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About the Book

As the world of marketing information becomes more and more complex, marketers
should strive to simplify their decision making processes. Over the last twenty-five
years, marketing data have grown by volumes to the point of intimidation, and this
overflow of data has been fanned by computer resources, either PC, mini, or main-
frame machines. Fortunately, these same computer tools are being harnessed by mar-
keters to assist in the analysis, planning, and implementation of marketing programs,
in both consumer and business-to-business situations. Improved communications and
enhanced corporate memory are the results of the marketer’s electronic environment,
whether the business comprises of two employees to two thousand employees. Any
enterprise benefits from improvements in operational efficiency and effectiveness, and
the marketing function is now embracing more electronic resources as computing
costs go down and computing udlity goes up. It has been said that a successful mar-
keter’s career depends on two qualities—the ability to organize and the ability to per-
suade. The purpose of this textbook is to assist marketers and marketing students in
recognizing the value of electronic marketing resources and to demonstrate how to in-
tegrate these electronic tools into each stage of the marketing process. Better organi-
zation through improved segmentation strategy or better database management as
well as enhanced execution of online communications channels leads to better man-
agement of the marketing function that, of course, leads to better performance. The
ability to organize, be it marketing research, prospect profiles, segmentation or media
strategies, customer communications systems, or database arrangements, allows the
marketer to stay on track with firm direction. Likewise, knowing the shortest distance
between two points, say from the marketing concept to market consumption, is worth
its weight in gold to any company. While this textbook does not deal with the second
marketing quality of persuasion, well-designed and carefully considered marketing
programs can be quite persuasive to the marketer’s superiors and peers. Concise
strategies do speak volumes.

The content of this textbook and the experiences and examples of marketing ac-
tivities have been drawn from the collective business backgrounds and education of its
three authors. Their experience spans three decades of marketing history. As they all
have specialties within the applied marketing arenas, the authors stand united in their
approach to harnessing electronic resources to improve the steps of the marketing
process. The stages of a traditional marketing approach, specifically engaging in a sit-
uation analysis that leads to the marketing planning and then advances a pattern of
marketing implementation, are carefully followed. The authors believe the methods
by which marketing success is attained can be made more accurate and timely. The
book proposes to introduce and integrate the best practices for the contemporary
marketing process. The reader will note that the content of the text is ultimately di-
rected toward enhancing decision making among promotional tools, primarily adver-
tising and other forms of communications. In traditional marketing, the promotional
element is a costly portion of the marketing budget. Can the promotional effort be-
come more cost effective and efficient?

This leads to the applications for the Internet, more specifically the World Wide
Web. The Web is recognized as a tremendously flexible medium that is well suited to
the marketing function. The Web will be used in several manners in this textbook: as
a research tool, as an exposure tool for advertising and other promotional activities, as
a customer contact vehicle, as well as a customer feedback vehicle. The Web performs
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admirably in all of these research and communications tasks, but it is wise to remem-
ber that currently the World Wide Web can muster household penetration of less
than 25 percent. Other traditional media such as newspaper or television are still
needed to reach the maximum of consumer groups. In other words, the net of the
Web is still not sufficiently big enough to use online communications exclusively.
World Wide Web usage is growing, but it still needs more time to mature. Most com-
municators compare the household penetration to that of cable television. Cable took
more than twenty years to become a viable advertising vehicle, and marketers believe
that Web usage will outstrip the acceptance levels of cable television.

The textbook’s writing style stresses a clear, concise, and interesting treatment of
electronic marketing and electronic commerce subjects, and up-to-date examples and
situation vignettes are employed abundantly in every chapter. The organization of the
material within each chapter follows a critical thinking path of who, what, when, why,
and how in developing the marketing processes. This direct and repetitive approach
keeps the processes on target. In the narrative text, frequent references are made to
the marketing or communications cycle for products and services. To avoid a horren-
dous repetition of these two elements, many times the text will read “products,” with
no restatement of the equal marketing position of services. Therefore, when products
are being discussed, the student should read the reference as “products and services”
unless otherwise disclaimed.

