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Preface
Driven by unending globalisation, increased competition and more particularly,
new consumer trends and technological developments, marketing today is no
longer what it used to be. Now is gone! Businesses have to keep up with new
marketing developments in order to stay ahead of the competition. Keeping up
to date with changes in demand and using technology to understand, anticipate,
reach and satisfy customers are key! The Internet is one of the most powerful
tools available today to meet, greet, target and reach your customers.
In fact, the most significant technological advancement that has created the
greatest marketing innovation is the Internet. The Internet or the World Wide
Web (WWW) continues to radically transform the way we do business. Most
critically, it has turned on its head, the way businesses communicate with the
consumer. Consumers are now in control of the reins of purchasing power. It is
the customers who are calling the shots. And this has become possible, in no
small way, because of the Internet. Business can no longer sell what they
produce. They have to listen to their customers, understand their needs and
produce what THEY want.
Businesses also need to realise that in today’s world, if they are not ONLINE,
they are not ON SALE! The Internet offers a vast array of marketing advantages
and unmatched opportunities to reach more consumers than ever before. The
Internet cannot be ignored! Consider that:
 There are almost 2 billion Internet users in the world;
 The sheer number of Internet users is growing at a rapid pace (an average
annual growth rate of 18% between 2000 and 2010);
 The Internet has a strong penetration in the most advanced market in the
world – North America has a penetration rate of 77%, for example;
 Emerging markets (Brazil, Russia, India and China) are all on the top ten list
in terms of the sheer number of Internet users;
 Four-fifths of Internet users (80%) research products and services online and
71% shop online;
 The Internet provides businesses with the opportunity to be open 24 hours a
day, 7 days a week, 365 days a year;
 The Internet allows businesses to reach the entire global market all at once;
 An online business is one of the cheapest ways to set up shop; and
10
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 There’s money to be made online – Amazon made over US$34 billion in
sales in 2010 and Google made US$29 billion.
For businesses wishing to remain a going concern; to ward off the crippling
effects of competition; and to increase market share, it is crucial that they
understand the powerful marketing force that is behind the Internet.
It is also critical to understand that while being online and developing an
Internet marketing base is NECESSARY for continued growth and success, it is
not SUFFICIENT. For this reason, well-designed strategies must be developed
and implemented and lessons learnt from industry leaders. This is why Tourism
Intelligence International’s report – Everything You Need to Know about
Internet Marketing – is so timely and essential.
Everything You Need to Know about Internet Marketing provides clear
guidelines to create your own Digital / Online Marketing Strategy as well as
how to master the four key pillars of digital marketing.
Tourism Intelligence International’s down-to-earth, easy-to-read, thoroughly
researched, exciting and comprehensive report – Everything You Need to Know
about Internet Marketing – is a must-read for anyone wishing to learn the ins
and outs of Internet marketing. This report, simple yet thorough, can assist
small businesses and large corporations alike in developing a sound Internet
marketing plan. It is filled with a number of important strategies and key
lessons that cannot be found elsewhere.
Everything You Need to Know about Internet Marketing:
 Provides an extensive review of the major trends that have impacted on
marketing practices over the last century;
 Analyses the key developments in online marketing;
 Reviews the potential of Internet marketing;
 Makes a sound case for the need to include Internet marketing in the overall
marketing mix;
 Weighs the pros and cons of having an online presence;
 Dissects the various elements of Internet marketing and shows how each
element can be used to win, wow and woo customers;
o
o
o

Website development and deployment;
Search engine optimisation;
Pay Per Click Advertising;
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Banner advertising and other forms of paid advertising (pay per
impression);
Viral marketing;
Marketing on the Web 2.0 and new social networks;
Online articles PR distribution;
Really Simple Syndication (RSS) and news article feeds;
Email marketing;
Newsletter marketing;
Customer feedback / User Generated Content;
Blogging and Forums; and
Video marketing.

 Investigates the key success factors of some of the Internet giants like
Amazon and Google and pulls out the major lessons that can be learnt and
copied by other businesses;
 Develops a mix of tried and tested strategies that are certain to add
tremendous value to any Internet marketing plan.
Dr. Auliana Poon,
May 1st 2011
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Glossary
Adsense

A Google application that uses text and image
advertisements that are precisely targeted to page
content. The webmaster earns a percentage of the price
per click paid by the advertiser.

Advergaming

A term used to describe the use of computer games as a
promotional aid.

Advertising Network

An online advertising agency that connects advertisers
to websites that want to host advertisements.

AdWords

A Google application that allows you to create and run
advertisements for your business on Google.

Affiliate Marketing

A type of internet marketing in which you partner with
other websites, individuals, or companies to send traffic
to your website.

Banner Ad

A graphical web advertisement unit that is shaped like
a banner and is usually displayed on websites.

Bobos

Bourgeois
Bohemians.
A
demographic
and
psychographic group of Americans born between 1955
and 1964.

Blog

Short for web log, blogs are part journal, part website.
Bloggers can post both good and bad ratings about a
business in their blog.

Bookmark

A pointer to a website of interest. Pages can be
"bookmarked" for reference, rather than remembering
and typing the complete URL in the address bar.

Bulk E-mail

E-mail sent to many individuals at the same time.

Business-To-Business
(B2B)

A business that deals in products/services that are of
use to other businesses.
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Business-ToConsumer (B2C)

A business that deals in products/services that are of
use to consumers.

Click-Through

The act of clicking on an online advertisement that
takes the web visitor to the advertiser's website.

Click through
(CTR)

Rate A way of measuring the success of an online
advertising campaign. A CTR is obtained by dividing
the "number of users who clicked on an ad" on a web
page by the "number of times the ad was delivered".

Contextual
Advertising

Form of targeted advertising for advertisements
appearing on websites or other media.

Cost-Per-Click (CPC)

CPC means you pay a pre-determined amount each
time someone clicks on your advertisement. This is a
common way to pay for online advertising.

Cost-Per-Action
(CPA)

Online advertising payment model in which payment is
based solely on qualifying actions such as sales or
registrations.

Crawler

A program that visits websites and reads their pages
and other information in order to create entries for
search engine index.

Cyberspace

The electronic medium of computer networks, in which
online communication takes place.

Database

An organized mechanism for storing, managing and
retrieving information.

Direct Digital
Marketing (DDM)

A type of marketing that is done exclusively through
digital means (e.g. Internet).

Disclaimer

Terms under which the site or work may be used.

Dot-com

A company that operates its business primarily on the
internet using a URL that originally ended in '.com'.
Today ‘.tv’, ‘.org’ and ‘.net’ are also common.

Dynamic website

A website generated using a web application and a
database. These sites will often change from one visit
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to the next.
Echo Boomers

A demographic group of people born between 1977
and 1992. These are the children of the Baby Boomers.

eCommerce

The ability to buy and sell goods or services via the
Internet.

Electronic database

A database that can be accessed by computers.

Electronic
mail)

Mail

(E- Messages sent from one person to another via the
Internet. Email can also be sent to a large number of
addresses at once through a Mailing List.

Email Marketing

Distribution of one’s marketing message via email. The
advertiser pushes the message to its public, as opposed
to a website that waits for customers to come in.

Ezine

An online electronic magazine delivered via the
Internet.

Forum

Online community where visitors may read and post
topics of common interest.

Frequently Asked
Questions (FAQ)

A list of the most common questions and answers on a
topic.

Generation X

A demographic group of individuals born between
1965 and 1976.

Google

Popular search engine on the internet with popular
internet marketing applications such as Adsense.

Hippies

A generation of Americans born before 1945. They
were very much involved in the free love movements
of the 60’s and 70’s.

Hit

A request to a web server for a single file. To load a
page with 5 graphics would count as 6 ‘hits’, 1 for the
page plus 1 for each of the graphics.

Hyperlink (link)

These allow you to visit other pages on the Web with a
click of the mouse.
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Impression

The number of times an ad is displayed.

Inbound links

Links from pages on external sites linking back to your
site.

Inbox
Instant
(IM)

The main folder of an email that incoming mail gets
stored in.
.
Messaging Consists of sending real time messages to another
Internet user.

Internet

Collection of inter-connected networks.

Internet Marketing

Use of the internet to market a product or service.

Keyword

A word entered in a search engine's search field for
finding the desired information.

Keyword Marketing

Incorporating keywords into website content to make
the website appear on top of the search engines' results
pages.

Mailing List

A collection of names and addresses used by an
individual or an organization to send material to
multiple recipients.

Marketing Mix

Four basic marketing strategies, collectively known as
the four Ps - product, place (distribution channels),
price, and promotion.

Meta Tags

Allows you to highlight important keywords related to
your site in a way that matters to Search Engines.

Multi-level Marketing
(MLM)

Marketing strategy in which the sales force is
compensated not only for sales they personally
generate, but also for the sales of others they recruit.

Multimedia

Combination of media types in a single document, such
as text, graphics, audio and video.

Newsgroup

A forum in which users discuss a particular topic and
post articles and questions relating to this subject.
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Readers can reply to these queries either in the
newsgroup or directly by e-mail.
Online

When someone is connected to the Internet, they are
considered "online".

Opt in E-mail

When someone is given the option to receive "bulk" email. Typically, this is some sort of mailing list,
newsletter, or advertising.

Outbound Links

Links on any webpage leading to another webpage,
whether they are within the same site or another
website.

Paid inclusion

Search engine marketing product where the search
engine company charges fees related to inclusion of
websites in their search index.

Pay-per-click
advertising (PPC)

A form of online advertising where the advertiser pays
for each visitor on a per-click basis.

Pay Per
(PPI)

Impression Advertising where you pay each time your Ad is
shown.

Podcasting

A form of audio broadcasting on the Internet.

Pop-up Ad

A separate browser window appearing when a user
opens a website in his browser.

RSS Feed-(Really
Simple Syndication)

A way to subscribe to updates from a website.

Search Engine

A tool for locating information on the Internet by topic.
Popular search engines include Google, Yahoo and
MSN.

Search Engine
Marketing (SEM)

Internet marketing that seeks to promote websites by
increasing their visibility in search engine result pages
through SEO, paid placement, contextual advertising,
and paid inclusion.

Search Engine
Optimization (SEO)

Improving the visibility of a website in search engines
via un-paid search results.
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Site Map

An overview of the pages within a website. A site map
allows for simple navigation through a website.

Social Bookmarking

Describes a web membership service in which people
save and share their bookmarked pages on a website.

Social Media

Interactive online media. Web users are no longer
simply consumers of content, but active content
publishers.

Social Networking

A type of Social Media. Social networking websites
allow users to interact and create or change content on
the site. (E.g. LinkedIn, Facebook, de.li.ci.ous).

SPAM

Unsolicited commercial e-mail that you did not request;
it
most often contains advertisements for services or
products.

Spider

Search engines have spiders crawl through all the
linked pages of a website to gather information to
include the site in their index.

Testimonial

A statement given voluntarily by an individual to
affirm the value of a product, service or event.

Tweet

A tweet is a post or status update on Twitter.

Twitter

A website, owned and operated by Twitter Inc., which
offers a social networking and microblogging service,
enabling its users to send and read messages.

Uniform Resource
Locator (URL)

The standard method of giving a website address for
any resource on the World Wide Web.

Viral Marketing

Marketing that facilitates and encourages people to
pass along a marketing message.

Web 2.0

Term associated with web applications that facilitate
interactive information sharing and interoperability.

Web Blog (Blog)

Blogs are part journal, part website. Bloggers can post
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both good and bad ratings about a business.
Web content

Textual, visual and audio content that is encountered as
part of the user experience on websites.

Web design

The selection of components to create the layout and
structure of a web page.

Web hosting service

Type of agency or service that allows individuals and
organizations to make their website accessible.

Web pages

Documents written in script that compose a website
which makes contents accessible to users.

Website (Site)
Web traffic

A collection of web pages.
The number of visitors to a website and the amount of
data sent and received by visitors to a website.

World Wide Web
(WWW)

Global network of hypertext (HTTP) servers that allow
text, graphics, audio and video files to be mixed
together.
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Executive Brief
The Internet is Taking Over
The
most
significant
technological
advancement that has created the most
powerful marketing impact to date is the
Internet.

The Internet is IT!

The Internet has opened up an entire new
realm of media. For every offline form of
marketing or advertising, there is virtually
an equivalent cheaper, greater impact and
more effective form of Internet or online
marketing media – social media marketing,
email marketing, pay per click advertising,
banner Ads, pop up Ads, advergames and
much more.
The Internet has also had a significant
impact on market research. The Internet has
pooled millions of consumers from all
walks of life and from all over the world
together within reach of any marketer. This
has provided a completely new arena in
which to test new and existing products,
services and ideas. Marketers have taken
advantage of this, not only for the speed in
which new ideas can be tested, but also
because of the diverse manner in which
they can be tested.
Access to new technologies and more
particularly, the Internet, is critical for the
success of any marketing initiative today.

The Internet is critical for
business success

Key questions that must be answered are:
 Is Internet marketing more important
than offline marketing and why?
 What are the different forms of Internet
marketing and which ones are the most
30
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effective?
 Is Internet marketing suited for my
business or can I get by without it?
 Are traditional marketing media still
relevant and how important will they be
in the future?
 What is the optimal mix of old and new
marketing media?
Many still do not understand the full
potential and significance of the Internet.
Some still believe that having a great
website is all that is needed. They do not
realise that this is just the beginning.

A great website is just the
beginning

The Internet is continuing to transform and
dynamise the way we conduct business
today. IT has, and continues to influence,
the way consumers research, plan, purchase
goods and services, entertain themselves,
read, play, date, book holidays, travel,
watch movies, listen to music, and the list
goes on. Providers of goods and services
need to recognise that the Internet is one of
the best marketing tools to reach consumers
today.
Consider that:
 Over one-quarter of the world’s
population or 1.97 billion people, have
Internet access;
 Internet usage is growing rapidly. There
were 370 million more worldwide
Internet users in 2010 compared to 2009
– growth of 23%;
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Number of Internet Users by World Regions
Internet Users
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Consider also that:
 The Internet has the strongest
penetration in North America (the
largest world economy) with a
penetration rate of 77%;
 The fastest growing economies (the
emerging markets) also record the
fastest growth in Internet usage;
o Asia accounted for the largest
absolute growth in terms of
additional number of new Internet
users (168 million new users)
between 2009 and 2010;
o Internet usage in Latin America
grew by 27% between 2009 and
2010;
o The BRIC emerging markets
(Brazil, Russia, India and of course
China) are all on the top ten list in
32

The rate of Internet
penetration is phenomenal
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terms of Internet usage.
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With almost 2 billion Internet users
worldwide and a global penetration of
28.7%, the Internet is indeed a very
important marketing tool. Internet users the
world over are increasingly using the
Internet for research, entertainment, workuse, home-use and many other personal
uses.
Because of the Internet, many
traditional technologies are now slowly
being substituted at many levels – the
television with YouTube.com and other
video websites; the telephone with Skype
and voice over internet protocol (VOIP);
encyclopaedias with search engines such as
Google, Yahoo and MSN; maps and atlases
with MapQuest and Google Earth; retail
Everything You Need to Know about Internet Marketing

The Internet is replacing
traditional media

The Internet is an
important research tool
for American travellers
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stores with eBay and Amazon; and travel
agents with online travel sites such as
Expedia and Orbitz.
The Most Internet-Savvy Age Groups
Among Internet users, both Generation
Xers (born between late 60s and late 70s)
and Echo Boomers (born between late 70s
and early 90s) use the Internet the most –
90% and 91% respectively, according to the
Pew Internet and American Life Project,
2010.
This is likely because both
generations grew up with the Internet. And
while their parents and older siblings – the
Yuppies and Bobos (born between early 50s
and mid 60s) – were introduced to the
Internet at much older ages, they too
surprisingly have a high rate of Internet
usage (79%). It is only among the older age
group (61-71 years old) that one finds a
significant drop in Internet usage. Only a
little over half (56%) of the age group 6271, (the former Hippies), use the Internet.

Younger generations lead
the way

The Different Generations of Internet Users

BOR
N:
AGE:
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Online Activities of Internet Users
Using the Internet for emails is
resoundingly the number one activity of
Internet users (91%), according to Pew
Internet Research. Search engine usage
(Google, Bing, Yahoo, etc.) is also a major
online activity of Internet users (89%),
followed by research (81%).

E-mail is #1 Internet
activity

The Internet is not only a useful and
increasingly common tool for gathering
information or communicating, it is also
used by many Internet users to make travel
reservations. Over two thirds (68%) of
Internet users use the Internet to make
travel reservations, says Pew Internet
Research.

Search engine usage and
research follow closely

Booking travel is followed by online
shopping (71%), online banking (55%),
watching videos online (52%), sending
instant messages (38%), downloading
music (37%), engaging in online social
networking (35%) and playing online
games (35%).

Booking Travel and
Shopping are also
important
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Online Activities of Internet Users, 2009
Email

91%

Use Search Engines

89%

Research Products/Services

81%

Online Shopping

71%

Book Travel Online

68%

Online Banking

55%

Watch Videos

52%

Send Instant Messages

38%

Download Music

37%

Social Networking

35%

Play Games Online

35%
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Source: Pew Internet and American Life Project, 2010
Online Spending Habits
Over 2 in 5 Internet users purchase books
online, according to Nielson Online. The
next most popular online purchase decision
is buying clothing and accessories (36%).
Capturing just under one quarter of the
share of online purchases, buying airline
tickets online is the third most common
spending decision of Internet users,
followed by purchasing videos, DVDs and
games (24%), purchase of electronic
equipment like TVs and cameras (23%) and
cosmetic and music with 19% each. These
are then followed by purchases of computer
hardware (16%), hotel reservations (also
16%), event tickets (15%), computer
software and groceries (14% each). The
remaining spending activities account for
less than 10% each.
36

Internet users still like to
have a good read
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Online Spending Habits of Internet Users
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Source: Nielson Online, 2010
Online Payment Methods
Credit cards are by far the most popular
form of payment used to make online
purchases. 60% of global Internet users use
credit cards to buy their stuff online. Of
those who use the credit card to make
online purchases over half (53%) use Visa
cards. In addition, almost one quarter
(24%) of online shoppers use PayPal and
this number is expected to climb
significantly in the future.

Credit cards are most
popular

Online shopping using a mobile phone
device is becoming an increasing trend. 1%
Everything You Need to Know about Internet Marketing

37

www.tourism-intelligence.com

Executive Brief

of online consumers use their web-enabled
mobile phones to make their opportune
shopping on the Internet, according to a
recent 2010 study conducted by Internet
Retailer.
Being Online is Critical for Success
Businesses need to realise that in today’s
world if they are not ONLINE, they are not
ON SALE! The Internet offers a vast array
of marketing advantages and unmatched
opportunities to reach more consumers than
before. It cannot be ignored!

If you are not ONLINE,
you are not ON SALE!

Consider that:
 Four-fifths of Internet users (80%)
research products and services online
and 71% shop online;
 The Internet provides businesses with
the opportunity to be open 24 hours a
day, 7 days a week, 365 days a year;
 The Internet allows businesses to reach
the entire global market all at once;
 An online presence creates credibility;
 Shopping online is a welcome
convenience in a fast-paced world;
 An online business is one of the
cheapest ways to set up shop; and
 There’s lots of money to be made online
– Amazon made over US$34 billion in
sales in 2010.
While being online and developing an
Internet marketing base is necessary for
continued growth and success of many
businesses it is not sufficient.
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Internet presence is
necessary but not
sufficient
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First of all, it’s no use having a website that
no one can find.
Search engine
optimisation will be key. Also your website
can be advertised in conjunction with other
traditional forms of advertising to spread
the word about your online presence.

Make sure people know
about your site and can
find it

Another important point is that having a
website that is poorly designed could cause
potential damage to your credibility and
brand image. A bad website is worse than
none at all. So ensure that you dot your i’s
and cross your t’s. Hire a good web
designer. Internet marketing is relatively
cheap so do not cut corners when it comes
to building a proper website. Plus, a
properly designed and well positioned
website will pay back the initial outlay of
your web design costs in a very short period
of time.

A bad website is worse
than none at all

An important point to consider, when
thinking about developing an online
presence and an Internet marketing plan, is
whether you are market-ready or not. Is
your product sellable? Can you handle
increased sales volume? Can you invest the
time and energy necessary to properly
manage your online business? If your
answer to any one of the above questions is
‘no’ then you are not ready to launch a
proper online marketing campaign.
Nothing kills a bad product like good
marketing!

Nothing kills a bad
product like good
marketing!

In addition, having a website or emarketing thrust is not sufficient if it is not
properly aligned to your overall business
plan and marketing plan.
You could
potentially be sending mixed signals to your
customers and possibly generating more
confusion than sales when your online

Align or resign!
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marketing efforts are not aligned to your
offline business plan.
Another important consideration is your
Internet marketing mix. We now know that
Internet marketing is important. But there
are key questions to be answered before
proceeding with any Internet marketing
initiative. What are the various components
of Internet marketing? Which ones are
suitable for your business? How do you
optimally blend these with your offline
marketing efforts?

Know your Internet
Marketing Mix

Why Marketing Itself is Changing
Modern marketing as we know it, is a
relatively recent phenomenon. Marketing
is a relatively young discipline having
emerged in the early 20th century. Prior to
this time, most issues that are now
commonly associated with marketing were
assumed to fall within the purview of
economics (e.g., price setting was viewed
as a simple function of supply and
demand). Advertising was well developed
by the start of the 20th century. But for the
most part many modern marketing concepts
were simply not yet explored (e.g.,
consumer purchase behaviour, importance
of distribution alliances, e-marketing, etc.).

Modern marketing is a
relatively new phenomenon

What is also important to note, is that
marketing has evolved over time from a
single-celled organism to the sophisticated
creature that it is today. The evolutionary
process moved from production-driven to
sales orientation and then, finally to the
customer, who now clearly calls the shots.

Customers today call the
shots
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How Marketing Orientation has Evolved

Source: Tourism Intelligence International, 2011
During the industrialisation period, the
primary focus was on production. There
was a general ‘build-it-and-they-will-come’
philosophy. The customer was completely
left out of the entire process.

‘build-it-and-they-willcome’

After the industrial revolution and post
World War II, markets started to become a
bit more sophisticated and competition
started to intensify as people started
consuming in earnest. Businesses started to
realise that in order to maintain their share
of the proverbial pie, they would need to go
out to the customer rather than wait for
them to come as they once did. The need to
stand out from the crowd and to create a
unique identity or brand was much more
important than it once was. So began the
sales orientation of marketing. While
selling was more in the forefront, marketing
was still a ‘slave’ to production as
manufacturers still wanted to enjoy the
benefits of economies of scale.

The need to differentiate
products through brands

From the early part of the second half of the
20th century, competition had intensified
even more and customers were bombarded
with not only many brands but also many
different types of products.
Everything You Need to Know about Internet Marketing
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Marketing Characteristics – Then and Now
MARKETING THEN

MARKETING NOW

Simple

Sophisticated

Rigid

Flexible

Standardisation

Differentiation

Production focused

Customer focused

Build it and they will come

Identify customer needs then
build

Monopoly

Monopolistic

Little or no competition

Intense competition

Low technology

High technology

Boring

Attractive

Product information

Emotional resonance

Limited Reach

Global Reach

More push than pull

More pull than push

Source: Tourism Intelligence International, 2011
Key Factors Driving Marketing Change
Marketing has undergone a number of
changes. These include:

Competition for customers
and technologies drive
changes in marketing

 Increased Competition;
 Changing Consumer Trends;
 Management Principles; and
 Rapid Adoption of Technology.
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The Four Drivers of Marketing Evolution
• More players
• Differentiation
• Market
segmentation

• Pent up demand
• Boomerism
• Changing tastes
• Education

Competition

Consumers

Marketing

Management
• Radio & TV
• Computers
• DotCom Bubble

• Management
principles
• Marketing
becomes strategic

Source: Tourism Intelligence International, 2011
Consumer Trends
In today’s world the customer is king. But
the consumer has not always been in this
royal position. Marketing focus was
orientated towards the supply side
(production) rather than the demand side
(consumers). But all of that changed as
businesses became more consumer-focused.
The consumer focus came about because of
a number of factors. The first factor is the
Post War prosperity. During World War II,
production was focused on weaponry and
not consumer goods. People were not only
stressed out because of the war itself but
because they could not enjoy some of the
finer things in life.
After the war
consumption resumed in earnest. Suppliers
had to capture that increased demand and
cater to the needs and wants of the
consumers.
Everything You Need to Know about Internet Marketing
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Then there came the era of boomerism.
Pent up sexual energy (the men had now
returned from the war) led to a boom in
babies in the US. This in turn led to
increased demand for baby products. In
fact these new babies, coined the Baby
Boomers, would become a major force in
the world affecting the consumption of
goods and services. As the Baby Boomers
grew up and their needs changed, suppliers
had to swoop in to meet their changing
needs. The market was just too large to
ignore.

The war also created pent
up sexual energies and the
baby boomers appeared

Even today, marketers are trying to find
creative ways to win, wow and woo Baby
Boomers, who are now in their fifties and
sixties. This means that Baby Boomer
consumers are older and, although healthier
and fitter, will require special attention by
marketers and suppliers.

The population is aging
because of the baby boom

As time elapsed and the world changed,
people became more educated, more
experienced and more sophisticated. In
turn, their tastes and preferences changed to
suit. Consumers weren’t just interested in
products and services, they were now keen
on experiences. Marketers now had to
appeal to their higher education and
sophistication and generate emotional,
experiential as well as intellectual
resonances in their marketing and
advertising campaigns. Thus Ads moved
from being means of providing information
to tools to appeal to people’s intellectual,
emotional and even the sensual faculties.
This had enormous implications for
businesses.

People are more educated
and experienced and
require experiences rather
than mere products or
services
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Competition
In addition to consumer forces, competition
was another major factor that influenced
marketing over the years. As competition
intensified so did marketing activities.
Marketing moved from a mere operational
tool to a strategic weapon to out-manoeuvre
and defeat competitors.

As competition intensified,
so did marketing

Intense competition and market saturation
brought about market segmentation.
Businesses were beginning to realise that
broad-based canvas marketing was not
working to capture additional market share.
And so began the drive to focus on specific
needs of targeted types of consumers. With
this approach a business could virtually
supply a ‘new’ market without any direct
competition.

And market segmentation

Management Thinking
Another important driver of change in the
way marketing has been done over the
years is modern management thinking.
Changing management thinking has had
enormous impacts on the way businesses
are run today. Marketing is no exception.

Marketing comes of its own

Marketing, once a mere function of other
disciplines, now has strategic prominence
within businesses.

Marketing takes on
strategic importance

The Marketing Mix or the 4 P’s (product,
price, place and promotion) were unheard
of in the days when Ford was producing his
first car.
Now in modern times the
Marketing Mix is a common denominator
in any strategic planning process.

‘Marketing Mix’ becomes a
must
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Technology
Technology perhaps has had the greatest
impact on the way marketing has been
undertaken. As technology changed over
time, so did marketing.

Technology is a major
driver of change in the
marketing world

First of all, technology has put the
consumer in control by giving them the
direct power of choice.
Not only
manufacturers, but also consumers are users
of technology. Because of the increase in
information technology, customers more
than ever before, have access to vast
information. Marketers therefore, have to
be creative, timely and ahead of the
competition in order to get the consumer to
choose their products over others.

Technology allows the
customer to be in control

Technology has also changed the landscape
of available media. Marketers are not just
limited to one or two marketing media as in
the day of the printing press or the radio.
Now, there are a plethora of media
solutions that marketers can utilise – print,
radio, television and the multifaceted
Internet (including social media sites).

Technology has created
more marketing media than
ever before

Key Technological Innovations that Have Affected Marketing
1447

1895

1928

Print Media

Radio

Television

Source: Tourism Intelligence International, 2011
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Crafting the Digital Strategy
In crafting a digital strategy, there are three
rules to live by:
 Great digital marketing is part of an
overall, integrated marketing strategy,
and is not meant to live off on its own,
but rather works best when it is a
complement to both a great end product,
as well as other marketing tactics;

Integrate your digital
Marketing Strategy with
your overall marketing
strategy

 Great digital marketing must be
integrated in all its elements. Often,
clients and companies pay attention to
one dimension (e.g. social media /
Facebook) to the exclusion of others
(email marketing, targeted online
advertising); and

Pay attention to ALL
elements of digital
marketing AND integrate
them

 One of the biggest advantages of the
digital medium is the ability to measure
and gain insight at a much more granular
level. Test, experiment, learn, refine.
That’s a critical component of a
successful digital marketing strategy.

Measure, Monitor, Test,
Experiment, Learn, Refine

Another important consideration in
developing a sound digital marketing plan
is to understand the four key pillars of
digital marketing.
Whether you’re a small mom-and-pop
business or a large multinational
corporation or a government organisation,
this structure can be applied to ensure you
begin to leverage the digital channel in a
more robust way. It’s applicable whether
you seek to implement key elements
yourself, or seek out the help of a
competent digital solution provider. This
will be the framework that should guide
your digital marketing strategy.
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Targeted
Advertising

Pillar # 3

Interesting
Digital
Destinations

Pillar # 2

Pillar # 1

The Four Pillars of Digital Marketing
Continuous
Engagement

Source: Tourism Intelligence International, 2011
Each pillar has a critical part to play to your
end objectives of reaching target customers
and prospects, engaging them, and
translating that activity to your bottom-line
business goals, whether those goals are
more sales or more dollars spent.
The first pillar is to create interesting digital
destinations. That is, create a fabulous,
exciting, engaging and fun website. To do
this, your digital destinations need to be all
of the following:

1. Create a fabulous,
exciting, engaging and
fun website

 Convenient to access, with particular
attention to the variety of ways that
people may want to interact with you
digitally;
 Visually interesting and easy to
navigate; and
 Full of relevant, easy to absorb
information, and as much as
possible, tailored to your key
audience segments.
The second pillar is targeting online
advertising. The possibilities associated
with digital advertising are so great relative
to traditional media. The challenge is how
to reach a cross-section of people who are
geographically,
demographically
and
48

2. Carry out Targeted
online advertising
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culturally diverse all at once and without
creating
confusing
and
ambiguous
messages.
The third pillar of digital marketing is
continuous engagement. There is a lot of
work, and often cost, that can go into
getting a customer through the stages from
awareness of your product offering, to
familiarity and consideration to purchase.
To do this you must keep them engaged
throughout all stages. It’s no coincidence
then, that the cost of acquiring a customer is
so much more expensive than the cost of
retaining one.

3. Continuously engage
your customers

The commitment must be made to ensure
that the continuous engagement of
customers and prospects become a
foundational part of your digital marketing
strategy.
The fourth pillar of sound digital marketing
is ongoing measurement. This point has
been mentioned a number of times
throughout this publication because it is so
critical, and such a major difference
between what we’ve traditionally been able
to do and learn about our advertising and its
impact.

4. Measure, Monitor and
Adjust

The reason this is a pillar unto itself, is that
digital marketing gives a large amount of
information. From how many people saw
an Ad, to how many people visited a site, to
what pages they viewed on your site, to
how many times they interacted with you,
to how much they shared something about
you with their friends. This is invaluable
information, but it takes time and effort to
collect it, organize it, and make sense of it
in ways that can drive action.
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Often, in the digital marketing arena,
ongoing measurement means taking
advantage of the ability to not only gain
insight, but also to craft and conceive
experiments that give you more insight into
what your customers and prospects want.
So now that you have a clear understanding
of the importance of online marketing and
the 4 key components that need to be part
of your digital marketing strategy, let’s go a
bit more in-depth into some of the tools,
tips and tricks available to you, in drilling
into each of these areas.
The Components of Internet Marketing
Internet marketing comprises a number of
elements including, but not necessarily
limited to the following:
 Search engine optimisation on both
traditional search engines and elsewhere
on the Internet;

Search Engine
Optimisation (SOE)

 Paid advertising on the search engines,
known as PPC (pay per click)
advertising;

Pay Per Click (PPC)
advertising

 Paid (PPC) advertising on locations
other than traditional web search;

Banner Advertising

 Banner advertising and other forms of
paid advertising (pay per impression);

Viral Marketing

 Viral marketing;
 Marketing on the Web 2.0 and new
social networks;

Social Media

 Online articles PR distribution;
 RSS and news article feeds;

E-mail marketing

 Email marketing;
 Newsletter marketing;
 Links
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with
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(using websites in tandem with print /
broadcasting or other advertising);
 Customer feedback / User-generated
Content;
 Website Conversion (is your website
designed to sell?) and Optimisation;
 Blogging;

Blogging
Video Marketing

 Forums; and
 Video marketing.

Components of Internet Marketing

Source: Tourism Intelligence International, 2011
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With the cadre of marketing options
available on the internet, the possibilities
for attracting and winning over customers
are indeed vast.
The O.P.E.N.
Process

Internet

Marketing

You may have invested a considerable
amount building a professional looking web
site, but that investment won't pay off
unless you use the Internet to effectively
market your business. Building a website
and doing Internet marketing are two
completely different things. You've
probably visited a few websites that were
completely useless. Maybe they looked
good, but you couldn't find the information
you needed, or worse, you had trouble
finding the site in the first place. Don't let
this happen to your website!

