying process from pre-sale to sale to post-sale and further development of customer 
relationships.

We will see at the end of this chapter that content marketing has become a core integrated 
modern marketing approach that involves communications across paid, owned and earned 
media.

Paid, owned and earned media

To develop a sound digital strategy today involves understanding a more complex, more 
competitive buying environment than ever before, with customer journeys including touch-
points in many different forms of online presence. To help develop a strategy to reach and 
influence potential customers online, it’s commonplace to refer to three main types of media 
that marketers need to consider today (Figure 1.1):

1 Paid media. These are bought media where there is investment to pay for visitors, reach 
or conversions through search, display ad networks or affiliate marketing. Offline, tra-
ditional media such as print and TV advertising and direct mail remain important for 
some brands such as consumer goods brands.

2 Owned media. This is media owned by the brand. Online this includes a company’s own 
websites, blogs, email list, mobile apps or its social presence on Facebook, Instagram, 
LinkedIn or Twitter. Offline owned media may include brochures or retail stores. It’s use-
ful to think of a company’s own presence as media in the sense that it is an alternative 
investment to other media and it offers opportunities to promote products using similar 
ad or editorial formats to other media. It emphasises the need for all organisations to 
become multichannel publishers.

3 Earned media. Traditionally, earned media has been the name given to publicity gener-
ated through PR invested in targeting influencers to increase awareness about a brand. 
Now, earned media also includes word of mouth that can be stimulated through viral and 
social media marketing, and conversations in social networks, blogs and other communi-
ties. It’s useful to think of earned media as the sharing of engaging content developed 
through different types of partners such as publishers, bloggers and other influencers, 
including customer advocates. Another way of thinking about earned media is as differ-
ent forms of conversations between consumers and businesses occurring both online and 
offline.

Customer relationship 
management (CRM)
Using digital 
communications 
technologies to maximise 
sales to existing 
customers and encourage 
continued usage of 
online services through 
techniques including a 
database, personalised 
web messaging, customer 
services, chatbots, 
email and social media 
marketing.

Digital transformation
A staged programme 
of organisational 
improvements to business 
models, people, process 
and technologies used 
for integrated digital 
marketing in order to 
maximise the potential 
business contribution of 
digital technology, data 
and media.

Multichannel 
( omnichannel) marketing
Customer communications 
and product distribution 
are supported by a 
combination of digital 
and traditional channels 
at different points in the 
buying cycle or ‘path 
to purchase’. With the 
range of mobile and IoT 
touchpoints, some use 
the term ‘omnichannel 
marketing’.

Customer journey
A description of modern 
multichannel buyer 
behaviour as customers 
use different media and 
touchpoints to achieve 
their goals, including 
selecting suppliers, 
making purchases 
and gaining customer 
support as part of the 
‘path-to-purchase’.

Paid media
Also known as bought 
media, a direct payment 
occurs to a site owner or 
an ad network when they 
serve an ad, a sponsorship 
or pay for a click, lead or 
sale generated.

Owned media
Different forms of media 
controlled by a company 
including its website, blogs, 
email list and social media 
presence.

Earned media
The audience is reached 
through editorial, 
comments and sharing 
both online and offline.
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  Figure 1.1         The intersection of the three key online media types   

Digital properties
Website(s)

Blogs
Mobile apps

Social presence

Atomisation
of content
into ads

Paid
placements

Partner networks
Publisher editorial

Influencer outreach
Word of mouth
Social networks

Advertising
Paid search
Display ads

A�liate marketing
Digital signage

Owned
media

Earned
media

Paid
media

Atomisation of conversations
through shared APIs
and social widgets

 You can see in  Figure   1.1    that there is overlap between the three different types of media. 
It is important to note this since achieving this overlap requires integration of campaigns, 
resources and infrastructure. Content on a content hub or site can be broken down (some-
times described as microcontent) and shared between other media types through widgets 
powered by program and data exchange APIs  (  application programming interfaces  )  such 
as the Facebook API.         

   Application 
programming 
interfaces 
  Method of exchanging 
data between systems 
such as website services.    

 Essential digital skills  Keeping up to date with digital 

 At the start of each chapter you will find an Essential digital skills box that has practical 
ideas to improve your knowledge and tips on how to improve ‘hands-on’ digital skills, 
which are recommended by employers. 

 In this chapter, we recommend some techniques that marketers can use to stay up to 
date with developments in digital marketing and with their competitors. We recommend 
you develop the following skills: 

   •   regularly reviewing the latest trends in digital marketing techniques;  
  •   assessing the relevance to business of new features from the main digital marketing 

platforms such as Facebook and Google.   

 These are the techniques that Dave Chaffey uses to keep up to date with the latest 
developments: 

   •   Use Twitter Lists to get focused updates from the best websites or influencers, which 
are grouped into streams. I monitor these in   www.Hootsuite.com  , which you can also 
use to set up streams for competitors.  
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8 Part 1 Digital marketing fundamentals

Context – the 7Ds of digital marketing

As part of defining the scope of opportunity when using a strategic approach to digital 
marketing, it’s helpful to think about which digital audience interactions we need to under-
stand and manage through marketing communications. Digital marketing today is about 
managing many more types of audience interaction than simply a company website or 
email marketing. It involves harnessing all of these other ‘7Ds of managing digital market-
ing interactions’, which are summarised in Figure 1.2. This summarises the key concepts 
and pillars supporting digital marketing that are introduced in this chapter The marketing 
activities relating to the 7Ds that should be reviewed as part of a strategic approach to 
digital marketing are:

• Digital goals and strategy. Reviewing what the business or brand is aiming to achieve 
through using digital marketing and how well it is contributing. Considering how digital 
marketing can help the business compete through digital marketing strategy to define 
digital transformation needed for existing businesses, including changes to business 
and revenue models, and prioritisation of always-on marketing in addition to campaign 
investments.

Figure 1.2 The 7Ds or pillars supporting effective digital marketing

Digital
goals

Brand goals
and strategy

SMART
comms objectives

Always-on and
campaign
integration

Digital
transformation
and disruption

Business and
revenue models
(monetisation) 

Digital
audiences

Business-to-
consumer

Business-to-
business

Consumer-to-
consumer

Target markets,
segments and

personas

Digital
devices

Smartphone

Tablet

Desktop

Smart speaker
and in-home

Digital TV and out-
of-home signage

Digital
platforms

Facebook

Amazon

Microsoft

Google

Apple

Other sector-
specific

intermediaries

Digital
media

Paid

Owned

Earned

Websites and
apps

Search, social and
email marketing

Content marketing
and PR

Digital
data

Customer profiles

Customer
behaviours

Customer value

Communications
preferences

Big Data

Digital
technology

Software-as-a-
Service

Martech including
marketing clouds

Marketing
automation

Artificial
intelligence

Augmented and
virtual reality

• Use a feed reader app such as FeedlyTM to subscribe to different digital marketing 
news sites. The most popular articles are highlighted to help you filter out the biggest 
developments. Install Feedly and you will get recommendations of the best marketing 
sites.

• Subscribe to newsletters that cover the latest platform developments and best prac-
tices, for example, EconsultancyTM, MarTechTM and Smart InsightsTM.

To audit your digital marketing skills across the RACE planning framework, use the 
Smart Insights Skills Assessment tool available at http://bit.ly/smartdigiskills.
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  •   Digital audiences.     Understanding online audience characteristics, behaviours and prefer-
ences, summarised as personas, in order to deliver more relevant content and experiences 
to different target segments, aimed at increasing interactions and so meeting business 
goals within the competitive online marketplace.  

  •   Digital devices.     Understanding how our audiences interact with businesses as part of the 
buying process using a combination of smartphones, tablets, laptops, desktop computers, 
TVs, gaming devices, smart speakers and other connected devices forming the  Internet 
of Things (IoT)  (see  Chapter   7   ).  

  •   Digital platforms.     Assessing the relative importance of interactions and priority for com-
munications on the major ‘digital platforms’ or online services, sometimes described by 
the acronym ‘FAMGA’.   These businesses are influential in developing the operating sys-
tems, browsers, apps, social networks and search engines used to mediate digital interac-
tions between businesses and consumers. Industry sectors may have their own platforms 
that are important in influencing purchase, for example specialist online publishers or 
comparison sites. For example, within the travel sector, TripAdvisor™ is an important 
platform, built using the infrastructure provided by different FAMGA players.  