Electronic Marketing is divided into four parts, organized according to the plan-
ning and implementation from concept to special topics of the marketing process.
The first part, “The Concepts of Electronic Marketing,” explains the foundations of
online research and marketing and draws parallels to the stages of the traditional mar-
keting process (situation analysis, marketing planning, and marketing implementa-
tion). The second part, “Integrating Electronic Marketing Resources,” develops the
substituting electronic tool for the traditional tool and provides examples of the online
execution. Section three, “Implementing the Commerce Concept,” covers the actual
activities of establishing and promoting a virtual storefront with attention given to on-
going responsibilities of the e-marketer and Web master. The fourth part, “Special
Topics,” addresses the unique opportunities that the Web presents such as a direct
business-to business channel, international e-commerce, the ethics of e-marketing,
and the commerce-expanding possibilities in the future of electronic marketing. The
textbook includes appendices of an outline for creating an online marketing and pro-
motional program, geo-demographic data analysis, a list of current electronic market-
ing resources and Web addresses, and a survey format for interviewing businesses that
are online.

One last comment about Web navigation: Understand that Web addresses con-
tinually change and sometimes are abandoned by their creators. While the authors
have diligently tried to include current and active Web site addresses by publication
time, some addresses may have changed or have been deleted by the information
source. Sometimes a posted notice on the Web page you have been routed to may be
included informing the viewer of changes; sometimes this new address is a hyperlink
to an active location. In these cases, follow the hyperlink to see if your desired infor-
mation resides on that site, or double-check the address that you originally typed.

Supplemental Material

To assist the marketing or communications instructor, the authors have assembled a
variety of teaching tools. The first edition of Electronic Marketing is accompanied by an
Instructor’s Manual that has been class-tested for over two years at the time of publi-
cation. It contains suggested course content, a schedule (for both a fifteen-week se-
mester and a ten-week summer term), and a discussion of appropriate teaching tips.
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The Test Bank contains questions for both midterm and final examinations. They are
multiple-choice questions and are arranged by chapter chronology, thus giving the in-
structor the choice of camulative or noncumulative exams. One last but very timely re-
source is the text Web page (www.embook.com) which is designed to present new and
relevant Web marketing activities and online points of interest. The Web site will be re-
viewed and revised twice monthly, so it is hoped that instructors will consult the site to
obtain fresh teaching materials as well as updated information. The authors encourage
instructors to share and e-mail any suggestions or anecdotal information to Joel Reedy
at reedy@coba.usf.edu to aid the instructional materials and Web resources.

In addition to the textbook’s Web page, an Electronic Marketing site has been cre-
ated by Eric Sandburg and The Dryden Press. Using this site, students and professors
can gain additional information and resources using the Net. This Electronic Marketing
page is located on The Dryden World Wide Web site at www.harcourtcollege.com

Acknowledgments

Chapter after chapter we have benefited greatly from the insightful comments and
suggestions of an outstanding group of reviewers. They have provided perspectives,
shrewdness, and constructive criticisms that are vital in planning and writing a com-
prehensive textbook on such a new marketing topic and discipline. Therefore, we
would like to express our appreciation to the following colleagues who participated in
the review process for the first edition of Electronic Marketing: Integrating Electronic Re-
sources into the Marketing Process.

Catherine Campbell, University of Maryland
Patrali Chatterjee, Rutgers University

Anne Forte, Walsh College

Ellen R. Foxman, Bentley College

Carolyn E. Predmore, Manhattan College

Many thanks to The Dryden Press for assembling a staff so professional, skillful,
and congenial that they made the first edidon’s writing process smooth and complete
from the book’s conception to publication. Bill Schoof, acquisitions editor and base-
ball aficionado, picked our diamond from the rough, provided us steady direction, and
offered great encouragement throughout the project. Bobbie Bochenko, our develop-
mental editor, made improvements at every turn and displayed exceptional patience as
we wrote and rewrote. She jumped in and assisted, prodded, and praised our team to
produce the best manuscript we could. Sandy Mann, copy editor, polished our copy
masterfully, while Colby Alexander, project editor, ran the production schedule with
the expertise of a train conductor, eyes glued to the details. Also, thanks are extended
to the following team members: Linda Blundell, picture and rights editor; Angela
Urquhart, production manager; April Eubanks and Biatriz Chapa, art directors; Kim
Samuels, manufacturing manager; and Lisé Johnson and Marcia Masenda from the
marketing department.

Thanks also to the Val-Pak marketers, especially Lynn Johnson who produced the
GIS data analysis according to my expectations. Associates Lisa Berry and Steve Egge
of National Decision Systems in San Diego gave us permission to use the company
data files for the Tampa Bay and metro Orlando areas for use in the geo-demographic
exercise; NDS executive Bob Giest has shared the segmentation data with us since
1995. An old friend, Tom White with E-Com Systems shared with us the latest news
in electronic catalog and payment systems.



xii * Preface

Thanks from Joel Reedy

Defining and describing the dynamics of a new marketing process and medium are
difficult tasks but a rare opportunity for the marketing practitioner. I would like to
thank my Department of Marketing chair, Bill Locander, my good friend Paul
Solomon, and all my marketing colleagues, including our former office manager Lori
Wilder, for encouraging and supporting my efforts during a trying year of ill health.
Thanks also to Rosemary Ramsey, marketing chair at Eastern Kentucky State Univer-
sity at Richmond and ex-colleague, for suggesting back in early 1996 that I develop an
electronic marketing course. From this course framework emerged this marketing
textbook.