Optimize

The Internet Marketing process is relatively
straightforward. It is made up of four
elements, which Tourism Intelligence
International coins the ‘O.P.E.N.’ Internet
Marketing process.
This ‘O.P.E.N.’
process requires the following actions:

Promote

Engage

 To Optimize;
 To Promote;

Note

 To Engage; and
 To Take Notes.
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The O.P.E.N. Internet Marketing Process

Source: Tourism Intelligence International, 2011
One of the best ways to optimise your
website is to focus on content. Content is
more important than design.
Content
includes text, videos and images.

Content is more important
than design

The next important element of optimisation
is the effective use of keywords. Content is
key but matching the correct keywords with
the relevant content will create an even
more effective and solid SEO platform.

Use Keywords effectively

But content and keyword management,
while key, are not sufficient. Promoting
your website is also very important. It is a
good idea to use multiple ways to drive
traffic to your website other than SEO
techniques.

Promote your Website
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One simple example to promote your site is
to send emails to as many consumers as
possible. This improves popularity and
therefore search rank over time. And it is
free. Be careful of spamming though.

Avoid spamming

Another way to promote your website is
through pay per click (PPC) advertising.
PPC is advertising your website on a search
engine such as Yahoo or Google. You
literally pay to appear in the top search
results.

Advertise - promote your
website through pay per
click (PPC) advertising

Another key step in the OPEN Internet
Marketing Process is engagement. For the
first time in history, companies can build a
one-on-one relationship with literally their
entire customer base, thanks to the Internet.
Through email, influencers, advocates,
testimonials and social networking,
companies can engage their customers on a
regular basis. And this is key to building
brand loyalty and thus a very important step
in the Internet marketing process.

Build Relationships –
engage customers

An important element of the OPEN internet
marketing process that is often neglected is
measuring results, that is, taking note of
your progress against targets and objectives.
Check to see that your website is
functioning well and that users can use it
easily.
See if there are glitches and
problems and fix them where necessary.

Measure, Take note and
Refine

In addition, if you’ve made the investment
to build a site, you want to promote it, and
you can’t make smart decisions about how
to promote your site unless you have
reliable information about visitor behaviour.
Every business needs to know:
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 How many visitors come to the site?
 What are the sources of visitor referrals?
 What keywords do visitors use?
 What pages attract the most interest?
 How many visitors are completing the
objective (“sales”)?
Fully understanding the OPEN Internet
marketing process will help businesses
leverage the full potential of the Internet.
Ten Powerful Strategies to Drive Traffic
to Your Website
In what follows, Tourism Intelligence
International has developed a few brief
guidelines to effectively and efficiently use
Internet marketing to drive traffic to your
website and increase competitiveness.
1. Get yourself educated on the ins and outs
of Internet marketing. A publication of
this nature is an excellent introduction to
Internet marketing but perhaps some
formal education could enhance your
return on investment.

Learn everything you need
to know about Internet
Marketing

2. Consider hiring an Internet marketing
specialist to deal with all of your emarketing activities. Internet marketing
has grown to such an extent that it has
become a function all on its own. It must
be properly integrated into the entire
marketing strategy, but having an emarketing specialist separate from the
other marketing functions is a trend that
is growing.

Implement the eMarketing Function in
your organisation

3. Ensure that your website is effectively
optimised for search engine use. Search

Optimize your Website for
search engine use
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engines are those websites such as
Google, Yahoo and Bing that allow users
to type in certain search words or phrases
to create search results. To effectively
use this feature you must have proper
content and effective keywords relevant
to your product and service. Search
engine optimisation (SEO) is still a
learning process for many marketers but
there are some clear-cut ways that can put
your website in a top position on search
engines such as Google. Some of these
techniques are free, while others can be
costly depending on how far you are
willing to go.
4. Learn how to conduct effective keyword
search before setting up keywords on
your
website.
Keywords
are
words/phrases that consumers use to
search for a product, service or website. It
is important to have an understanding of
what people type into the search engines
when they are looking for information on
a particular subject. Google provides an
excellent free keyword research tool
called Keyword Tool. This tool shows
you how popular a keyword is on their
search engine and determines the
competitiveness of that keyword based on
how many companies are bidding for that
very same keyword.

Keyword research is key

5. By providing the kind of content that a
visitor needs, you keep your visitors on
your website and do not risk losing them
to your competitors’ sites. Thus adequate
information needs to be provided on your
website without over use of references
and links to other websites.

Provide useful and
adequate content

6. In order to be the master of your own
domain, that is to say, to have full control

Be the master of your own
domain
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over the effectiveness of your website as
a marketing and sales mechanism, you
need to ensure that your website is
properly optimised for search engines.
There are a number of ways you can
achieve this:
 Make your website most relevant for the
areas you focus on;
 Understand your clients and prospects,
where they go to find what you have to
offer them, what other sites interest them;
 Research what these people search for to
find a website like yours;
 Select a domain name that has one or two
of the most important keywords in its
name;
 Create a significant amount of written
content that is placed as text into pages of
your website;
 The content must reflect the keywords
that your prospective visitors search for;
 There are various website code structures
and inclusions that should be done by
your website development service
provider.
Without getting into the
technical details of these, they include:
meta tags; alternative text; robot rules;
proper page structuring;
 Get as many other websites as possible to
link to your website and these links
should reflect the keywords you are
focusing on;
 Keep the content on your website up-todate and keep adding relevant content to
it;
 Frequently review your strategies and
how they are doing;
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 The history of your website, how long it
has been active, length of time other
websites have linked to it, age and expiry
date of your domain all play a part as
well. These are items that only are
achieved with the passage of time.
7. Another important strategy is to outline
your target markets. You must know
what kind of visitors you want to frequent
your website and ultimately purchase
your product or service.
By
understanding your website’s various
audiences, you then provide content and
features to attract and retain these groups.

Determine your target
market

8. An important website feature never to
overlook is bookmarkability. Users must
be able to bookmark your website very
easily. Having a bookmark button on
every page of your website is useful.
Most users don’t even think of
bookmarking a page until they need to
use it and can’t remember it.

Make your website
bookmarkable

9. A very powerful strategy to adopt in
order to drive visitors to your website,
and stay competitive through your
Internet marketing campaign, is to
employ PPC advertising.
The most
important form of PPC advertising is
through Google AdWords. AdWords
provide the simple and effective way to
market your products or services on the
Internet without necessarily having the
formal IT or marketing training or
qualifications.

Employ PPC advertising,
particularly AdWords

Gaining a thorough understanding of what
Google AdWords is and how it works is the
first step to using the Ad network to your
benefit. Make sure that your Ads (your text)
are directly relevant to the keyword(s)
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associated with them.
The keys to success in an effective AdWords
campaign are as follows:
 Ensure that keywords are chosen wisely
through proper research and analysis;
 Create a budget that achieves your
objectives;
 Create attractive Ads that grab the
attention of online users;
 Effectively plan, design and implement
your campaign;
 Get an expert to develop your campaign
if you are a novice;
 Create killer headlines and descriptions
that grab the attention of your target
audience;
 Be very targeted and specific in your
market selection;
 Ensure you develop mechanisms to
capture contact details from visitors and
build a leads database; and
 Monitor, review and evaluate the
AdWords
campaign’s
effectiveness
through the AdWords analytics tools.
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AdWords by Google

Source: Google.com and Tourism Intelligence International, 2011
10. Another strategy to help increase visitors
to your website is to provide methods for
your users to spread the word about your
website. This can be done by a ‘tell a
friend’ tool or integration with a social
networking website, for example. This
is also known as viral marketing. There
are countless ways to get viral.
Creativity will be critical in this regard.

Get viral!

Unlocking the Social Media Code
Social media refers to the online network
platforms such as Facebook, Twitter, Digg,
Flickr and MySpace, in which users can
communicate, connect and share content
with others in a network via the Internet. It
is an umbrella term that encapsulates social
networking,
blogging,
wikis,
social
bookmarking, social news, and multimedia
sharing.
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What is Social Media

Social Media is an umbrella
term for:
Social Networking
Social Bookmarking
Blogs & Wikis

Social News

Multimedia Sharing

Source: Tourism Intelligence International, 2011
Social Media – A Force to Reckon With
Besides being able to connect and
communicate with family, friends and
colleagues, there is another very powerful
characteristic of social media. There are
literally hundreds of millions of people
using social media at present. Facebook
alone has over 400 million users. The sheer
number of users confirms the importance of
social media marketing.

The sheer number of users
confirms the importance of
social media marketing

Internet users spend a lot of time on social
media
platforms.
A
2010
study
commissioned by eMarketers shows that
the average American Internet user spends
17% of their online time on social media
websites. Moreover, American Internet
users spend an average of 7 hours per

Internet users frequent social
sites. Marketers need to have
a presence there

Everything You Need to Know about Internet Marketing

61

www.tourism-intelligence.com

Executive Brief

month on Facebook, according to a Nielson
Online’s January 2010 study. Marketers
need to be seen where the consumers are
spending their time.
There is another very important element of
social media that marketers can tap into –
word of mouth. The very nature of online
social sites is to allow members of the same
network to communicate with one another.
There are countless ways to communicate
using social media – people can make
tweets, post on friends’ walls, send
messages, share files and links, send
pictures, upload videos, like or dislike sites,
make comments, add notes, create groups,
generate pages, post classified Ads (e.g.
Facebook Market Place) and promote
events, just to name a few. This creates
countless opportunities for viral marketing.

Social media creates the
perfect opportunity for word
of mouth viral marketing

Another important factor to consider when
contemplating the importance of social
media is that social websites are gaining
ground on traditional websites such as
Google and Yahoo. In terms of unique
visitors, Facebook is making significant
inroads on the territories of Google and
Yahoo. In March 2010 Facebook was 31.5
million visitors behind Google and 16
million visitors behind Yahoo. At the close
of 2010 however, Facebook surpassed
Yahoo in terms of the number of unique
visitors and became the second most
popular website in the world. As at March
31st 2011, Facebook had 140.7 million
unique visitors, 3.3 million above Yahoo
and just 10 million behind Google.

Social websites are gaining
ground on traditional
websites
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Top Three Websites by Unique Visits (millions)
Google

Facebook

Yahoo!

160
150
140
130
120

Source: Compete.com, 2011
There are still a few sceptics out there who
believe that social media marketing is just
another hype and haven’t given it much
consideration.
However, the evidence
shows that businesses are taking social
media marketing more seriously.

Social media marketing
should be taken seriously

US marketers indicated that they increased
their social media marketing budgets for
2010 (5.6%) compared to 2009 (3.5%).
Looking one year into the future, marketers
had a greater interest in social marketing in
2010 compared to 2009. The same holds
true when the 5 year outlook is taken into
consideration. US marketers indicated in
2010 that five years hence they estimated a
social media marketing spend of 17.7% of
their overall marketing budget. This was
exactly 4% points higher than 2009.
Fourteen Key Strategies to Win with
Social Media Marketing
So now that you know social media is a
force to reckon with it is important to
employ those strategies that would harness
the full potential of social media marketing.
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Here are some of the top fourteen ways to
increase website traffic through social
media.
1. You need to create fresh, engaging
content in order to draw visitors to your
website
through
attractive
and
interesting headlines and posts from
your social media accounts. Just stick to
the simple rules for social media content
creation. Content must be – Fresh, Rich,
Engaging and Exciting (FREE).

Create fresh, engaging
content

2. You need to be seen where all the traffic
flows are. There are in fact countless
social websites out there. But not just
any social website would do. Sign up
for accounts with the major social sites
on the web. These include but are not
limited to Facebook, Twitter, MySpace,
LinkedIn and Flickr. Of course, it also
depends on your market.
Certain
regions or countries have different top
social websites. Orkut and Bebo for
example, are quite popular in Asia.
Later on we will look at some of the top
social websites by different regions and
countries.

Choose your social website
wisely

3. Once you have created your social
media accounts you now need to create
an attractive and exciting profile for
each. You will need to provide as much
relevant information as possible about
yourself and your company, products
and services. Ensure that those who
belong to your network and even the
wider Internet community can get in
contact with you when necessary. Work
on your profile, include your brand logo
and make it interesting and informative.
There are many ways you can market
your profile, adding colour, designs,

Create an attractive and
exciting profile
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video and music are just a few common
methods.
4. Video is very popular with the online
crowd. And in today’s world, many of
the younger generations prefer to watch
or listen rather than read. Therefore, if
you want to advertise your website or
products, video is the way to go. To
increase website traffic you should
create a sexy yet professional video that
focuses on your site, business, products
or services.

Video is an easy way to
attract visitors

5. Pictures are nearly as popular as video.
In addition, search engines, like Google
and Bing, track these images just as
much as text content. Upload some of
your favourite images to sites like Flickr,
Picassa and Photo Bucket. Remember to
name and tag your images appropriately
with keywords that will help you rank in
the search engines better.

Pictures tell a thousand
words

6. If you have a website and you want to
promote it effectively, blogs can be a
useful tool to accomplish this. Create
your own blog on sites such as
blogger.com. Write about your products
or better yet offer free advice and
information on areas related to your
products. For example, if you sell
furniture you may want to give some
interior decorating tips on your blog.
You should also visit other blogs that are
related to your area of business and
leave comments or even exchange links.
Moreover, blogs usually have high
search engine ranks so your blog might
be found easier than your website.

Use blogs to complement
your own website

7. Having an account with every single
social media site on the Internet will not

Add friends and build
relationships
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increase your website traffic. It is critical
for you to add friends and then invest
some time and effort developing
relationships with them.
Comment,
post, share links and offer useful
information and advice with your
network contacts and followers. This
will increase your popularity and the
likelihood that your friends and
followers will reciprocate and visit your
site. The friends you add do not have to
be people you know in the offline world.
You should add people who share
similar interests and ideas. Relationship
building is the key to making social
media marketing work.
8. Top social websites such as Facebook
and MySpace have built in bulletin or
notes features. These features allow you
to send information to all your friends in
one go. A bulletin can help you drive
more traffic to your website if used
effectively. Be careful not to send too
many bulletin blasts.

Increase traffic with
effective bulletins and
notes

9. Another way to gain a lot of exposure
and traffic for your website or blog is
through a targeted press release. Create
different press releases about your
product and remember to keyword
optimize the release.
Each release
should be targeted to different kinds of
contacts. If you do this effectively, you
will increase traffic and get several back
links to your site, which of course helps
with page ranking and search engine
results.

Use targeted press releases

10. Another brilliant way to increase traffic
to your website through social media is
to create viral opportunities.
The
Excedrin example given in a previous

Go viral with social media
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chapter is a perfect example. Create a
competition for example. Give away a
prize and you would soon discover just
how viral social media could be. Also,
don’t underestimate the viral power of
simple tools like tagging and liking. If
you go to someone else’s Facebook page
for instance (someone not in your
network), and select the ‘like’ option,
when you post a comment or video and
tag them your post will appear on their
page for their entire network to view.
That is one quick and easy way to post
on another’s network without needing to
add everyone as friends.
11. Social media, if used properly, can be
harnessed into a very powerful research
tool.
This has significant marketing
implications for business executives and
marketers. There are several ways to
gather information from social websites.
Facebook for instance has a number of
ways to do this. And the best thing is
that most are for free. For example,
Facebook offers the ‘ask a question’
feature. This is an excellent polling tool
that could be used for market research.

Get useful statistics and
research tools from Social
Media

12. Another way to increase traffic to your
website is through social media
advertising. Advertising on Facebook
for example, is a simple process that
creates quick, cost-effective and very
targeted Ads. In addition, these Ads
generate useful analytics that help
marketers review and evaluate the
effectiveness of the Ad campaign.

Place Ads on social media
sites

13. A very important benefit that social
media affords marketers is brand
reputation management. People are
going to be talking about your company,

Use social media sires to
manage your brand and
image
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product or service. They are going to be
saying good things about you on the
Internet but more often than not, they
will be making some very harsh
comments about your business. You can
use social media to react to these
negative comments or you can adopt a
more proactive strategy by engaging
users and initiating conversations. In
other words, you can set the tone of what
people are saying about you. Using
tools such as Google Alerts can help you
monitor what others are saying about
you on the Internet and help you to out
fires as they develop.
14. Excedrin is a perfect example of how to
use your social media account to virally
add traffic to your website. Excedrin
created a Facebook account and then in
order to add more people to their
network they created a competition.
Users got to submit videos or pictures of
their ‘headaches’, that is, things that
annoyed or bothered them. Excedrin
offered the winner US$150,000.00 for
the best video or picture. In a matter of
one week Excedrin collected over
19,000 videos and countless other
pictures. The news of the competition
spread like wildfire across Facebook.
With one ‘like’ or submission, hundreds
of people in a user’s direct and indirect
network were able to view the Excedrin
Ad depicted below.
Excedrin was
getting free advertising, people were
adding videos and pictures every minute
so their Facebook content was fresh and
interesting which in turn attracted more
visitors. And the rest is history. Creative
ideas like this is what it takes to drive
traffic to your site and ultimately boost
your competitiveness.
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Add games and
competitions to wow, woo
and win visitors

How to turn a ‘headache’
into profit
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Excedrin Facebook Page

Source: www.Facebook.com/Excedrin, 2011
What to Consider when Developing
Social Media Campaigns
You have to consider the demographic and
geographic preferences of users. There are
certain social networks that are focused and
predominant in different geographic
locations.
In Brazil for instance, the
number one social media website is Orkut.
A Facebook campaign targeting Brazilians
will be less effective than an Orkut
marketing campaign.
Similarly, using
Twitter in China might not be as effective
as using QZone. Once you’ve selected your
geographic market you can then decide
which social media platform is best suited
to both your customers’ needs and yours.
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World Map of Top Social Networks, December 2010

Source: Google Trends for Websites and Alexa.com, 2011
Another important consideration is the
demographic distribution of social media
sites. If your product or service is best
suited to consumers below age 25 then
using LinkedIn as your main social media
platform would indeed be amiss as
LinkedIn’s members are predominantly 45
years and over. Bebo for instance, with
more than half of its members falling below
age 25 has a younger crowd than Facebook
or Twitter where almost two thirds of their
respective memberships are over 35 years
old. This information is indeed very useful
in developing your social media strategy.
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Different age groups use
different social networks
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Top Social Sites by Age Groups

Source: Google AdPlanner, 2011
Consider also that there are an inordinate
number of social media platforms available
on the Internet. Becoming a member of just
one is not enough. You may think that
having either a Facebook or Twitter account
puts you in good stead. However, while
these are indeed two of the top social media
sites, there are countless others. People
from different countries, different age
groups and backgrounds have different
social media preferences. This must be
taken into consideration when deciding on
which social sites to join.
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Don’t limit yourself to just
one network. Choose a
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The Multitude of Social Media Sites

So you have a personal Facebook or Twitter
account or some combination of other social
networking memberships. You use these
accounts on a daily basis and therefore
believe that you are a social media ‘expert’.
This is a flawed premise. You always need
help in some form or fashion. Get help from
the real experts. And if you can’t afford to
hire a social media marketing expert to
develop and run your campaign you can
simply do some research. See what the
competitors are doing. See what is best
practice and copy that. However, if you feel
you already know it all then you’ll be in for
a rude surprise.
A very important ‘don’t’ is the desire to get
instant results. Don’t rush! Social media is
about building relationships. Even in the
offline world ‘love at first sight’ is a notion
held by just a few. Relationships require
work, commitment and time. Take your
results in small doses and after consistent
commitment you will begin to reap rewards.
It may take a few months or even a few
years. But it will come.
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Get help from the real
experts

It’s about nurturing
relationships
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Another important practice to develop is to
separate your personal account from your
business account. Too often people blur the
lines between the two and get into hot water.
You do not want comments, photos, etc.
from family and friends being mixed with
those of your clients. It’s all about keeping
it professional.
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Business and pleasure
should not mix

The principal point about social media
marketing that you should take away from
this publication is that as the name suggests,
social media is about getting social. You
need to focus your efforts and energies on
building and maintaining relationships with
members of your social networks.
However, as in all relationships, before you
begin the building and commitment phase
you must start off with attraction. You need
to use content (text, video, images, etc.) to
attract and wow your potential customer
base. Once you attract them you can then
work on the relationship aspect. And as
with any relationship, things aren’t always a
bed of roses. Keep monitoring what they
are saying and make it a priority to fix any
problems and out any fires before they
escalate into a viral catastrophe. You
therefore need to be working at your social
network campaigns all the time. The longterm benefits will pay off in the end – strong
brand recognition and perception, more
leads, more sales, lower marketing costs
(relatively) and better competitiveness.
What Does This Mean for Your Business?
The Internet is indeed a very important and
unstoppable trend that cannot be ignored.
There are a number of implications for your
business.
Everything You Need to Know about Internet Marketing
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Even if you are a traditional ‘brick-andmortar’ business, you will recognise that
without the Internet you are almost doomed
to fail. In fact, everyone is getting online –
small and large businesses alike; local and
multinational companies; individuals and
legal entities; public and private sector
organisations. All have come to realise the
great power of the Internet. In his launch of
the 2012 elections’ campaign in April 2011,
Barack Obama held a press conference at
the head quarters of Facebook.
The
conference was viewed by many online
Facebook fans and they also had the
opportunity to ask President Obama
questions online. Obama has realised the
power of the Internet and used it to his
political advantage.

If you are not online, you
are not on sale!

So what are some of the key implications of
the Internet for your business?
 Building relationships is key;
 Be honest;
 Keep the communication lines flowing;
 Know your customer;
 Don’t neglect traditional marketing;
 Mix the old with the new;
 A website alone is not enough;
 Integration is key; and
 Create a mobile-compatible website.
First of all you have to realise that while the
Internet is a virtual / faceless tool to
communicate with customers, Internet
marketing is all about building relationships
with prospective customers and existing
customers. You need to build relationships
to attract new customers and to retain those
who already patronise you.
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Internet marketing is all
about building
relationships
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And in building relationships, honesty is the
best policy. You can’t fool the customers.
They are in the know. They are more
educated,
more
informed,
more
sophisticated and consequently more
demanding. They can smell a bogus sales
pitch from a mile away. Fake blogs (also
known as flogs), phony testimonials,
misrepresentations, scams, shams and spam
are all a big ‘NO NO’ when it comes to
Internet marketing and building online
customer relationships. Be honest, admit
when you’ve made a mistake and properly
represent what you’re offering. Train your
staff and team members to adhere to this
policy.

You can’t fool the
customers – Be honest!

An important point to note is that online
marketing and online customer relationships
is built on sound and effective
communication. Communication is key. No
relationship lasts without good, sound,
appropriate and effective communication.
When was the last time you updated your
website? When was the last time you
provided customers with useful tools and
tips that they could appreciate? When was
the last time you informed them of some
new product, feature or service? Without
proper communication, your customers will
forget about you. Be careful not to be
overly enthusiastic in your communication
otherwise you would be perceived as a

Communication is key
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spammer.
But do remember that
communication is indeed a continuous
process that is a two-way flow.
Online marketing is also about getting to
know your customer. This is also a key
ingredient in developing any relationship.
In order to get to know your customer, three
tools are vital – research, research, research.
Determine who your target market is;
conduct market research; use website
analytics; use Google analytics tools; use
social media research tools. Spend as much
time as necessary to get to know your
customers - what they want, how they want
to be treated, etc.

Know your Customer!

Do this and 90% of your Internet marketing
success would have already been achieved.
That the Internet is a powerful marketing
tool cannot be denied or ignored. However,
does this mean that traditional marketing is
now dead and unnecessary? The answer is
definitely, “NO!” Traditional marketing still
has its proper place in the marketing world.
People still watch television, listen to the
radio and read newspapers and magazines.
In fact, they spend more of their time offline
than online. And any good marketer knows
that you must establish a marketing presence
where people spend their time. Therefore,
traditional marketing will continue to be
important.
However, those who adopt an integrated
approach to online and traditional marketing
are more likely to do better than those who
treat them as mutually exclusive initiatives.
Internet marketing is part of a bigger
marketing effort. And it is critical that all
elements of the marketing effort convey a
congruent and consistent message.
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Is this the end of
traditional marketing?

Mix the old with the new

Integrate the old with the
new

Convey a consistent image
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It is important to integrate the old and the
new. Within the old, the mix of the media is
important. In the New media, the mix is
also important and the mix of the old and
new as well. Three levels of integrated
marketing are therefore needed. It is also
important to integrate the different elements
of the Internet marketing.

Integrate!
Integrate!
Integrate!

By now you would already know that one of
the most effective ways to communicate and
build relationships with your customers is
through a website. However, is a website
alone enough to reach the online
community? A website is necessary but
certainly not sufficient in building a truly
strong Internet marketing platform. Proper
Internet marketing requires a truly integrated
online approach with the website taking a
lead role.
Online marketing requires
websites, social media, email, blogs, online
advertising (PPC, PPI, banners, pop ups,
etc.), videos, pictures, press releases,
podcasts and any other online means that
you can use to communicate with, interact
with, engage and interest the customer.

A Website alone is not
enough

But important to remember too, is that
having a number of different online
marketing tools and vehicles is also not
sufficient.
These too must be fully
integrated. All online marketing elements
must relay the same message and act as a
whole.
Social media activities must
complement your website for example.

Integrate online activities
as well

Extremely important as well is to remember
that there are a significant number of people
who connect to the Internet via their mobile
devices. Your website should be designed
with mobile devices in mind as well, to
Everything You Need to Know about Internet Marketing
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ensure that you capture all corners of the
market. Not having a mobile-compatible
website could cause you to lose a significant
number of customers.
Key Dos and Don’ts
Do:
 Communicate continuously with your
customer;
 Create exceptional online experiences for
your customer;
 Build relationships with your prospects
and customers at all junctures;
 Integrate all elements of old and new
marketing;
 Integrate all elements of online
marketing;
 Be honest with your audience;
 Treat your customer with respect;
 Create
interesting
online
digital
destinations;
 Engage your audience at all stages;
 Research, monitor, review, measure and
evaluate activities and results at every
opportunity;
 Provide interesting, relevant and useful
content;
 Hire an expert where knowledge and
expertise are lacking.
Don’t:
 Spam, scam or sham your customers;
 Focus on one online marketing avenue
alone;
 Try to do it alone;
 Ignore traditional marketing.
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1. Now is Gone – The Changing Face of
Marketing
1.1.

The History of Marketing

While marketing is at the forefront of many
business
operations
today,
modern
marketing as we know it, is a relatively
recent phenomenon. It may be difficult to
believe, but when compared to other
business functions such as production,
operations, and accounting, marketing is a
relatively young discipline having emerged
in the early 20th century. Prior to this time,
most issues that are now commonly
associated with marketing were assumed to
fall within the purview of economics (e.g.,
price setting was viewed as a simple
function of supply and demand).
Advertising was well developed by the start
of the 20th century. But for the most part
many modern marketing concepts were
simply not yet explored (e.g., consumer
purchasing behaviour, importance of
distribution alliances, e-marketing, etc.).

Modern marketing is a
relatively new phenomenon

The precursor to modern marketing began
with the dawn of the printing press in 1447.
The printing press gave life to marketing
avenues that were once not available at the
time – flyers, posters, bill boards,
newspapers, magazines and the like. Of
course, each medium was born at a different
point in time and under different
circumstances but none of them could come
about without the printing press. (See
Figure 1.1).

It started with the printing
press in 1447

With the dawn of the radio transmitter at the
close of the 19th century, a new form of
marketing was possible. More consumers
could be reached at the same time and

Then came the radio
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marketing became much more attractive
and appealing to listeners.
Radio
advertising would eventually take the front
burner in the advertising mix at the expense
of print advertising.
Alas, no sooner had newspapers adapted to
radio, a more powerful medium came into
play. Between 1940 and 1990, print media
and especially newspaper circulation in
America dropped from one newspaper for
every two adults to one for every three
adults. This was due to the television. In
this age, “short, quick and to the point”
stories were featured on television.
Marketing became even more attractive and
this was more so with the addition of colour
to TVs.

Television takes over

Then information technology became the
big hit with the invention of computers in
the 1940s and the birth of the Internet in the
early 1980s. New waves of marketing
spread across the business world and
marketing has never been the same ever
since. It is constantly changing. Just as
businesses and consumers are getting used
to one form of marketing, another one pops
up. From websites to emails, social media
and viral marketing, to online videos and
blogs, Internet marketing is taking the
world by storm. And more and more
Internet marketing tools, techniques and
strategies are popping up in frequent
succession. Now is indeed gone!

Then came computers in
the 1940s

Birth of Internet marketing

Figure 1.1 shows a detailed overview of the
history of marketing and some of the key
milestones that lead to what we now know
as modern marketing, with Internet
marketing playing a pivotal role.
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Figure 1.1
The History of Marketing
1447

• Invention of Print Press.

1731

• The birth of the Magazine.

1836

• First paid advertisement in a newspaper (France).

1864

• Mass unsolicited Telegraph ‘spam’ begins.

1867

• First billboards erected.

1880s

• Branded trademarks begin.

1895

• The radio or ‘wireless’ is invented.

1922

• Radio advertising begins.

1928

• The Uirst commercial television set is made.

1941

• The Uirst recorded use of television advertising.

1940s

• The electronic computer is invented.

1950s

• Telemarketing becomes main stream.

1970s

• E‐commerce begins.

1980s

• The emergence of computer‐generated ‘spam’.

1982

• The Internet or World Wide Web arrives.

1990

• The Uirst Search Engine – Archie – comes on.
stream
• The Dot‐Com Bubble redeUines marketing.

19952001
1993

• The Uirst few hundred websites begin.

1996

• Microsoft is Uirst to use online viral marketing.

2002

• Friendster – the Uirst social network begins.
Source: Tourism Intelligence International, 2011
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The Marketing Evolution

What is also important to note, is that
marketing has evolved over time from a
single celled organism to the sophisticated
creature that it is today. Change has been a
constant throughout the development of
marketing. The early beginnings of basic
marketing can be traced all the way back to
the Greeks and Romans. Greek traders
hired ‘criers’ to promote their goods for
example. And in Britain during the dawn
of the printing press ‘bills’ or flyers were
stuck every which way to attract buyers.
But modern marketing really began with
the
industrialisation
period.
The
evolutionary
process
moved
from
production to sales and then finally to the
customer.

A constant evolution –
from ‘criers’ to billboards

Industrial Revolution – the
trigger

Figure 1.2
Marketing Orientation Evolution

Source: Tourism Intelligence International, 2011
1.2.1. Production Orientation
During the industrialisation period the
primary focus was on production. There
was a general ‘build-it-and-they-will-come’
philosophy. During much of the industrial
revolution goods were generally scarce and
producers could sell virtually everything
82

Marketing was productionfocused
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they could produce, as long as people could
AFFORD to buy them. Their focus was
therefore on production and distribution at
the lowest possible cost.
Don’t worry. We have not made a
typographical error by capitalising and
highlighting the word ‘afford’. The car
manufacturer Ford Automobiles is perhaps
the best example we can offer to explain the
production-orientation of early marketing
activities.
Ford produced cars in a standardised and
rigid manner and at the lowest cost
possible. People could get any car they
wanted as long as it was black and
afFORDable. Ford’s marketing focus in the
early stages was to produce as many cars as
possible, at the lowest cost, to streamline
the distribution process, and to venture into
new markets.

Supply creates its own
demand

Say’s Law perhaps best explains the focus
of Ford and many of the businesses of that
era – “supply creates its own demand”.
Figure 1.3
Ford’s Mass Production Assembly Line

The key characteristics of this production
marketing orientation were:
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 Simple;
 Rigid;
 Standardised;
 Little or no competition;
 Monopolies;
 Production driven;
 Supply-side driven.
1.2.2. Sales Orientation
After the industrial revolution and post
World War II, markets started to become a
bit more sophisticated and competition
started to intensify.
Increasingly,
monopolies began to realise, either through
government regulation or other organic
means, that they were no longer alone. The
size of the pie had not significantly
increased.
And therefore, businesses
started to realise that in order to maintain
their share of the proverbial pie, they would
need to go out to the customer rather than
wait for them to come as they once did.
The need to stand out from the crowd and
to create a unique identity or brand was
much more important than it once was. So
began the sales orientation of marketing.

With growing competition
came a strong focus on
sales

Brand identity and product
differentiation became
important

While selling was more in the forefront,
marketing was still a ‘slave’ to production
as manufacturers still wanted to enjoy the
benefits of economies of scale. However,
distribution, communication and persuading
customers that one manufacturer’s goods
were better than another’s became the
focus.
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1.2.3. Customer Orientation
From the early part of the second half of the
20th century competition had intensified
even more and customers were bombarded
with not only many brands but also many
different types of products. Markets had
become saturated. There was a growing
need for organised and well-developed
marketing practices.
Marketing was
promoted from a mere function of
operations to a more strategic position.