  •   Digital media.     Prioritising the use of different communications channels for reaching and 
engaging audiences that are available, including advertising, email and messaging, search 
engines and social networks, which we’ll introduce in this chapter.  

  •   Digital data.     Structuring and applying the insight businesses collect about their audi-
ence profiles; their interactions with businesses now need to be protected by law in most 
countries.  

  •   Digital marketing technology.     Selecting the marketing technology or martech that is used 
to create interactive experiences including websites and mobile apps. Technology is also 
used to support the planning, execution, optimisation, insight and reporting for digital 
marketing channel activities that form marketing campaigns.           

  Digital marketing goals and strategy 

 Since digital media are enabled through technology, there is a danger that adoption of digital 
marketing technology will be led by technology decisions. This risk is highlighted in the 
 Harvard Business Review  article ‘Digital transformation is not about technology’.  Tabrizi 
 et al . (2019)  suggest that businesses will often: 

  Put the cart before the horse, focusing on a specific technology (‘we need a machine- 
learning strategy!’) rather than doing the hard work of fitting the change into the overall 
business strategy first. Not only should they align tech investments with business goals – 
they should also lean more on insider knowledge than outside consultants, acknowl-
edge fears about job loss that those insiders may have, develop deep knowledge of how 
changes will affect customer experience, and use process techniques borrowed from the 
tech world (experimentation, prototyping, etc.) to facilitate change.  

 As with any strategic initiative involving investment in technology, it’s important to make 
the business case and set SMART objectives, as we detail in  Chapter   4    on digital strategy. In 
this section we consider general benefits and applications of digital media and technology. 

  Goals of digital marketing 

 Since digital marketing should support marketing communications goals such as cus-
tomer acquisition and retention, it’s useful to consider a hierarchy of response model 
for how digital media and platforms support these goals. AIDA, which stands for 

   Internet of Things (IoT) 
  A network of objects 
and devices at home 
and at work providing 
sensors and connectivity 
that enable them to be 
monitored and exchange 
data with other systems.    

   FAMGA 
  An acronym standing 
for Facebook™ (which 
owns Instagram™ 
and WhatsApp™), 
Amazon™, Microsoft™ 
(which owns LinkedIn™), 
Google™ (whose parent 
group Alphabet™ owns 
YouTube™) and Apple™.    

Digital marketing goals and strategy 
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10 Part 1 Digital marketing fundamentals

Awareness–Interest–Desire–Action, is the classic hierarchy of response model you are likely 
familiar with. It was originally created to explain how individuals respond to media such 
as ads. However, it doesn’t relate to the overall process of digital marketing for achieving 
customer acquisition, retention and brand metric goals.

Dave Chaffey developed the RACE digital marketing framework as a simple way to set 
and achieve goals across the customer lifecycle from acquisition and customer development 
to customer retention.

RACE (Figure 1.3 and Preface Figure P.1; Chaffey, 2021) is a practical framework devel-
oped by Dave Chaffey to help marketers set goals, measure performance and manage 
activities to improve the commercial value that their organisations gain from digital mar-
keting. RACE is an evolution of the REAN (Reach–Engage–Activate–Nurture) frame-
work originally developed by Xavier Blanc and popularised by Steve Jackson in his book 
Cult of  Analytics (Jackson, 2009). It is intended to help create a simplified approach 
to reviewing the performance of  online marketing and taking actions to improve its 
effectiveness.

RACE consists of four steps designed to help engage prospects, customers and fans with 
brands throughout the customer lifecycle:

• Step 1: Reach – build awareness of  a brand, its products and services on other sites 
and in offline media and build traffic by driving visits to web and social media 
presences.

• Step 2: Act – engage an audience with the brand on its website or other online presence 
to encourage them to interact with a company or other customers. In many sectors, the 
aim of the Act stage is lead generation, i.e. to gain permission to market to a prospect 
using email, SMS or mobile app notifications.

• Step 3: Convert – achieve conversion to generate sales on web presences and offline.

• Step 4: Engage – build customer relationships through time to achieve retention  
goals.

Digital channels always work best when they are integrated with other channels so, where 
appropriate, digital channels should be combined with the traditional offline media and 
channels. The most important aspects of integration are, first, using traditional media to 
raise awareness of the value of the online presences at the Reach and Act stages and, second, 

Figure 1.3 The RACE omnichannel marketing planning framework summarising aims, activities and measures

REACH

Aim: Grow your audience using
paid, owned and digital media

Measure: Impressions and visitors

STRANGERS

Customer acquisition activities:

ACT

Aim: Prompt interactions to
encourage subscribers and leads

Measure: Leads

VISITORS

Customer acquisition activities:

CONVERT

Aim: Achieve sales
online or o�ine

Measures: Sales
and customer satisfaction

PROSPECTS
or

LEADS

Customer acquisition activities:

ENGAGE

Aim: Encourage repeat
business and advocacy

Measures: Repeat sales
and customer satisfaction

CUSTOMERS

Customer retention activities:

REPEAT
CUSTOMERS

Review media e�ectiveness
Search marketing
Owned and earned media
Paid media
Customer acquisition strategy

Customer data profiling
Review media e�ectiveness

Content marketing strategy
Landing pages
Campaign/editorial planning

Customer onboarding
Loyalty programmes
Customer service
Social media advocacy
Conversational messaging

Email nurture and ad retargeting
Website personalisation
Mobile optimisation
Multichannel selling
Conversion rate optimisation

STRANGERS VISITORS
PROSPECTS

or
LEADS

CUSTOMERS REPEAT
CUSTOMERS

Customer lifecycle
The stages each 
customer will pass 
through in a long-term 
relationship with an 
organisation, including 
acquisition, retention 
and extension, prompted 
by digital and non-
digital communications 
touchpoints.
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at the Convert and Engage steps where customers may prefer to interact with customer 
representatives.

RACE can be used as a framework to structure the goals of both integrated digital mar-
keting strategies and shorter-term campaigns, as shown by Mini case study 1.1.

We can also consider the benefits of digital marketing in supporting marketing goals by 
applying the definition of marketing suggested by the Chartered Institute of Marketing 
(www.cim.co.uk):

Marketing is the management process responsible for identifying, anticipating and satisfy-
ing customer requirements profitably.

This definition emphasises the focus of marketing on the customer and commercial returns. 
Consider how digital marketing can be used to support these aims as follows:

• Identifying. Digital interactions give a source of customer insight and a channel for mar-
keting research to determine customers’ needs and wants (Chapters 2 and 10).

• Anticipating. Using insight gained online, digital media provide a way to target  
communications in line with audience needs. The demand for digital content and ser-
vices needs to be evaluated to ensure adequate resources are delivered (as explained in 
Chapters 2, 3 and 4).

Mini case study 1.1 Burger King® Brazil makes creative use of augmented reality (AR) by 
‘flaming its competitors’ ads’

The communications aim of the campaign was to drive people to download the BK app, use the AR feature 
in the real world and insist on Burger King flame grilling iconic taste. With the motto ‘After all, flame grilled is 
always better’, digital interactions were encouraged through a feature in the Burger King app. It integrated a 
feature in its app that allowed users to scan any ad of the competition and burn it in the virtual world using 
augmented reality.

Conversion to sale was encouraged since users of the feature could get a free Whopper®, encouraging 
trial and future purchases. Longer-term engagement was encouraged by use of a mobile app, BK Express, 
specifically developed in Brazil enabling any customer to pre-order and avoid queues. The campaign aim was 
to achieve hundreds of thousands of app downloads and online voucher redemptions.

Source: The Drum (2019)

Burger King’s® ‘Burn that ad’ campaign

Source: The BURGER KING® and Whopper® trademarks and images are used with permission from Burger King 
 Corporation. All rights reserved
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12 Part 1 Digital marketing fundamentals

• Satisfying. A key success factor within digital marketing is achieving customer satis-
faction through digital channels, which raises questions about the quality of customer 
experience (these issues of customer relationship management are discussed further in 
Chapters 6 and 7).

Chaffey and Smith (2017) suggested the 5Ss of digital marketing as a way of consid-
ering the business benefits of digital marketing. Table 1.1 shows our summary of these 
benefits.