I sought out the best professionals and interviewed them extensively for insights
into the Internet and online marketing. Thanks to Christopher Steinocher, Susan
Cook, Christopher Akin, Kristy Funderburk, Hugo Toledo, Sara Suarez, and Russell
Tewksbury for outstanding contributions to the course development; each added his
or her expertise in the course materials development. Doctoral student Rich Gonzalez
demonstrated to me great appreciation for electronic processes of information man-
agement and showed me something new every class period. He shared his insights on
the future of information, and shortly some lucky undergraduates will benefit from his
understanding of electronic marketing. I have a great admiration for the work of a for-
mer student, Sonal Mehta, who assisted me night after night with graphics selection
and preparation and text assembly. Her excellent academic prowess I knew, and I am
benefiting greatly from attitude, computer skills, and an upbeat enthusiasm for online
marketing. Another former student, Chris Bilotta now a marketing professional with
Val-Pak Direct Marketing Systems, contributed the geographic mapping segmenta-
tion information and map graphics. Thanks also to the Val-Pak marketers, especially
Lynn Johnson who produced the GIS data analysis according to my expectations. An
old friend, Tom White with E-Com Systems, shared with me the latest news in elec-
tronic catalog and payment systems. Rose Stambaugh, my nurse, provided tremen-
dous support during the entire process. Thanks and love to my sister, Mary Ann
Mason, who tackled the tedious task of typing interview transcripts for case histories.

I teamed up with two professionals from different industries. Shauna Schullo, an
expert in software applications and teaching software applications, teaches at the Uni-
versity of South Florida. Shauna served as a guest speaker on HTML, Web site, and
forms design as I launched the electronic marketing course. Her knowledge and facil-
ity in the software of marketing systems immediately impressed me, and I proposed
that she contribute the Web tools instruction to the textbook. She agreed.

The other industry professional is Ken Zimmerman, a software systems wizard
and twenty-first century information technologist, whom I have known since 1985.
He is a software and systems visionary, and I wanted his participation in writing the
textbook. He knows communications, database, and e-commerce business issues. His
knowledge of newness is legendary, and each of his Chateaux Software Development
clients benefit from Ken’s vault-like mind. I am proud to have Ken’s and Shauna’s wis-
dom and experience in coauthoring this timely and classroom-tested textbook for col-
lege and professional readers.

Lastly and most importantly, my wife and children have been extremely patient
and supportive as I neglected them over the last nine months, ignoring e-mails from
and meals with them. While writing my portion of the textbook, I gave my wife
Shirley and children Chandler and Chanel a serious scare with a three-week hospital-
ization and a two-month recovery during which they pushed the medical establish-
ment and pulled me back to steady health. No three persons have ever cheered more
for a dad.

Thanks and love to my sister, Mary Ann Mason who tackled the tedious task of
typing interview transcripts for case histories.



Preface * xiti

Thanks from Ken Zimmerman

First, and foremost, I would like to recognize the unstinting comments and sage ad-
vice that have flowed from two of my very best friends for the past fifteen years: Joel
Reedy and Hugo Toledo. We are only human, but Joel is probably the only superhu-
man I know. He has for years pushed me to achieve more by showing me what people
are really capable of, while Hugo has always been, well, the smartest person I know.
But his wisdom has certainly been superseded by his kindness to all the people close to
him, and I count myself fortunate to be one of them. Hugo is a master of reliable
sources of information, and during the formulation of my contribution to this book, I
frequently referred to Hugo’s sources—and they have not failed me!

Sherlyn Celone, in her capacity as friend and advisor, lent her considerable exper-
tise in helping to document case histories of the e-commerce systems she proposed
and executed during her management position at Bayer Corporation. Russell Madris,
the founder of Corporate Buying Service, provided excellent commentary on the op-
portunities and pitfalls of creating his CBSdirect.com web-enabled sales system as he
had envisioned it to be—years before the Internet became the center of commerce it
is today. Denise Carreau worked nights to research and write about many topics that
later became material for this book, while Zolton Varszegi, Mike Mcleish, Sean Ja-
cobs, and George Ackerly provided terrific service and support as Chateaux Web mas-
ters. And although they did not contribute directly to content for the book, John
Bartsch, George Ballantoni, and Michael Cantone provided excellent technical review
of relevant material while helping to guide the ship of Chateaux Software during my
“writing days.”