Marketing takes on a
strategic function

Businesses were no longer solely focused
on production. They were now looking to
the customer for answers.
Based on
consumer behaviour, marketers would tell
the organisation what to produce, where to
distribute the products, how much to charge
and how to communicate with the
customer.
Companies
attempted
to
understand consumer needs (and potential
needs) and allocate organisational resources
appropriately to meet these needs.
Consumer and marketing research began to
take priority.

Listening to customers and
understanding their needs
became key

1.2.4. Marketing Then and Now
In the past marketing was simple and rigid,
focusing on standardised products. Little or
no competition, low technology usage and
utterly supply or production driven factors
were the hallmarks of marketing in the past.
Today, largely driven by the more
informed, sophisticated and demanding
customers, marketing has become more
sophisticated.
Marketing today is
characterised by its high usage of
technology,
intensive
competition,
attractiveness and global reach. (See Table
1.1).
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Table 1.1
Marketing Characteristics – Then and Now
MARKETING THEN

MARKETING NOW

Simple

Sophisticated

Rigid

Flexible

Standardisation

Differentiation

Production focused

Customer focused

Build it and they will come

Identify customer needs then
build

Monopoly

Monopolistic

Little or no competition

Intense competition

Low technology

High technology

Boring

Attractive

Product information

Emotional resonance

Limited Reach

Global Reach

More push than pull

More pull than push

Source: Tourism Intelligence International, 2011
1.3.

Key Drivers of Change

Marketing has undergone a number of
changes. But what exactly are the drivers
or sources of these marketing changes?

Marketing has undergone
rapid transformation

Tourism Intelligence International has
identified four primary factors that have
transformed the face of marketing over
time.

86

Everything You Need to Know about Internet Marketing

1: Now is Gone – The Changing Face of Marketing

www.tourism-intelligence.com

These include:
 Increased Competition;
 Changing Consumer trends;
 Management principles; and
 Rapid adoption of Technology.
Figure 1.4
The Four Drivers of Marketing Evolution
• More players
• Differentiation
• Market
segmentation

• Pent up demand
• Boomerism
• Changing tastes
• Education

Competition

Consumers

Marketing

Technology

Management

• Radio & TV
• Computers
• DotCom Bubble

• Management
principles
• Marketing
becomes strategic

Source: Tourism Intelligence International, 2011
1.3.1. Consumer Trends
In today’s world the customer is king. But
the consumer has not always been in this
royal position.
As indicated earlier,
marketing focus was orientated towards the
supply side (production) rather than the
demand side (consumers). But all of that
changed as businesses became more
consumer-focused.

The consumer is king

However, the focus on consumers did not
remain stagnant and in a vacuum. This
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focus has been changing as consumers’
needs, preferences and tastes changed over
time. In addition, the technology makes it
increasingly possible to target consumers
individually.
1.3.1.0.

Post-War Demand Explosion

One major consumer trend that had a
significant impact on marketing was the
post World War II demand explosion.
During World War II, production in the
developed world, mainly the USA and the
UK, was predominantly focused on
weapons, airplanes, tankers and the like.
Production of consumer goods went on the
back burner. There was therefore a general
scarcity of goods, particularly luxury and
leisure items.

Pent up demand led to
increased consumerism

Then the men who ventured to distant lands
to fight for their righteous cause returned
home. Women who were now dominating
the workforce were able to take a breath of
fresh air, and the general tensed and warcharged atmosphere was now quelled. The
years of foregone consumption created pent
up demand. Consumers were now out with
a vengeance to wage war on every shop in
town.
Businesses had to take advantage of this
burst in demand and grab as much of the
consumer pie as possible.
Marketing
therefore played a key role in compelling
consumers to purchase from one business
over another. War strategies were now
turned into marketing strategies.

Suppliers began to fight for
growing market share

1.3.1.1. Boomerism
Then there came the era of boomerism.
Demand for consumer goods and services
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Free love and Hippie
ideology
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was not the only thing that was pent up.
People had become sexually charged,
generally fed up with the status quo,
politics had turned sour, and so began the
era of free love and the hippie ideology.
People were generally open towards
anything sexual and nine months later
maternity wards had so many babies to deal
with that they couldn’t think straight. The
baby boom had begun.
Baby boomer consumers have had a
significant impact on marketing throughout
their lifetime. Suddenly there was a surge
in demand for diapers and all things babyrelated. Then as the boomers grew up
marketing had to change to suit their needs
– from pre-school to high school then to
college and on to the workplace, buying a
new home and eventually to retirement.
Boomers, more than any other group of
consumers, shook up the marketing world
in such a forceful way that marketing will
never be the same again.

Baby boomer consumers
have had a significant
impact on marketing

Even today, marketers are trying to find
creative ways to capture a bigger piece of
the boomer pie. In fact, because of the
baby boom phenomenon that started in the
50’s and 60’s, the world’s population is
becoming top heavy in favour of seniors.
One of the consumer trends that will not
escape businesses today is the ageing
population phenomenon in most developed
societies. This means that consumers will
be older and, although healthier and fitter,
will require special attention by marketers
to woo, win and keep them.

The world population is
aging rapidly

Figure 1.5 shows that the average age of the
global population and some selected
countries and regions, has been increasing
Everything You Need to Know about Internet Marketing
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consistently over time. This increase in the
age of the population has been largely due
to the baby boom phenomenon.
Figure 1.5
Average Age of Selected Regions/Countries 1980 - 2020
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Source: UN World Population Prospects Database, 2010
* 2015 and 2020 are projections
1.3.1.2. From
Emotion

Education

to

As time elapsed and the world changed,
people became more educated, more
experienced and more sophisticated. In
turn, their tastes and preferences changed.
Consumers were not just interested in
products and services, they were now keen
on experiences. Marketers now had to
appeal to their higher education and
sophistication and generate emotional,
experiential as well as intellectual
resonances in their marketing and
advertising campaigns. Thus Ads moved
from being means of providing information
to tools to appeal to people’s intellectual,
90

Consumers are in search of
experiences and not mere
products or services
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emotional and even the sensual faculties.
The pictures below show three BMW Ads
that depict the transition from information
to emotion and contextual to sexual.
The BMW Ad depicted below, printed in
1967, is appealing to consumers’ good
sense and intelligence by convincing them
that BMW was a good vehicle. It had
received
international
acclaim
and
recognition and therefore quality and
performance were assured. Or at least so
the consumer would logically deduce from
the Ad.
Appealing to Common
Sense

Source: MotoAuthority.com, 2011
The second BMW Ad shows not only an
intellectual appeal, the fact that the car
moves well, but also an emotional slant.
It’s a play on words really.
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A Touch of Emotion

Source: MotoAuthority.com, 2011
The third Ad is typical of the kind of Ad
you would find today.
Little or no
information is presented about the product,
but the Ad focuses on appealing to the
emotional and sensual nature of the
consumer.
The Sensual Side of BMW

Source: MotoAuthority.com, 2011
1.3.2. Competition
In addition to consumer forces, competition
was another major factor that influenced
marketing over the years.
The Ford Automobiles are also a good
example of how competition affected their
marketing efforts. Ford Automobiles
produced and sold the Model T vehicle for
many years. These vehicles were all black
92

Competition changed the
face of marketing

Even Ford had to adapt
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and standardised. However, because of the
success of automobiles, the market attracted
competition. Not only did the competition
begin to offer cars in other colours, the
styling of the competition was viewed as
modern compared to Ford vehicles. Henry
Ford’s sons were aware of the changes that
were taking place in the automobile market
and tried to convince their father to adapt.
However, Henry Ford himself was certain
that his standardised low-price model
would continue to be a big hit.
Ford Model T

The Model T continued to sell, but its
market share began to drop significantly.
Eventually, even Henry had to recognize
that the competition was a step ahead and
was meeting the needs of the customers.
Ford then had to rethink his entire
marketing approach.
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The 2011 Ford GT500

1.3.2.0. Market Segmentation
One of the key areas that was largely
brought about as a result of intense
competition and market saturation was the
growing
phenomenon
of
market
segmentation.

Competition and market
saturation drives market
segmentation

The process of defining and sub-dividing a
large homogenous market into clearly
identifiable groups with similar needs,
wants, or demand characteristics defines
what is market segmentation.
Businesses were beginning to realise that
broad-based canvas marketing was not
working to capture additional market share.
And so began the drive to focus on specific
needs of targeted types of consumers. With
this approach a business could virtually
supply a ‘new’ market without any direct
competition.

Broad-based canvas
marketing is ineffective

Take the toothpaste industry for example.
In the early days, toothpastes produced by

Market segmentation helps
to target specific markets
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different suppliers were basically very
similar. They were pasty, white, mint
flavoured and with fluoride. Most people
purchased and consumed toothpaste to deal
with bad breath. Then as competition
intensified, new products were developed in
order to capture market share. Now there
are gels, pastes and many different colours
(green, blue, red and the traditional white).
And most importantly different toothpastes
serve different purposes.
There are
toothpastes for bad breath, gingivitis,
plaque, tooth whitening and for sensitive
teeth. This list is by no means exhaustive.
With the addition of new products, new
market segments could be targeted and
competition kept at bay.
Figure 1.6
Different Types of Modern Toothpastes

1.3.3. Management Theory
Another important driver of change in the
way marketing has been done over the
years is modern management theory.
Starting with some of the early ‘fathers’ of
modern management – Fayol, Taylor,
Mayo, et al and more recent scholars
Drucker, Porter, etc. – management
thinking has had enormous impacts on the
way businesses are run today.
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Marketing, once a mere function of other
disciplines, now has strategic prominence
within businesses.
The Marketing Mix or the 4 P’s (product,
price, place and promotion) were unheard
of in the days when Ford was producing his
first car. Now in modern times, the
Marketing Mix is a common denominator
in any strategic marketing and planning
process.
1.3.4. Technology
Technology perhaps has had the greatest
impact on the way marketing has been
undertaken. As technology changed over
time, so did marketing.
Technology has shaken up marketing in
such a major way that those who do not
keep up get left behind and eventually fall
off the grid.

Technology is a major
driver of change in the
marketing world

Do IT or die!

Technology has revolutionised marketing in
a number of ways.
First of all, technology has put the
consumer in control by giving them the
direct power of choice.
Not only
manufacturers, but also consumers are users
of technology. Because of the increase in
information technology, customers have
become more aware than ever before. They
can acquire this information when they
want, how they want and more importantly,
if they want at all. This has serious
implications for marketers.

Information technology
has given the consumer the
power of choice

In a world where the consumer is
swimming in an ocean of information,
marketers have to be creative, timely and
ahead of the competition in order to get the
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consumer to choose their products over
others.
Technology has also changed the landscape
of available media. Marketers are not just
limited to one or two marketing media as in
the days of the printing press or the radio.
Now, there are a plethora of media
solutions that marketers can utilise – print,
radio, television and the multifaceted
Internet (including social media sites).

Technology has created
more marketing media than
ever before

Figure 1.7
Key Technological Innovations that Have Affected Marketing
1447

1895

1928

Print Media

Radio

Television

Source: Tourism Intelligence International, 2011
In addition, technology has increased the
reach and targeting power for marketers
through the evolution and development of
the Internet, podcasting, blogging, I-pods,
and mobile technology. Marketers can
literally be at the fingertip of the consumer
anywhere AND anytime.

Technology has increased
the marketing reach to the
consumer

Another important impact that technology
has had on marketing is on the way brands
are viewed by consumers and managed by
marketers. Brand loyalties that were once
considered “givens” by product managers,
are now being challenged by consumers’
access to competitive information through
technology.

Technology has changed
the way branding is done
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The most powerful form of marketing is
undoubtedly word of mouth. And this has
not changed over time. In the past when
there was little or no technology, word of
mouth was powerful but the viral (spread)
effect was very limited. News would pass
from one person to another and then
another and perhaps would stop after a few
levels.
The reach was very limited.
However, with the increase in technology,
word of mouth marketing, while still
number one, has increased in viral potency.
One bad review on Twitter (called
tweeting), a blog review, YouTube or
mobile text, can be literally viewed by
millions of your customers. Just do a
search for ‘faulty BMW’ or ‘worst
experience in Hilton Hotel’ and you’d be
amazed at how many results are returned.
This can have significant effects on
marketers’ branding efforts.

Technology has increased
the potency of word-ofmouth marketing

Revenge is Tweet!

1.3.4.0. The Internet is Taking Over
The
most
significant
technological
advancement that has created the most
powerful marketing impact to date is the
Internet.

The Internet is IT!

For every offline form of marketing or
advertising, there is virtually an equivalent
cheaper, greater impact and more effective
form of Internet or online marketing. Table
1.2 shows a comparison of the different
forms of offline marketing compared to
online marketing options.
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Table 1.2
The Transformation of Marketing brought on by the Internet
OFFLINE

ONLINE

Newspaper

Website

Flyers

Banners

Brochures

e-Brochures

Magazines

e-Zines

Post / Direct Mail

e-Mail

TV

Video (YouTube.com)

Radio

Podcasts, Online Radio

Billboards

Pop-up Ads

Posters

Online Ads

Networking Events

Social Media

Telemarketing

Skype and Instant Messaging

Classified Ads

Craigslist, Facebook Market

Auctions
Newsletters / Articles
Telephone Directory
Brick & Mortar Distribution
Price Discrimination
Door to Door Marketing Reps
Expensive
Limited Reach
More push than pull

eBay
e-Newsletters, Opt-ins
Search Engine
Online Distribution
Global Prices
Affiliate Marketing
Cheap
Global Reach
More pull than push

Source: Tourism Intelligence International, 2011
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Internet technology has had many positive
effects on marketing. In addition to those
already mentioned in the previous section,
one area that has been significantly
enhanced is marketing research. The
Internet has pooled millions of consumers
from all walks of life and from all over the
world together within reach of any
marketer. This has provided a completely
new arena in which to test out new and
existing products, services and ideas.
Marketers have taken advantage of this, not
only for the speed in which things can be
tested, but also because of the diverse
manner in which they can be tested.

Internet technology has
revolutionised market
research

Access to new technologies and more
particularly, the Internet, is critical for the
success of any marketing initiative today.

The Internet is critical for
business success

Key questions that must be answered are:
 Is Internet marketing more important
than offline marketing and why?
 What are the different forms of Internet
marketing and which ones are the most
effective?
 Is Internet marketing suited for my
business or can I get by without it?
 What is the optimal mix of old and new
media?
The next section will attempt to address
these questions and much more.
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of

Internet

With over one-quarter of the world
population now having Internet access, the
Internet has become a mainstream
information tool. This, of course, is already
well known. But seeing the numbers
verifies what has been known for a long
time – the Internet is important and it is
here to stay!

The Internet is a
mainstream information
tool

The Internet is continuing to transform and
dynamise the way we conduct business
today.
IT has influenced the way
consumers research, plan, purchase goods
and services, entertain themselves, book
holidays, travel and so on. Providers of
goods and services need to recognise that
the Internet is one of the best marketing
tools to reach consumers today.

The Internet continues to
transform the way we
conduct business today

2.1.

Global Significance of the Internet

In fact, the Internet cannot and should not
be ignored. If the sheer number of Internet
users in the world is not testimony to the
importance of this useful marketing tool,
then nothing else will be convincing.

Almost 2 billion Internet
users in the world

There were approximately 1.97 billion
Internet users worldwide as of June 30th,
2010, according to Nielson Online. This
represents 1.6 billion more Internet users in
2010 than in 2000, or an absolute growth
rate of 445% and an average annual growth
rate of 18%. There were also 370 million
more worldwide Internet users in 2010
compared to 2009.
This represents a
growth of 23%.
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The majority of Internet users were located
in Asia (825 million), Europe (475 million)
and North America (266 million).
Together, these three regions account for
80% of the total number of worldwide
Internet users in 2010.

Asia leads the world in
terms of number of
Internet users

Figure 2.1
Number of Internet Users by World Regions
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Source: Nielson Online & Internet World Stats, 2011
2.1.1. Growth of Internet Users
Asia accounted for the largest absolute
growth in terms of additional number of
new Internet users (168 million new users)
between 2009 and 2010. Europe, with 81.7
million new users, added the second largest
number of additional Internet users during
the same period. Europe was followed by
Africa with 56.8 million and Latin America
/ Caribbean (31 million). Being sufficiently
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saturated already, North America only
added 15 million new Internet users in 2010
over 2009. Oceania/Australia with 480,000
new users experienced the lowest absolute
growth.
However, in terms of percentage growth,
Africa showed the greatest performance
with 2,357% growth between 2000 and
2010, amounting to an average annual
growth rate of 38% over the decade. The
Middle East also showed a significant
growth rate of 1,825% over the same period
or an average of 34% per annum. Africa
and the Middle East were followed by Latin
America/Caribbean (1,033% or 27% per
annum), Asia (622% or 22% per annum)
and Europe (352% or 16% per annum).
Oceania/Australia and North America were
the poorest performers with 11% and 9%
average growth rates per annum over the
2000-2010 period. Bear in mind of course,
that North America is already approaching
saturation / maturity.

The North American
Internet market is
approaching maturity

Figure 2.2
Average Annual Growth of Regional Internet Users 2000 – 2010
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Source: Nielson Online & Internet World Stats, 2011
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2.1.2. Global Share
Asia (42%), Europe (24.2%) and North
America (13.5%) accounted for the largest
share of global Internet users.
Latin
America/Caribbean (10.4%), Africa (5.6%),
the
Middle
East
(3.2%)
and
Oceania/Australia (1.1%) account for the
lowest share of global Internet users. (See
Figure 2.3).
Figure 2.3
Global Share of Internet Users as at June 30, 2010
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Source: Nielson Online & Internet World Stats, 2011
2.1.3. Internet Penetration
The Internet has the strongest penetration in
North America with a penetration rate of
77%. This compares with 74% in 2009.
Oceania/Australia has the second strongest
104
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Internet penetration (61%) followed by
Europe (58%), Latin America / Caribbean
(35%), Middle East (30%), Asia (22%) and
Africa (11%). (See Figure 2.4). With a gain
of 9% points over 2009, Europe gained the
greatest advancement in terms of
penetration rates in 2010, followed by the
Middle East with a 7% point gain.

Europe’s Internet
penetration advanced the
most

Figure 2.4
Internet Penetration by Region 2010
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Source: Nielson Online & Internet World Stats, 2011
Figure 2.5 shows Internet penetration by
different geographic regions/countries. As
can be seen from the chart, the developed
countries such as the US, Canada, the UK,
Australia, Japan and some European
countries all have Internet penetration rates
in excess of 60%. This augurs well for
Internet marketing efforts in these markets.
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Figure 2.5
Internet Penetration by Country 2010

Source: Internet World Stats, 2011
2.1.4. Top Ten Countries
As expected, China leads the list of top ten
countries according to the number of
Internet users. China had 420 million
Internet users in 2010. While this seems
high and it is, this figure only represents a
penetration rate of 31%. The potential for
future growth from this market is enormous
indeed. The current number of users went
up by 122 million in a matter of 6 months
(June - December 2009). This represents a
growth rate of 41% for the six-month
period. This is indeed astounding. China
actually gained market share, up from 18%
in 2009 to 21.4% in 2010. Look out for
China.

China leads the way in
terms of Internet users

What is also interesting is that China’s
economic boom and the opening up of the
country to travel and trade occurred at the
height of technological innovation, i.e.
Internet, mobile phones, etc. Therefore, it
is not surprising that there are more mobile
phones in China than landlines. This
country has embraced technology at such a
rapid rate that they will continue to be at the
forefront of future technological change.

More mobile phones in
China than land line
devices
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In fact, the outpacing of land lines by
mobile phones is a phenomenon of the
emerging markets. This is especially the
case in rural areas where mobile technology
is a cost effective alternative to land lines.
This trend is set to continue.
The United States is the second most
significant country in terms of the number
of Internet users with 240 million internet
users in 2010, according to Nielson Online.
This represents growth of 5.4% over 2009
(227 million users). This market is quite
saturated with a penetration rate of 77.3%.
Therefore, only moderate growth can be
expected in the future.
Interestingly, the BRIC emerging markets
(Brazil, Russia, India and of course China)
are all on the top ten list. This shows great
promise for the emerging markets.

BRIC nations are Internet
leaders

After China, India leads the BRIC nations
with 81 million Internet users. There was
however, little or no real growth in this
market. In fact, India lost market share,
dropping from a 5.4% share of the global
number of Internet users in 2009 to 4.1% in
2010. On a more positive note, India’s
Internet penetration rate is a mere 6.9%.
This bodes well for future growth and
development in this area.
Following India was Brazil with 75.9
million Internet users in 2010. Up by 7.9
million users or by 11.6% over 2009.
Brazil has a penetration rate of 37.8% and
commands 4% of the global share of
Internet users.
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Russia was the final of the BRIC nations,
coming in an overall position of 7th with
59.7 million Internet users or 3% of the
market. Russia’s previous standing was 38
million users, a marked increase of 57%
over 2009. This however, only gave Russia
a small increase in market share from 2.4%
to 3% in 2010. Russia actually moved up
ranks from 9th position in 2009 pushing the
UK and France down one spot each.

Russia is moving up

Japan was the third country overall with
99.1 million Internet users confirming once
again the Internet stronghold of Asia. Japan
however, lost market share, dropping from
5.9% in 2009 to 5% in 2010.

Asia corners the market

Europe was represented by three nations, all
appearing in the bottom half of the top ten
countries. Leading the European Region
with 65.1 million Internet users, Germany
was the 6th largest country in the world in
terms of Internet users. Germany’s Internet
users increased by 10.1 million or by 18%.
Like the US, Germany’s market is quite
saturated.
The penetration rate for
Germany stands at a very high level of
79.1%, according to Nielson Online. While
increasing by over 10 million users,
Germany actually lost market share,
dropping from 3.5% in 2009 to 3.3% in
2010. Germany is followed by the UK and
France in 8th and 9th position respectively.
Each country had 51.4 and 44.6 million
Internet users respectively.
For the first time in history, an African
nation has appeared on the list of the top ten
countries in terms of Internet users.
Nigeria, in 10th position, took over South
Korea’s spot with 44 million users. This
African nation covers 2.2% of global users
108
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ten for the first time
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and has an Internet penetration rate of
28.9%.
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Figure 2.6
Top 10 Countries in Terms of Number of Internet Users, 2010 (million)
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2.2.

The Internet is Taking Over

With almost 2 billion Internet users
worldwide, and a global penetration of
28.7%, the Internet is a very important
marketing tool. Internet users the world
over are increasingly using the Internet for
research, entertainment, work use, home
use and many other personal uses. Because
of
the
Internet,
many
traditional
technologies are now slowly being
substituted at many levels – the television
with YouTube.com and other video
websites; the telephone with Skype and
voice over internet protocol (VOIP);
Everything You Need to Know about Internet Marketing
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encyclopedias with search engines such as
Google, Yahoo and MSN; maps and atlases
with MapQuest and Google Earth; retail
stores with eBay and Amazon, and travel
agents with online travel sites such as
Expedia and Orbitz.
Figure 2.7
Traditional versus Modern Technology
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Source: Tourism Intelligence International, 2011
Take the television for example. The
television has traditionally been the main
‘go to’ household device for home
entertainment, information and relaxation.
However, the TV is being edged out bit by
bit by Internet connected computers.
According to an Ipsos study conducted in
23 countries in 2010, over two-thirds of the
respondents indicated that they spend
considerably more time on the Internet than
watching TV.
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Which Age Groups are the Most
Internet Savvy?

Among Internet users, both Generation
Xers (born between late 60s and late 70s)
and Echo Boomers (born between late 70s
and early 90s) use the Internet the most –
90% and 91% respectively, according to the
Pew Internet and American Life Project,
2010.
This is likely because both
generations grew up with the Internet. And
while their parents and older siblings – the
Yuppies and Bobos (born between early 50s
and mid 60s) – were introduced to the
Internet at much older ages, they too
surprisingly have a high rate of Internet
usage (79%). It is only among the older age
group (61-71 years old) that one finds a
significant drop in Internet usage. Only a
little over half (56%) of the age group 6271, (the former Hippies), use the Internet.
(See Figure 2.8).

Younger generations lead
the way

Figure 2.8
The Different Generations of Internet Users
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Source: Tourism Intelligence International, 2011
Compared to Echo Boomers and young kids
and teens, older generations use the Internet
less for socializing and entertainment and
more as a tool for information searches,
emailing, and buying products.
Of the 240 million Internet users in the US,
one-third is made up of the over 50 age
group, according to Jupiter Research.
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Figure 2.9
American Internet Users by Age
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Source: Adapted from Pew Internet and American Life Project, 2010
Silver Surfers in the UK (not to be confused
with Marvel’s comic book character – The
Silver Surfer) are taking the Internet world
by storm. More than 60% of British people
over age 50 are now online, according to
ACNielsen’s Life Jugglers and Life Surfers
collaborative consumer study.
This is
supported by the same Compete, Inc.’s
‘Online travel comes of age’ study, where
over 10% of baby boomers who research
travel online each month were discovered
to also book online, which is considerably
more than young travellers who tend to
window-shop.
In the UK alone, almost 2 million more
people are using the Internet in the first half
of 2010, with 53% of this number
belonging to the over 50 age group,
according to Neilson UK Online
Measurement Company. Of the 1 million
new Internet users in the over 50 age
bracket, there was evidence to show that
men are more likely to start using the
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Internet than women. Among the new
entrants in the over 50 age group, men
accounted for 71.8% whilst women
accounted for 28.2%.
Overall, the over 50 age group accounts for
a 31% share of the UK online market,
which is very representative of the general
population, indicating that people over 50
are just as likely to use the Internet as other
age groups. However, there are particular
types of sites that attract this age group.
Popular sectors include travel, health,
genealogy, fashion, cooking and greeting
cards. Silver surfers also like to use
community sites. These are often targeted at
older age groups and offer a range of
services, products and information. The
health site, RealAge.com, for example, has
a market share of 89% for the over 50s and
the Saga Zone site has 78%.

50+ consumers account for
one-third of the online
market

Accounting for over one quarter (27%) of
British Internet users, the single most
dominant age group of British Internet
users is the 35-49 years age group,
according to Nielson/UKOM.
This is
followed by the 50-64 age group with 25%.
Figure 2.10
UK Online Users by Age
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Source: Neilson/UKOM, 2010
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Email is the most popular online activity
among 50+ users, followed by web
browsing,
research,
and
shopping,
according to ThirdAge and JWT Boom.
And these American Adults over 50 spend
an average of USD $7 billion online
annually.

Over 50s account for 80%
of luxury travel spend

In the US, 42% of all travel industry
purchases happen online, and adults 50+
account for 80% of all luxury travel
spending (Pew Internet and American Life
Project).
2.4.

Online Activities of Internet Users

Using the Internet for emails is
resoundingly the number one activity of
Internet users (91%), according to Pew
Internet Research. Search engine usage
(Google, Bing, Yahoo, etc.) is also a major
online activity of Internet users (89%),
followed by research (81%).

Email use is #1 Internet
activity

The Internet is not only a useful and
increasingly common tool for gathering
information or communicating, it is also
used by many Internet users to make travel
reservations. Over two thirds (68%) of
Internet users use the Internet to make
travel reservations, says Pew Internet
Research.
Booking travel is followed by online
shopping (71%), online banking (55%),
watching videos online (52%), sending
instant messages (38%), downloading
music (37%), engaging in online social
networking (35%) and playing online
games (35%). (See Figure 2.11).
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Figure 2.11
Online Activities of Internet Users
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Figure 2.12, shows the different online
interests of the various generations of
Internet users. This data further supports
the above findings that email is by far the
number one choice of Internet users across
all ages, followed by search interests.
Finding information relating to health is
also a common online interest across all
generations.
However, apart from the top three interests
which are common for all Internet users,
there seems to be a divergence of interests
among the different age groups.
For
example, younger generations seem to be
more interested in social networking than
the older generations. With a percentage
Everything You Need to Know about Internet Marketing
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user rate falling between 80 and 89%, Echo
Boomers have a higher tendency to use
social networks online than any other
generations. With regards to online social
networking, Generation X falls in the 60 to
69% category, followed by Bobos (5059%), Yuppies (40-49%), Hippies (3039%) and Seniors over age 74 (10-19%).
A similar trend can be seen for virtually
every type of online activity. For any one
type of online activity, the likelihood of
user interest diminishes with age.
Therefore, it can be concluded that younger
generations are more internet savvy than
older generations. However, that does not
mean that older generations are chucking
their keyboards in a corner altogether.

Younger generations are
more Internet savvy than
their older counterparts

Figure 2.12
Online Interests of Selected Generations of Internet Users 2010
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Online Spending Habits

It would seem that with all the modern
technology, books are still in demand.
Internet consumers appear to be a well-read
group of individuals. At the same time, the
online domination of books is perhaps due
to the early adoption of online commerce by
large booksellers and the online anchored
position
of
Amazon.com.
The
diversification of the online shopping
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environment, however, has resulted in
significant growth in other areas. Books are
still the most popular purchases online,
followed by Clothing/Accessories/Shoes,
Videos/DVDs/Games, Airline Tickets and
Electronic Equipment.
Over 2 in 5 Internet users purchase books
online, according to Nielson Online. The
next most popular online purchase decision
is buying clothing and accessories. Over
one-third (36%) of Internet users buy
clothing, accessories or shoes online.
Capturing just under one quarter of the
share of online purchases, buying airline
tickets online is the third most common
spending decision of Internet users,
followed by purchasing videos, DVDs and
games (24%), purchase of electronic
equipment like TVs and cameras (23%) and
cosmetic and music with 19% respectively.
These are then followed by purchases of
computer
hardware
(16%),
hotel
reservations (also 16%), event tickets
(15%), computer software and groceries
(14% each).
The remaining spending
activities account for less than 10% each.
(See Figure 2.13).
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Figure 2.13
Online Spending Habits of Internet Users
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2.5.1. Methods of Online Payment
Credit cards are by far the most popular
form of payment used to make online
purchases. 60% of global Internet users use
credit cards to buy their stuff online. Of
those who use the credit card to make
online purchases over half (53%) use Visa
cards.
PayPal (the online bank of sorts) is the next
most common purchasing method used
online. PayPal is an online payment service
that allows individuals and businesses to
transfer funds electronically. PayPal can be
linked to an individual’s credit card or bank
account. Credit card purchases can also be
Everything You Need to Know about Internet Marketing
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used for online purchases through PayPal’s
secure encryption services. Almost one
quarter (24%) of online shoppers use
PayPal and this number is expected to
climb significantly in the future. The vast
majority of purchases on eBay (the number
one online auction website) are done
through PayPal.

PayPal is growing in
popularity

Figure 2.14
Payment Methods for Online Purchases
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2.5.2. Mobile Commerce
Online shopping using a mobile phone
device is becoming an increasing trend. 1%
of online consumers use their web-enabled
mobile phones to make their opportune
shopping on the Internet, according to a
recent 2010 study conducted by Internet
Retailer.
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The potential for growth in the area of
mobile shopping is enormous. Over one
third (37%) of those who shop online have
web-enabled mobile devices.
However, as expected, the majority of
Internet shoppers continue to use their
home computers (95%) to shop online, and
the remaining 4% use their computer at the
office to make online purchases. So while
the potential for mobile-based shopping is
evident, the competition from the Internet
connected computer at home is very strong.

Home computers are
number one device used
for online shopping

Figure 2.15
Device Used for Online Shopping
Mobile
1%

Work
computers
4%

Home
computers
95%

Source: Internet Retailer, 2011
Even though the mobile may not be most
consumers’ primary buying channel,
shoppers do turn to their web-enabled
mobile devices to help them shop. 16% of
adults surveyed in late September 2010, had
used a mobile device to locate a store, 14%
to look up product information, 13% to
compare prices and 8% to check product
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to

Lightspeed

Not Online? Not on Sale!

Even though there are millions upon
millions of websites on the Internet, the fact
remains that a large percentage of
businesses, particularly small mom and pop
businesses, are still not online. Many of
them either do not see the need to be online
or just do not know how to go about
becoming Internet ready.

If you are not online! You
are not on sale!

But the fact remains that being online today
is just as important and perhaps even more
important, than having a telephone contact
for your business operations.