Direct-to-consumer communications and e-commerce

Prior to the option of online sales, many businesses sold through intermediaries such as 
wholesalers or retailers. The internet now offers new options for direct-to-consumer (D2C) 
communications and sales through e-commerce. Digital transformation projects will often 
involve prioritising investments needed for transactional e-commerce as part of a move to 
digital business.

Electronic commerce (e-commerce) refers to both financial and informational elec-
tronically mediated transactions between an organisation and any third party it deals 
with. Thus, e-commerce involves management not only of online sales transactions, but 
also of non-financial transactions such as inbound customer service enquiries and out-
bound email broadcasts, so you can argue that e-commerce is open to all online organisa-
tions. However, e-commerce is often used to refer solely to selling online, i.e. transactional 
e-commerce.
E-commerce is often further subdivided into a sell-side e-commerce perspective, which 
refers to transactions involved with selling products to an organisation’s customers, and 
a buy-side e-commerce perspective, which refers to business-to-business transactions to 
procure resources needed by an organisation from its suppliers.

Electronic commerce 
(e-commerce)
All financial and 
informational electronically 
mediated exchanges 
between an organisation 
and its external 
stakeholders.

Digital business or 
electronic business 
(e-business)
Electronically mediated 
information exchanges, 
both within an 
organisation and with 
external stakeholders 
supporting the range of 
business processes.

Sell-side e-commerce
E-commerce transactions 
between a supplier 
organisation and its 
customers.

Buy-side e-commerce
E-commerce transactions 
between a purchasing 
organisation and its 
suppliers.

Benefit of digital 
marketing

How benefit is delivered Examples of typical objectives

Sell – grow sales Includes direct online sales transactions  
and sales from offline channels influenced 
online

Achieve 10 per cent of sales online  
Increase online sales in product category by 20 per 
cent in one year

Speak – get closer to 
customers

Encourage interaction online using inbound 
marketing techniques such as search and 
social media marketing, and understand 
audience needs

Increase website visits or social media page follow-
ers by 10 per cent within one year

Serve – add value Provide content and offers to encourage 
interactions leading to sales

Increase subscribers to newsletter by 10 per cent 
within quarter

Save – save costs Reduce offline media spend and  
customer service through using organic 
inbound marketing techniques  
Reduce customer support costs by ‘web 
self-service’ where customers answer 
 queries online

Reduce cost of customer acquisition by 10 per cent
Reduce cost-to-serve per customer by 10 per cent

Sizzle – extend the 
brand online

Improve the customer experience by 
offering new digital value propositions, 
exclusive online offers and customer 
communities

Improve brand metrics such as brand awareness, 
brand familiarity, favourability and purchase intent

Source: Chaffey and Smith (2017)

Table 1.1 The 5S goals of digital marketing

M01 Digital Marketing 00969.indd   12 19/01/2022   13:06



Chapter 1 Introducing digital marketing    13

Geyskens et al. (2002) suggested that digital channels can be effective in delivering incre-
mental sales compared to other channels, arguing that there are three main forms of demand 
expansion for an existing company when it adopts direct internet channels. These are:

1 Market expansion. This occurs when new segments of customers are reached who did 
not previously buy in a category – they give the example of Estée Lauder™, which hopes 
that the Clinique.com™ site will attract customers who avoid buying at a cosmetics coun-
ter because they find the experience intimidating.

2 Brand switching. This is done by winning customers from competitors.
3 Relationship deepening. This is selling more to existing customers.

Digital marketing gives excellent opportunities to grow a business by entering new mar-
kets, as the ZalandoTM mini case study 1.2 explains for an e-commerce brand.

Mini case study 1.2 Zalando exploits the power of digital media and distribution to grow 
a multi-billion-euro business in less than five years

Once a single-country startup inspired by the successful business model of Zappos.com, Zalando was founded 
in 2008 by David Schneider, Rubin Ritter and Robert Gentz, with an early loan of €75,000 from German venture 
capital firm Rocket Internet SE. Zalando has become a €6 billion company and Europe’s top fashion retail plat-
form. In 2008, Zalando served only Germany; five years later it was serving 15 European countries. By 2020 it 
had 32 million active customers and 13,000 employees.

Now, Zalando sells over 2,500 international and local brands, including international premium brands, as well 
as localised brands that are only available per country. For each of the 15 tailor-made websites per country it 
serves, it includes customised shipping, payment, fashion and marketing strategies unique to the culture and 
country. High-street stores have now been opened in large German cities.

Zalando is popular and successful for many reasons, including a media, content, merchandising and locali-
sation strategy applied to each country, an effective customer satisfaction programme and focus on the mobile 

The new Zalando campus in Berlin

Source:  Scott Brinker
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14 Part 1 Digital marketing fundamentals

experience, which accounts for 80 per cent of 4 billion site visits each year. Mobile app users visit and purchase 
more often and have a higher Net Promoter customer satisfaction score. Investment in a superior digital experi-
ence is a key part of Zalando’s strategy, summarised in Zalando (2020) as:

To become the starting point for fashion we aim to invest our economic surplus in our customer experience 
across assortment, digital experience and convenience to drive customer satisfaction and retention.

Its Google Ads™ programme is particularly important as a method for it to gain rapid awareness in each 
country it has entered, since other online media techniques such as SEO (too slow to grow an audience rapidly 
in a competitive market) and social media (relatively poor at impacting online sales) can fail to gain traction in 
a market. Using Google Ads and offline advertising plus the distribution infrastructure requires a significant 
investment, so substantial initial backing is needed for an international e-commerce business like this, which 
is evident since it took four-plus years to break even in the core regions of Germany, Austria and Switzerland.

Source: Zalando (2020) and Zalando Investor Relations website

Social commerce is an increasingly important part of e-commerce for site owners, since 
incorporating reviews and ratings into a site and linking to social networking sites can 
help understand customers’ needs and increase conversion to sale. It can also involve group 
buying using a coupon service, as with Groupon™. There is much discussion over the 
extent to which social media interactions between consumers directly influence sales.  Digital 
 marketing insight 1.1 outlines research hinting at the complexity of understanding this 
relationship. We introduce social media marketing later in this chapter.

Key challenges of digital communications

It is sometimes suggested by some suppliers of digital marketing services that they are 
‘quick, cheap and easy’ to deploy. This is a great misconception since there are many chal-
lenges that need to be overcome when managing digital channels and campaign activities. 
Think of a Google Ads campaign as an example:

• Complexity. To enable benefits such as personalisation, testing and dynamic variation 
in ads through time – time has to go into configuring the campaign, although the search 
engines provide defaults to enable easy setup. This requires specialist expertise either in-
house or at an agency to manage the campaign.

Social commerce
A subset of e-commerce 
that encourages 
participation and 
interaction of customers 
in rating, selecting and 
buying products through 
group buying. This 
participation can occur on 
an e-commerce site or on 
third-party sites.

Digital marketing insight 1.1 Social commerce – how much do social networks influence 
purchase?

Research by GWI (2020), based on a global panel, shows how social media informs 
purchase decisions. It showed that younger age groups show significantly higher pro-
pensity to be influenced by social media compared to older age groups when asked to 
rate their impact:

• Discover brands/product via ads on social media (31 per cent of 16–24-year-olds 
compared to 19 per cent of 55–64-year-olds).

• Discover brands/products via recommendations on social media (26 per cent 
 compared to 15 per cent).

• Research products online via social networks (50 per cent versus 25 per cent).
• Lots of likes/good comments would increase chance of purchase (27 per cent versus 

13 per cent).
• A ‘buy-button’ would increase chance of purchase (14 per cent versus 6 per cent).

Source: GWI (2020)
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Robot A tool, also known as a spider, that is employed 
by search engines to index web pages of registered 
sites on a regular basis. See Spider.

Run-of-site Where advertisements occur on all pages 
of a website. Cost-per-1,000 ad impressions (CPM) is 
usually higher for run-of site advertisements.

Sales cadences Communications between a business 
development person and prospect aimed at achieving 
lead nurture and conversion to sale. These can be 
automated for different channels including email, 
phone or social media messaging.

Sales generation offer Encourages product trial. A 
coupon redeemed against a purchase is a classic 
example.

Sales promotions The internet offers tremendous 
potential for sales promotions of different types since it 
is more immediate than any other medium – it is always 
available for communication, and tactical variations 
in the details of the promotion can be made at short 
notice.

Sales qualified lead (SQL) A prospect who has 
indicated they are potentially interested in purchase, 
typically through interaction with a business 
development person.

Satisficing behaviour Consumers do not behave 
entirely rationally in product or supplier selection. They 
will compare alternatives, but then may make their 
choice given imperfect information.

Scannability and skimmability Scannability is the use 
of writing and formatting techniques that compensate 
for the fact that most people don’t fully read content on 
the web. These help give online readers an overview to 
navigate the page. Skimmability is using shorter copy 
and formatting techniques to make it easier to read text 
once the reader has found context through scanning.

Scripts Scripts can run either on the user’s browser 
(client-side scripts) (see Web browser) or on the web 
server (server-side scripts).

Scrum A methodology that supports agile software 
development based on 15–30-day sprints to implement 
features from a product backlog. ‘Scrum’ refers to a 
daily project status meeting during the sprint.

Search engine Specialised website that uses 
automatic tools known as spiders or robots to index 
web pages of registered sites. Users can search the 
index by typing in keywords to specify their interest. 
Pages containing these keywords will be listed, and by 
clicking on a hyperlink the user will be taken to the site.

Search engine listing The list of sites and descriptions 
returned by a search engine after a user types in 
keywords.

Search engine marketing (SEM) Promoting an 
organisation through search engines to meet its 
objectives by delivering relevant content in the search 
listings for searchers and encouraging them to click 
through to a destination site. The two key techniques of 
SEM are search engine optimisation (SEO) to improve 
results from the natural listings, and paid search 
marketing to deliver results from the sponsored listings 
within the search engines. Note, in the US and some 
European countries the acronym SEM is sometimes 
used solely to describe paid search advertising. 
Confusing!

Search engine optimisation (SEO) A structured 
approach used to increase the position of a company 
or its products in a search engine’s natural or organic 
results listings (the main body of the search results 
page) for selected keywords or phrases.

Search engine ranking The position of a site on a 
particular search engine.

Search engine results pages (SERPs) The page(s) 
containing the results after a user types a keyphrase 
into a search engine. SERPS contain both natural or 
organic listings and paid or sponsored listings.

Secure HTTP Encrypted HTTP.

Secure Sockets Layer (SSL) A commonly used 
encryption technique for scrambling data such as 
credit card numbers as they are passed across the 
internet from a web browser to a web server.

Security methods When systems for electronic 
commerce are devised, or when existing solutions are 
selected, the following attributes must be present:

• Authentication – are parties to the transaction who 
they claim to be? This is achieved through the use of 
digital certificates.

• Privacy and confidentiality – are transaction data 
protected? The consumer may want to make an 
anonymous purchase. Are all non-essential traces of 
a transaction removed from the public network and 
all intermediary records eliminated?

• Integrity – checks that the message sent is complete, 
i.e. that it is not corrupted.

• Non-repudiability – ensures sender cannot deny 
sending message.

• Availability – how can threats to the continuity and 

performance of the system be eliminated?
Seeding A viral campaign is started by sending an 
email to a targeted group that are likely to propagate 
the virus.

Segmentation Identification of different groups within 
a target market in order to develop different offerings 
for each group.
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3 second abandonment, 324
3M digital marketing, 142
4Ps (Product, Price, Place and 

Promotion), 190
5G, 105
5Ms, 271–2
5S goals of digital marketing, 12–13
7Ds of digital marketing, 8–9
7Ps, 190
7S framework, 177–8

A
AB testing, 476, 494
Abbott, 140
Abel & Cole, 200
above the fold, 494
Accelerated Mobile Pages (AMPs), 323, 

410, 494
Accenture, 142
access platform, 494
accessibility, 494
accessibility legislation, 115, 304, 494
account-based marketing, 236, 494
acquisition. see customer acquisition
activation, 241, 494
activities, 79
ad creative, 494
ad impression, 434, 494
ad inventory, 494
ad networks. see advertising networks
ad retargeting, 270
ad serving, 429, 494
ad space, 494
ad-supported content, 200
ad targeting, 257
adaptability, 209
adaptive mobile web design, 323, 494
advertisement, 494
advertising medium, 16
advertising networks, 494
Advertising Standards Authority (ASA), 

UK, 118–19
affiliate marketing, 30, 425–8, 494
affiliate networks, 427, 495
affiliates companies, 54, 495
agents, 495
aggregators, 54, 208, 425, 495
agile software development, 293, 495
Agon, Jean-Paul, 85
AIDA, 10–11

Airbnb, 124, 140, 163
Airlines, 205
ALDI, 208
Alibaba.com, 324
alignment with business needs, 9–15
Alipay, 213
allowable cost-per-acquisition, 156, 360, 

495
alt tags, 495
always-on communications, 354, 495
always-on lifecycle marketing, 34, 495
Amazon, 163, 169, 198, 208, 485–91
Amazon Associates, 490
Amazon Kindle, 198
Amazon Marketplace, 490
AMP (accelerated mobile pages), 494
analytics functions, 464, 469–75
anchor text (link text), 495
Angry Birds, 203
anti-spam legislation, 112
Apple News, 198
Application Programming Interfaces 

(APIs), 495
artificial intelligence (AI), 163, 182, 

254–8, 495
ASDA, 208
ASOS, 156, 164, 174, 181–4, 198, 199
ASOS Foundation, 183
assurance, 337
asynchronous communication, 352
atomisation, 495
attrition rate, 467–8, 495
audit (external), 495
audit (internal), 495
Audit Bureau of Circulations, 435
auditors. see website auditors
audits, 404
augmented reality (AR), 327–9, 495
authentication. see security methods
autoresponders, 495
availability, 495. see also security 

methods
avatars, 220, 495
average order value (AOV), 495

B
backbones, 495
backlinks, 402, 495
balanced scorecard, 159, 495
bandwidth, 296, 496

banking, threat from non-banks, 129
banner advertisements, 429, 496
banner blindness, 15
bargaining power

of buyers, 71–2
of suppliers, 71–2

barriers to success, 71, 72–3
Beachbody, 299–300
Beauty pie, 206
beer, 355
behavioural ad targeting, 436, 496
behavioural information, 110–11
behavioural loyalty, 259, 496
Belron Automation, 293–4
belVita, 372
benchmarking of competitor, 309–10
Berners Lee, Tim, 96
Bezos, Jeff, 486
bid adjustments, 416, 496
biddable media, 411, 496
bids, 209, 496
big data for marketing, 253–8, 496
Bitcoin, 124
bleeding edge, 107
blockchain technology, 103–4, 496
blogs, 422, 496
Bloom & Wild, 200
blueprints, 312–16, 496
Boo.com, 37–40
Boohoo.com, 40–1, 116
booking.com, 124, 199
botnet, 103, 496
bounce rate, 359, 496
bounded rationality, 207
brand, 196–7, 496
brand advocates, 196, 496
brand and trademark protection, 109, 

115–16
brand-building campaigns, 356, 496
brand equity, 496
brand experience, 496
brand identity, 196, 496
brand loyalty, 270
brand-response campaigns, 356, 496
branding, 189–232, 496
bricks-and-clicks retailers, 173
Brinker, S., 99
brochureware sites, 496
browser. see web browser
budgets, 384

Index

Z02 Digital Marketing 00969.indd   523 19/01/2022   12:59

http://Boo.com
http://Boohoo.com
http://Alibaba.com
http://booking.com


524 Index

Buffer, 216, 275–8
BuiltWith, 75
bundling, 200, 496
Burger King, Brazil, 11
business model

and channel conflicts, 215
less radical, 164–5

business-to-business (B2B), 21, 496
business-to-business exchanges or 

marketplaces, 496
business-to-consumer (B2C), 21, 497
buy-side e-commerce, 12, 497
buyer conversion rate, 359
buying process, 67–70

C
call-back services, 366, 497
call centres, 497
campaign-based digital communications, 

176, 497
campaign big idea, 372–4, 497
campaign URL (CURL), 365, 497
capabilities, 497
capability maturity model (CMM), 149
card sorting, 311, 497
Casby, Nick, 355
cascading style sheets (CSS), 99,  