Compelling reasons to be
online

There are many reasons why a business
should have an online presence – be it a
website, blog, social media page, etc – and
each of these reasons is just as important as
the other. Having an online presence is
important because:
 You are always open for business;

Online presence is key

 The competition does not sleep;
 Without the internet finding you is like
searching for a needle in a haystack;
 It could become a missed opportunity;
 Brick and mortar business isn’t the only
way to conduct business; and
 You can reach the unreachable.
2.6.1. Always Open for Business
One of the main and obvious reasons for
having a functioning website is that it
provides businesses with the opportunity to
be open 24 hours a day, 7 days a week, 365
days a year. This is intrinsically important
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in a globalised world, where markets in
Asia, for example, are open when the
Western world is asleep. Imagine your
website as a virtual vending machine that is
bringing in income for you while you sleep,
vacation or tend to important family
matters. That’s precisely what a website
can do for you.
Take someone who sells on eBay, for
example. They can post an item for sale
and then head off to bed, waking in the
morning to realise that someone had
purchased their item in the wee hours of the
morning. If they were not online they
definitely would not have made the sale
while they were asleep.
2.6.2. The Competition
Sleep!

does

Make money while you
sleep

not

So even though you may be asleep in the
comforts of your home, the fact remains
that the competition does not sleep. A very
convincing argument to have a website is
the fact that your competitors have one.
More often than not, if people need a
product or service, they look it up first on
the Internet. If they find websites for your
competitors and not your own, they will
most likely do business with one of them.
So, it’s important to stand up and be
counted.

Don’t let customers find
the competition first

Barnes and Noble, a leading book retailer in
the United States with hundreds of locations
across the US, could potentially lose
millions in sales to the likes of Amazon,
had they not had a website. So if you’re not
online, you’re not on sale (at least to the
growing numbers that are using the Internet
to find products).
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2.6.3. A Needle in a Haystack
While we touched on it in the previous
paragraph, this point is so important that it
warrants a section on its own. Research is a
critical component of the buying process.
Many consumers use the Internet to
research products and services, to compare
prices, etc. Even though they may end up
shopping at a retail outlet, they most likely
would first do some research online before
going down to the nearest mall, for
example. So if they don’t find your product
or service online, the likelihood of you
getting a sale from them is almost zero.

Allow customers to find
you

2.6.4. The End of Brick & Mortar is
Near!
Are brick and mortar businesses becoming
obsolete? If they are, then it would be wise
to get on the online bandwagon fast.
Tourism Intelligence International raised
an example earlier using Barnes and Noble
(a brick and mortar retailer) and Amazon
(an online retailer). This example would
also be useful in illustrating this point.
Based on the data provided in Figure 2.16,
it can be seen that between 2002 and 2007,
book sales for Barnes and Noble retail
outlets were far greater than Amazon online
book sales. This was also true for Borders
retail outlet book sales for the years 2002 to
2005, when their book sales exceeded
Amazon’s.
Then the tables turned. Amazon online
book sales started outpacing both Borders’
and Barnes & Noble’s retail book sales in
2005 and 2008 respectively. Online sales
are indeed eating up ‘offline’ sales which
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could spell disaster for brick & mortar
enterprises in certain industries.
Figure 2.16
US Online vs. Brick & Mortar Book Sales (USD Billions)
Amazon.com

* Barnes &
Noble

Borders

Source: Fornerbooks.com, 2011
* does not include online sales of Barnes & Noble from bn.com
The travel industry has had such an
experience. With the emergence of online
travel agents such as Expedia, many travel
agents had to either get online or go out of
business. Even airlines and cruises that
once relied on agents now have their own
direct links to customers over the internet,
bypassing agents for the most part.
Fortunately for the travel industry,
complicated itineraries and the need for that
personal human touch still bodes well for
brick and mortar travel agents. But this is
no reason for complacency. Other industries
beware!
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needed for travel
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2.6.5. A Missed Opportunity
Over three-quarter of the United States is
online and almost one third of the world’s
population use the Internet. The total
global online population stands at
approximately 2 billion.
Moreover,
between 60 to 69% of working class
American Internet users make purchases
online from time to time, according to Pew
Internet Research. These numbers cannot
be ignored. More people are online than
ever before. Therefore, in order to stay in
business, stay ahead of the game and
continue to grow, it is critical to get online
or decide to get out of the game altogether
or to settle for smaller profits.
Not
targeting this vast number of consumers
will indeed be a missed opportunity of
mega proportions.

Do not lose out on
potential sales

2.6.6. Reaching the Unreachable
The Internet, more than any other medium,
has the ability to connect businesses with
the seemingly unreachable. In today’s
world, largely because of Internet
technology, a business operated by a
budding teenage entrepreneur in the
basement of his home could reach
geographical markets that once occupied
the dreams of Marco Polo or Christopher
Columbus.
This means that not only can farther
markets be reached through a website, but
also, more people can be reached. A
business that has a website is going to have
the ability to reach and attract a larger
potential customer pool – the global market.
If you’re not online you are only going to
be seen by local audiences through more
traditional means of brick and mortar
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storefront techniques and advertising.
2.6.7. The Cheapest Way to Set up
Shop
Opening a brick and mortar business in the
past required a considerable investment in
cash, time and energy. Brick and mortar
businesses had to buy, lease or rent a
physical location for operations, hire staff
to run the business and incur all the other
costs that went hand-in-hand with having a
physical establishment.
Such expenses
made the idea of opening a business a farflung notion for anyone who did not have or
did not want to tie up large sums of money
to set up shop.

Brick and mortar
businesses are expensive
to set up and run

In addition, the cost of maintaining the
brick and mortar business process had to be
recovered from the final price of the
product, so a small business typically could
never be competitive with a large business
enterprise that could spread their fixed costs
over a larger customer base.
With the introduction of online business,
the cost of reaching the customer had
decreased dramatically. In fact, many online
businesses are run from home or without
the traditional brick and mortar store front
entirely, e.g. eBay or Amazon. Had it not
been for the online opportunities, many of
these businesses just would not exist today.
If they were not online, they would not be
on sale.

Online businesses can be
run from home at little
cost

The brick and mortar business model has
also benefitted from e-business by
eliminating the physical constraint of
having to stock and showcase all products
in the store (many businesses will carry
core products while drop-shipping or

No need for excessive
inventory
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special ordering the larger bulk of their
inventory).
2.6.8. Reconnect with
Attract the New.

the

Old.

Many companies use their website as a
means to build a database of potential
customers. Upon visiting their website,
after being enticed by some free
information or newsletter, they are asked
for their name and email address before
proceeding to the goodies. Many of them
turn into paying customers but often after
many email marketing shots. Someone who
is not interested in your product or service
would hardly likely visit your website, let
alone give you their contact details. So it
goes without saying that with the building
of this targeted database businesses can
reconnect with past customers (these are
easy to sell) and can entice new potential
customers to buy through the combination
of their website and email marketing
initiatives.
2.6.9. The
Internet
Credibility

Creates

When consumers find out about a product
either from a friend or family member or
from a billboard or ad or via some other
medium, there is a general tendency for
many of them to turn to the Internet.
They’ll search for the product via search
engines like Google, or seek information
through forums and social networks and
look for the company’s website so they can
learn more about the business and what
they have to offer. If you aren’t found
through a search, today’s tech savvy
consumers are likely to believe that you’re
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Internet is often the first
port of call after initial
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Ensure customers find you
when they search
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either not legitimate or not serious. For in
the minds of many consumers today, if
you’re not online, you’re not on sale.
2.6.10. The Internet Makes Shopping
Convenient
Many consumers today are time-pressed.
They work long hours, have little paid
vacation and are always busy or tired. The
idea of facing traffic or joining long queues
to make a purchase can be a turn-off from
shopping for many. So they turn to the
Internet as the quick, easy, safe and
convenient form of shopping. And even
those who wish to purchase at the brick and
mortar store-front shop, still spend some
time online shopping around rather than
wasting time physically searching around
from store to store. When they make their
decision, they know exactly where to go. If
these time pressed consumers cannot find
you online, you can be sure that you would
lose their sale.

Build a database of
potential and old
customers through the
Internet

2.6.11. There’s Money to be Made
Online
There have been many reasons put forward
thus far to underscore the importance of
Internet marketing, and of having a web
presence, for the success of any business.
However, the number one reason an
entrepreneur would be interested is the
bottom line. Can money be made online?
And if so, how and how much?

The potential to make
money online is enormous

If anecdotal evidence or mere common
sense is not enough to convince you, then
let’s look at the dollars and cents in black
and white. Figure 2.17 shows a selection of
some of the top performing Internet
businesses today.
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Although ranked 15th in terms of web
presence and Internet traffic, Amazon.com
is the number one money-making machine
on the Internet. Amazon.com generated in
excess of USD $34 billion in revenues in
2010, according to Forbes.com.

Amazon is the #1 online
money-making machine

Following Amazon.com is the powerhouse
Google Inc. Google boasts of more than
USD $29 billion dollars in revenues in
2010, largely from advertising spend.
Interestingly, at least 60% of Google’s
revenues are from small businesses,
according to Google’s own estimates.
Google is also the number one website in
terms of Internet traffic and popularity.
The online auction superstore, eBay, made
just over USD $9 billion in revenues in
2010; a distant lag behind Amazon and
Google. Nevertheless, the eBay story is
one worth telling. And you must admit that
USD $9 billion is no small feat. The online
auction
website
was
founded
as
AuctionWeb in 1995, by French-born
Iranian computer programmer Pierre
Omidyar as part of a larger personal site.
One of the first items sold on the website
was a broken laser pointer for USD $14.83.
Astonished, Omidyar contacted the winning
bidder to ask if he understood that the laser
pointer was broken. In his responding
email, the buyer explained: “I’m a collector
of broken laser pointers.” And the rest, as
they say, is history.
The moral of the eBay story is that anybody
with little or no skill could virtually sell
anything to anyone, anywhere via the
Internet. And most importantly – there’s
money to be made online.
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Figure 2.17
Revenues of Key Online Businesses (USD $Billions, 2010)
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* based on eMarketer’s Estimates
2.6.12. Conclusions and Implications
While being online and developing an
Internet marketing base is necessary for
continued growth and success of many
businesses it is not sufficient.

Internet presence is
necessary but not
sufficient

First of all, it is no use having a website that
no one can find.
Search engine
optimisation will be key.
Also, your
website can be advertised in conjunction
with other traditional forms of advertising
to spread the word about your online
presence. The mix of the old and the new
forms of marketing is key. But the mix is
not static and should change over time to
meet the changing needs of your customers.

Make sure people know
about your site and can
find it

Another important point is that having a
website that is poorly designed could cause
potential damage to your credibility and
brand image. A bad website is worse than
none at all. So ensure that you dot your i’s
and cross your t’s. Hire a good web
designer. Internet marketing is relatively

A bad website is worse
than none at all
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cheap, so do not cut corners when it comes
to building a proper website. Plus, a
properly designed and well positioned
website will pay back the initial outlay of
your web design costs in a very short period
of time.
An important point to consider, when
thinking about developing an online
presence and an Internet marketing plan, is
whether you are market-ready or not. Is
your product sellable? Can you handle
increased sales volume? Can you invest the
time and energy necessary to properly
manage your online business? If your
answer to any one of the above questions is
‘no’ then you are not ready to launch a
proper online marketing campaign.
Nothing kills a bad product like good
marketing!

Nothing kills a bad
product like good
marketing!

In addition, having a website or emarketing thrust is not enough if it is not
properly aligned to your overall business
and marketing plans. You could potentially
be sending mixed signals to your customers
and possibly generating more confusion
than sales when your online marketing
efforts are not aligned to your offline
business plan.

Align or resign!

Another important consideration is your
Internet marketing mix. We now know that
Internet marketing is important. But there
are key questions to be answered before
proceeding with any Internet marketing
initiative. What are the various components
of Internet marketing? Which ones are
suitable for your business? How do you
optimally blend these with your offline
marketing efforts? These questions will be
dealt with in the next chapter.

What is your marketing
mix – online vs. offline
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3. Grabbing the “Digital” Opportunity
More than ever before, businesses of all
sizes, but particularly small businesses,
have a golden opportunity today. It is an
opportunity to become ‘best-in-class’
globally at harnessing the power of digital
technology to not only increase sales, but
also to build the relationships with
customers that lead to ongoing repeat
business, and the referrals that will drive
even more revenue.

The age of the golden
digital opportunity

One of the consumer trends that has
touched all businesses across the globe is
the rapid and radical shift in media
consumption habits that started to emerge
in the late 90’s to the mid 2000’s. Media
consumption time is dominated by the
web and mobile devices, and will continue
to be for the foreseeable future. This
means that more and more marketing
dollars will be channelled to online
spending.
Perhaps more importantly, as marketers
and business-people, it is imperative that
we engage customers and prospects where
they spend the majority of their time.
Since over three quarter of Americans and
more than a quarter of the entire planet
spend their time on the Internet, and
mobile phones are everywhere, shouldn’t
the digital media dominate our thoughts
when it comes to marketing?

Engage customers where
they spend most of their
time

Businesses need to learn the tricks of the
trade when it comes to architecting and
implementing digital strategies and tactics
in order to better reach and engage their
target customers and prospects via the
digital media.

Utilise key digital strategies
to reach target markets
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In this chapter, we will help you learn the
key pillars of a comprehensive digital
marketing strategy, and how to begin to
implement these elements yourself, in
pursuit of your business goals.
3.1.

The 3 “digital rules” to live by:

3.1.1. Digital Marketing does not
live on an ‘island’
Perhaps the first critical rule of crafting
digital marketing strategies is to recognize
that great digital marketing, is part of an
overall, integrated marketing strategy, and
is not meant to live off on its own, but
rather works best when it is a complement
to both a great end product, as well as
other marketing tactics.

Great digital marketing is
part of an integrated
marketing strategy

3.1.1. Great digital marketing is
integrated too
In the traditional media world, for years
the concept of integrated marketing was a
hot-button topic. Well, as the digital
media has evolved, there are a number of
areas that can work together to
complement your marketing strategy.
Often, clients and companies pay attention
to one dimension (e.g. social media /
Facebook) to the exclusion of others
(email
marketing,
targeted
online
advertising). Just like a great marketer’s
dream has traditionally been to have
effective, integrated marketing, in the
digital world, the ambition must be the
same.
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3.1.1. Commit to measurement &
experimentation
In the next section, we will look at the key
pillars of a comprehensive digital
marketing strategy, and measurement will
be one of the key pillars. However, it is
SO important, that it needs to be called out
separately. You see, one of the biggest
advantages of the digital media relative to
the traditional, is the ability to measure
and gain insight at a much more granular
level.

Monitor and review
ALWAYS!

With
that
capability,
comes
a
responsibility. A responsibility to yourself
and to your business, to take advantage of
it, by committing yourself and your
organization to using the data that will
come in, and to be data-driven. Test,
experiment, learn, refine. That’s a critical
component for any business or marketing
leader who wants to invest more in the
digital channel.
3.2.

The Four
Marketing

Pillars

of

Digital

So now that we’ve assured ourselves that
the opportunity is real, we’ve committed
ourselves to the 3 rules that any digital
marketer must live by, let’s look at the key
components of a sound, integrated digital
marketing strategy.
Whether you’re a small mom-and-pop
business or a large multinational
corporation or a government organisation,
this structure can be applied to ensure you
begin to leverage the digital channel in a
more robust way. It’s applicable whether
you seek to implement key elements
yourself, or seek out the help of a
Everything You Need to Know about Internet Marketing
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competent digital solution provider. This
will be the framework that should guide
your program.

Targeted
Advertising

Pillar # 3

Interesting
Digital
Destinations

Pillar # 2

Pillar # 1

Figure 3.1
The Four Pillars of Digital Marketing
Continuous
Engagement

Source: Tourism Intelligence International, 2011
Each pillar has a critical part to play to your
end objectives of reaching target customers
and prospects, engaging them, and
translating that activity to your bottom-line
business goals, whether those goals are
more sales or more dollars spent. In the
paragraphs below we’ll explore the role
each of these pillars plays, before looking at
specific tactics in each area.
3.2.1. Pillar 1: Interesting Digital
Destinations:
In today’s digital world, your customers
have certain base expectations with respect
to the digital destinations, e.g. websites that
will keep their attention and interest.
Remember that a wide range of other
options are just one click away, and in your
industry, there are also a host of other ways
to get information that people are searching
for.
So your digital destinations need to be all of
the following:
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So your digital destinations need to be all of
the following:
 Convenient to access, with particular
attention to the variety of ways that
people may want to interact with you
digitally;
 Visually interesting and easy to
navigate; and
 Full of relevant, easy to absorb
information, and as much as
possible, tailored to your key
audience segments.
In the web development chapter, you learn
more of the basics of sound web
development and what is possible.
However, beyond the mechanics of
building a site, each of the above areas
speaks to the way you should think
strategically about architecting integrated
digital experiences that deliver results!
3.2.2. Convenient
Devices

Access

Learn how to strategically
architect integrated digital
experiences that deliver
results

Across

The true definition of digital has to go
beyond just web and computers, to include
mobile devices, and the slew of hybrid
devices that are grabbing hold around the
world, particularly North America, Europe
and increasingly in Asia.

The Web is not the be-alland-end-all of digital media

To truly provide a level of convenience,
your organization has to be present on the
platforms where information about you is
most likely to be accessed.
This has traditionally of course been
through a website. However, it is rapidly
becoming important to think beyond the
web, and including high quality digital
destinations in social media (e.g. Facebook)
as
well as on the mobile platform.
Everything You Need to Know about Internet Marketing

Social media and mobile
technology MUST be taken
on board

137

www.tourism-intelligence.com

3: Grabbing the “Digital” Opportunity

3.2.3. Visually Interesting and Easy
to Navigate
Remember always, that there’s nothing
easier than clicking off to another digital
destination, such as a website, if you don’t
get what you want from one destination.
People may tough it out in certain
circumstances, but in the vast majority of
cases, we’re all fighting the “bounce rate”
(i.e. the number of people who leave your
site as soon as they visit it).

Consider why people are
leaving your website

The core objective here is not that every
website should be built in a flash and be
ultra modern. What matters more, is having
a certain level of aesthetic appeal to your
digital destinations that works for YOUR
audience and the service you’re selling.

Create aesthetic appeal for
your specific target
audience

The websites featured in Figure 3.2 show
some examples of how not to design a
website and what an aesthetically pleasing
site should look like. When you land on a
digital destination such as the websites
featured in Figure 3.2a you immediately
want to leave. Not only are they not
pleasing aesthetically but they are also very
difficult to understand as they are jumbled
and very busy in some cases.
The hallmark of a good digital destination,
as in the case of the websites represented in
Figure 3.2b, are that they must be simple,
easy to follow, attractive, clean and crisp.
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Figure 3.2a
Examples of Really Bad Website Designs
Official Children’s Hospital in Japan

A Personal Website

Angren.net – Electronic Shop

HavenWorks.com
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Figure 3.2b
Examples of Aesthetically Pleasing Website Designs
ZennaWare.com

Being-Sustainable.com

Tourism-Intelligence.com

Personal Website

More critically, it has to be extremely
simple for your customers to find what they
are looking for from your website otherwise
they’re not going to stick around.

Keep it simple silly!

3.2.4. Relevant, easy-to-absorb
information
So the common thread with each of the
points mentioned above is that your
approach to your digital destinations should
ultimately be based on your customers, and
what they want from you. So, in addition to
architecting an experience or experiences
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that are easy to get around, perhaps the most
important step is that your digital
destinations need to provide the type of
relevant, topical information that your
customers are looking for. That means keep
it fresh, keep it engaging, and keep it
relevant.
We often see client websites where the
content is oriented to an audience that is
different from the one that is visiting the
site. Customers, for example, are less
interested to know more than a certain
amount about a company and who is behind
the company, if their core objectives for
visiting you in the first place are to get
information on your services and amenities.
Avoid these pitfalls, across your various
digital destinations, and you’ll be well on
your way.
3.2.5. Pillar 2: Targeted
Advertising

Online

The possibilities associated with digital
advertising are so great relative to
traditional media, particularly when it
comes to the ability to take a data-driven
approach to targeting your customers via
advertising, and to learning what tactics
work best.
Ultimately, the challenge is how to reach a
cross-section
of
people
who
are
geographically,
demographically
and
culturally diverse all at once and without
creating
confusing
and
ambiguous
messages.
The costs of achieving this kind of reach via
traditional media in a number of markets
can be prohibitive. It can be much more
Everything You Need to Know about Internet Marketing
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cost-effective to invest much of these
dollars in targeted online advertising, across
a variety of digital media, to achieve far
greater results. You’ll be able to learn more
about some of the options available to you
in the targeted advertising chapter.
3.2.6. Pillar
3:
Engagement

Continuous

The marketing funnel does not end with
purchase. There is a lot of work, and often
costs, that can go into getting a customer
through the stages from awareness of your
product offering, to familiarity and
consideration to purchase. It’s no
coincidence then, that the cost of acquiring
a customer is so much more expensive than
the cost of retaining one.
The digital channel today makes it easier
than ever before to turn customers who have
purchased from you into engaged, loyal
customers, and advocates for your brand, or
business.
Compare the costs of a customer emailmarketing program, to the costs of printing,
stuffing
and
mailing
the
same
communications, and the cost saving
opportunity is clear. Add in the other ways
to build an ongoing relationship via social
media and mobile with customers and
prospects, and it becomes even clearer that a
dedicated engagement program can be
extremely cost-effective.

Online engagement is costeffective

Perhaps most important however, is making
the
commitment
to
accomplishing
continuous engagement of customers and
prospects as a foundational part of your
digital
marketing
strategy.
It’s
a
commitment that will definitely pay off in

Make the commitment to
continuously engage
customers
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terms of lower marketing costs, more loyal
customers, and referrals.
3.2.7. Pillar 4: Ongoing Measurement
Last, but by no means least, is the area of
ongoing measurement. This point has been
mentioned a number of times throughout
this publication because it is so critical, and
such a major difference between what
we’ve traditionally been able to do and
learn about our advertising and its impact.

Ongoing measurement is
critical to success of digital
media strategies

The reason this is a pillar unto itself, is that
digital marketing throws off a large amount
of information. From how many people
saw an Ad, to how many people visited a
site, to what pages they viewed on your site,
to how many times they interacted with you,
to how much they shared something about
you with their friends.
This is invaluable information, but it takes
time and effort to collect it, organize it, and
make sense of it in ways that can drive
action. Microsoft Inc. for example, has a
core competency that they looked for in
employees called “Data-driven decision
making”. Just like it sounds, Microsoft
valued the willingness to get knee deep in
data and information AND the ability to test
various courses of action, based on the
information at hand. Microsoft understood
just how important measurement is that they
ensured that it was embedded into their core
values.
Often, in the digital marketing arena,
ongoing measurement means taking
advantage of the ability to not only gain
insight, but also to craft and conceive
experiments that give you more insight into
what your customers and prospects want.
Everything You Need to Know about Internet Marketing
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Often, in the digital marketing arena,
ongoing measurement means taking
advantage of the ability to not only gain
insight, but also to craft and conceive
experiments that give you more insight into
what your customers and prospects want.
It’s a challenge to which you want to divert
energy alongside the other more visible
pillars, if your digital strategy is to be a
success.
So now that you have a clear understanding
of the 4 key components that need to be part
of your digital marketing strategy, let’s go a
bit more in-depth into some of the tools, tips
and tricks available to you, in drilling into
each of these areas.
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4. Mind Your Business through Internet
Marketing
The Internet is one of the greatest
inventions of all times. Through websites
and email we are able to operate a business,
network, advertise and keep in touch with
our customers. If you do not have funds for
a large marketing campaign, you may want
to try internet marketing.

The Internet – the greatest
invention of all times!

Internet marketing, which is also known as
online marketing, digital marketing and eMarketing refers to advertising of products
and services on the Internet, through
different websites. The Internet in
numerous ways has brought in several
benefits to businesses, the most significant
one being the low costs gained in the
distribution of information and media to a
vast and universal audience.
4.1.

Components of Internet
Marketing

Many people still associate Internet
marketing with those annoying pop-ups that
often show up on their screen while trying
to search the web, or with numerous emails
creeping into their inbox, known as spam.
Unfortunately this is what many people
equate with Internet marketing – both the
consumer and the suppliers.

Internet marketing is multifaceted

However, Internet marketing is much more
varied and diverse than that. Internet
marketing comprises a number of elements
including, but not necessarily limited to the
following:
 Search engine optimisation on both
traditional search engines and elsewhere
Everything You Need to Know about Internet Marketing
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on the Internet;
 Paid advertising on the search engines,
known as PPC (pay per click)
advertising;
 Paid (PPC) advertising on locations
other than traditional web search;
 Banner advertising and other forms of
paid advertising (pay per impression);
 Viral marketing;
 Marketing on the Web 2.0 and new
social networks;
 Online articles PR distribution;
 RSS and news article feeds;
 Email marketing;
 Newsletter marketing;
 Links with non-Internet advertising
(using websites in tandem with print /
broadcasting or other advertising);
 Customer feedback / User-generated
Content;
 Website Conversion (is your website
designed to sell?) and Optimisation;
 Blogging;
 Forums; and
 Video marketing.
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Figure 4.1
Components of Internet Marketing

Source: Tourism Intelligence International, 2011
It is these various forms of Internet
marketing that must be integrated into a
comprehensive Internet marketing strategy.
The Internet marketing mix (IMM) is as
important as the mix between the traditional
marketing methods (magazine Ads,
billboards, radio Ads, etc.) and new Internet
marketing methods (pay per click, banner
Ads, etc.).
With the cadre of marketing options
available on the internet, the possibilities
for attracting customers are vast.
Everything You Need to Know about Internet Marketing
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As the world becomes more wired and as
more households upgrade to high speed
Internet access, the potential for marketing
your product or service through the Internet
has expanded to levels previously not
considered. It is only your imagination that
will determine the limits of this marketing
machine.

Your imagination is the
limit

The fast-pace changes that are taking place
on the Internet and the wide range of
marketing options and tools that are
available online, could make e-marketing
seem like a daunting task.
4.2.

The O.P.E.N. Internet Marketing
Process

You may have invested a considerable
amount building a professional looking
website, but that investment won't pay off
unless you use the Internet to effectively
market your business. Building a website
and doing Internet marketing are two
completely different things. You've
probably visited a few websites that were
completely useless. Maybe they looked
good, but you couldn't find the information
you needed, or worse, you had trouble
finding the site in the first place. Don't let
this happen to your website!

A website is just the
beginning

The Internet Marketing process is relatively
straightforward. It is made up of four
elements, which Tourism Intelligence
International coins the ‘O.P.E.N.’ Internet
Marketing process.
This ‘O.P.E.N.’
process requires the following actions:
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 To Optimize;
 To Promote;
 To Engage; and
 To Take Notes.
Figure 4.2
The O.P.E.N. Internet Marketing Process

Source: Tourism Intelligence International, 2011
4.2.1. Optimization
Search engine optimization involves many
tactics that may depend upon your
particular
industry,
audience
and
competitive environment. The best rule of
thumb is to test things and see what works.
Some tactics work very well in many
situations.
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The first step in the online marketing
process is to optimize your website for
search engine use.
Search Engine
Optimisation (SEO) is the process of
improving web pages to increase their
organic ranking, moving them higher up the
search results. SEO, together with the
associated marketing and analytical tools,
are essential to the success of a website. A
recent study, Alexia, showed that being
ranked 1st instead of 2nd gave the higher
listing a massive 350% increase in the
average user click-through rate (CTR). The
further down the rankings you go, the larger
the disparity: sites listed first receive over
1,400% more clicks than a site placed 10th.
4.2.1.0. Focus on Content
When thinking about how to improve their
web sites, businesses often make the
mistake of blowing their entire budget on
design. You don't want to spend USD
$30,000 to build a site that gets fewer than
ten visitors per day. In reality, “look and
feel” isn't holding back most sites. Indeed,
good design adds value, but only when
everything else is working right.

Don’t blow your budget on
design

The most important component of
optimization is content, not design. So
whether it’s your webpage, e-commerce
platform, blog, ezine or podcast, you’re
going to have to get the traffic to your page.
And there is no better way than to create
content-rich pages that attract both the
consumers and the search engines. Search
engines like Google, use special technology
that scans your webpage and searches for
content and keywords.
Then this
information is added to their search
database. The more relevant content your
website has the more information about

Content is key
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your website the search engines dump on to
their database.
Moreover, content attracts the consumers
who spread the word to others and this has
a double effect in increasing the
optimization of your site. The first effect is
word-of-mouth. The word is spread from
one consumer to the other or from one
website to another.
The second effect of having excellent
content is the generation of back links. For
example, if you create helpful content-rich
articles, relevant to your audience, the
people who visit your site will be more
likely to create links from their site to
yours. Search engines interpret inbound /
back links as votes, so those additional
links will tend to improve your search
rankings. This is why sites like Facebook
and Wikipedia are so popular. Users link
their webpages to these sites, pass on links
to friends via emails, etc., thus increasing
the overall number of back links resulting
in higher SEO rankings.

Get as many back links as
possible

4.2.1.1. Effective Use of Keywords
Keyword management is also another very
important element of effective SEO.
Content is key but matching the correct
keywords with the relevant content will
create an even more effective and solid
SEO platform.

Keywords are also key

This is why keyword analysis and research
is extremely important. Some keywords are
used by websites much more than others.
Using these popular keywords will reduce
your chances of being ranked high on
search engines. Use of ‘niche’ keywords
that are less popular, in conjunction with

Keyword analysis and
research are important
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the more popular ones will most likely
create better results. For example when one
searches for the words ‘tourism’ and
‘intelligence’, the website for Tourism
Intelligence International (www.TourismIntelligence.com) ranks in the number 1 and
number 2 spots respectively among 7
million search results. This of course is due
partly to content and keyword optimization.
The words ‘tourism’ and ‘intelligence’ are
littered across the website and are lead
keywords used on all of the web pages.
However, if one looks for ‘tourism’ and
‘information’ for instance, Tourism
Intelligence International does not even
appear in the first 100 listed web pages
even though the word ‘information’ is used
as a keyword for the website. However, the
link between keyword and content for the
word ‘information’ is not as strong as the
link for the word ‘intelligence’.

Combine words to optimise

Moreover, the word ‘information’ is much
more common than the word ‘intelligence’.
The
combination
‘tourism’
and
‘intelligence’ yields 7 million search results
whilst the combination of ‘tourism’ and
‘information’ yields 61.2 million search
results. Searching for your website is like
looking for a needle in a hay stack. Why
not reduce the size of the haystack by using
niche terms.
4.2.2. Promote
But content and keyword management,
while key, are not sufficient. Building a
hotel for example, with the best design,
amenities and service in the world are all
essential ingredients for a successful hotel
business but if it is built in the middle of the
Sahara Desert then what’s the point? Just
as location, location, location is key for
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hotel success, so too, must potential
customers be able to locate your business
online. This is why promoting a website is
just as important as ensuring that it is
effectively optimized.
The more popular a site is the higher it will
be placed in search results, assuming
content is already excellent. Therefore, it is
also important to use multiple ways to drive
traffic to your website other than SEO
techniques.
This brings us to the second step in
effective internet marketing – promoting
your website. One simple example to
promote your site is to send emails to as
many consumers as possible.
This
improves popularity and therefore search
rank over time. And it is free.
4.2.2.0. Promote with PPC Ads
Another way to promote your website is
through pay per click (PPC) advertising.
PPC is advertising your website on a search
engine such as Yahoo or Google. You
literally pay to appear in the top search
results. Once someone clicks on the link a
fee is deducted. It is the only form of
marketing where you can literally measure
results in real time and where you can
determine the direct correlation between the
paid ads and sales.

Advertise where you can
measure results – pay per
click

4.2.3. Engage
Another key step in the OPEN Internet
Marketing Process is engagement. For the
first time in history, companies can build a
one-on-one relationship with literally their
entire customer base, thanks to the Internet.
Through email and social networking,
Everything You Need to Know about Internet Marketing
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companies can engage their customers on a
regular and ongoing basis. And this is key
to building brand loyalty and thus a very
important step in the Internet marketing
process.
4.2.3.0. Deliver Personal
Touch Through Email
With the right kind of software such as a
comprehensive
database
management
system, personalised emails can be sent to
your entire customer base with just the click
of a button. This allows the customer to
believe that he/she is receiving special
attention. ‘Dear John’ or ‘Dear Jane’ is
much better and more effective in creating a
sale than ‘Dear Valued Customer’.
4.2.3.1. Build Personal
Relationships
As much as social media is about starting
conversations, it’s equally as much about
building relationships. Once you start
getting involved with social media, it
becomes very apparent that it takes time
and resources to build those relationships
within your social network that creates the
brand loyalists and promoters, not to
mention converting the sceptics.
It takes dedicated resources, as in real
human beings, that represent your company
or your brand to communicate one on one
with individuals who are active in the social
circles within your industry space.
Shortcuts are few and far between, and in
the end, only manage to “cheapen” or even
destroy the trust you’ve built up in a
relationship.
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Building relationships in social media
requires trust. That means, be real – be
who you are. Let your employees be who
they are, representatives of your brand.
Building fake profiles, writing fake
reviews, concocting fake blogs, lying about
who you really are will all eventually come
back to haunt you, so don’t even bother.
Don’t ever underestimate your customers’
intelligence as they can smell deception a
mile away.

Don’t be fake. Be real.