312–13, 497
catalogues, 497
Central Bank Digital Currency, 124
centre of excellenc, 3M digital 

marketing, 142–3
challenges, 14–15
change management, 497
channel buyer behaviour, 468, 497
channel conflicts, 214–15, 497
channel marketing strategy, 139, 497
channel outcomes, 467, 497
channel profitability, 497
channel promotion, 468, 497
channel satisfaction, 468, 497
channel structures, 77, 497
channels, 79
Charles Trywhitt, 295
chatbots, 258
China

Google, 126
Great Firewall of, 126

Chipotle, 166
churn rates, 234, 239, 497
Cisco, 169
click-through, 497, 535
click-through rates, 498
clicks-and-mortar, 172, 497
clicks-and-mortar retailers, 173
clicks-only (Internet pureplay), 172, 497
clickstream analysis, 469, 473, 497
client discovery process, 367, 498
Clinique, 245
cloud computing, 94, 498
co-branded email, 438
co-branding, 428, 498

co-marketing, 424, 498
cohort analysis, 261–2, 498
cold email campaign, 438
cold list, 112, 498
collaborative filtering, 253, 498
commoditisation, 208, 498
communications objectives, 356
company website, 288
Comparethemarket.com, 190
competitive intelligence (CI), 498
competitor analysis, 73–6, 498
competitor benchmarking, 73–6, 498
competitor rivalry, 71, 73
complementarity, 218
confidentiality. see security methods
connected home, 73
Constant Contact (email marketing), 236
consumer behaviour, 498
consumer brands, 192
consumer-to-business (C2B), 21, 498
consumer-to-consumer (C2C), 21, 498
contact information, 110–11
contact (or touch) strategy, 237–8, 

249–51, 498
content, 99, 498

facial skincare products, 270
content audits, 331, 498
content developers, 483, 498
content distribution (delivery) networks 

(CDNs), 298, 498
content management, 480–5, 498
content management system (CMS), 

96–7, 332–3, 484–5, 498
content mapping, 329–32, 498
content marketing, 32, 329–32, 374–6, 

498
content marketing hub, 32, 499
Content Marketing Matrix, 374–6
content network, 499
content producers, 192
content strategy, 499
contextual ads, 411, 499
contextual marketing, 204, 237, 499
contra-deals, 429, 490–1, 499
contract and distance selling law, 109
control page, 476, 499
controller, 111
conversion email, 439
conversion marketing, 58, 270, 499
conversion rate, 285, 467, 499
conversion rate optimisation (CRO), 499
conversion window, 359, 499
cookies, 112–15, 379, 499

expiry period, 427–8
copyright law, 116
core product, 198, 499
core web vitals, 297, 499
cost of development, 317, 355
cost-per-acquisition (CPA), 360, 499
cost-per-click (CPC), 359, 499

prices, 412
cost per sale, 361

cost-per-targeted thousand (CPTM), 499
cost-per-thousand (CPM), 200, 360,  

430, 435
cost structure, 79
countermediation, 214, 499
COVID-19, 106, 216

BooHoo, 116
economic disruption, 123–4
increased online buying, 139
lockdown loneliness, 120

CPA (cost per acquisition), 499
CPC (cost per click), 499
CPM (cost per thousand), 499
Craven, Erin, 142
crawling, 400
Creative Commons, 117
creative management, 428, 434
cross-selling, 499
cryptocurrency, 103, 502
Currys PC World, 205
customer acquisition, 241, 499

cost, 234
customer behaviour analysis, 58, 500
customer-centric marketing, 500
customer communications channels,  

171, 500
customer data platforms (CDPs),  

469, 500
customer engagement, 33, 239, 500
customer engagement strategy, 171, 500
customer experience. see online customer 

experience
Customer Experience Management 

(CXM), 285–7, 500
customer extension, 241, 500
customer feedback, 201
customer identity and access 

management (CIAM), 253, 500
customer insight, 58, 367, 500
customer journeys, 6, 46, 500
customer lifecycle, 6, 167–8, 241, 500

marketing goals, 237
customer loyalty, 258–72, 500
customer preferences centre, 252, 500
customer profiling, 150–2, 500
customer relationship management 

(CRM), 6, 79, 234, 241–2, 500
customer retention, 500
customer satisfaction, 259, 500
customer scenarios (online customer 

journeys), 500
customer segments, 52, 58, 79, 500
customer selection, 241, 500
customer service mechanism, 16
customer service preferences, 334–9
customer touchpoints, 139, 245, 500
cybersquatting, 115

D
Dabs, 169
The Daily Telegraph, 201
dark patterns, 301, 501
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data driven automation, Amazon, 489
data-driven marketing, 234, 501
data integrity, skewed samples, 203
data lakes, 24, 501
data mining, 501
data problems, 464
data protection, 109–12
Data Protection Act 2018, 111
data subjects, 501
data warehouses, 24, 501
database marketing, 501
dating, 242
Debenhams, 199
decoding, 354
deep linking, 319, 501
deliverability, 441, 501
Deliveroo, 163, 198
Dell, 167
demand analysis, 58, 501
demand side platforms (DSPs), 430, 501
demographic characteristics, 62–3, 501
denial of  service attack, 103, 501
design for analysis (DFA), 474
design for analysis (DFA), 501
design phase, 310–41, 501
DesignSpark (RS Components), 107
destination website, 77, 364, 429, 501
development (of  site construction), 501
DevOps, 294, 501
Diageo Brasil, 326
differential advantage, 169, 501
differential pricing, 207, 501
digital accessibility, 304, 501
digital addiction, 120–2
digital analytics, 34, 501
digital assets, 385, 501
digital attribution modelling, 381–4
digital audience engagement, 33–4
digital audiences, 8–9, 35
digital brand, 502
digital branding, 190, 502
digital business, 12, 502
digital communications

options, 235
digital currency, 502
digital customer experience, 285, 502
digital Darwinism, 19
digital data, 8–9
digital devices, 8–9, 35
digital display advertising, 429–37, 502

ecosystem, 430
digital disruption, 502
digital disruptors, 18, 502
digital goals, 8–9, 35
digital marketing, 5–6, 502
digital marketing dashboard, 154, 502
digital marketing metrics, 463, 502
digital marketing plan, 141
digital marketing plans, 144, 415–16
digital marketing strategy

eight important decisions, 160–78
digital media, 8–9

digital media ‘assist,’ 382, 502
digital media attribution, 35, 502
digital media channels, 29, 394–460, 502
digital media communications, 28, 502
digital media compared to traditional, 

355
digital media de-duplication, 382, 502
digital messaging, 30
digital minimalism, 120–2
digital natives, 22, 502
digital partnerships, 30
digital platforms, 8–9, 35
digital public relations, 30, 417, 502
digital rights management (DRM),  

82, 503
Digital Services Tax, 126
digital signage, 503
digital technology, 8–9
digital transformation, 6, 143, 146, 503
Direct Line, 125
direct marketing, 503
direct response, 503
direct response campaigns, 356, 503
direct-response medium, 16
direct-to-customer model, 12–13, 21, 503
directories, 503
Disability and Discrimination Act 1995, 

115
disability and discrimination law, 109
discovery/analysis phase, 298, 503
disintermediation, 26, 77–8, 214, 503
Disney Corporation, 200
displacement, 218
display advertising, 29–30, 503
display (or content) network, 411, 503
disruptive technologies, 503
distance-selling law, 118, 503
distribution channel, 16
distribution channels, 172, 503
diversification, 164
dofollow tags, 402, 510
Dollar Shave Club, 419
domain name registration, 115, 295
domain name system (DNS), 503
domain names, 503
dot com bubble, 122–3
download, 503
duplicate content, 245, 404, 503
Durex, 308
duty of care, 110
dynamic content email, 258
dynamic pricing, 257
dynamic pricing, 210, 504

E
e-business. see electronic business
e-commerce. see electronic commerce
e-government, 21, 504
e-marketing. see electronic marketing
e-retail, 505
early adopters, 105, 504
earned media, 6–8, 504

earnings-per-click (EPC), 427, 504
cost, 427

easyJet, 169
econometric modelling, 377, 504
economic forces, 94
editorial calendar, 171–2, 481, 504
effective cost-per-thousand (eCPM), 504
effective frequency, 435, 504
effectiveness, 464, 504
efficiency, 158, 464, 504
electronic business (e-business), 12, 504
electronic commerce, 12
electronic commerce, 504. see also buy-side 

e-commerce; sell-side e-commerce
electronic commerce transactions, 504
electronic customer relationship 

management (e-CRM), 504
electronic marketing (e-marketing), 504
electronic procurement (e-procurement), 

504
electronic word of  mouth (eWOM), 47, 

195, 504
Eloqua, 236
email (electronic mail), 504

volumes, 234
email marketing, 30, 437–42, 504
email service providers (ESPs), 440, 504
emergent strategy, 148, 504
emerging technology, 105–8
emotion recognition, 175
emotional loyalty, 259, 504
emotionally unsubscribed, 251
employment opportunities, 125
encoding, 353
encryption, 505
engagement, 270
enjoyment, 65
enterprise resource planning (ERP), 99
environmental scanning, 49, 505
Equality Act 2010, 115
ergonomics, 299

visitor dwell times, 373
ethical standards, 108, 505
European Directive on Copyright, 116
event-triggered emails, 439
every day low pricing (EDLP), 208
exchange rates, 123
exit intent survey, 302, 505
exit pages, 505
expert reviews, 302, 505
extended product, 198, 201, 505
extension. see customer extension
external link building, 402, 408–9, 505
extranets, 505

F
Facebook Insights, 172
faceted navigation, 334, 505
facial skincare products, 270
failures in planning, 144
FAMGA, 9, 49–50, 122, 129, 505
Father’s Day, 326
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Federal Trade Commission (FTC), 119
feed/RSS feed, 505
feedback, 354
Financial Conduct Authority, 125
findability, 311, 505
FinTech, 129
firewall, 505
first impressions, 352
first-mover advantage, 505
first-party cookies, 113, 505
Fitbit, 164
flow, 319, 505
focus groups, 480
focus groups, 202, 505
followerwonk.com, 422
form, 505
forward auctions, 209, 505
forward path analysis, 473
forward path analysis, 505
frame, 505
fraud, 101–2
freemium, 505
frequency, 266
Funkypigeon.com, 200

G
Gadget Discovery Club, 200
gamification, 240, 505
gap analysis, 371
Gascoigne, Joel, 275
General Data Protection Regulation 

(GDPR), 111–12
generic top-level domain (gTLD), 97
genius of the AND, 357
GetResponse, 236
Glenigan, 350
Global Action Plan UK, 388–9
global (or generic) top-level domain 

names (gLTD), 505
globalisation, 123, 505
goal setting, 356–67
GoDaddy, 198
‘good experience,’ 316
Google

algorithm updates, 405
DoubleClick ad network, 240

Google Ads enhanced campaigns, 506
Google Analytics, 396, 469–74
Google Display Network (GDN), 413, 506
Google Product Listing Ads (PLAs), 411, 

506
Google Search, 198
Google Shopping, 213
graphic design, 506
Graphics Interchange Format (GIF), 506
Griffiths, Q., 181
growth hacking, 294, 506
The Guardian, 201
Guess, 256–7
guest blogging, 409
Guiness, 195
Gymshark, 171

H
hacker, 506
halo effect, 506
hard to reach middle, 490
Harley Davidson, 196
hashtags #, 366
Heineken, 355
Henkel, 104
heuristics, 318
hits, 470, 506
hold-out testing, 252, 506
home page, 506
Hootsuite, 172
Hotmail, 295
house list, 112, 438–9, 506
How to Make Love like a Porn Star, 489
hreflang attribute, 309, 404, 506
HTML (Hypertext Markup Language), 

99, 506
HTTP (Hypertext Transfer Protocol), 

506
HubSpot, 140, 236, 246
Huggies, 429
hurdle rate, 261, 266–7, 506
hype cycles, 106–7, 506
hyperlinks, 506

I
i.-to.-i.com, 339–41
identity theft, 108, 506
IKEA, 218
image text, 407
implementation, 282–346
inbound digital communications, 24, 

350, 506
inbound email, 506
inbound email marketing, 437, 506
inbound links. see backlinks
inbound marketing, 31, 506
incidental offline advertising, 452, 506
The Independent, 201
index inclusion, 404, 506
indexing, 400–1
influencer Relationship Management 

(IRM), 417, 419–23, 506
information architecture, 310
information processing (IP), 64
ING, 140
initiation of  the website project, 295, 507
Instagram, 129
integrated marketing, 385, 507
integrated marketing communications, 

239–40, 507
integrity. see security methods
intellectual property rights (IPRs), 109, 

116–17, 507
Intellifluence.com, 417
interaction rate (IR), 435, 507
interactivity, 351, 507
interest rates, 123
intermediaries, 507
internal link architecture, 402, 507

Internet, 96, 507
as a consumer channel, 173

Internet-based market research, 507
Internet-based marketing research, 478
Internet Corporation for Assigned Names 

and Numbers (ICANN), 97, 126
Internet Engineering Task Force (IETF), 

126
Internet governance, 126, 507
Internet marketing, 507
Internet of  Things (IoT), 9, 163, 326–7, 

507
Internet Protocol Television (IPTV), 507
Internet pureplay, 507
Internet service provider (ISP), 507
interruption marketing, 31–2, 242, 507
interstitial ads, 435, 507
intranets, 507
investment options, 377–85
IP Address, 401

misappropriation, 117
ISO 9241-210 Ergonomics, 299, 301
iterative development, 294
iTunes, 200

J
Jack Wills, 305–6
Jaeger, 199
Javascript, 507
JD Wetherspoon’s, 140
Jenner, Kylie, 129
John Lewis, 164

K
Kardashian, Kim, 129, 422
Karma, 199
Kayak, 209
key measures, 468–9
key online influencers, 54, 417, 507
key partners, 79
key performance indicators (KPIs), 79, 

149, 156, 474–7, 507
keyphrase (keyword phrase) analysis, 

406, 507
keyword density, 402
keyword stuffing, 406
Kilgore, Marcia, 206
King Games, 240
Kirkpatrick Price, 248
KISS, 244
knowledge graph, 405, 507
#KylieCosmetics, 129

L
lagging performance indicators, 159–60, 

507
Lancôme, 324
landing pages, 30, 243, 315, 364, 508
last-click method of  digital media 

channel attribution, 381, 508
Lastminute.com, 199, 438
latency, 266, 508

Z02 Digital Marketing 00969.indd   526 19/01/2022   12:59

http://followerwonk.com
http://Funkypigeon.com
http://i.-to.-i.com
http://Intellifluence.com
http://Lastminute.com


Index    527

law of the few, 204
lead, 508
lead-generation method, 16
lead generation offers, 243, 508
lead grading, 246–9, 508
lead nurture, 247, 508
lead scoring, 246–9, 257, 508
leading performance indicators, 159, 508
legal forces, 93
licensing, 200
Lidl, 208
lifetime value (LTV), 262–70, 508
link anchor text, 401, 508
link building, 508
LinkedIn, 295
links in search engine ranking, 402
list management, 442
live split testing. see AB testing
Lloyds Banking Group, 195
localisation, 214, 307–9, 508
L’Occitane en Provence, 274
log file, 508
long-tail concept, 204, 508
long term vs direct response investment, 

356
L’Oréal, 84–7

M
machine learning, 254, 508

Amazon, 488
machine-to-machine (M2M) 

connections, 326–7, 508
macro-environment, 48, 92–133, 508
mailbots. see autoresponders
Mailchimp, 236
maintenance, 482–5
maintenance process, 508
MakeMyTrip, 324
malware, 111, 508
management myopia, 464
many-to-many media, 352
market development, 163
market penetration, 162
marketing, 11
marketing attribution, 113
marketing automation, 233–81, 508
marketing communications plan, 362–3
marketing intermediaries, 77, 508
marketing-led site design, 300, 509
marketing mix, 190, 508
marketing orchestration, 237–8, 508
marketing planning, 145, 509
marketing qualified lead, 247, 509
marketing technology (martech), 36, 509
marketplace. see business-to-business 

exchanges or marketplaces
Marks & Spencer, 156
markup languages. see HTML; XML
martech sins, 101
martech stack, 96, 509

selection, 99–101

mashup websites, 424, 509
mass customisation, 199–200, 239, 253, 

351, 509
mass marketing, 509
media buyer, 509
media buying, 509
media, effect on sales, 373
media fragmentation, 239, 509
media mix selection, 379–80
media-multiplier or halo effect, 432, 509
media owners, 509
media planning, 509
media queries, 322, 509
media site, 364, 509
Mediaocean, 104
memes, 354, 509
merchandising. see web merchandising
messaging apps

volumes, 234–5
meta search, 509
meta-tags, 509
metadata, 99, 407–8, 509
metrics, 156