In addition, don’t just post links to your
blog posts, or press releases in Twitter or
Facebook, or posts on forums. That’s just
going to make people ignore you, because
it’s not a two-way conversation. Actually
get involved with your community. If
people are looking for assistance, point
them in the right direction, even if it’s not
to your site, that’ll gain you much more
respect rather than slapping a link to your
product that isn’t related to what they
asked.

Get involved

Building a relationship requires that you
listen more and talk less. That means, as
much as your PR department wants you to
be promoting, promoting and promoting,
that’s the last thing you should be doing in
social media. Social media offers a unique
opportunity for you to get real reactions,
learn about real issues or problems as well
as successes straight from your customers’
perspectives.

Listen more. Talk less.

4.2.3.2. Engage with
Influencers and Advocates
One of the best ways to beat your
competition and convince your prospects
that you're the real deal (all on a shoestring
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budget) is to tap into the power of
testimonials. The fact is that testimonials
are more believable than an advertisement.
Ads are created by the company, for the
benefit of the company. As the old saying
goes, “the milkman never says his milk is
sour”. So in order to boost the power of
Ads the use of testimonials is an effective
and cheap way to increase marketing clout.
For the testimonial to be even more
effective include a picture, a name and
location of the customer who is giving the
testimonial. It would be even better if you
could acquire the testimonial of someone
who your customers can recognise (like a
celebrity) or can identify with like an
average Joe or Jane Public.

Keep it personal

Many business owners feel the need to
improve the testimonials of their customers.
It's important that you use the exact words
and phrases of your clients and customers.
Keeping the testament in their own words
maintains a real authenticity.

Don’t ‘improve’ a
testimonial – keep it real

4.2.4. Note-taking Time
In order to efficiently and effectively
implement any Internet marketing initiative
it is critical to take note of problems,
customer needs, traffic statistics and data,
etc.
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4.2.4.0. Take note of Problems
and Fix them
Make sure your website renders properly
and quickly on your visitors' computers.
Whatever you do, don't tell the visitor what
kind of software to use. "This site
optimized for Internet Explorer" is a virtual
slap in the face to anyone using Firefox or a
Macintosh.
It is therefore important to constantly
monitor your website to ensure that it is
working properly for all types of
technology platforms that your customers
use. The Mac/PC issue is usually a typical
oversight.
But what about mobile
technology? It might be the case that most
of your clients use mobile technology and
not necessarily computers to search the
web. Are your websites compatible with
such technology? If the answer is no then
you need to note this problem and fix it
immediately or end up losing market share.
It’s as simple as that.
4.2.4.1. Take Note
Analytics Data

of

How do visitors view your
website?

Get mobile!

Web

If you've made the investment to build a
site, you want to promote it, and you can't
make smart decisions about how to promote
your site unless you have reliable
information about visitor behaviour. Every
business needs to know:

The Web generates a
wealth of information

 How many visitors come to the site?
 What are the sources of visitor referrals?
 What keywords do visitors use?
 What pages attract the most interest?
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 How many visitors are completing the
objective? (“sales”)
That’s just the beginning of what you can
learn with web analytics. Depending upon
the specific nature of your business, may
need to know: the geographic distribution
of your visitors, how many customers you
lose at each step in your checkout process,
or the pages that cause visitors to leave
your site.

Use information to drive
your business

Many website hosts come with basic web
analytics (i.e. software that track visitor
movement on your website). However, you
may want to invest in additional software
depending on how detailed you want to go.
4.2.4.2. Out with the Old and
in with the New
It is also important to note what’s old on
your website and replace it with new
information. It is important to stay fresh to
keep your visitors coming back again and
again.

Continuously refresh your
information

If a visitor comes to your site and sees old
information, they are going to lose faith and
go elsewhere. You need to make sure the
information most frequently requested by
customers and prospects appears on your
site. Website changes and additions take
time, and you need to have qualified
website editors. We've seen situations
where uninformed website editors have
severely disrupted the effectiveness of a
website by making poorly planned changes.
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Implications and Conclusions

In what follows, Tourism Intelligence
International has developed a few brief
guidelines to help you mind your business
effectively and efficiently through Internet
marketing. Some of these areas will be
dealt with in greater detail in Section II.
1. Think of your business as operating in
one small market place – the Global
Village. While the world is growing in
terms of the sheer number of people now
living on the planet, the Internet has
made doing business much easier by
literally squeezing the entire world into
one small space – your computer.
Customers living in another country or
even on the other side of the planet are
no different from customers living in
your local neighbourhood. So think
global but act local. Break down the
global market into small bite sizes to
make life easier.

Think global. Act local.

2. Get yourself educated on the ins and
outs of Internet marketing.
A
publication of this nature is an excellent
introduction to Internet marketing but
perhaps some formal education could
enhance your return on investment.

Learn everything you need
to know about Internet
Marketing

3. Consider hiring an Internet marketing
specialist to deal with all of your emarketing activities. Internet marketing
has grown to such an extent that it has
become a function all on its own. It
must be properly integrated into the
entire marketing strategy, but having an
e-marketing specialist separate from the
other marketing functions is a trend that
is growing.

Implement the e-Marketing
Function
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4. Ensure that your website is effectively
optimised for search engine use. Search
engines are those websites such as
Google, Yahoo and Bing that allow
users to type in certain search words or
phrases to create search results. To
effectively use this feature you must
have proper content and effective
keywords relevant to your product and
service. Search engine optimisation
(SEO) is still a learning process for
many marketers but there are some
clear-cut ways that can put your website
in a top position on search engines such
as Google. Some of these techniques
are free, while others can be costly
depending on how far you are willing to
go.

Optimize to capitalize

5. Learn how to conduct effective keyword
searches before setting up keywords on
your
website.
Keywords are
words/phrases that consumers use to
search for a product, service or website.
It is important to have an understanding
of what people type into the search
engines when they are looking for
information on a particular subject.
Google provides an excellent free
keyword research tool called Keyword
Tool. This tool shows you how popular
a keyword is on their search engine and
determines the competitiveness of that
keyword based on how many companies
are bidding for that very same keyword.

Keyword research is key
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5. Be the Master of Your Own Domain
A domain name is the web address of your
website. Once you get a domain name it’s
yours for life as long as you continue to pay
for the annual registration. Like your
physical address and perhaps even more so,
a domain name helps people to find you and
to get in contact with you. Being the master
of your own domain name is therefore a
critical factor in the success of your emarketing plan. Having a domain name is
not enough. You must then develop a
website.

From a domain name to a
website

A website adds value to a company in many
ways. It allows a business owner to
communicate with his existing customers,
target potential buyers, communicate with
suppliers and representatives and provide
information to the general public.
5.1.

Communication

It provides information on the company that
is easily accessible 24hrs a day to an
unlimited number of people, the company's
traditional resources of telephone lines,
operators, product brochures and other
similar resources that have a tangible limit
does not apply to a website.

Always open for business

All of the following items of information
that companies need to provide can be done
through a website:

You website is a
communication tool ‘par
excellence’

Existing Customers
 Updates on products and services they
use, including: new features or versions;
special offerings; news related to these
products and services like industry
Everything You Need to Know about Internet Marketing
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reports for financial products;
 Access to product and service related
material, including: manuals, renewal
forms, account statements, purchase
history, invoices and payments;
 Methods to communicate with the
company for additional information and
support via contact and feedback forms,
online chat, forums and blogs.

•

Support and• feedback

New Customers
 Products and services information can be
presented with visual support of images,
audio
and
video.
Interactive
presentations that can make the
prospective customer's experience close
to being in a marketing convention.

Interactive presentations

Internal Customers
 Staff announcements, access to contact
information for employees across
branches using an employee directory,
internal newsletters and resource
material that update employees and
provide company policy manuals,
procedures and learning material.

Staff announcements

Service Providers
 Tenders can be published via a website
inviting bids from selected suppliers;
and

•

 Requests from employees for support
from service suppliers can be channelled
through a website.

•
•
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General Information
 Company news and updates;
 Industry news that's beneficial to the
company and its customer groups and
users; and
 Information can be augmented by
linking to reference articles and other
useful online resources. Related articles
and stories can have threads to allow
users to easily follow the progression of
updates and publications on a given
topic area.
5.2.

•
News and updates
•

•

Administration

Another very important benefit of a website
is that it can significantly reduce
administration costs and allow tasks to be
performed faster and with more accuracy.

Reduction of
administrative and
personnel costs

Personnel cost savings are achieved, when
information is provided for all the groups
identified above, therefore less resources for
telephone operators, support staff and
marketing representatives are needed.
Operation costs’ savings are achieved by
reduced costs of printing forms that can be
electronically provided via a website. The
costs of printing and distributing marketing
material, including flyers, brochures and
catalogues are also reduced.
Translation errors are reduced or
eliminated, as employees do not need to
manually transfer data from hand written
forms into a database or update customer
information over the telephone or enter
prospect information over the telephone.
These tasks can be done via a website and
Everything You Need to Know about Internet Marketing
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directly done by the customer or prospect
and automatically submitted into the
relevant databases.
Speed
All the areas of a company’s operations that
a website adds value to, does so faster than
the alternative methods. Let’s have a look
at a few of these:

Faster

A consulting company that needs to send
industry updates to its clients can post these
updates via a client area on their website.
Clients can get an email generated through
the website that notifies them of the update.
This can happen within a few minutes of
publishing the update.
A telephone operator’s job is made more
efficient when a chat session is used
instead. The contacting person can provide
personal information before actually
engaging the operator, so client account
information can be retrieved or the person
can be automatically directed to the
appropriate person. Thus the conversation
can begin with the provision of relevant
information.

Chat services replaces
phone lines

Additionally, the website can be
immediately used to provide added support
for the operator, for example a link to the
features or a product page with pictures and
specs can be immediately provided instead
of explaining or describing over the
telephone.
A manufacturing company can disseminate
any number of product catalogues either in
a downloadable format from their website
or via the website almost immediately, as
opposed to sending via traditional postage.
164
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These are only a few examples. Many more
are realisable depending on the particular
industry you are in and your niche.
5.3.

Marketing

Medium for extending the sales force and
market reach
 A website is always accessible to
customers even when the 8 to 4 sales
team is not at work.

Open 24 / 7

 New international markets can be
reached by marketing the website to
these new audiences.

Global reach

 There is only one copy of a website so
issues of having various versions of
product brochures and conveying
varying messages through your sales
team are avoided. Additionally, the
problem of having customers and
potential customers refer to outdated
material is reduced.

Image is consistent

Medium of product and service testing and
reviews
A website can be used to test the market.
This can take the form of testing marketing
strategies and consumer responses to them,
as well as product and service testing.
Feedback can be obtained relatively
quickly from a diverse audience. This
audience can be classified based upon
information that can be requested from
them.
Additionally, feedback can be
obtained electronically making the analysis
efficient.
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Performance Assessment

Measurable returns
Because a website is a system, all its usage
can automatically and immediately be
recorded and reported upon. The most
common means of doing this is via website
statistics’ reports. Statistics allow you to
immediately get reports on:

Automatic, immediate and
measurable

 The number of visitors;
 Where they came from;
 What attracted them to the site;
 What they viewed and many other
elements of their usage of the website;
 How long they stayed on a page;
 Advertising campaigns and their returns
can be tracked.
Immediate feedback from visitors can be
obtained, and website content and offering
can be adjusted accordingly.
Accountability
Company operators’ performance in
communicating with customers, internal
and external, and service providers, can be
automatically recorded and reported on.
This makes accountability easy to achieve
for these personnel.
5.5.

Accountability is easy to
achieve

What Kind Of Marketing Can Be
Done Via A Website

A website can be used to provide various
marketing avenues.
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5.5.1. Banner Advertising
This is done by allocating space in various
spots on the website to display banners.
Banners can be placed anywhere within a
website, usually to the top and bottom.
Banner spots can have multiple banners and
different prices are charged depending on
the location of the banner and the type of
website.

Banners can be placed
anywhere on a website

A banner can be linked to another page or
website. So after the viewer is attracted by
the banner they can click on it to get added
information or make a purchase.

Banners can be linked to
other pages or sites

Figure 5.1 presents a few examples of
banner Ads.
Figure 5.1
Examples of Banner Ads

5.5.2. Embedded Ads
These are mainly text Ads that you include
in your website and they originate from
another website. For example Ads by
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Google.
A variation of these is via RSS feeds. You
display content on your website from
another website, but there's a way within
the provided content to take the user to the
source website or another website.
Other examples of these are utilised by
some of the social networking sites,
allowing you to display content from their
website on yours and ultimately providing a
means for users to get to their sites. For
example, the use of the “Like” and
facebook.com and linked videos by
youtube.com.
Embedded Ads are usually more subtle than
banner Ads. They are ‘embedded’ in the
middle of the content you are viewing. The
most subtle embedded Ads are the ones
whose links look like any other links on the
main webpage, but in fact they take you out
of that website and on to another. Often the
source website pays a price for every time
someone clicks on the Ad. The owner of the
original website gets a percentage of the
revenue as is the case of AdSense by
Google.

With embedded Ads you
can also pay per click

While this form of advertising is great for
the owners of the Ad, one must be careful
about allowing others like Google to place
these Ads on your site as potential
competitors could be advertising on your
website. Also these links take visitors away
from your site.

Don’t encourage clients to
leave your site

If you are the one placing the Ad through
Google for example then it is of course in
your favour. However, you will be paying
for every click – the good and the bad.
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5.5.3. Email Marketing
Sending an email to people that are
interested in what you have to offer is
direct, inexpensive marketing. To achieve
this, email addresses must be obtained and a
system of sending these emails used.
By showing your visitors the benefit in
submitting their email address on your
website, you can start building your email
list. A proper subscription system needs to
be used that verifies email submissions,
provides a means to un-subscribe, allows
management of the list and the sending of
emails. Emails sent to your interested
users, encourage re-visits to your website
and the spreading by these users of your
website, as they forward the email to their
peers.
Even if you do not have a website, email
marketing can work for you. All you need
to do is develop a database of your target
audience, install the proper database
management system and start sending
emails.
Some database management
systems can allow you to even send
personalised emails. For example, the
email will say Dear John or Dear Jane. The
customer / client will believe that the email
was sent from you personally and not
necessarily from a mailing list system.
There are many offline methods of
developing a database. For instance you
could collect call cards, you could purchase
a mailing list from a third party, you could
have a visitor book at your store or even
download free lists from the internet.

Ensure that you can have
an up-to-date and targeted
mailing list

Encourage subscriptions

Garbage in, garbage out

Ensure that your database
is current

Database development is
critical

The key to email marketing is that you do
not want to be considered a spammer.
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Therefore respect is key. You need to
respect the privacy of your clients /
prospects. You also need to remove them
from your mailing list should they request
you to do so. To avoid being labelled as a
spammer you need to ensure that you do not
send out too many emails. One or two
emails from time to time (say once a month)
with good content that adds value to the
lives of the customer is important. You
must be giving something in return. Free is
the new ‘F-word’. You can’t expect to get
something for nothing. A nice newsletter
with information that the customer might be
interested in is a good way to give free stuff
but at the same time encourage them to
purchase from you.
5.6.

Avoid spamming

Offer something in return

Visitor Retention

By providing the information that a visitor
needs on your website, you keep your
visitors on your website and do not risk
losing them to competing Ads on another
website. Thus enough information needs to
be provided on your website without over
use of references and links to other
websites.

Keep visitors on your site

The key to keeping your visitors coming
back to your website is to have content rich
data that is of interest to them and to keep
that information fresh at all times. People
get bored very easily so if your information
(text, pictures, videos) is not fresh then they
will not return.

Keep them coming back –
be current

For
example,
a
company
selling
environmentally friendly furniture might
want to include articles on how to green a
house or office. Videos on creating a
compost heap or information on how to set
up your own recycling system could add

Be relevant

170

Everything You Need to Know about Internet Marketing

5: Be the Masters of Your Own Domain

www.tourism-intelligence.com

value to your website and keep people
coming back for more ‘free’ stuff.
Eventually they might even consider buying
something.
Another important point is to have your
own content. While it is nice to have links
to other useful websites you want to create
an environment whereby your visitor
always stays on YOUR website. Outbound
links are like doorways inviting your
visitors to leave your website. For instance,
you might have found a useful website that
has a free e-library where people can
download documents, pictures, etc. for free
and the data is useful to your clients.
Instead of adding a link to that website you
might want to consider creating a free elibrary of your own with similar data for
your clients. In that way, your visitor does
not need to leave your website. The longer
they stay on your site the greater the
possibility of them making a purchase.

Develop your own content

So marketing via your website, in particular
Banner and Embedded Ads must only be
done if it meets your objectives, otherwise
these methods can dilute your efforts by
taking visitors away from your website.
5.7.

Tools / Strategies Needed to
Optimise a Website for Search
Engines

In order to be the master of your own
domain, that is to say, to have full control
over the effectiveness of your website as a
marketing and sales mechanism, there are a
number of tools and strategies that must be
used. One of the most important strategies
is called search engine optimisation or SEO.
This in itself requires a number of detailed
strategies for it to be effective.
Everything You Need to Know about Internet Marketing
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Because most website traffic comes from
a search engine (most reports put it between
50% and 75%), it is critical to make sure
your website shows up when your potential
customers search online for you. You can
have the best website in the world, but if
people can’t find it, it’s a waste of your
money.
A search engine’s goal is to provide the
most relevant results for its users. A search
engine is an application that analyses a
website based upon certain pieces of data,
the more data you give them to work with
the better or more optimised you will be.
The strategy by which a web developer
attempts to get a high ranking on search
engines is referred to as search engine
optimisation. These are the basic points to
follow to get your website highly ranked by
the search engines:

Your website needs to show
up in search results when
your clients search for you

How to get a high ranking
website?

 Make your website most relevant for the
areas you focus on;

Be relevant

 Understand your clients and prospects,
where they go to find what you have to
offer them, what other sites interest
them;

Understand your
customers

 Research what these people search for to
find a website like yours;
 Select a domain name that has one or
two of the most important keywords in
its name;

It’s all in the name

 Create a significant amount of written
content that is placed as text into pages
of your website;

Create content

 The content must reflect the keywords
that your prospective visitors search for;

Link content to keywords

 There are various website code
structures and inclusions that should be
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done by your website development
service provider. Without getting into
the technical details of these, they
include: meta tags, alternative text, robot
rules, proper page structuring;
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Be technically sound

 Get as many other websites as possible
to link to your website and these links
should reflect the keywords you are
focusing on;

Get linked to other sites

 Keep the content on your website up-todate and keep adding relevant content to
it;

Keep content up-to-date

 Frequently review your strategies and
how they are doing;

Review continuously

 The history of your website, how long it
has been active, length of time other
websites have linked to it, age and
expiry date of your domain all play a
part as well. These are items that only
are achieved with the passage of time.

Trackability

These are explained in more detail in what
follows.
5.7.1. Make Your Website Relevant
What is your core business? What do you
sell the most? In answering these questions
you will also be answering the following
question: What should my website focus
on? Your website must focus around the
core area of your business otherwise your
visitors can become distracted at best or
confused. In either scenario the probability
of resulting in a sale of your core profitgenerating business is greatly diminished.
Therefore, making your website relevant to
your core business is a simple yet critical
website development and SEO strategy.
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5.7.2. Understand Your Clients
Any tailor would tell you that in order to
make a proper suit he must first measure the
man and understand his likes and dislikes.
Would he prefer a blue suit or does he fancy
black? Would a double-breasted style suit
him best or would he rather a slim-fit cut?
While these questions might seem odd
given the current context, they are not too
far off when trying to design a website. If
you know the needs, likes and dislikes of
your target market then you can develop
website content that are tailored to their
specific needs. When such custom tailoring
is done then your potential clients can find
you easier on the web because you will
have exactly what they are looking for. If
you are uncertain about what your target
market wants then your message and web
content will also be vague. And consumers
will find it difficult to find you. Or better
put, they will find your competitors easier
and faster than they would find you.

Know your customers

5.7.3. What Are They Searching
For?
Understanding the consumer is key. But
you also need to know what they are
searching for. Given the product or service
you have to offer, what keywords will your
potential buyers use to find products and
services in your industry or line of work.
Once this is known you can then create
content built around these very important
keywords. This will then improve your
‘searchability’.

174

Understand what your
customers are searching
for

Everything You Need to Know about Internet Marketing

5: Be the Masters of Your Own Domain

www.tourism-intelligence.com

5.7.4. Select An Appropriate Domain
Name
One of the most important keys to effective
search engine optimisation is to ensure that
you have an appropriate domain name. The
domain name or the name of your website
must be directly connected to what your
business is about and to the content of your
website. Search engines first look at the
domain name to deliver search results.

Get your domain name
right

For
example
the
domain
name
www.tourism-intelligence.com is very
appropriate because the name of the
company
is
Tourism
Intelligence
International. Also the business focuses
on market research and intelligence in travel
and the tourism industry around the world.
When a search is done for ‘tourism
intelligence’ the search engines deliver
www.tourism-intelligence.com as their first
choice. In other words the domain name
and the company name have a strong
correlation.
This is the key to SEO
optimisation.
5.7.5. Select Appropriate Title Pages
In addition to domain names, search
engines analyse the titles of each web page.
The title page must be relevant to the
contents of that page. Using web page titles
such as “page 1” or “home” will relay poor
search results. Using Tourism Intelligence
International yet again as an example will
help illustrate what appropriate title pages
should be.
The first successful SEO
attribute
to
the
www.tourismintelligence.com web pages is that each and
every page bears the name of the company.
Secondly, each page has a unique name. So
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for instance, the ‘Our Team’ page title is
‘Tourism Intelligence International – Our
Team’. In this way, the ‘Our Team’ page of
Tourism Intelligence International is
distinguished from the our team pages of
other websites. Thus, searches for Tourism
Intelligence International ‘Our Team’
page will be faster and better ranked on
search engines.
5.7.6. Content Is Key
Search engines, particularly Google, are
adamant that your website must be rich in
relevant and up- to-date content. Content is
one of the key strategies to being ranked
high on the search engines.

Content, content, content!

First of all the content must be relevant to
your website and your business.
For
example a medical website should have
information on diseases, cures, preventions,
medicines and data relevant to the medical
field. Ideally, the content should use words
and phrases that your potential buyers will
use when looking for products or services
similar to yours. This is why having a good
copywriter is essential.
Having good
writing skills isn’t good enough. One must
use a writer who has web relevant skills. A
copywriter knows what phrases and words
to incorporate into the text in order to
ensure that your website is ranked the
highest by the search engines.

Relevant to your customers

A good copywriter is
essential

5.7.1. Keep Content Fresh
Another important attribute about content
that you must bear in mind when optimising
your website for search engines is that the
content should always be fresh. Outdated
content gets bumped down to the bottom of
the index. Exactly how long it takes for
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content to become outdated is not entirely
known. Only Google and other search
engines know what criteria they use. But
logic dictates that fresh content keeps your
customers coming back for more.
The
more they visit your site, the better ranked it
will be.
5.7.2. Get Your Site Crawled
Crawling is the process by which Googlebot
(a unique patented Google program)
discovers new and updated pages to be
added to the Google index / database of
websites. There are literally billions of web
pages on Google’s database.

Make them find you

If you just created and launched a new
website, when you search for it on Google,
it is highly unlikely that you or your
customers will find it. The site and all its
content needs to be indexed by Google
(added to its database).
Google uses a large number of computers to
capture (or “crawl”) billions of web pages.
The program that does the fetching is called
Googlebot (also known as a robot, bot, or
spider). Googlebot uses an algorithmic
process: computer programs determine
which sites to crawl, how often, and how
many pages to fetch from each site.
As Googlebot visits these websites it
detects links on each page and adds them to
its list of pages to crawl. New sites, changes
to existing sites, and dead links are noted
and used to update the Google index.
Google doesn’t accept
site more frequently.
help Google to crawl
submitting on the

payment to crawl a
However you can
your site faster by
following link –
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http://www.google.com/addurl.
The
instructions are pretty clear. The image
below is a capture of Google’s URL
submitter page.
Figure 5.2
How to Crawl Your Website

Source: Google.com, 2011
5.7.3. Get Your Coding Right
Without becoming too technical, coding
refers to the programming of your website.
IT includes ‘html’, meta tags, keywords,
titles, file names, etc.
Meta tags are bits of information that are
not visible to users on a website, but are
loaded into areas of a web page to be found
by search engines and help them rank the
site in results. Meta tags are sets of
instructions and/or identifiers that describe
the content that is included on your web
page. Figure 5.3 shows a snippet from a
Google search result.
The black text
underneath each search result line item is
the ‘meta tag’ data. Search engines pull
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data from the meta tag code to display in
search results and to rank pages. If there
are no meta tag descriptions then search
engines will simply pull data from the
visible content on the web page in question.
There is one meta tag per web page.
Therefore, a website can have dozens to
hundreds of meta tag descriptions. This
piece of data is as important, if not more
important, than the actual visible content on
your web page (from a search engine point
of view only).
Figure 5.3
Examples of Meta Tags

Source: Google.com, 2011
5.7.4. Get Lots of Inbound Links
Another strategy you can adopt to boost
your SEO ranking is to get as many
inbound links to your website as possible.
An inbound link is simply a link on another
website that points to your website. So
using popular websites like Facebook,
YouTube, MySpace and other popular
article
related websites like Blogger,
Squidoo, ezinesArticles, and others, you can
create your own inbound links. However,
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you can also forge partnerships with other
businesses or organisations to create a link
exchange program. In other words, they
will agree to have your website link on their
website if you agree to do the same for
them. A point to note is that not any
website will do. Inbound links must come
from other highly ranked websites.
Inbound links from low ranking websites
will not be as effective as inbound links
from high-ranking websites.

Develop a link exchange
program

5.7.5. Review SEO Strategies
One can never review strategies enough.
As time elapses, there are a number of
factors that change. Your needs and your
customers’ needs change. Technology
changes, as well as many other factors.
Your SEO strategies therefore must be
reviewed and adjusted to meet these
changes.

Constantly review your site

5.7.6. Keep Your Site Active
Nothing will give your website a poor SEO
ranking like inactivity. In Internet terms,
inactivity is equivalent to death. When
search engines like Google analyse your
website and notice that there are little or no
changes over a period of time, and there are
little or no visits to your site, these search
engines deem your website to be inactive or
dead. Your SEO rankings automatically
drop significantly to accommodate active
websites.
5.8.

Strategies to Boost Business and
Drive Traffic to Your Website

Being the master of your own domain does
not merely require setting up a website that
is fully functional and search engine
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optimised. A website is only as good as the
amount of relevant traffic it generates.
There are a number of strategies that you
can employ to drive traffic to your website
and boost your competitiveness.
5.8.1. Know Your Target Market
As with any marketing strategy, you must
first outline your target markets. You must
know what kind of visitors you want to
frequent your website and ultimately
purchase your product or service. By
understanding your website’s various
audiences, you then provide content and
features to attract and retain these groups.
5.8.2. Provide Adequate Content
This concept is simple yet very important.
You must provide enough valuable content
in areas related to your website and your
target audiences for them to make your
website a favourite place to visit for
information and content. Content is not
only key for search engine optimisation. It
is also key for your visitor. You want to
creatively use content to attract and retain
visitors. You also want your visitors to tell
their friends and family about your website.

Creative content is critical

Content does not only refer to text but also
pictures and videos. There is an increasing
tendency among Internet users to be more
attracted to videos and pictures and not just
text alone. Therefore it is critical to
incorporate these into your website.
Internet users want to be entertained even
when doing research or simply looking for
something on the net.
The visitor
experience must be enhanced with creative
content.
This is why websites like
YouTube are so popular. A visitor would

Content does not only refer
to text but also pictures and
videos
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rather view a video on top things to do in
the Bahamas than merely read an article on
the subject.
5.8.3. Provide Useful Content
While creative content is key, it must also
be useful, in order to keep your visitors
coming back for more. This is done by
giving added content and information that
appeal to your target market to lure them to
the website.

Create useful content

Users are encouraged via tools, information,
resources and periodicals that are valuable
to them and indirectly provide interest in
your products and services. To explain
better some examples are used.
A food producer can have recipes,
cookbooks and even submissions from
users that get nominated for prizes. This
type of website can also provide
information on healthy living and eating
and have a blog that allows professionals in
the health field to respond to users’
questions and concerns. The users might
frequently avail themselves of the recipes or
advice given on the website and through
continued exposure to your products and
services they might eventually buy. When
your information is useful and helpful you
also build credibility.
This credibility
makes visitors comfortable. This in turn
can be translated into an increased potential
to buy from you.

Be creative

Another example of using content to help
visitors is a paint shop that provides a tool
that allows users to upload pictures of their
homes in order to determine how it would
look with different paint selections. One
such website is Behr.com.
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The paint company, Behr, does not only
provide paint for sale, but they have really
useful tools that are interactive, interesting
and keep visitors coming back again and
again.
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Help customers to buy your
products

Behr provides ideas for interior and exterior
decorating from bedrooms, living rooms,
kitchens and bathrooms to gazebos, patios
and architectural styles.
Figure 5.4
Example of Adding Useful Content to Your Website

Behr also provides the ColorSmart
feature. This feature allows users to
upload a picture of a room (or they have
standard rooms available if you do not
have your own picture). They can then
experiment with different colour options
to choose the style that best suits their
needs. Features like ColorSmart that are
interactive, interesting and useful will
generate lots of traffic to your website.
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Figure 5.5
Behr’s ColorSmart Feature

5.8.4. Make Your Webpage Easily
Bookmarkable
An important website feature never to
overlook is bookmarkability. Users must be
able to bookmark your website very easily.
Having a bookmark button on every page of
your website is useful. Most users don’t
even think of bookmarking a page until they
need to use it and can’t remember it.

Make your website
bookmarkable

5.8.5. Remember to Get them to
Subscribe
Users will not remember to or even be
interested in checking on your website
everyday for new material. This is where
providing a subscription system that allows
you to send users an email when new
material within their area of interest
becomes available is useful.

Encourage subscriptions

Even if there is no new information, and
this should never be the case, you can still
send them periodic newsletters with links to
various areas on your website that they
might have overlooked.
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5.8.6. Get Viral
Another tool to help increase visitors is to
provide methods for your attracted users to
spread the word about your website. This
can be done by a ‘tell-a-friend’ tool or
integration with a social networking
website. This is also known as viral
marketing.
5.8.7. Network and
Marketing

Encourage customers to
‘tell a friend’

Commission

Network and commission marketing is
another useful way to boost business and
drive traffic to your website. This is done
by using your website to sell via sales
agents that get paid on a commission basis
and on multiple levels. These users are
commonly called affiliates.

Encourage affiliate
marketing

Just as with your traditional sales force who
get paid for sales, you can have online sales
representatives who get paid in the same
way. These sales affiliates are supported by
the technology in the website. You can
provide your affiliates with:
 Their own website;
 Automatic sales tracking;
 Reports to assist them in how
effective their marketing efforts are;
 Multiple levels of commissions, so
they get paid from the sales efforts of
people they refer to your website.
The advantages of having affiliate
marketing representatives over in-house
marketing representatives are as follows:
 Affiliates manage their own time. You
do not have to manage a team. With the
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right technology, your web based ecommerce business will manage
everything for you;
 You can have affiliates from all over the
world;
 You can have an unlimited number of
affiliates;
 Most affiliates are ‘experts’ in the
related field;
 No physical structures are needed, e.g.
offices, telephones, etc.;
 Affiliates can literally operate anywhere
they choose, even from home.
Many companies use affiliate marketing.
Macy’s, Avon, Amazon, Excedrin, and
many suppliers of commodities, for
example.
5.8.8. Social Networking
Using social networking websites to bring
visitors to a website is a significant tool in
the marketing set that should be used.
These networks have millions of subscribed
users and you can attract these users to your
website.