Amazon, 487–9
multichannel, 466

Metro Bank, 297–8
micro-environment, 48, 509
microformats, 408, 509
microsite, 429, 509
Microsoft Corp, 198
Microsoft Teams, 124
mixed-mode buying, 173, 363, 510
mixed reality, 327–9, 510
mobile apps, 324–6, 510
mobile-first design, 321–6, 510
mobile marketing, 510
mobile phone

purchasing decisions, 175–6
monetary value, 266
Monetate, 266
Moonpig.com, 200
multichannel (ominchannel) marketing, 

6, 510
multichannel marketing strategy, 139, 

510
multichannel prioritisation, 171, 510
multiscreening, 47, 510
multivariate testing, 476
mystery shoppers, 480

N
National Express, 477
native advertising, 119, 434, 510
Natural Language Generating (NLG) 

writing programs, 255
navigational (or brand) search, 397, 510
negative PR, 116
nested ad content, 510
Nestlé, 240
net or network neutrality, 126, 510
net promoter score (NPS), 260, 510

Netflix, 124
new entrants, 71, 72–3
Newport, Cal, 120
newsjacking, 354, 510
newsletters, 439
newspapers, 201
next best product, 268–9
Next plc, 199
Nike By You, 200
Nintendo Switch, 124
nofollow tags, 402, 510
noise, 354
Nominet UK, 116
non-repudiability. see security methods
Nordea, 104
notification, 111, 510

O
Ocado, 156
Ofcom, 125
offers, 209, 510
offline promotion, 450, 510
OfGEM, 125
older users, 120
omnichannel marketing, 139, 510
on-page optimisation, 402, 511
Onalytica, 419–20
one-to-one marketing, 238, 510
online advertising law, 109
online brand, 510
online brand assets, 195
online brand domain, 195
online brand heritage, 195
online brand personality, 195
online brand proposition, 196
online brand reflection, 196
online brand values, 195
online branding, 511
online business models, 79–80, 511
online company presence, 5–6, 511
online copywriting, 331–2
online customer experience, 511
online gaming, 124
online influencer outreach, 417, 511
online influencers, 417, 511
online intermediary sites, 77, 511
online market ecosystems, 49, 511
online marketplace, 47, 511
online PR, 511
online promotion contribution, 157, 511
online reputation management, 417, 511
online revenue contribution, 156, 511
online service-quality gap, 334–6, 511
online social network, 511
online sponsorship, 428
online tactical marketing segmentation, 

160, 511
online value proposition (OVP), 15, 170, 

511
online voice of  customer (VoC), 260, 511
OnTheMarket.com, 164
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open reach, 267
Opodo, 199, 214
opportunities to see, 358, 511
opt-in, 112, 242, 438, 511
opt-in email, 511
opt-out, 112, 242, 511
Optimax, 303–4
order conversion rate, 359
organic or natural listings, 397, 511
organic social media marketing, 270, 

443, 512
outbound digital communications, 24, 

512
outbound email, 512
outbound email marketing, 437, 512
outbound internet-based 

communications, 512
outreach, 402, 409
outsourcing, 512
overlays, 435, 512
overt, 512
owned media, 6–8, 512

P
page impression, 434, 472, 512
page request, 512
page view, 512
PageRank, 408, 512
paid media, 6–8, 512
paid search (pay-per-click) marketing 

(PPC), 398–400, 410–14, 512
cost-per-click (CPC), 412, 413
planning, 414–16

Panda and Penguin algorithm updates, 
404, 512

partnerships, 203
paths-to-purchase, 46, 512
pay-for-performance communications, 

353, 512
pay-per-click (PPC), 29, 512
pay-per use, 164
pay-per-view, 200
payment systems, 512
PayPal, 124, 213
Peacock, 199
peak of inflated expectations, 16
Pearson Revel, 198
penetration, 368
penetration pricing, 209
people variable, 219–20, 512
perceived benefite, 64
perceived control, 64
perceived ease of use, 64
perceived usefulness, 64
performance drivers, 465
performance drivers, 176, 512
performance management system, 463, 

513
performance marketing, 425, 513
performance measurement system, 

461–93, 513

performance metrics, 513
performance targets and measures, 154–5
permission marketing, 31, 112, 239, 

242–6, 367, 513
principles, 245–6

Persado, 255
persistent cookies, 113, 513
personal data, 110, 305–6, 513
personalisation, 24, 105, 253, 305–7,  

351, 513
personas, 66, 513
personification, 238–9
persuasion marketing, 301, 513
PESTLE, 93
phishing, 103, 513
Phrasee, 255
physical evidence variable, 222, 513
pixel, 513
place variable, 211–12, 513
plateau of productivity, 106
platform for sales transactions, 16
platform usage information, 110
Plotkin, Hal, 117
plug-in, 513
podcasts, 423, 513
political forces, 94, 127
Pollack, Steve, 240
pop-ups, 243–4

on smartphones, 410
portals, 513
portfolio analysis, 178–81, 513
positioning, 15, 513
post-digital world, 142
precision, 209
predictive analytics, 252, 257, 513
predictive customer service, 258
premium pricing, 209
prescriptive strategy, 513
price comparison intermediaries

Direct Line, 125–6
price comparison sites, 513
price dispersion, 513
price elasticity of  demand, 207, 513
price transparency, 207–8, 513
price uncertainty, 208
price variable, 205, 513
pricing level, 513
pricing models, 205, 210–11, 513
primary persona, 513
printed.com, 200
privacy, 108, 514. see also security 

methods
and control over settings, 252
and marketing orchestration, 238

Privacy and Electronic Communications 
Regulations Act, 112

privacy statements, 114, 514
process variable, 221, 514
processor, 111
product development, 163
Product Listing Ads (PLAs), 411

product variable, 198
profile data/information, 110–11
profiling. see customer profiling
programmatic ad buying, 430, 514
programmatic media bidding, 256
progressive web apps (PWAs), 324, 514
promotion (online and offline), 514
promotion variable, 216–18, 514
propensity modelling, 256, 268, 514
proprietary software, Amazon, 489
prototypes, 292, 514
proximity marketing, 514
Prudential, Singapore, 478
psychographic segmentation, 63, 514
public relations (PR), 417, 514
publishing, 81–2
pull media, 350, 514
pureplay retailers, 173–4
push media, 239, 350, 514
push technology, 514

Q
qualified lead, 514
quality score, 411, 412, 514
Qualtrics, 203
query management, 219–21
questionnaires, 202, 479–80
Quick Response (QR) codes, 514

R
RACE (Reach–Act (Interact)–Convert– 

Engage) framework, 10–12, 47
competitor benchmarking, 75

RackSpace, 296
rampant experimentation, 154
ranking/scoring, 401
reach, 270, 435, 514
real people, 208
real-time bidding (RTB), 430, 514
real-time marketing (and PR), 354, 514
Really Simple Syndication (RSS) feeds, 

423–4, 514
Rebecca Minkoff, 199
recency, 265–6
recency–frequency–monetary value 

(RFM) analysis, 265, 267–9, 515
referrer/referring site, 468, 515
registration (individuals), 515
registration (of  domain name), 515
regression modelling, 379
reintermediation, 26, 77–8, 214, 515
relationship building, 190–1, 192
relationship building medium, 16
relationship marketing, 515
relevance, 412
reliability, 337
renderability, 441, 515
rendering, 410
repeat visits, 515
representation, 515
repurposing, 515
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reputation management services, 116
reputational damage, 116
request for proposal (RFP), 209, 515
resource analysis, 152, 515
resources, 79, 515
resourcing, 464
response mechanisms, 363–7
responsibilities, 464
responsive web design (RWD), 322–3, 

515
responsiveness, 337
results-based payment, 430, 515
retail channel, 515
retargeting, 34, 258, 515
retention. see customer retention
return advertising spend (ROAS), 359
return on advertising spend (ROAS), 515
return on investment (ROI), 359–61, 371, 