Use social networking to
drive business to your site

This is achieved through two main methods:
1) Make it easy for the visitors to your
website to share your website and its
content with their friends in the
networks they belong to. By adding a
link to top social websites such as
Facebook or Twitter, visitors to your site
can automatically add a link or content
into their social media account making
this information available for their
friends to access. Analytics website
AddThis.com provides the codes to help
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you automatically add top social media
buttons to your website. It is so easy
that even if you do not have web design
or programming skills but are
sufficiently computer literate you can
add the code yourself. Better yet, the
code is absolutely free of charge.
Moreover, AddThis.com even provides
free reports to help you track how people
are adding your web page to their social
networks.
Figure 5.6
Social Media Buttons Provided by AddThis.com

Source: AddThis.com, 2011
2) Create and maintain an account for your
company with the networks that reach
your target markets.
This means
including content in this account and
inviting users to join your account.
Once you have built up a group of users
you can now push information to this
group via the tools provided by the
social networking website.
Excedrin is a perfect example of how to use
your social media account to virally add
traffic to your website. Excedrin created a
Facebook account and then in order to add
more people to their network they created a
competition. Users get to submit videos or
pictures of their ‘headaches’, that is, things
that annoy or bother them.
Excedrin
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offered the winner US$150,000.00 for the
best video or picture. In a matter of one
week Excedrin collected over 19,000 videos
and countless other pictures. The news of
the competition spread like wildfire across
Facebook. With one ‘like’ or submission,
hundreds of people in a user’s direct and
indirect network would be able to view the
Excedrin ad depicted below. Excedrin was
getting free advertising, people were adding
videos and pictures every minute so their
Facebook content was fresh and interesting
which in turn attracted more visitors. And
the rest is history. Creative ideas like this is
what it takes to drive traffic to your site and
ultimately boost your competitiveness.
Figure 5.7
Excedrin Facebook Page

Source: www.Facebook.com/Excedrin, 2011
5.8.9. Paid Advertising
So far we have looked at ways and means to
drive traffic to your website that are
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virtually cost-free. However, one must not
discredit the effectiveness and importance
of paid advertising.
There are many paid online advertising
avenues that can be developed. As with any
form of marketing you must understand the
different types of users each website attracts
and determine if spending advertising
dollars with that website will reach your
target markets.
Another important factor to consider when
dealing with paid advertising is to
determine what is your budget. This will
tell you how often to place Ads, where and
when.
Unlike television, radio, billboard and
newspaper Ads, most online advertising are
targeted to a particular demographic group.
Google Ads for example, are based on
keyword searches, so only those interested
in the said keyword that relates to your
product or service will likely see your Ad.
Facebook’s Ads are very targeted also. You
can select the geographic region as well as
the type of consumer you want to reach, e.g.
Hispanic Americans or Buddhists living in
Boston.
There are a number of online advertising
avenues and types. These can be broadly
grouped into:
 Banner advertisements
Many websites offer banner spots that you
can pay for; newspapers and magazines;
directories;
databases
of
software,
hardware, hotels, etc.; malls and others.
Each of these will have their own cost
structure but generally you can either pay
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per click or per impression. A click is when
a user clicks on your banner. An impression
is the display of your banner.
 Search engine placement
To complement your search engine
optimization efforts you can also pay the
various search engines for your listing to
show up for the keywords you use. As with
banner advertising the structure varies with
each search engine but the same concept of
per click and per impression applies. Your
paid for listings are displayed separately
from the normal listings.
 Social networking Ads
To complement or use, instead of
maintaining your own account at the
various social networking websites, you can
pay these sites for Ads. The same concept
that applies to the previous two methods
also applies here.
 Email marketing
Various companies provide email lists that
you can pay to send an email to the list.
You need to carefully select from among
these to ensure the subscribed users are
within your target market and that the list
has working email addresses. Most users
will not be on a list that they can potentially
get email from anyone, as this is really junk
email.
This marketing approach has
significant disadvantages because this type
of email, even though it may pass through
all the proper channels and not be
considered spam, in reality closely
resembles it from the recipient's point of
view.
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The best approach to email marketing is to
develop and maintain you own list and use a
proper system to manage it, including the
sending of the emails. In this way you
significantly reduce cost.
 Viral marketing
This will not work for all types of websites.
It is the creation of something catchy and
appealing to your target markets. It may
not even be directly related to your website
but is so funny or outrageous that viewers
take notice and click to see who or what
website is behind it. For example a funny
animated character that is posted in
YouTube. It is so funny that users tell other
users and when they click on it, it leads to a
page on your website that offers an
explanation and association to what you
have to offer.
5.9.

Conclusion

The key to becoming the master of your
own domain is content, content, content!
Keep it fresh and up to date. Be creative
and use strategies to keep your users excited
and surpass their expectations. Users must
enjoy the experience when they come to
your website/digital destination. Get them
involved in creating content as well – social
media, forums, video submissions, picture
uploads, competitions and so much more.
Keep doing your homework. Try to always
understand and anticipate the needs of your
target audience and never give up. The
mistake many web marketers make is
giving up too soon. They want to see
instant results. This can happen as in the
case of Excedrin but sometimes you have to
stick with it and the returns on your web
development will pay off in the end.
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6. Using AdWords to Add Value to Your
Marketing Strategy
Are you looking for the simple and effective
way to market your products or services on
the Internet without necessarily having the
formal IT or marketing training or
qualifications? Then you’ll appreciate the
practical, informative, down-to-earth and
simple guidelines that this chapter offers.
This section will review one of the
Internet’s most powerful online marketing
tools known to man – Pay Per Click (PPC)
advertising. As the name suggests PPC Ads
are only paid for when someone (your
potential customer) actually clicks on your
online Ad.
6.1.

Discover one of the most
powerful online marketing
tools

What is AdWords?

The most powerful form of Pay Per Click
(PPC) advertising on the Internet is
unquestionably, Google AdWords. With
just 15 minutes to spare and under
US$15.00 to spend, you can set up a Google
AdWords account to begin your PPC
advertising campaign.

Google AdWords is the
most popular type of PPC
advertising

But what exactly does the term ‘AdWords’
mean? AdWords is a service provided by
Google that allows you to buy Ads to be
displayed to users who are searching
Google or browsing websites in Google’s
content network.
In the diagram below, for the search term
‘used cars’, the first three search results are
in fact Ads that are paid for in the AdWords
service provided by Google. The Ads on
the right hand panel are also AdWords Ads.
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Figure 6.1
AdWords by Google

Source: Google.com and Tourism Intelligence International, 2011
6.2.

How does AdWords Work?

The way Google AdWords operates is
simple. Advertisers bid on a keyword or
phrase that they believe is strongly
associated with their product or service.
When an Internet user searches for that
particular keyword(s) the advertiser’s
webpage will be given a favourable position
in the search results. When an advertiser
bids on a specific keyword, and they bid a
high enough price, the result is that their Ad
will appear either above the regular search
results (the shaded portion in Figure 6.1
above) or along the right side of the page.

A simple yet powerful
marketing tool

If an advertiser’s Ad appears in one of these
preferred search spots, and a search user
happens to click on the advertisement,
connecting to the advertiser’s optimized
web page, then the advertiser will be
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charged based on how much they bid for the
Ad. This means that the advertiser is only
paying for advertising when the Ad is
actually clicked rather than simply for
having it displayed on Google’s search
page, hence the term ‘pay per click’
advertising. The advertiser does not have to
pay for the Ad to appear, they only have to
pay for the traffic that they actually receive
as a result.
So let’s say that Trade Car View bid
US$0.25 for the keywords ‘used cars’. The
fact that they appear first in the search list
indicates that they had the highest bid price.
Also, anyone searching for ‘used cars’ in
Google who clicks on Trade Car View’s
link, then Trade Car View would pay
US$0.25 for that click and not for simply
appearing in the search results. In this way,
Trade Car View is getting better results
from their advertising dollars. They are
being viewed only by those interested in
used cars. The Ad is very direct and
targeted in this case. This is perhaps one of
the only forms of advertising where you can
link the cost of advertising to actual leads
and ultimately to actual sales.

PPC is the only form of
advertising directly related
to leads and sales

6.2.1. What Determines the Cost per
Click?
The cost of each Ad or the cost per click is
determined by what other advertisers are
bidding for on the same keyword. The
more popular a keyword is the more
demand there will be for buying that
keyword. The cost of a popular and broad
keyword such as ‘travel’ will be much more
expensive than a less popular keyword like
‘palaeontology’ for example.
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The cost of a PPC advertising campaign
will also depend on the relevancy of the Ad
within the Google Network based on what
the keyword is. This Google AdWords
system has become an excellent way for
internet marketers, business owners and
other advertisers to acquire leads.
However, it is important to know that in
order for Google AdWords to work
successfully, an internet marketer has to
have a firm grasp on how the system works,
because keywords with high conversion
rates on Google AdWords are often quite
competitive, and misusing the system can
result in poor results and the dreaded
unforeseen consequences of high costs.
Gaining a thorough understanding of what
Google AdWords is and how it works is the
first step to using the Ad network to your
benefit. Make sure that your Ads (your
text) are directly relevant to the keyword(s)
associated with them. The more relevant the
Ad is to the search, the higher your
likelihood of receiving traffic based on your
advertisement. Google also rewards
advertisers with highly relevant Ads with
smaller advertising costs, making it very
worthwhile to strive for quality and
relevancy in your advertising. In this way,
your performance, in addition to your bid,
directly impacts on the display of your Ad.
Google is in business to make money and
they only make money when you click; so,
Google wants the best performing Ads to
appear more often.
So, for example, a company selling
environmentally-friendly outdoor furniture
might want to avoid bidding on broad
keyword terms such as ‘furniture’. The
relevance of this term is very broad and
weak.
Someone searching for indoor
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furniture or someone who is not interested
in environmentally outdoor furniture might
inadvertently click on the link only to land
on a page that they are not interested in.
The advertiser would incur an unnecessary
expense from this click. Bidding on the
keyword terms ‘environmentally-friendly
outdoor furniture’ might be a more relevant
and targeted strategy that is cost-effective.
When search engine users are able to find
advertisements for businesses, products and
services that actually correspond with what
they are searching for, they are much more
likely to click on website advertising.
Google rewards this relevancy because they
want their search engine users to find
exactly what they are looking for without
difficulty, misleading Ads or spam.
6.2.2. Setting Up a Google AdWords
Account
Before you begin your actual PPC
advertising campaign with Google, you
must first set up a Google AdWords
account. The cost is minimal. To do this
you simply go to www.adwords.google.com
to get started. The process is simple,
straightforward and you do not need a PhD
in IT to get going. There is even a toll-free
number you can call for free step-by-step
advice and assistance – 1-877-721-1737.

Anyone can do it at little
cost

If you already have a Gmail, Orkut or
iGoogle account you would have already
completed the first step in the process.
The second step involves selecting your
time zone and currency preference. It is
important to note that the currency and time
zone settings cannot be changed once
you’ve set up your AdWords account, so
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choose wisely. Time zone is important
because with AdWords you can select a
specific geographic area or time zone to run
your Ads.
6.3.

Creating
Campaign

Your

AdWords

Once you have set up your AdWords
account you are ready to begin developing
your AdWords PPC advertising campaign.
Creating an AdWords campaign is very
simple. It involves three easy steps:

Three easy steps to setting
up an AdWords campaign

 Setting Your Campaign Budget;
 Conducting Keyword Analysis; and
 Creating Your Ad.
6.3.1. Setting
Budget

Your

Campaign

First, you need to set a budget for your
campaign. It might be advisable to start off
on the low end to see what sort of results
you get. This could be your trial and error
phase.

Step 1 – Set your Budget.
Start small.

Your budget will depend on your business
location and how many customers you are
trying to reach. For instance, the pool
furniture business in Florida would be
significantly
more
competitive
and
saturated than in Iceland. So a PPC
campaign for pool furniture in the Florida
area would be more expensive than in
Iceland.
There are no minimum or maximum budget
requirements. There is however, a small
activation fee to get started. AdWords
allows the user to have flexibility (budgets
can change at any time) and full control
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(you get to say how much to spend and for
how long the Ad should run). Not only do
you get a say in terms of the overall budget
but you also decide on how much you are
willing to pay per impression / click.

AdWords gives flexibility
and control to marketers

Of course, if your bid is not competitive
enough you are not likely to get any
placement at all. The downside is that you
cannot see what your competitors are
bidding. Trial and error could be one
strategy to use to determine how much you
should bid. However, Google does provide
analytical tools to help determine how
popular or how much competition
surrounds a particular keyword term.
6.3.2. Keyword Analysis
Although this point is discussed under
strategies in the next section, this topic is so
important that we thought it important to
allot it its own section.

Step 2 – Determine your
Keywords

Proper and effective keyword analysis is not
only an important strategy, it is also an
important step in any AdWords or PPC
advertising campaign.
Google offers one of the web’s most
powerful keyword analytics tools. You
may access this tool by visiting
www.adwords.google.com and selecting the
‘Reporting and Tools’ tab.
Under the ‘Word or phrase’ box you may
enter an inordinate number of keywords you
wish to analyse. For this example we are
using the keyword ‘used cars’. See Figure
6.2.
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Figure 6.2
Google’s Keyword Tool

Source: Google.com, 2011
As shown in Figure 6.3, Google also
provides a more detailed analysis view.
You may select a particular country and
language to search. The analysis may be
further filtered according to number of
monthly searches for that term both globally
and locally, the degree of competitiveness
(low, medium or high), the Ad share, search
share and estimated average cost per click.
Figure 6.3
Google’s Keyword Tool – Advanced Analysis

Source: Google.com, 2011
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Figure 6.4 shows that for the keyword term
‘used cars’ there was a monthly global
search average of 6.12 million versus a
monthly average of 301,000 in Australia.
Google also provides a number of related
keyword terms to assist the marketer in
coming up with other keyword ideas that
have been overlooked.
The competition column shows the intensity
of competition in the Australian market for
that particular keyword. If you were to
search the same keyword term for the US
market, the level of competition would most
likely be different. In fact, a search for
‘used cars’ in the US rendered a higher
competition level. However, the market
was over three times larger than Australia.
Because of the size of the US market and
the higher level of competition, the cost of
the Ad campaign in the US would be much
more expensive than in Australia. Bidders
would have to bid higher in the US than in
Australia. With this tool, a marketer could
decide which market to target based on
what strategy they choose.
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Figure 6.4a
Google’s Keyword Tool – Results for the Australian Market

Source: Google.com, 2011
Figure 6.4b
Google’s Keyword Tool – Results for the US Market

Source: Google.com, 2011
Another useful Google tool can be found at
http://www.google.com/insights/search.
This website allows you to use broad words
and Google would supply suggestions and
statistics on a number of keywords based on
your inputs. You can then further drill
down by location (country, state, city) and
by year (from past year to present or a
specific year, month, week or day).
Other websites
analysis are:

that

provide

keyword
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 Good Keywords:
http://GoodKeywords.com
 Misspelled Keywords:
http://SearchSpell.com
 7Search.com’s Keyword Suggestion
Tool:
http://conversion.7search.com/scripts/ad
vertisertools/keywordsuggestion.aspx
 WordTracker: http://WordTracker.com
6.3.2.0.

Five Steps to Creating Super
Keywords

In order to get the most out of the AdWords
program, it is critical for you to have a great
keyword list. If your keyword list is not
deep enough, you will be doomed to pay
top dollar on only a few highly-trafficked
phrases that garner top dollar bids. So, what
are the steps to developing a great keyword
list?
Step 1: Make a list and check it twice
Jot down the best search terms that come to
mind related to your product or service. The
stronger the relation the better. You may
want to create an ‘A’, ‘B’ and ‘C’ list. The
‘A’ list is for the very strong or relevant
keywords. Lists ‘B’ and ‘C’ are for weaker
keywords. It would be best to keep these
lists electronically in a spreadsheet or word
processor application. This will make it
easier to organize and copy and paste for
submission to Google’s keyword analytics
tool. The more relevant your keyword is to
your business, product or service the better
results you would generate in the long term.
The keywords should be strongly associated
with your organisation name, core products,
key benefits or features of your products or
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services. If you have images of your
products be sure to name them
appropriately so that they can be found in
Google’s image search. Generic names such
as ‘Picture 1’ or ‘Image534’ will not work
in your best interest where keyword and
SEO optimisation are concerned.
Step 2: Take advantage of Google’s
Keyword Tools
The importance of the Google research tool
cannot be sufficiently underscored. Once
you’ve created your list you can enter as
many of the search terms as possible and
generate a report on how useful, strong,
popular or competitive those keyword terms
are. The results will also give you new
ideas for your list in step 1 above. So you
would need to move back and forth between
steps 1 and 2 until you are satisfied with
your list. The keyword tool will also help
you to short list keywords better (i.e. it will
help you fine tune your ‘A’ list and weed
out the garbage).

Remember to use the tools
of the trade

Fine tune your list and
weed out the garbage

Step 3: Check Performance
Once you’ve begun your Ad campaign you
need to see which keywords are working
well and which ones are not. The proof of
course is in the pudding. A keyword that is
generating little or no click throughs would
indicate that it is not the keyword you want
to continue for your Ad campaign.

Monitor Continuously
AND Adapt!

Another scenario could be that a certain
keyword might generate high click through
rates but yield little or no sales. This is also
an indicator that the keyword might be
irrelevant and is attracting the wrong types
of visitors to your website.
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You may even encounter a scenario in
which a keyword used in your Ad campaign
from your ‘B’ or ‘C’ list is generating both
high click through rates and large sales
volumes. This could indicate that you
placed the keyword in the wrong list or that
you overlooked another possible target
market.
The ideal scenario that you want is to have
keywords generate high click through rates
and high sales results as well. A good ratio
or coefficient that you could use is to divide
the number of sales generated from an Ad
by the number of click throughs the Ad
creates. The closer the ratio is to 1 the
better your Ad campaign’s performance.
For instance, if one hundred people visited
your website from your Google AdWords
Ad and this resulted in five sales the Ad
campaign sales efficiency ratio would be 5
÷ 100 = 0.05 or 5%. If you receive 100
visits and generate 65 sales, your ratio
would be 0.65 or 65%. The latter ratio is
much higher than the former and is
indicative of an excellent AdWords
campaign. Of course you would rather the
ratio were 100%. But that only happens in
a perfect world.
The message being conveyed here is to
check the performance of your Ads
frequently and go back to steps 1 and 2 on a
regular basis based on this performance
review and keep fine tuning your list. It’s
worth noting that your list will never truly
be final as things change from time to time.
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Step 4: Distribute your keywords
throughout ALL pages on your website
Make sure that some pages of your website
are not overlooked where keywords
distribution is concerned. You would want
to cut and paste your keywords in your code
(title tags, meta tags, keyword tags, etc.) for
each webpage. Remember however, that
the cut and paste function is not generic.
You may need to create a separate list for
each page depending on the contents of
each page. Some terms might be repeated
but there would be others that are unique to
that specific page.

Do not overlook any of
your pages

Step 5: Watch your competition.
If you’re still unsure which keywords are
right for you, don’t underestimate the
usefulness of simply watching what your
competitors are doing. How does one
access this information? Well, it’s very
simple. There are websites in addition to
Google that provide useful data on keyword
and PPC analysis.
For example on
www.SpyFU.com, you can do this and
more. Figure 6.5 shows a quick snapshot of
the kind of data that is available on the
Internet. Use this information to guide your
decisions in regard to what keyword terms
to pursue and how much to spend on your
PPC Ad campaign.
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Figure 6.5
Spying On the Competition

Source: www.SpyFU.com, 2011
6.3.3. Create Attractive Ads
The third step in developing your AdWords
advertising campaign is to create your Ad.
The Ad must be enticing to your target
audience to encourage them to click on your
Ad, visit your website and ultimately make a
purchase.
There is a strict format for Ads on Google
AdWords. A Google AdWords Ad comprises
of three parts: the headline or title, the
description and the URL or website landing
page. (See Figure 6.6). All listings are done
in text format only (no images or videos).
The headline or title line must not exceed 25
characters. The Ad description consists of a
maximum of 2 lines and cannot exceed 35
characters. Your URL (domain name) is
limited to 35 characters as well. These
stipulations make it very difficult to come up
with attractive titles and descriptions. The
service of an Internet copywriter might be
required here. Especially when the
competition has already got it right.
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Creativity is key. Also, it is critical that this
message is effective, concise and descriptive,
and that sales are driven for best results.
Figure 6.6
A Google Ad Example
Title
Description
URL

Source: Tourism Intelligence International and Google.com, 2011
6.3.3.0. Title Lines
The title line is the first aspect of your
Google Ad that a potential visitor to your
site will see. Google also has an affiliate
network that displays their search results,
and some of these distribution partners
display only the title line of your
advertisement. At these distribution sites,
the only indication of your site's value
proposition will be the title description. But
even when the full description accompanies
your title line in a listing, it is the title line’s
job to catch the attention and interest of a
prospective customer – and to fluidly
transition them into reading your full
description and clicking through to your
site. Sounds simple right? Remember that
you have to accomplish this using only 25
characters in total!
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Figure 6.7
Google Network Ads
Google Ads as
they appear on a
third party website

Source: Tourism Intelligence International, 2011
6.3.3.1. Descriptions
The Ad description is the core element of
your PPC marketing pitch. Using a strong
title you would have managed to grab the
attention of your prospective customer –
maybe for a very brief millisecond. The
description will now help you to deliver on
the promise of your title and convert
curiosity into a real ‘click’. Finally, your
website will have to do the rest of the
advertising for you. Through your website
you have to convince your potential
customer that they will be rewarded with all
of the benefits described in your PPC Ad.

Deliver the promise with
the description

It is important that the description gives as
much relevant information as possible to the
potential customer. This serves 2 purposes:
 It will encourage qualified prospects to
continue onto your site in search of
further information, or to purchase your
offerings;
 It will discourage random clicks by
unqualified prospects who are not firmly
part of your target market and this will
ultimately reduce unwanted costs.
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Your description should include any factors
that clearly add value to the customer above
and beyond your competition. Do you offer
special products or services? Does your
product or service have features or benefits
that are not found elsewhere? Do you have
a wider selection? What makes you unique
and special? These are the kinds of trigger
points that can lead to higher click-throughrates.
6.3.3.2. Your Website Link or URL
The third component of an AdWords Ad is
the URL or link to your website. By
clicking on the Ad a potential customer will
be directed to your website. This sounds
easy enough, right? However, it is not so
simple. Have you ever had the experience
of searching for a product or service on
Google and clicking on one of the search
results that catches your eye only to find
yourself on the relevant website and not
having a clue as to where the product you
were looking for is? You then have to
begin searching around on the website
adding to your frustration. You then decide
to check out another search item on Google
instead.

Create seamless, easy and
convenient experiences for
your website visitors

The moral of this story is that the link on
the Google search result page must connect
the customer directly to the related product
or service they were looking for. His/her
experience must be seamless, easy and
convenient.
Never create a disconnection between the
original search term and your landing page.
Evaluate every keyword and search phrase
to identify the best area of your site on
which customers should be delivered. When
you create the Ad, test it to ensure that it
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lands on the page you want. Use your
keyword list to keep track of where you
want each search phrase linked. A
spreadsheet or table would easily facilitate
this. Go to your site, find the correct page,
then cut and paste the proper URL into your
spreadsheet. This is absolutely necessary to
maximize your conversion to sale.
It is critical to also note that Google will
charge you once a customer has clicked on
your link. You will be billed for this charge
regardless of whether or not your site is
functioning properly, or if the customer
abandons the process prematurely because
your site takes too long to load. Make sure
that your site is working well, that it loads
quickly and that the links you deliver are
active.
6.4.

Make sure your website is
working well

Six Explosive AdWords Strategies

As with any advertising campaign, a poorly
designed and planned Google AdWords
campaign will not bring you the results you
desire. Worst yet, a poorly implemented
Google AdWords campaign can even
‘break your wallet’!
Therefore it is
critically important that you adopt the best
strategies for your business’s online PPC
advertising campaign.

Plan, Design and
Implement your AdWords
Campaign

6.4.1. Keyword Research is a Must
Since you are going to be basing your PPC
AdWords advertising campaign on certain
keywords it is extremely important that you
choose your keywords wisely. Tourism
Intelligence International recommends
that you have a large compendium of
quality keywords (over 100) that you use on
a regular basis for your PPC campaign. The
quantity is just as important as the quality.
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Since you are only going to be paying based
on the actual clicks / impressions then it
does not matter that you have a lot of
keywords. What does matter is the quality
or relevance. Use the keyword analytical
tools mentioned in the previous section to
your advantage. Research is key. If you
abandon this step (proper keyword analysis)
then you might as well abandon your PPC
campaign altogether.
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Carry out a proper
keyword analysis

6.4.2. Stick to What you Know
If you don’t have the proficiency to carry
out your own PPC promotions, it would be
of benefit to you to locate a capable PPC
advertising company to accomplish this on
your behalf. Given that PPC promotion
popularity is on the increase, you can find a
number of promotional experts who will
direct all your PPC promotional efforts for
both large and small businesses.

When in doubt, let the
experts do it for you

In addition, running a PPC promotional
process is exceedingly time-consuming,
especially for small concerns. AdWords
will take any advertiser a remarkable
amount of energy and time every month to
maintain properly. Work in the AdWords
platform will take a considerable amount of
time just to learn how to navigate the
system. Much less to learn how to use all
the available tools, all the rules and
regulations and the advertising strategies
that work for your business model.
Professional marketers have the knowledge
needed to build a detailed, streamlined and
highly targeted campaign in a relatively
short period of time. Not only do you get
set-up and running much quicker but you
also get a campaign that saves advertising
money that would otherwise be wasted
Everything You Need to Know about Internet Marketing

211

www.tourism-intelligence.com

6: Using AdWords to Add Value to Your Marketing Strategy

while you go through the learning curve
process. AdWords experts also understand
how to effectively launch a marketing
strategy from scratch. Essentially, it would
take a business owner several months to
build a targeted advertising campaign with
little or no prior knowledge of Google
AdWords.
However, if your AdWords advertising
budget is small then you may want to
consider doing it yourself. In addition, you
may consider going it alone when there is
little or no risk involved. You should
however, be able to manage an account
running a small budget well enough to
generate a profit. This assumes of course,
that you have time to learn it, maintain it
and continually keep yourself updated with
new trends and changes in technology.
6.4.3. Create Killer Headlines and
Descriptions
The key to effective advertising is to grab
the attention of the target audience. A
publisher of books in the 1920’s made a
discovery that is worth referring to here.
He discovered that many people buy titles
and not the contents of books. After all,
they would not have the time to read an
entire book to decide whether they want to
purchase it or not. By simply changing the
title of one book that was not doing very
well, the publisher’s sales on the poorperforming book jumped up to cross a
million copies. This is the secret to a
powerful PPC advertising campaign. Get
the headlines and the description right first
and the rest will be much easier.

You must grab the
attention of your target
audience

Have a look at the headlines of top
performing companies on Google to get an
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idea of how it should be done. Also look at
what the competition is doing. The idea is
not to become a copycat, but to pull out the
key lessons and ideas from the leaders and
generate your own winning formula.
Ask yourself which Ad attracts your
attention most and note how the headline
and description are written. Work together
with a team from your organisation to
brainstorm and develop your own attractive
Ad. The key point to remember is that your
headline and description should mention the
biggest benefit of your product or service.
Usually this benefit is your organisation’s
unique selling proposition (USP) and sets
you apart from the competition.

Push your Unique Selling
Proposition

6.4.4. Narrow Your Target Market
A very successful strategy to creating
winning AdWords Ad campaigns is to limit
the Ad impressions to certain countries or
regions based on traffic and customer data
received from your first campaigns and
sales. This could potentially reduce your
cost per click.

Be targeted in your
approach

For example, if most of your customers are
from the USA, you may wish to focus your
advertising revenue on the US market and
target your Ads to only US customers. This
strategy will also help you to achieve a
higher Click-Through-Rate (CTR) for your
Ads.
6.4.5. Build Your Contact Database
Add a subscriber sign-up box on ALL the
websites you’re promoting. This will allow
you to build your subscriber list at the same
time! Place your subscriber sign-up box
preferably at the top right side of your
Everything You Need to Know about Internet Marketing
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webpage to increase subscriber sign-up rate
(most people look at the right hand side of a
page first).
By building your contact
database you can link other online
marketing efforts directly to your PPC Ads.
So even those who do not buy from you
right away can still be communicated with
to create a relationship that could eventually
result in a sale.
Figure 6.8
Example of an Opt-In Subscription Box

Source: www.optinemailbox.com, 2011
6.4.6. Monitor and Review
Monitoring, evaluating and reviewing your
AdWords campaign is critically important.
The information gathered from this process
is invaluable for future campaigns. The
best part is that Google provides you with a
wide range of free tools to help monitor
your Ad’s performance. So use them as
much as possible. You’ll be able to access
valuable information and find out which
keywords have the highest impressions,
which keywords generate the highest clickthrough-rates, etc. And you should use this
information to tweak your headline,
description and cost-per-click accordingly –
to maximize your campaign’s effectiveness.
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7. Unleashing the Power of Social Media
Social media refers to the online network
platforms such as Facebook, Twitter, Digg,
Flickr and MySpace, in which users can
communicate, connect and share content
with others in a network via the Internet. It
is an umbrella term that encapsulates social
networking, blogging, wikis, social
bookmarking, social news, and multimedia
sharing.
Figure 7.1
What is Social Media

Social Media is an umbrella
term for:
Social Networking
Social Bookmarking
Blogs & Wikis

Social News

Multimedia Sharing

Source: Tourism Intelligence International, 2011
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Social media is the latest Internet hype.
Everyone is realising just how important
social media is and is getting on the social
media bandwagon. However, there is still a
lot to be learned about social media in order
to truly harness its potential.
7.1.

The Importance of Social Media

7.1.1. Millions of people use Social
Media
Besides being able to connect and
communicate with family, friends and
colleagues, there is another very powerful
characteristic of social media. There are
literally hundreds of millions of people
using social media at present. Facebook
alone has close to 500 million users, making
the potential Facebook market significantly
larger than the US market in terms of the
sheer numbers. This creates a very special
opportunity to use social media as an
unprecedented marketing tool.

The sheer number of users
confirms the importance of
social media marketing

7.1.2. Time Spent on Social Sites
In addition, Internet users spend a lot of
time on social media platforms. Marketers
need to be seen where the consumers are
spending their time. A 2010 study
commissioned by eMarketers shows that the
average American Internet user spends 17%
of their online time on social media
websites.

Marketers need to be seen
where the consumers are
spending their time

Moreover, American Internet users spend
an average of 7 hours per month on
Facebook, according to a Nielson Online’s
January 2010 study. See Table 7.1. The fact
that people are spending more than 4 hours
extra on Facebook compared to leading
sites like Yahoo and Google is information
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marketers should note when creating their
social media campaigns.
Table 7.1
Time Spent Online, January 2010
Website
Facebook
Yahoo!
AOL
Google
Microsoft

Time per Person
(hh:mm)
07:01
02:28
02:14
02:05
01:57

Source: Nielson Online, 2010
7.1.3. The Power of Word of Mouth
There is another very important element of
social media that marketers can tap into –
word of mouth. The very nature of online
social sites is to allow members of the same
network to communicate with one another.
There are countless ways to communicate
using social media – people can make
tweets, post on friends’ walls, send
messages, share files and links, send
pictures, upload videos, like or dislike sites,
make comments, add notes, create groups,
generate pages, post classified ads (e.g.
Facebook Market Place) and promote
events, just to name a few. This creates
countless opportunities for viral marketing
via ‘word of mouth’ so to speak.

Social media creates the
perfect opportunity for word
of mouth viral marketing

You see, word of mouth is an unrivalled
marketing tool and social media creates the
most suitable avenue to enhance word of
mouth marketing like never before. This is
a real opportunity that should not be missed.

An opportunity that should
not be missed

‘Sharing’ on the web, the Internet’s version
of word of mouth communication /
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recommendation, has reached record highs.
Sharing refers to an Internet user’s ability to
share websites, videos, pictures, blogs, etc.
with members of a social network directly
from the source. For example, someone
who has viewed a video on YouTube and
finds it useful could click on YouTube’s
‘share’ button and send the link directly to
their Twitter, Facebook or other social
media accounts to be viewed by members
of their networks. Sharing is tantamount to
making a recommendation.
Figure 7.2
Online Sharing Features

Source: YouTube.com, 2011
More shared data are distributed on social
media platforms than anywhere else on the
Internet.
Shared Internet items are
distributed mainly over Facebook (44%)
and Twitter (29%), according to Gigya (one
of the Internet’s leading providers of
sharing tools and widgets). When it comes
to sharing of authentication via news
websites, Facebook accounted for almost a
third (31%) followed by Google (30%) and
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Yahoo (25%). For sharing of entertainment
websites, Facebook was the online sharing
leader with 52%. Google was in a distant
second with 17%, Yahoo with 15% and
Twitter at 11%.
Let’s look at the viral implications of
sharing data over the Internet. Suppose an
Internet user views an interesting online
video and shares it with 50 of his Facebook
friends who each in turn share it with 50 of
their friends and so on. After just four
levels of sharing, the video would have
been viewed by 6.25 million people. That
could be YOUR video, website or Ad.

Social sharing has
powerful viral implications
for marketing

Figure 7.3
The Viral Effect of Social Sharing

1
50
2,500
125,000
6,250,000
Source: Tourism Intelligence International, 2011

Since the marketing successes of your
websites are strongly correlated to the
amount of online traffic you are able to
generate, it is critical to understand the
sources of this traffic when considering
where to spend your marketing efforts, time
and dollars. The data on leading sharing
Everything You Need to Know about Internet Marketing

219

www.tourism-intelligence.com

7: Unleashing the Power of Social Media

sites let you know where the marketing
fight ought to be taking place.
7.2.

Social Sites are Taking Over

Another important factor to consider when
contemplating the importance of social
media is that social websites are gaining
ground on traditional websites such as
Google and Yahoo. In terms of unique
visitors, Facebook is making significant
inroads on the territories of Google and
Yahoo. In March 2010 Facebook was 31.5
million visitors behind Google and 16
million visitors behind Yahoo. At the close
of 2010 however, a figurative changing of
the guard occurred. Facebook surpassed
Yahoo in terms of the number of unique
visitors and became the second most
popular website in the world. And as at
March 31st 2011 Facebook had 140.7
million unique visitors, 3.3 million above
Yahoo and just 10 million behind Google.

Social websites are gaining
ground on traditional
websites

Figure 7.4
Top Three Websites by Unique Visits (millions)
Google

Facebook

Yahoo!

160
150
140
130
120

Source: Compete.com, 2011
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7.2.1. More Marketing Spend on
Social Media
There are still a few sceptics out there who
believe that social media marketing is just
another hype and haven’t given it much
consideration.
However, the evidence
shows that businesses are taking social
media marketing more seriously.

Social media marketing
should be taken seriously

Figure 7.5 indicates that marketers are
taking social media marketing more
seriously and they are willing to put their
money into it. US marketers indicated that
they increased their social media marketing
budgets for 2010 (5.6%) compared to 2009
(3.5%). Looking one year into the future,
marketers had a greater interest in social
marketing in 2010 compared to 2009. The
same holds true when the 5-year outlook is
taken into consideration. US marketers
indicated in 2010 that five years hence they
estimated a social media marketing spend of
17.7% of their overall marketing budget.
This was exactly 4 percentage points higher
than 2009.
Figure 7.5
Social Marketing Budgets – US Firms
2010

2009
5.6%

Current Social Media Marketing Budget

3.5%

Social Media Marketing Budget for the Next 12
Months

9.9%
6.1%

Social Media Marketing Budget for the Next 5
Years
0.0%

17.7%
13.7%
5.0%

10.0%

15.0%

20.0%

Source: The American Marketing Association, 2011
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Social
Media
Possibilities

Marketing

So now that you know that social media is
an important tool that should not be
ignored, you need to know what marketing
possibilities social media can bring to the
table.
In addition to word of mouth, social media
provides other marketing possibilities.
These include but are not limited to:
 Increased website traffic;
 Consumer
psychographic
analysis;
 Conversion
capabilities;

demographic
data extraction
and

sales

and
and

tracking

 Ad exposure;
 Brand awareness development;
 Brand
image
management; and

enhancement

and

 Broader customer reach.
7.4.

Using Social Media to Increase
Website Traffic

If you have reached to this point in this
research publication by now you would
have created a fantastic website, optimised
it for search engines, and created some
online Ads in strategic web destinations
such as PPC Ads with Google AdWords.
But now what? All of this is necessary but
still not sufficient. You need one additional
important ingredient to finally see some
profit flowing into your pockets. The
ingredient is more, more and more website
traffic.
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In the ongoing quest to increase website
traffic, many site owners and businesses are
realizing the value of social networking and
how popular user driven sites like
Facebook, MySpace and Flickr can
effectively attract new users to their
websites.
One of the cheapest ways to increase traffic
to your websites is through social media.
Here are some of the top ten ways to
increase website traffic through social
media. Some of them are not new to you.
They are some of the same principles
mentioned in previous chapters. However,
they also hold true for social media. They
are listed as follows:
 Develop Smart Content;
 Select the Top Social Sites;
 Create an Attractive Profile;

The top ten ways to drive
traffic to your website
through social media

 Use Interesting Video;
 Add Hip Images;
 Create Compelling Blogs;
 Get Friendly;
 Post Bulletins and Notes;
 Spread the News; and
 Create Viral Tools.
7.4.1. Content is King
You need to create fresh, engaging content
in order to draw visitors to your website
through attractive and interesting headlines
and posts from your social media accounts.
You should post something interesting ever
so often. It could be daily or even hourly.
It all depends on what’s happening. If you
Everything You Need to Know about Internet Marketing
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have something interesting to say, just post
it. You must avoid the two extremes. One
is not posting enough, which could get your
fans and visitors very bored indeed and go
elsewhere. The other extreme is posting too
much unnecessary information. This too
can get your network contacts disinterested
or even frustrated. Just stick to the simple
rules for social media content creation.
Content must be Fresh, Rich, Engaging and
Exciting (FREE).
7.4.2. Choose the Top Social Sites
You need to be seen where all the traffic
flows are. There are in fact countless social
websites out there. But not just any social
website would do. Sign up for accounts
with the major social sites on the web.
These include but are not limited to
Facebook, Twitter, MySpace, LinkedIn and
Flickr. Of course, it also depends on your
market. Certain regions or countries have
different top social websites. Orkut and
Bebo for example, are quite popular in Asia.
Later on we will look at some of the top
social websites by different regions and
countries.

Think big when you choose
a social website

7.4.3. Create an Attractive Profile
Once you have created your social media
accounts you now need to create an
attractive and exciting profile for each. You
will need to provide as much relevant
information as possible about yourself and
your company, products and services.
Ensure that those who belong to your
network and even the wider Internet
community can get in contact with you
when necessary.
An email address,
telephone number, physical address and
your website URL are all necessary bits of
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information that must be posted on your
profile.
Your online profiles are ways that others get
to know you. Work on your profile, include
your brand logo and make it interesting and
informative. There are many ways you can
market your profile, adding colour, designs,
video and music are just a few common
methods.
7.4.4. Use Interesting Video
Video is very popular with the online
crowd. And in today’s world, many of the
younger generations prefer to watch or
listen rather than read. Therefore, if you
want to advertise your website or products,
video is the way to go. To increase website
traffic you should create a sexy yet
professional video that focuses on your site,
business, products or services. The video
should be informative and entertaining. It
should also be created with the audience in
mind – your target market. You can then
upload your new and exciting video to the
many online video-sharing sites such as
YouTube, Google Video, Metacafe and
Break.

People prefer to watch
videos than read text

7.4.5. Add Hip Images
Pictures tell a thousand words. Pardon the
cliché, but it is indeed an accurate one.
Pictures are nearly as popular as video. In
addition, search engines, like Google and
Bing, track these images just as much as
text content. Upload some of your favourite
images to sites like Flickr, Picassa and
Photo Bucket. Remember to name and tag
your images appropriately with keywords
that will help you rank in the search engines
better. Images uploaded to Facebook should
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also have the appropriate comments. Also
for Facebook in particular, remember to set
your privacy settings accordingly. For a
picture album you can decide whether only
your immediate network, friends of friends
or everyone on Facebook can view your
images. Best to choose the latter option as
you want as many people as possible to be
able to get access to your information. And
remember to link them back to your site as
well.
7.4.6. Create Compelling Blogs
If you have a website and you want to
promote it effectively, blogs can be a useful
tool to accomplish this. Create your own
blog on sites such as blogger.com. Write
about your products or better yet offer free
advice and information on areas related to
your products. For example, if you sell
furniture you may want to give some
interior decorating tips on your blog. You
should also visit other blogs that are related
to your area of business and leave
comments or even exchange links.
Moreover, blogs usually have high search
engine ranks so your blog might be found
easier than your website. Also, when you
leave comments on other blogs remember to
include a link back to your blog. One word
of caution, you must add value to the other
blog you are commenting on. If you simply
post one or two words and then add your
link you run the risk of being labelled a
spammer. This will defeat the purpose and
undo your efforts to create positive
marketing for your business.
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7.4.7. Get Friendly
Having an account with every single social
media site on the Internet will not increase
your website traffic. It is critical for you to
add friends and then invest some time and
effort developing relationships with them.
Comment, post, share links and offer useful
information and advice with your network
contacts and followers. This will increase
your popularity and the likelihood that your
friends and followers will reciprocate and
visit your site.

Having a social media
account is not enough.
Adding friends is important

The friends you add do not have to be
people you know in the offline world. You
should add people who share similar
interests and ideas. Relationship building is
the key to making social media marketing
work.

Developing relationships is
key to success

7.4.8. Post Bulletins and Notes
Top social websites such as Facebook and
MySpace have built in bulletin or notes
features. These features allow you to send
information to all your friends in one go. A
bulletin can help you drive more traffic to
your website if used effectively. Be careful
not to send too many bulletin blasts.
Sending out bulletins every day or so could
potentially get you deleted from a number
of your friends’ lists. Keep it simple, to the
point, and most of all do not use more than
a couple of times per month.

Keep it simple and to the
point

7.4.9. Spread the News
Another way to gain a lot of exposure and
traffic for your website or blog is through a
targeted press release. Create different
press releases about your product and
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remember to use keywords to optimize the
release. Each release should be targeted to
different kinds of contacts. If you do this
effectively, you will increase traffic and get
several back links to your site, which of
course helps with page ranking and search
engine results.
7.4.10. Create Viral Opportunities
Another brilliant way to increase traffic to
your website through social media is to
create viral opportunities. The Excedrin
example given in a previous chapter is a
perfect example. Create a competition for
example. Give away a prize and you would
soon discover just how viral social media
could be. Also, don’t underestimate the
viral power of simple tools like tagging and
liking.
If you go to someone else’s
Facebook page for instance (someone not in
your network), and select the ‘like’ option,
when you post a comment or video and tag
them, your post will appear on their page
for their entire network to view. That is one
quick and easy way to post on another’s
network without needing to add everyone as
friends.

Don’t be afraid of creating
viral opportunities

Simple tools can be viral
too if used effectively

Marketers and business executives need to
creatively explore and utilise all of the
aforementioned techniques to drive traffic
to their websites and to build and market a
very profitable online business. One of the
best attributes of using social media as a
marketing tool is the fact that it is one of the
best free advertising options available
online.
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Social Media as a Research Tool

Social media, if used properly, can be
harnessed into a very powerful research
tool.
This has significant marketing
implications for business executives and
marketers.
There are several ways to gather
information
from
social
websites.
Facebook for instance has a number of ways
to do this. And the best thing is that most
are for free.
Facebook offers the question feature. As
shown in Figure 7.8, you may ask any
question you want and post it to your page
for your friends and extended network to
answer. There are even poll options as
well.
Figure 7.8
Facebook’s Polling Research Tool

Source: Facebook.com, 2011
In the example below. This person was able
to get over 100,000 responses to a simple
question, “Is there a God?” This example
shows the usefulness of Facebook as a
research tool.
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Figure 7.9
A Facebook Poll Example

Source: Facebook.com, 2011
Another useful tool is to look at what other
people are doing and what their interests
are. For instance, let’s say your service is
giving singing lessons, you could look up
the term singing as a topic of interest. As
shown in Figure 7.10 below you would see
that almost 6 million people in Facebook
indicated that singing is a topic of interest
for them. This could be very useful
information indeed.

Be interested in the
interests of others

Figure 7.10
Research Using the Facebook Interests Feature

Source: Facebook.com, 2011
Other Sources of Information
You may also view the Facebook Data
Team page to browse through useful data:
http://www.facebook.com/data.
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Conversion and Sales Tracking

Social media success is all about creating
relationships. And that can take some time.
When
you
begin
fostering
these
relationships, it is critical to develop a
tracking mechanism.
This tracking
mechanism is intended to track leads
(people in your network) to sales (people
who buy from you). You should then keep
notes of all pertinent contact information
from prospects in order to formulate a
strategy for moving them forward in the
sales process.

It’s all about developing
relationships

You should integrate lead tracking and
conversion through social media into a
cloud-based CRM (customer relationship
management) system in order to simplify
the process. This is known as social CRM.
The lead tracking process becomes
seamless and reduces the need for paper
trails. Whatever information you enter will
be updated across all channels, giving you
access to information on all of your leads.
When you track your business’ social
networking lead generation efforts using a
cloud-based CRM system, you’ll ensure
that no sales leads slip through the cracks.
This helps you maximize the effectiveness
of your social networking campaign.
7.7.

CRM prevents sales from
slipping through the cracks

Increasing Ad Exposure through
Social Media

Marketing through social media networking
and advertising is perhaps one of the best
ways to promote your business to the world.
Social media advertising is growing rapidly.
Social networking services, with large
audiences (Facebook has 500 million and
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growing), are adding advertising features
that strive to compete with traditional online
Ad services, such as Google AdWords.
And the great thing is that social media
advertising requires relatively low costs
compared to the mainstream paid services
such as search engines. Social media
advertising is the cutting edge of Internet
marketing that continues its rapid and
radical evolution.
Without a doubt, the number one social
media website to advertise on is Facebook.
Facebook is the most popular social media
site with users surpassing the population
size of the US. Therefore for purposes of
simplicity and to get you started where your
efforts will pay off in the long run,
advertising on Facebook will be the main
focus of this section.

The number one social
media website to advertise
on is Facebook

Advertising on Facebook is very simple,
even a 6 year old could do it. There are two
options available to you. You could create
an Ad manually by entering your desired
text in the Title and Body fields and
uploading your image for the Ad as shown
in Figure 7.11 below.
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Figure 7.11
Setting Up a Facebook Ad

Source: Facebook.com, 2011
The second option is to let Facebook
suggest an Ad for you by inputting your
website URL. Once your URL is entered
Facebook will pull the text and suggest
images from your very own website. With
this option you have less control. But if you
have a well developed website that is
properly optimised for search engines then
the Ad might turn out to be quite good. In
the Tourism Intelligence International
example, up to four different images were
suggested. The user has the option to
choose a suitable one. Also even though the
text is pulled from the website, the user still
has the option to adjust the text as
necessary. The title field is limited to 25
characters while the body field is limited to
135 characters.
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Figure 7.12
A Suggested Facebook Ad for Tourism Intelligence International

Source: Facebook.com, 2011
Once you are satisfied with your text and
image and the way your Ad looks and reads
then you can move on to the next step –
targeting your market.

Focus on a specific target
market with your Ads

Before you even embark on developing any
type of Ad online or otherwise you should
ensure that you have a sound marketing
plan with a clearly identified target market.
In this way you will get greater bang for
your buck and better returns on investment.
Once you know who your customers are,
you can then proceed to select the targeted
geographic and demographic criteria you
are looking for. So let’s go back to our
singing lessons example. Someone wishing
to offer singing and lives in London, UK
could target the following possible market –
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anyone between the ages of 13 and 50 (or
any age group for that matter) who lives
within 25 miles in and around the city of
London in the UK who are interested in
singing. As you enter the data in each field
Facebook automatically lets you know what
your target audience size is for each criteria.
For this example the size of the target
audience was 89,680 Facebook users.
Figure 7.13
Targeting Your Market on Facebook

Source: Facebook.com, 2011
Once your target mark is selected you are
basically on your way. You just need to set
your budget and select payment options.
Your budget starts at USD$50.00 and
Facebook usually suggests a minimum bid
amount. The way this works is similar to
AdWords. You make a bid and assuming
you win and your Ad is approved every
time someone clicks on your Ad you pay
the bid amount. You can also stipulate how
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long you want the Ad to run for.
The key to remember is that the exact same
rules for PPC advertising applies here.
7.8.

Brand
Management
Social Media

through

Using social media to manage your brand,
like all things social media related, is a
relatively new phenomenon. You may ask,
“What is the link between social media and
brand management?” The answer is very
simple. People are going to be talking
about your company, product or service.
They are going to be saying good things
about you on the Internet but more often
than not, they will be making some very
harsh comments about your business. There
are two options available to you. You can
either sit back, do nothing and pretend that
no one is saying anything about you in
cyber space or you could actively
participate in the conversations, build
relationships and out fires if and when they
spring up.
Better yet, you could be
initiating these conversations rather than
waiting for others to start talking about you.
By now you would be quite aware of the
viral potential of the Internet and more
particularly, of social media. Therefore,
you need to harness this viral power for the
good of your brand and to stop negative
viral communication early in its track.
From a marketing point of view, most
people need to hear positive messages about
your company, product or service between 3
to 5 times before they can develop a
positive brand image and trust for your
company. This trust can then be translated
into brand loyalty. Over half of consumers
need to receive positive messages about
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your company before they can form a
positive image about your brand and before
they can trust you, according to the
Edelman Trust Barometer.
This
underscores the importance of ensuring that
what is said about your brand is as positive
and accurate as possible. You have the
greatest vested interest in ensuring that what
the world hears about you is indeed good.
This is why creating social media accounts,
setting up discussion forums, starting online
groups, creating articles and blogs all go a
very long way in creating a positive brand
image.
Figure 7.14
Consumer Trust and Brand Perception Barometer
Ten or more
times
6%
Six to Nine
times
8%

Not Sure Once
2%
4%
Twice
22%

Four to Five
times
26%

Three Times
32%

Source: Edelman Trust Barometer, 2011
7.8.1. Monitor what Others
Saying About You

are

However, people often believe the
experiences and opinions of other
consumers over the actual company itself.
So while taking a proactive stance is good
you still need to be available to out fires
when they happen. And they will happen.
Unfortunately it is not humanly possible to
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join every single social network or forum
on the Internet and to directly monitor what
all of the 500 million Facebook members
are saying. But all is not lost. Google has a
fantastic tool that can be used to assist you
in managing your brand. The tool is called
‘Google Alerts’ – www.google.com/alerts.
Google Alerts allows you to enter a
particular search term – your company
name or product for instance. You could
then select where on the web you want to
search – everything, blogs, videos,
discussions, news, etc. You then need to let
Google know how often you want to
receive alerts. It could be once a day, once
a week or as it happens. You may also
select whether you want only the best
results or all results. Once you have
selected these various criteria and let
Google know what email address you want
to receive the alerts, Google will then begin
sending the alerts to you. You may set up
any number of alerts containing any number
of variations or abbreviations of your
company name or product. In Figure 7.15
we
chose
‘Tourism
Intelligence
International’. Other possible alerts could
be for ‘Tourism Intelligence’, ‘TII’,
‘Everything you Need to Know about
Internet Marketing’ and a list of all of the
Tourism Intelligence products and services.
Once someone mentions one of your search
terms online you will be alerted. Of course,
having real time alerts is best. You will be
able to manage your brand reputation faster
and more effectively this way. If someone
says something negative about your
company you do not want to be alerted one
week after. By then the adverse viral effect
would have been deeply anchored in cyber
space.
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Figure 7.15
Using Google Alerts to Manage Brand Reputation

Source: Google.com, 2011
7.9.

A Targeted Approach

So now that you have a better idea of the
marketing possibilities social media have to
offer, you may then want to start with your
campaign. However, you may not know
which social media accounts to set up and
whom to market your products and services
to. You need to develop a strategy that has
a targeted approach to social media
marketing.
You have to consider the demographic and
geographic preferences of users. There are
certain social networks that are focused and
predominant in different geographic
locations.
In Brazil for instance, the
number one social media website is Orkut
(See Figure 7.16). A Facebook campaign
targeting Brazilians will be less effective
than an Orkut marketing campaign.
Similarly, using Twitter in China might not
be as effective as using QZone. Once
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you’ve selected your geographic market
you can then decide which social media
platform is best suited to both your
customers’ needs and yours.
Figure 7.16
World Map of Top Social Networks, December 2010

Source: Google Trends for Websites and Alexa.com, 2011
Another important consideration is the
demographic distribution of social media
sites. As shown in Figure 7.17, if your
product or service is best suited to
consumers below age 25 then using
LinkedIn as your main social media
platform would indeed be amiss as
LinkedIn’s members are predominantly 45
years and over. Bebo for instance, with
more than half of its members falling below
age 25 has a younger crowd than Facebook
or Twitter where almost two thirds of their
respective memberships are over 35 years
old. This information is indeed very useful
in developing your social media strategy
(See Figure 7.17).
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Figure 7.17
Top Social Sites by Age Groups

Source: Google AdPlanner, 2011
7.10. Social Media Dos and Don’ts
7.10.1. One Social Media Platform is
Not Enough
There is an inordinate number of social
media platforms available on the Internet.
Becoming a member of just one is not
enough. You may think that having either a
Facebook or Twitter account puts you in
good stead. However, while these are
indeed two of the top social media sites,
there are countless others. People from
different countries, different age groups and
backgrounds have different social media
preferences.
This must be taken into
consideration when deciding on which
social sites to join.
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Figure 7.18
The Multitude of Social Media Sites

7.10.2. So you think you know it all?
So you have a personal Facebook or Twitter
account or some combination of other social
networking memberships. You use these
accounts on a daily basis and therefore
believe that you are a social media ‘expert’.
This is a flawed premise. You always need
help in some form or fashion. Get help from
the real experts. And if you can’t afford to
hire a social media marketing expert to
develop and run your campaign you can
simply do some research. See what the
competitors are doing. See what is best
practice and copy that. However, if you
feel you already know it all then you’ll be
in for a rude surprise.

Get help from the real
experts

7.10.3. Don’t Rush – Social Media
Marketing Takes Time
A very important ‘don’t’ to avoid is the
desire to get instant results. Don’t rush!
Social
media
is
about
building
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relationships. Even in the offline world
‘love at first sight’ is a notion held by just a
few.
Relationships require work,
commitment and time. Take your results in
small
doses
and
after
consistent
commitment you will begin to reap the
rewards of your labour. It may take a few
months or even a few years. But it will
come.
7.10.4. Separate
Business

Personal

from

Another important practice to develop is to
separate your personal account from your
business account. Too often people blur the
lines between the two and get into hot
water. You do not want comments, photos,
etc. from family and friends being mixed
with those of your clients. It’s all about
keeping it professional.

Business and pleasure
should not mix

7.11. Conclusions & Implications
The principal point about social media
marketing that you should take away from
this publication is that as the name suggests
social media is about getting social. You
need to focus your efforts and energies on
building and maintaining relationships with
members of your social networks.
However, as in all relationships before you
begin the building and commitment phase
you must start off with attraction. You need
to use content (text, video, images, etc.) to
attract and wow your potential customer
base. Once you attract them you can then
work on the relationship aspect. And as
with any relationship things aren’t always a
bed of roses. Keep monitoring what they
are saying and make it a priority to fix any
problems and out any fires before they
escalate into a viral catastrophe. You
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therefore need to be working at your social
network campaigns all the time. The longterm benefits will pay off in the end –
strong brand recognition and perception,
more leads, more sales, lower marketing
costs
(relatively)
and
better
competitiveness.
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8. Amazon.com – Evolution of the ETailer
8.1.

Earth’s Greatest Seller

Amazon.com
is
an
e-commerce
powerhouse par excellence. Jeff Bezos, the
founder of the company, broke the rules of
retail book-selling business by using the
Internet rather than traditional distribution
channels.
However, what began as the “Earth’s
largest bookstore” has now morphed into
the Earth’s biggest ‘anything’ store.
Expansion has pushed and pulled
Amazon.com in innumerable directions.
The company, based in Seattle, USA, has
developed from a book seller to a virtual
super mall of the Internet by selling
products as diverse as music CDs, DVDs,
games, software, electronics, toys, office
products, cookware, hardware, food, home
and garden products, apparel, health and
beauty products and much more.
8.2.

Company History

Amazon.com was officially launched in
1995 after being founded as Cadabra.com
by Jeff Bezos in 1994. Bezos decided to
name the company Amazon after the
world’s largest river. In fact that was a
perfect analogy of Bezos’s vision – to
virtually flood the World Wide Web with
books. Brick-and-mortar competitors could
offer thousands of titles, but through the
Internet Amazon could literally sell
hundreds of thousands.
With its base in Seattle, it is one of the first
major companies to sell goods over the
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Internet and one of the most recognized,
reputable and respected e-commerce
businesses.
By steadily building its
reputation and brand, Amazon has become
the number one online retailer in the world.
The Amazon logo aptly describes the
company’s mission. The yellow arrow
points from A to Z to show that the
company intends to offer every product
covered by the entire spectrum of the
alphabet. The arrow is also shaped in the
form of a smile depicting the company’s
focus on service excellence.
Figure 8.1
From A to Z – the Amazon.com Logo

Source: Amazon.com, 2011
Today, Amazon.com seeks to be the
world’s most customer-centric company,
where millions of customers in more than
220 countries can find and discover
anything they might want to buy online.
In spite of its grandiose standing today
Amazon emerged from humble beginnings.
Originally the business was set up in Bezos’
home garage in Bellevue, Washington. The
business was largely funded by himself and
his parents and other well-wishers. Their
investments were small but necessary to
push start the company. Luckily, a
businessman by the name of Nick Hanauer
saw Bezos’ vision and decided to inject
US$40,000 in the fledgling venture. When
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Amazon originally decided to go online, its
website design was not as flashy as it is
today. In fact, the site was very mundane
and unattractive to most visitors. This was
indeed shaky ground for the company to
start off on. However, a businessman by the
name of Tom Alburg decided to invest
US$100,000 in Amazon in 1995, which
helped the company fund a better looking
website and hosting capabilities.
When people began purchasing books from
Amazon, Bezos was awestruck as to the far
reach he had managed to create through his
website. He had customers from all over
the US, not just Washington State.
Bezos decided that he had to create more
than just a bookstore if he wanted people to
come back as customers. He added the
option for buyers to write their own book
reviews; this is a huge credit to
Amazon.com’s success. People began to
look at Amazon as more of an online
community and not just a place to purchase
items. By 1997, Amazon.com had
generated US$15.7 million in revenue.
When the company went public that same
year, they decided to add CDs and movies
to the list of product offerings. In 1998,
Amazon added some new items to the
roster:
home
improvement
items,
electronics, software, toys and video games.
Upon the first signs of real success,
onlookers became skeptical and the
naysayers claimed that Amazon was getting
too big, too fast.
At the end of 1999, Amazon had raked in
over a billion dollars in sales. It seemed as
though the profit would never cease.
However, in 2000, Amazon reported a
fiscal loss of US$1.4 billion, and had laid
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off over 200 workers that year. The
beginning of 2001 found Amazon laying
off even more workers, totalling over 1000.
Instead of giving up, Bezos had an idea. He
made the decision to recruit other
companies to sell their products online
through Amazon as well. The idea worked.
Companies such as Target and Toys R Us
and many others now sell their items
through
Amazon.
Amazon
added
merchandise from smaller retailers in its
zShops. And it competed directly with eBay
through its Amazon Auctions. The formula
that Bezos devised was simple yet
ingenious all at once. Amazon would not be
directly responsible for inventory through
these companies but they would get part of
the sales, creating a profit for all involved.
When the dot-com bubble burst, and many
e-companies went out of business, Amazon
persevered, and finally turned its first profit
in the fourth quarter of 2001: US$5 million
or 1¢ per share, on revenues of more than
$1 billion, but the modest profit was
important in demonstrating the formula
could be profitable. In 1999, Time
magazine named Bezos Person of the Year,
recognizing the company’s success in
popularizing online shopping. Since the
inception of the idea, Amazon is now back
on its feet and remains one of the most
popular online vendors in the world today.
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Table 8.1
Key Milestones in Amazon’s History
1995:

Amazon.com is officially launched on the Internet

1997:

Amazon goes public

1997:

Amazon becomes the first online retailer to target 1
million customers

1998:

Music and videos are added to the product list

1998:

Amazon acquires companies in Germany and the UK

1999:

Electronics, toys, hardware, tools, etc. are added to the
product offering

2000:

Auctions and zShops evolved into Amazon
Marketplace, a service that let customers sell used
books, CDs, DVDs, and other products alongside new
items

2001:

The company reports its first quarterly profit

2001:

Amazon.com partners with Borders to run the
company’s online bookselling business.

2003:

Amazon.com unveils a new technology called “Search
Inside the Book” that allows consumers to preview
text of 120,000 books.

2004:

Amazon reports its first annual profit

2005:

Amazon began selling products under its own private
label, “Pinzon”

2007:

Amazon Fresh is launched – a grocery service

2007:

Amazon launched Amazon Kindle, an e-book reader
which downloads content over “Whispernet”

2010:

e-book sales for its Kindle reader outnumbered sales
of hardcover books for the first time ever
Source: Amazon.com, 20011
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Financial Performance

Amazon issued its initial public offering
(IPO) of stock on May 15th 1997, trading
under the NASDAQ stock exchange
symbol AMZN, at an IPO price of
US$18.00 per share (US$1.50 after three
stock splits in the late 1990s). As at
February 15th 2011 Amazon stock traded
for US$189.89 representing an increase of
12,559.33% over approximately 14 years.
In other words, someone purchasing 100
Amazon shares in May 1997 would have
gained US$18,839.00.
After the IPO, Amazon stock prices
skyrocketed up until late 1999. As the
company made a few changes and losses
began to increase, confidence in the
company waned and stock prices fell.
However, the company made a small profit
in the last quarter of 2001 and hope was
infused into shareholders once again. The
company’s share prices took a major
nosedive in 2008/2009 because of the
Global Economic Recession. In late 2009
when signs of recovery began to show, the
stock price went back up again and has had
a general upward trend ever since.
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Figure 8.2
Comparative Stock Prices of Amazon, Inc. and eBay, Inc.

Source: Yahoo Finance, 2011
8.3.1. Consistent Revenue Growth
Amazon has consistently increased
revenues every year since it has been in
operation. In 2003, Amazon generated
US$5.15 billion in sales. With the addition
of more product categories and the creation
of new partnerships with retail stores such
as Target, Amazon’s revenues soared to
reach an all time high of US$34.2 billion.
This represents an absolute growth rate of
564% or an average annual growth rate of
31% over the 2003-2010 period.
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Figure 8.3
Historical Revenues for Amazon (US$ Billions)
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Source: Amazon Annual Reports, 2003 - 2010
As at December 31st 2010, Amazon had
earned US$34.2 billion in revenue.
Amazon was the leading online retail
business at that point in time, surpassing
even eBay (US$9.16 billion). However,
Amazon has not always been in such a
strong financial position. As mentioned
earlier, Amazon made losses for the first
seven years of operations from 1995 to
2002.
8.4.