515
returns policies, 118
revenue models, 164, 515
revenue stream, 79
reverse auctions, 209, 515
reverse path analysis, 473
reverse path analysis, 515
review sites, 425
reward sites, 426
rich media, 435, 515
risk

customer perception, 65
roadmap, 146
Robertson, Nick, 181
robots, 400, 516
Rochet, Lubomira, 85, 87
RS Components, 107, 169, 245
run-of-site, 430, 516
Ryanair, 164, 208

S
SaaS, 216
sales cadences, 236, 516
sales generation offers, 243, 516
sales promotions, 516
sales qualified lead, 247, 516
Salesforce Pardot, 246, 248–9
satisficing behaviour, 207, 516
scannability, 331, 516
Schema.org, 99
Schmidt, Eric, 321
Screwfix, 198
scripts, 516
scrum, 293, 516
search engine, 516
search engine listing, 516
search engine marketing (SEM), 29, 

397–400, 516
search engine optimisation (SEO), 29, 

397–416, 516
search engine ranking, 402–3, 516
search engine results pages (SERPs), 398, 

516
features, 398–400

search engine spamming, 406
search intermediaries, 52
SEAT Ibiza, 438
secure HTTP, 516
Secure Sockets Layer Protocol (SSL), 516
security

risks, 101–3
security methods, 516

authentication, 516
availability, 516
integrity, 516
non-repudiability, 516
privacy and confidentiality, 516

seeding, 517
segmentation, 252, 369–72, 517
segmentation pricing, 209
sell-side e-commerce, 12, 517
semantic markup, 408
sense-and-respond communications, 24, 

240, 517
SERPs features, 517
service disruptors, 218
service elements, 218
service quality, 220, 334–6, 517
service standard, 293
serving, 517
sessions. see visitor sessions
share of market, 55–6
share of  search, 54–6, 517
share of  voice, 517
shipping fees, 210–11
ShopDirect, 291
Shopping.com, 207
Short Message Service (SMS), 517
Shutterstock, 198
Sidaru, Alex, 300
silos, elimination of, 172
single customer view, 245, 517
site. see website
site auditors, 517
site availability, 517
site design template(s), 312, 483, 517
site maps, 311, 517
site navigation schemes, 319–21, 517
site re-launch, 517
site ‘stickiness,’ 517
site structure, 313–21
site visit, 517
site-visitor activity data, 469, 517
situation analysis, 47, 148, 517
skills

applying the marketing mix, 192
audience engagement, 235
of customers, 64–5
digital strategy development, 138
evaluating digital marketing 

 effectiveness, 463
failure rates, 291
keeping up with digital, 7–8
website, 287

skimmability, 331, 516
skunkworks, 164, 517

Sky Cinema, 200
Sky Sports Box Office, 200
Skype, 476
skyscanner.net, 208
Slack, 124
slope of enlightenment, 106
smart content curation, 255
Smart Insights, 167, 198, 452–5
SMART metrics, 157–8, 362, 517
smile, 169
social commenting in blogs, 273
social commerce, 14, 273, 517
social CRM, 271, 517

death of, 272
social customer service, 273
social exclusion, 119–20, 517
social forces, 93
social graph, 403, 517
social knowledge, 273
social log-on, 518
social media amplification, 443, 518
social media, declining use, 121
social media governance, 418, 518
social media insights, 474
social media listening, 202, 274, 418,  

518
social media marketing, 29, 30, 271, 

443–50, 518
social media marketing framework, 128
social media monitoring, 518
social media optimisation (SMO), 172, 

518
social media strategy, 171, 273–5, 518
social network associated viral 

marketing, 446
social networks, 31, 272, 518
social presence, 353
social proof, 270, 518
social publishing, 272
social reviews, 272
social search, 273
social selling, 236, 518
social shopping, 183
social streaming, 272
soft launch, 289, 518
soft lock-in, 518
software agents. see agents
software as a service (SaaS), 96–7, 518
SOSTAC Planning framework, 146–7
Southwest Airlines, 209
spam/spamming, 112, 518
spamassasin.org, 442
specific offline advertising, 452, 518
speed of page download, 409
spiders, 400, 516
split testing, 252, 518
sponsored links, 412
sponsorship, 518
Spotify, 223–6
stage models, 17, 518
Starbucks, 196
static (fixed) web page, 518
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stickiness, 204, 468, 518
storyboarding, 315, 518
strategic agility, 95, 518
strategic analysis, 519
strategic market segmentation, 165–8, 

519
strategic positioning, 519
strategy, 15–16
strategy formulation, 160, 519
strategy process model, 145, 519
streaming media, 97, 519
style guide, 519
subject access request, 519
subscription models, 164, 200
substitution, 71, 72, 218
success factors, 286–7
superstitials, 519
Survey Monkey, 203
SWOT analysis, 153
synchronous communication, 352
syndication, 212–13, 519

T
tagging, 379, 519
tangible and intangible benefits, 156
Target (US retailer), 253
target marketing strategy, 15, 165, 

368–72, 519
technological forces, 93
technology trigger, 106
telemarketing, 519
template, 519
temporary or session cookies, 113, 519
Tesco, 198
Tesla, 169
test philosophy, 474
test planning, 478–80
test website, 519
testing, 519
testing content, 519
text messaging, 442–3
third-party cookies, 113, 519
third-party e-newsletter, 438
Ticketmaster, 198
TikTok, 447
tipping points, 203–4, 519
Topshop, 199
trademarks, 117, 519
traffic building, 362, 519
transactional e-commerce, 16, 192
transactional e-commerce sites, 519
translation, 308–9
travel booking behaviour, 207
Tripadvisor, 163
Trivago, 199, 205
trough of disillusionment, 106

True Tickets, 104
Trump, Donald, 129
trust, 65, 302
Twitter development, 203
Tyler, Robert, 116
tyranny of the OR, 356

U
Uber, 124

surge pricing, 208
Über-bloggers, 426
UK Digital Strategy, 125
UK’s future Industrial Strategy, 125
uniform (universal) resource locator 

(URL), 97–8, 519
Unilever, 156
unique visitors, 358, 472, 519
unsubscribe, 519
up-selling, 519
upload, 519
URL strategy, 97, 365, 519
usability/user testing, 301–2, 519
Usabilla, 300
user-centred design, 299, 316–17, 520
user-generated content (UGC)

altruistic, vengeance and economic 
motivations, 270

user journey, 520

V
validation, 520
value based segmentation, 260
value chain, 520
value event scoring, 520
value network, 520
value proposition, 15, 79, 520
value proposition of  site, 520
vehicle configurators, 163
vengeance, 270
Very.com, 199
video ads, 435
video marketing, 520
view. see page impression
view-through, 361, 435, 520
viral marketing, 109, 444–50, 520
Virgin, 164
Virgin Wines, 170
virtual organisations, 215–16, 520
virtual reality (VR), 327–9, 520
virtualisation, 215–16, 520
visit conversion rate, 359
visit conversion rate, 359, 520
visitor conversion rate, 359, 520
visitor sessions, 358, 520
voice of  customer (VoC), 478, 520
voice recognition, 182

voice search and conversational user 
interfaces, 256

Volkswagen, 140
voucher code sites, 426
VQVC (volume, quality, value and cost) 

mnemonic, 157–8

W
Wappalyzer, 94
Waymo, 164
web accessibility, 520
web addresses, 520

structure, 97
web analytics, 203, 520
web app personalisation, 257
web browsers, 96, 520
web classification, 311, 497
web merchandising, 333, 520
web or digital analytics, 462, 520
web response model, 367, 520
web self-service, 236, 520
web servers, 96, 520
webmasters, 520
WEBQUAL, 287
website, 521
website auditors, 435, 521
website content, 521
website specification, 484
WeChat Pay, 213
welcome strategy, 250
Whisky, 326
WHOIS, 98
WHSmith, 251
widget, 521
WIFM, 244
wireframes, 292, 312–16, 521
word-of-mouth marketing, 445–6, 521
WordPress, 296
WordSmith, 255
World Wide Web, 96, 521
World Wide Web Consortium (W3C), 99
Worldpay, 213
would you recommend us?, 260–1

X
XML (eXtensible Markup Language), 

521

Y
YouGov, 203
YouTube, 198

Z
Zalando, 13–14, 163, 174
Zipf, G.K., 204–5
Zoom, 106, 124, 163, 198, 201–2
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