Key Success Factors

Amazon has grown admirably from its
initial beginnings as a small online
bookseller to a giant superstore company.
During this process of rapid growth, it
incurred significant losses as it became
more exposed to greater competition and
threats. Cutting costs and achieving
profitability remain Amazon’s greatest
challenges. However, there are key factors
such as a strong brand, providing customers
with outstanding value and a superior
252

Everything You Need to Know about Internet Marketing

8: Amazon.com – Evolution of the E-tailer

www.tourism-intelligence.com

shopping experience, massive sales volume
and realizing economies of scale which
contribute a lot to the success of this
company.
8.4.1. The Customer Comes First
There are several core values that play a
pivotal role in the success of Amazon.com.
The first one is excellent customer service.
With a stated mission of being “the most
customer-centric company on earth”,
Amazon.com has a big job of ensuring an
exceptional experience for their tens of
millions of customers worldwide. The
company provides various services such as
book reviews from other customers and
from staff. In addition, many featured
books contain descriptions, snippets of
reviews and a ‘look inside’ feature.
One of the platforms upon which Amazon’s
customer service excellence is built is
Amazon.com’s Client Experience Analytics
(CXA) Team.
The CXA team runs
customer simulations against Amazon’s
global web properties on an ongoing basis.
These customer simulations help the team
measure website latency across the globe,
identify trends or issues, simulate website
activity, and more. These simulations are
done on a massive scale to mimic the
millions of active customer accounts across
more than 10 web properties. As a result,
these simulations produce a lot of data that
help Amazon cater to the specific needs of
their customers.
Jeff Bezos has focused on passing on this
ideal to all his employees – “If there’s one
reason we have done better than our peers
in the Internet space over the last six years,
it is because we have focused like a laser on
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customer experience, and that really does
matter, I think, in any business. It certainly
matters online, where word of mouth is so
very, very powerful.”
Amazon’s customer service has always
been recognized and applauded as worldclass. This is remarkable, especially since it
is a purely online retailer. Amazon hardly
has any ‘human’ interactions – often
considered crucial perception points for
increasing customer satisfaction and loyalty
– in the value delivery chain. This just goes
to show that you do not need to be face to
face with your customer to deliver
exceptional customer service. A lesson for
other online businesses to emulate indeed.
8.4.2. Technology is King at Amazon
In addition to the consumer, technology is
king at Amazon. In fact, Amazon has been
able to dish out excellent customer service
because of the seemingly flawless
technological platform it utilises.
Many have come to view Amazon as a
retailer that happens to sell online. Guess
what? Amazon is much more than that. In
ways few people even realise, Amazon is
more of a technology company - as much as
Microsoft. “What gets us up in the morning
and keeps us here late at night is
technology,” says founder and Chief
Executive Officer, Bezos. “From where we
sit, advanced technology is everything.”
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No, Amazon does not have any plans on
leaving the retail business behind to sell
software. But developing technology is at
least as important as selling Harry Potter
books or The Beatles CDs. Indeed, some
analysts say it’s possible that in a few years
so many other retailers will be using
Amazon’s tech expertise to sell on their
own sites that they could account for a
significant chunk of Amazon’s revenues.
Says Bezos: “Amazon Services could be
our most important business.”
What appears to be a simple structure from
the user end – you must admit that
purchasing a book on Amazon is as easy as
giving a toddler a lollipop – is in fact a very
complicated platform using Linux, C++,
Oracle, Perl, Java, JBoss, Servlets, Mason
and others (HighScalability.com). It would
be malevolent of us to go into the details of
how all of this works and how each
component is connected. Nevertheless, the
point to be made is that Amazon has
invested heavily in technology. Amazon
recognised long ago that if it wanted to stay
ahead of the game it needed to ensure that
they had a strong technology infrastructure
to drive operations.
8.4.3. The Culture of Metrics to
Drive Customer Service
Amazon has brought technology and
customer service together through its
culture of ‘metrics’. Amazon believes that
human analysis is great but metrics and
systems are better. Bezos, Amazon’s CEO,
promoted the Culture of Metrics since
1997. He insisted that web-based business
gave Amazon an ‘amazing window into
human behaviour’ that no other type of
business could. ‘Gone were the fuzzy
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approximations of focus groups, the
anecdotal fudging and smoke blowing from
the marketing department.’ Metrics do not
lie and they do not get it wrong.
Through its metrics system Amazon could
(and did) record every move a visitor made,
every last click and twitch of the mouse.
The heaps of data allowed analysts to draw
all sorts of conclusions about the consumer.
In this sense, Amazon was not merely a
store, but an immense repository of
customer centric facts.
8.4.4. Using Technology to Create
Diagonal Integration
The distinguishing feature of diagonal
integration is not that firms at the same
stage of production come together to affect
the concentration levels within the industry
(as with horizontal integration) or that they
try to control various stages of production
(vertical integration) or they enter other
activities in order to spread their risks
(diversification). The distinguishing feature
of diagonal integration is that firms become
involved in tightly related activities to
reduce costs and to get closer to their
consumers. Diagonal integration is mainly
a phenomenon of the services industry and
is created by information technology.
Amazon is an example of diagonal
integration par excellence. Based on a
strong technology platform Amazon has
been able to get close to the consumer by
offering service excellence through a
number of services. The most common of
these services, of course, is Amazon’s
online retail business. However, Amazon
also offers marketing and promotional
services, book publishing services (through
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AmazonEncore for example), Amazon Web
Services, the Kindle e-Reader, Amazon
Payments and cobranded credit card
programmes.
Diagonal integration allows Amazon to
enjoy economies of scope. Unlike
economies of scale which refers to
benefitting from lower marginal costs due
to increased volumes, economies of scope
relates to reduced costs through increased
variety.
Through its diagonal integration, Amazon
also benefits from systems gains.
Amazon’s use of its metrics system allows
the company to collect data that are
applicable to different areas of their
business.
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Figure 8.4
Technology is Driving Diagonal Integration at Amazon

Source: Tourism Intelligence International, 2011
8.4.5. Virtual Communities Create a
Customer Focused Atmosphere
Amazon.com does not merely offer the
customer an opportunity to compare prices
or to purchase products. The website offers
a virtual community feature that allows
customers to view reviews from other
customers on products they purchased in
the past. The Community feature also
presents a variety of media collections that
other Amazon.com users have chosen to
share with the Amazon Community.
Members can view information about
media items and personal opinions and
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ratings of other Community members by
clicking on any of the listed items.
Word of mouth is a very powerful
mechanism that helps consumers to quickly
advance up the various stages of the
purchasing process. Particularly in an
online setting where customers are not able
to touch and feel the products they wish to
purchase, having reviews from others and a
community where you can ask for opinions
and assistance in purchasing an item is a
major success factor for Amazon. People
feel more comfortable when they know that
others have used and experienced a product
before them.
8.4.6. Financial Security is Equally
Important
Another equally important success factor
for Amazon is the financial security they
offer their customers. With the onslaught
of credit card fraud and identity theft,
Amazon.com is concerned about the safety
and security of their customers. Customers
want to know that they are protected,
especially when making online purchases.
Accordingly, Amazon has implemented a
number of technological protections to
ensure that customer transactions are
extremely safe and that customers’
information is secure. One of the measures
that Amazon developed to give purchasing
confidence to customers is the Amazon Ato-Z Guarantee. Amazon guarantees
purchases from Amazon Marketplace and
sellers when payment is made via the
Amazon.com website or when customers
use Amazon Payments for qualified
purchases on third party websites. The
condition of the item purchased and its
timely delivery are guaranteed under the
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Amazon A-to-Z Guarantee.
Amazon
Payments is Amazon’s equivalent to PayPal
for internet purchases not only on
Amazon.com but across the web as well.
Some of the partnering merchants are
featured in Figure 8.5.
Figure 8.5
Key Featured Partners of Amazon Payments

Source: Payments.Amazon.com, 2011
In addition, Amazon.com takes a number of
steps to help ensure that seller platforms are
safe and that sellers are of the highest
quality. One such measure that Amazon
instituted long ago was customer feedback
on sellers. The best quality check to keep
on sellers is to have customers police them.
With customer feedback, customers can let
the entire Amazon community know how a
transaction went with a seller. Reviews can
be positive or negative. Sellers have no say
in the kind of feedback that appears on their
accounts.
These financial security measures have
been pivotal in the success of Amazon.
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Another important matter that customers
want to secure is their personal information
online. Customers are generally opposed to
their data being sold to third parties or
worse, being stolen by hackers. In this
regard, Amazon has a strict policy of not
selling their customer information to third
parties. They have also beefed up security
to prevent hackers from getting access to
customer information.
In general,
customers have been very pleased with the
online security and safety of their
information on Amazon.com. This factor is
a definite addition to the litany of success
factors for Amazon.com.
8.4.8. Keeping Customers Coming
Back
Amazon has mastered the technique of
keeping their customers coming back and
this has added to their success. Customers
can create an account in which they receive
regular updates and can keep in touch with
the latest deals and thrills at Amazon. In
addition, the Community Tab allows
members to add friends and this creates a
real community spirit that keeps customers
coming back to stay in touch.
The Amazon.com website also has special
features that help to generate additional
sales. When Amazon collects information
from their customers, this data is used to
understand each individual customer, and
so Amazon can create tailor-made customer
experiences.
For example, Amazon
remembers customers past purchases and
searches; they link terms purchased with
related products; viewed products of other
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customers; who viewed or purchased
similar items are also featured on individual
members’ accounts. They also show what
other customers are viewing in real time.
These features keep customers always
wanting to see more and create additional
purchasing opportunities.
8.4.9. Cut out the ‘Crap’
When Amazon found itself in ‘hot waters’
in the late 90s and the first few years of the
21st century, CEO, Bezos decided that it
was time to ‘cut out the crap’. Anyone or
anything that was unprofitable to the
business was ‘let go’. By 2001 Amazon
had laid off close to 1,300 employees and
shed hundreds of products that were not
adding value. In running any business it is
important to take stock and not just in terms
of quantity audits but also a quality stock
review. This cutting out of useless pieces
of the puzzle is what helped Amazon to
turn around and make a profit for the first
time in 2002.
8.4.10. Unbeatable Logistics
A very important key success factor for
Amazon was not just the mastery of the
online sales channel, but the development
of an unbeatable distribution system that
delivers safely and quickly to customers.
Amazon is so confident in their distribution
system that they offer the Amazon
Guarantee on all deliveries.
But this
confidence has not led to complacency.
Amazon is always looking for ways to
improve their logistics. They often listen to
and implement suggestions from customers
to create an unbeatable system. Amazon
has established a few distribution centres
around the US including in Seattle,
262

Everything You Need to Know about Internet Marketing

8: Amazon.com – Evolution of the E-tailer

www.tourism-intelligence.com

Delaware, Nevada, Kansas, Dallas,
Georgia, Minneapolis and Kentucky.
Amazon has developed strong partnerships
with United Parcel Service (UPS), Federal
Express and US Postal Service for actual
deliveries. With these strong partnerships
Amazon is in the best position to negotiate
some of the best delivery rates in the retail
industry.
Each distribution centre is equipped with
some of the latest technologies in logistics.
For example, Amazon uses frequency
technology in order to guide workers to
warehouse locations via radio signals. Each
distribution is built with a terminal display
system that assists workers in the picking
and packing process. They also use voice
technology that allows computers to
communicate instructions to workers.
These are just a few examples to illustrate
the efficiency and effectiveness of
Amazon’s distribution system – a system
that is built on technology. This unbeatable
system has been extremely beneficial to
Amazon’s success.
8.4.11. An Insatiable
Growth

Hunger

for

Bezos believed that in order for Amazon to
become a force to reckon with in the retail
and online industries it had to grow.
However, he realised back in 1998, that in
addition to expanding product categories to
include other items besides books
(diversified growth), it was necessary to
grow horizontally as well. Thus Amazon
started its quest to mop up a number of
other online retail companies around the
world. In addition to acquisitions, Amazon
has also created a number of strategic
partnerships and investments in companies.
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Amazon has had a trend of making
marketing agreements with all of the
companies that they have made investments
in. Table 6.1 shows a list (not exhaustive
by any means) of acquisitions, partnerships
and investments of Amazon.
Table 8.2
Amazon’s Acquisitions and Partnerships
Date
April 1998
April 1998

April 1998
August 1998

August 1998

February
1999
February
1999

264

Acquisition / Investment / Partnership
BookPages

www.BookPages.co.uk one of the largest online
bookstores in the United Kingdom is acquired by
Amazon and becomes www.Amazon.co.uk.
Telebook (www.Telebuch.de) operating through
its ABC Bücherdienst subsidiary, was Germany’s
number one online bookstore, became Amazon’s
German online store www.Amazon.de.
Internet Movie Database (www.IMDB.com) is a
repository of data for movies and television
programmes.
Sage Enterprises, running PlanetAll.com, from
Massachusetts, USA, offered a web-based
address book, calendar, and reminder service.
Amazon shut down PlanetAll and absorbed its
features into Amazon’s “Friends and Favorites”
section. If you have an Amazon account, you’ll
see some of these on your profile page, such as a
reminder service.
Junglee Corp. was based in California, USA, and
provided Web-based virtual database technology
to help shoppers find products on the web. The
deal was for 100% of outstanding shares in
exchange for equity having an estimated value of
US$280 million.
Amazon.com buys a stake in Drugstore.com.
Acquisition of a minority interest in Geoworks,
which works in wireless communications – owner
of a number of patents related to wireless phones.
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March 1999

Amazon purchased 54% stake in Pets.com.

~ April 1999

Amazon acquires Alexa.com. Alexa has a pretty
interesting database with really good information
about what people are doing on the Web.
Accept.com, specialized in person-to-person and
consumer-to-business transactions.
Amazon
purchases
a
35%
stake
in
HomeGrocer.com.

~ April 1999
May 1999

1999

March 2000

December
2001
December
2002

August 2004
April 2005
April 2005
December
2006
2008

Leep
Technology,
Inc.

Developer of on-line database query tools and
Customer Relationship Management software.
Sold to Amazon.com in 1999 (exact date
unavailable).
Amazon invested US$60 million for a minority
stake in this company that offered free delivery,
within an hour, of things like rental DVDs and
Starbucks coffee.
Bankrupt electronics online retailer was
purchased for US$6.1 million.
Amazon
and
Bertelsmann
(owners
of
CDNow.com) agreed to a long term deal which
would have Amazon handle things such as
“fulfilment, inventory, content and customer
service” for CDNow’s site.
The largest online retailers of books, music and
videos in China at the time purchased for US$75
million.
Inventory-free on-demand book printing and
fulfilment from Charleston, South Carolina, USA.
A French company that specialized in ebooks for
mobile devices, with both reader and server
software.
Wikia supports development of open source
software which is used in Wikipedia and Wikia,
and many thousands of other wiki sites.
Amazon.com became the largest shareholder of
stock for Lovefilm.com in exchange for Amazon
Europe’s DVD rental business in the United
Kingdom and Germany, as well as a cash
investment. The agreement also included a multi-

Everything You Need to Know about Internet Marketing

265

www.tourism-intelligence.com

June 2008
July 2009
January 2010

June 2010

8: Amazon.com – Evolution of the E-tailer

year deal for Amazon Europe to promote
Lovefilm.com’s services to customers in the UK
and Germany.
An online fabric store, offering custom measured
and cut fabrics. Fabric.com has continued to be
run as an independent business.
Zappos an online retailer of shoes is acquired by
Amazon.
A start-up based in New York that specializes in
touch-screen technology. This technology can be
used to enhance Kindle to compete directly with
Apple’s iPad.
Woot is an American Internet retailer based in the
Dallas suburb of Carrollton, Texas, USA that
sells mainly electronic items.

Source: Various Online Articles spanning a number of years
8.4.12. Global Reach
Amazon’s insatiable appetite for growth did
not stop at acquisitions but also included
geographic reach. Amazon can now boast
presence in a number of regions around the
world – Amazon.com to cover the US and
Latin America; Amazon.ca to cover
Canada; Amazon.co.uk to cover the British
market; Amazon.de to cover Germany;
Amazon.fr to cover the French market;
Joyo.com to cover China; Amazon.co.jp for
Japanese customers. With these websites
Amazon caters to a potential market of over
2 billion consumers. Amazon is planning
on stepping up growth in Europe. Many
analysts and critics condemn Amazon for
its high spending, especially in acquisitions.
However, Bezos has a definite purpose – to
be Earth’s largest online retail business
ever!
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9. Google – The Internet Giant
When it comes to Internet search, it just
doesn’t get any bigger or better than
Google. In the US, Google consistently
sweeps up 70 to 75 percent of the search
engine market, according to Media Post
Publications.
In places like the UK,
Switzerland and Latin America, that
number skyrockets to more than 90 percent
of the market share.
Google has conquered the search engine
world so completely that its very name is
synonymous with Internet search. Besides
Xerox, Google is perhaps one of the only
companies whose name is recognized by
Merriam-Webster’s dictionary as a verb!
Figure 9.1
Google’s Logo

Source: Google.com, 2011
9.1.

Company History

Google has literally gone from a garage
company to a multi-billion dollar
corporation. Google’s beginnings can be
traced back to 1995 when founders Larry
Page and Sergey Brin met at Stanford
University.
Both were majoring in
Computer Science. They however, did not
begin to fully collaborate until a year later
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when they developed BackRub – a search
engine operating on Stanford University’s
servers. Hosting BackRub became too
much for the university’s servers and the
dynamic duo, Page and Brin, had to create
other options. After much brainstorming,
they decided to create a search engine that
would cover everything on the Web. They
named it Google – a play on the
mathematical term ‘googol’, which is a
cardinal number represented as 1 followed
by 100 zeros (or ten raised to the power of a
hundred).
In just a matter of four years (2000),
Google became the number one search
engine, boasting a 1 billion URL search
index (this number soared to the 3 billion
mark one year later). Google also climbed
to the top by offering its search engine in 15
languages, including English, Spanish and
Chinese.
In that same year (2000), Google turned
searching on its head by introducing its
AdWords programme with less than 400
members. AdWords is Google's flagship
advertising product. AdWords offers payper-click (PPC) advertising. Companies
and websites can purchase AdWords and
have their own ads appear contextually
together with search results. And the rest is
history, as they say. Table 9.1 shows some
of Google’s key milestones since its
inception.
This list is by no means
exhaustive.
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1995:

Table 9.1
Key Milestones in Google’s History
 Page and Brin meet at Stanford University.

1996:

 BackRub is launched.

1997:

 BackRub is renamed to Google.

1998:

 Google is officially registered and incorporated.

1999:

 The company gets its first dog and hires the first
company chef.

2000:

 Google reaches the 1 billion URL mark.
 Services offered in 15 languages.
 AdWords is launched.

2001:

 Google is available in 26 languages.
 Google reaches the 3 billion URL mark.
 Image search is made available (250 million
images indexed).

2002:

 Google is available in 72 languages, including the
fictional language ‘Klingon’ from the Star Trek
movie.
 Google News is launched.
 Google’s Product Search is added – Froogle.
 Google becomes a household word, i.e. to google
something.

2003:

 Google Book Search is launched.

2004:

 Google’s social network is launched – Orkut.
 Google reaches the 6 billion index mark (including
images).
 Google goes public with 19.6 million shares.
 There are over 100 Google domains.
 Google SMS mobile service is launched.
 Google Earth begins with the purchase of KeyHole.
 Google’s index reaches 8 billion.

2005:

 Google Maps goes live.
 Google Mobile Search is launched.
 Google Talk is launched.

2006:

 Google acquires YouTube.

2008:

 Google launches a new directional query feature
for people searching in Hebrew, Arabic, or other
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right-to-left languages.
 The Google Chrome web browser is launched.
 Google acquires ITA, Metaweb and Slide.
Source: Adapted from Google Corporate, 2011

9.2.

Google Culture

Although Google has grown rapidly since
its inception, Google still maintains a ‘small
company’ feel. Google’s culture is built
around fun and camaraderie. The
Googleplex helped nurture an atmosphere
of innovation and collegiality with its
exercise balls, lava lamps, workout room,
grand pianos, relaxation rooms, informal
workspace settings, company chef and
visiting dogs.
Google’s motto could be summarised as
follows – ‘Work hard! Play hard!’ Google
fosters fun as much as possible. They
believe that fun begets creativity. For
example, every April 1st (April Fool’s Day)
Google develops a series of pranks for
employees and customers alike. On April
Fool’s Day, 2000, Google announced the
MentalPlex: Google’s ability to read users’
minds as they visualize the search results
they want. Thus begins the annual foray of
April 1 hoaxes.
It is no wonder that Google has been voted
the number one company to work for twice
in a row (2007 and 2008) by Fortune
magazine. Google’s corporate philosophy
embodies such casual principles as “you
can make money without doing evil,” “you
can be serious without a suit,” and “work
should be challenging and the challenge
should be fun.” As a motivation technique,
Google uses a policy often called
270
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Innovation Time Off, where Google
engineers are encouraged to spend 20% of
their work time on projects that interest
them even if it does not directly relate to
their own jobs. Some of Google’s newer
services, such as Gmail, Google News,
Orkut, and AdSense originated from these
independent endeavours.
9.3.

Products and Services

9.3.1. Search Products
Google Search, a web search engine, is the
company’s most popular service. Google is
the dominant search engine in the United
States market, according to market research
published by comScore in November 2009.
Google indexes billions of web pages, so
that users can search for the information
they desire, through the use of keywords.
The basic search engine feature has spread
to include other services as well, including
an image search engine, the Google News
search site, Google Maps, search of
academic articles, Blog search and much
more.
In early 2006, the company launched
Google Video, which allowed users to
upload, search, and watch videos from the
Internet. In 2009, however, uploads to
Google Video were discontinued so that
Google could focus more on the search
aspect of the service.
The company even developed Google
Desktop, a desktop search application used
to search for files local to one's computer.
Google's most recent development in search
is their partnership with the United States
Patent and Trademark Office to create
Google Patents, which enables free access
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One of the more controversial search
services Google hosts is Google Books. The
company began scanning books and
uploading limited previews, and full books
where allowed, into their new book search
engine. The Authors Guild, a group that
represents 8,000 U.S. authors, filed a class
action suit in a Manhattan federal court
against Google in 2005 over this new
service. Google replied that it is in
compliance with all existing and historical
applications of copyright laws regarding
books. Google eventually reached a revised
settlement in 2009 to limit its scans to
books from the U.S., the U.K., Australia
and Canada.
In competition with Amazon.com, Google
plans to sell digital versions of new books.
Similarly, in response to newcomer Bing,
on July 21, 2010, Google updated their
image search to display a streaming
sequence of thumbnails that enlarge when
pointed at. Though web searches still
appear in a batch per page format, on July
23, 2010, dictionary definitions for certain
English words began appearing above the
linked results for web searches.
While not exhaustive, table 9.2 shows a list
of some of the more common Google
products and services.
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Table 9.2
List of Google Search Products
Alerts
Get email updates on the search topics of your
choice.
Blog Search
Find blogs on your favourite search topics.
Google
Chrome
Directory

A browser built for speed, stability and security.

Images

Search for images on the web.

News

Search thousands of news stories.

Scholar

Search scholarly papers.

Web Search

Search billions of web pages.

Code

Tools and Resources for Developers.

Docs
Groups

Create and share your online documents,
presentations, and spreadsheets.
Create mailing lists and discussion groups.

Translate

View web pages in other languages.

Mobile

Get Google products on your mobile phone.

Maps

See some of your favourite places on Earth on
Google maps.
Browse and search videos.

Video
Shopping
Books

Search the web, organized by topic or category.

Shop for products across popular shopping
websites like Amazon, eBay and CafePress all in
one place.
Browse and search books on books.google.com.
Source: Google.com, 2011

9.3.2. Communication & Publishing
Products
In addition to search products and services,
Google also offers a number of non-search
based products. Google has a number of
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products in the communication and
publishing category. While we will not go
into detail on these products, mention of
some of the main ones is worth making.
Some of these products include:
 3D Warehouse – an online service that
hosts 3D models of existing objects to
be used on Google SketchUp and
Google Earth;
 Apps – Custom domain and service
integration service;
 Blogger – Web blog publishing tool;
 Calendar – Free online calendar;
 Docs – Document, spreadsheet and
presentation application, with document
collaboration
and
publishing
capabilities;
 Dodgeball – Social networking site built
specifically for use on mobile phones;
 FeedBurner – News feed management
services, including feed traffic analysis
and advertising facilities;
 Gadgets – Mini-applications designed
to display information;
 Gmail – Google Email service;
 GrandCentral
–
Free
communications product;
 iGoogle –
homepage;

Customizable

voice
Google

 Notebook – Web clipping application
for saving online research;
 Orkut – Social networking service;
 Page Creator – Webpage-publishing
program, which can be used to create
pages and to host them on Google's
servers;
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 Picasa – Online photo sharing;
 Sites – Website creation tool;
 YouTube – Popular free video sharing
Web site that lets users upload, view,
and share video clips.
9.3.3. Advertising
Services

Products

and

While Google is mainly focused on web
search, its main source of income is from
advertising. Google has a number of
advertising tools and services.
Google's flagship advertising product and
main source of revenue is AdWords.
AdWords offers pay-per-click (PPC)
advertising, and site-targeted advertising for
both text and banner ads. Advertisers can
decide on what keywords they would like to
use for their PPC campaign. They then
make an offer / bid for that keyword. The
advertisers winning the bid would then be
able to advertise their website on Google’s
page that generates that specific keyword
search term they paid for.
So for example, for the search term ‘used
cars’ www.tradecarview.com would have
paid a premium pay per click rate for
Google to put them at the top of the search
results. When a user searches for the term
and clicks on the www.tradecarview.com
displayed link, then and only then does the
advertiser pay Google. In this way only
those looking for used cars will actually
click on the link and the advertiser is only
paying for targeted ads.
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Figure 9.2
AdWords by Google

Source: Tourism Intelligence International, 2011
Google also offers AdWords Optimiser to
assist advertisers in determining the
effectiveness of their PPC campaign. The
tool helps web developers to test website
content’s searchability.
Other advertising products include:
 AdSense – advertising program for
website owners. This works similar to
AdWords, except Google places ads on
non-Google websites. Google splits
revenues earned from PPC ads with
website owners;
 Audio Ads – Radio advertising program
for US businesses. Google began to roll
this product out on 15 May 2007
through its existing AdWords interface;
 Click-to-Call – Calling system so users
can call advertisers for free at Google's
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expense from search results pages;
 DoubleClick – Internet ad serving
provider;
 Analytics – Traffic statistics generator
for defined websites, with strong
AdWords integration. Webmasters can
optimize their ad campaigns, based on
the statistics that are generated.
9.4.

Financial Performance

Google has consistently outperformed the
industry and its closest competitor (Yahoo)
in terms of stock prices. Google’s stock
price has increased to just under 500% to
reach US$624.22 in February 2011.
Google’s original stock price in August
2004, was US$85.
Figure 9.3
Comparative Stock Prices of Google, Inc. and Yahoo, Inc.

Source: Yahoo Finance, 2011
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9.4.1. Consistent Revenue Growth
In addition to excellent stock performance,
Google has consistently increased revenues
every year since it has been in operation. In
2003, Google generated US$1.5 billion in
revenues.
This figure increased by
1,866.67% to reach a record US$29.8
billion in 2010.
Google owes its astounding revenue
performance to its strong AdWords
program.
Interestingly, Google only
experienced a small dip (-3.3%) in revenues
in the first quarter of 2009 (US$5.51
billion) down from US$5.7 billion in the
fourth quarter of 2008. This was largely
due to the economic recession. However,
the recession did not make any significant
dent in revenues, which picked up pace,
growing at an average quarterly rate of
13.6% from the quarter ending March 2003
to the quarter ending December 2010.
Figure 9.4
Historical Revenues for Google (US$ Billions)
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Key Success Factors

Google owes its tremendous success to a
number of key factors. These include:
 Innovative Technology;
 Keeping it a Secret;
 Strong Brand Recognition and Loyalty;
 Focus on the User Experience;
 Relevant Ads;
 Keeping ‘Everyone’ Happy by keeping
the Employee Happy.
9.5.1. Innovative Technology
Google’s rise to success was in no small
way based on its patented algorithm called
PageRank. This innovative patented
software helps Google to rank web pages
that match a given search criteria or query.
Google’s innovative search system was
unlike previous keyword-based methods of
ranking web search results. The ‘old’
technology utilised by competitors rank
pages by how often the search terms
occurred in the page, or how strongly
associated the search terms were within
each resulting page. Google’s PageRank
algorithm however, operates at a deeper
level. It analyses human-generated links,
assuming that web pages linked from many
important websites are themselves likely to
be important. The algorithm then ranks
web pages based on the weighted sum of
the PageRanks of the pages linking to them.
PageRank is said to have the best search
correlation based on the human concepts of
importance.
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9.5.2. Keeping it a Secret
In addition to PageRank, Google has added
many other ‘secret criteria’ for determining
the ranking of pages on result lists, reported
to be over 200 different indicators. The
details are kept secret due to spammers and
in order to maintain an advantage over
Google’s competitors. Google holds on to
this secret dearly and has many advertisers
and competitors guessing what these
criteria are in order to improve their search
engine optimisation with the number one
search engine in the world – Google.
9.5.3. Strong Brand Recognition and
Loyalty
Google has the number one recognised
brand in the world, according to InterBrand,
which named Google as 2010’s number one
global brand. In a separate European study,
it was reported that Google is the most
recognised brand on the planet. Indeed,
Google has become a verb (“I can't wait to
get home to Google this new movie”). This
poses a number of challenges to any
company seeking to protect the strength of
its brand. But at the same time, it is also a
very strong competitive advantage as the
word google is synonymous with doing a
search on the Internet, even if that search is
done on another website other than Google.
9.5.4. Focus on the User Experience
Google’s success is also attributed to its
customer or user-centric focus. Most of
Google’s decisions to Ad products have
been aimed at enhancing the user
experience first and foremost and then on
the advertising revenue generation in the
second place. Google realised that the
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more people using their products and
services, the greater the possibilities of
click
throughs
on
customers’
advertisements. Google has reached such a
critical mass that the barrier to entry is
extremely high.
Besides searching,
AdWords and AdSense, there are a number
of ways that users use their products. For
example, someone watching a YouTube
clip or Picasa photo uploaded by a friend or
family member can come across Ads placed
by Google. In other words, the more the
experience is enhanced, the more they will
use Google’s services and the more they
use Google’s services, the greater their
exposure to Ads. This in turn increases
revenues. It is a win-win solution for
everyone.
9.5.5. Relevant Ads
This point is intimately linked to the
previous item. By perfecting the nature of
targeted Ads, Google not only has created a
highly effective revenue generator, it has
produced what it hopes to be a better
experience for its users. It is Google’s goal
to make their targeted Ads at least as
relevant and useful to users as the search
results the users generated themselves. In
other words it’s not just about advertising
but ensuring that the Ads themselves are of
benefit to the user. Of course this is also
important to the advertisers. They would
rather pay for a click through that is
relevant and useful to the person who is
clicking on the link. In this way they are
assured of a higher rate of success in selling
their product or service.
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9.5.6. Keeping ‘Everyone’ Happy by
keeping the Employee Happy
Google is not merely interested in keeping
the users and advertisers happy they are
bent on ensuring that their employees have
a great time while at work. Google believes
that if they keep their employees happy
they will be more creative and productive
and therefore produce the best experiences
that will keep the end user happy.
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Everything You Need to Know about Internet Marketing
Tourism Intelligence International’s down-to-earth, easy-to-read, thoroughly researched, exciting and
comprehensive report – Everything You Need to Know about Internet Marketing – is a must read for
anyone wishing to learn the ins and outs of Internet marketing. This report, simple yet thorough, can
assist small businesses and large corporations alike in developing a sound Internet marketing plan. It
is filled with a number of important strategies and key lessons that cannot be found elsewhere.
Everything You Need to Know About Internet
Marketing:
- Provides an extensive review of some of the major
trends that has impacted on marketing practices over
the last century;
- Analyses the key developments in online marketing;
- Reviews the potentialities of Internet marketing;
- Makes a sound case for the need to include Internet
marketing in the overall marketing mix;
- Weighs the pros and cons of having an online presence;
- Dissects the various elements of Internet marketing
and shows how each element can be used to win, wow
and woo customers;
- Investigates the key success factors of some of the
Internet giants like Amazon and Google and pulls out
the major lessons that can be learnt and copied by other
businesses; and
- Develops a mix of tried and tested strategies that are
certain to add tremendous value to any Internet
marketing plan.

y

Key Strategies & Lessons
What are other successful
ompanies doing right to
attract customers via the Internet and
how can they be copied

Concise yet very informative
and insightful
For businesses wishing to remain a going concern, to ward
off the crippling effects of competition and to increase market
share, it is crucial that they understand the powerful
marketing force that is behind the Internet.
It is also critical to understand that while having your own
website and updating it regularly and developing an Internet
marketing presence is important and NECESSARY, it is not
SUFFICIENT for continued growth and competitiveness.
There are a number of strategies that can be developed and
lessons that must be learnt before venturing on the quest to
initiate any Internet marketing activities. This is why this
report – Everything You Need to Know about Internet
Marketing – is so timely and essential.
After reading Everything You Need to Know about Internet
Marketing, you would definitely discover how to develop
an effective online marketing campaign to successfully win,
wow, woo and drive customers to your business.

Key Internet indicators and trends and an
indepth analysis of the main factors driving
Internet growth

Main Online Habits & Motives
Expert analysis of the main spending habits &
motives of Internet users
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Will Travel 2010

"The research—carried out by internationally

“How the British Will Travel 2010 is an excellent
summary of the majority of issues affecting the
travel industry in Britain today. It has just the
right level of information on a variety of topics
including emerging holiday types and
destinations, the British Traveller, and the key
industry players—all important to a company
like Airtours. We
found it particularly
fascinating to see how the British holidaymaker
compares to other travellers throughout Europe
and have recommended the sister report How
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Poon—points to a profound and fundamental
shift in tourism trends among Germans,
which are of world-wide importance".
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German outbound travel market .... Produced by
Tourism Intelligence International, a wellrespected tourism research & consultancy
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Imtiaz Muqbil,
Executive Editor,
Travel Impact Newswire, Thailand

Germans Will Travel 2015 to our sister company
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Well done, Tourism Intelligence!”
Airtours UK

What’s Inside
Now is Gone!:

Driven by changes in management principles, increased
competition and more particularly, new consumer trends
and technological developments, marketing today is no
longer what it used to be in the past. Now is gone! Keeping
up to date with changes in customer demand and using
technology to understand, anticipate, reach and satisfy
them are key! The Internet is one of the most powerful
tools available today to meet greet, target and reach your
customers.

Significance of the Internet

This report looks at the major growth patterns of Internet
usage in key markets such as North America, Europe, Asia
and other Emerging markets like Russia and Brazil. An
analysis of the various age groups of Internet users is also
undertaken to give suppliers a clear idea of which markets
are more important to target through the Internet.

Key Strategies and Lessons

Some of the most successful companies using Internet
marketing strategies have been analysed and key success
factors and lessons have been pulled out to help businesses
hone their Internet marketing skills. It provides practical
tools to use the Internet to win, wow and woo customers.

Not Online? Not On Sale!

Businesses need to realise that in today’s world if they are
not ONLINE, they are not ON SALE! The Internet offers a
vast array of marketing advantages and unmatched opportunities to reach more consumers than before. It cannot be
ignored! Consider that:
- There are almost 2 billion Internet users in the world;
- The sheer number of Internet users is growing at a rapid
pace (an average annual growth rate of 18% between 2000
and 2010);
- The Internet has a strong penetration in the most
advanced market in the world – North America with a
penetration rate of 77 percent;
- Emerging markets (Brazil, Russia, India and China) are
all on the top ten list in terms of the sheer number of
Internet users;
- Four-fifths of Internet users (80%) research products and
services online and 71% shop online;
- The Internet provides businesses with the opportunity to
be open 24 hours a day, 7 days a week, 365 days a year;
- The Internet allows businesses to reach the entire global
market all at once;
- An online business is one of the cheapest ways to set up
shop; and
- There’s lots of money to be made online – Amazon made
over US$34 billion in sales in 2010 and Google made
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