Kudos go to my father, who in former years ran a marketing and publishing insti-
tute of his own, for his advice about writing to a marketing audience that has changed
in many ways—but not in others—with the advent of the electronic age.

Thanks from Shauna Schullo

The writing of a textbook is an enormous endeavor that T have come to realize takes
time, energy, and enthusiasm throughout the long haul. Having never attempted such
a feat, I was not completely prepared for the road that lay ahead. However, the experi-
ence has been a good one that has taught me many lessons. Most importantly, I can
now proudly say that the job is complete and I am exuberant about the quality of work
that has come together in this book. On this note, I would like to take a moment to
pass on some thanks for the experience that I have gained from being on this team of
writers. First and most importantly, I would like to thank Joel Reedy for his steady
hand and encouragement throughout the writing of this book. Joel is an amazing man
whose stamina is truly unbelievable. Through all his tribulations, he always remained
positive and enthusiastic. Thanks Joel for allowing me the opportunity to begin my
writing career and to work with such a great bunch of people. Second, I would like to
thank my friends and family for always believing that I can do anything, even when
sometimes I do not believe it myself.

About the Authors

Joel Reedy, BS in advertising from the University of Florida and MBA and marketing
instructor at the University of South Florida in Tampa, has proven credentials in the
planning and execution of effective marketing programs. Before beginning his teach-
ing career at USF (http://coba.usf.edu/Reedy) in 1990, he worked as an advertising
agency principal and marketing strategist for twenty years. His planning specialties in-
cluded account planning, media planning, and process evaluation. While at USE, his



xiv ® Preface

attention has been directed toward segmentation and promotional strategies for more
effective marketing performance, and he is an active user of electronic marketing tools
as well as interactive technology. During his eight years of full-time teaching at USE,
Reedy has won four undergraduate teaching awards. In 1993, he published a market-
ing segmentation strategy book, Marketing to Consumers with Disabilities, through
Probus Publishing (now McGraw-Hill) in Chicago.

Kenneth Zimmerman is the founder and president of Chateaux Software Devel-
opment, Inc., and has over fourteen years consulting experience, specializing in
enterprise-wide, mission-critical systems. His work is particularly geared toward pro-
ducing highly efficient systems, primarily in tuning databases, developing compact
code, well-designed data structures, and a user-oriented architecture. During recent
engagements on projects for domestic and international companies, such as Pepsi,
Bayer Pharmaceuticals, and Dannon, he has focused on the design, development, and
implementation of client/server systems. Ken holds an undergraduate degree in geol-
ogy from Duke University, and a MS degree in petrochemical geology from the Uni-
versity of Southern California. He also was honored as an Arco scholar in 1983. Ken
currently serves as a member of the Oracle Corporation’s Developer Program Advi-
sory Council. Chateaux Software Development (www.chatsoft.com) is headquartered
in Stamford, Connecticut.

Shauna J. Schullo (shauna@usf.edu) is currently the computer programmer ana-
lyst manager of academic computing at the University of South Florida. She holds a
BS in chemistry, a MS degree in chemical engineering, and is pursuing her doctoral
degree in instructional technology. Schullo has worked in the private industry and un-
derstands the application of online technology to commerce. She also brings class-
room teaching experience and training in online and Web-related tools; she is an
expert in many software packages including Lotus Notes, Excel, Access, Web
browsers, electronic mail programs, HTML, and survey/forms design. Schullo is pro-
ficient in Authorware, multimedia packages, networking software, and graphics pro-
grams such as Adobe Photoshop and Adobe Premiere.



Publisher Mike Roche

Acquisitions Editor Bill Schoof

Market Strategist Lisé Johnson
Developmental Editor Bobbie Bochenko
Project Editor Colby Alexander

Art Director Biatriz Chapa

Production Manager Angela Williams Urquhart

Cover Image by Lamberto Alvarez

ISBN: 0-03-021107-7
Library of Congress Catalog Card Number: 99-64779

Copyright © 2000 by Harcourt, Inc.

All rights reserved. No part of this publication may be reproduced or transmitted in any
form or by any means, electronic or mechanical, including photocopy, recording, or any
information storage and retrieval system, without permission in writing from the
publisher.

Requests for permission to make copies of any part of the work should be mailed to:
Permissions Department, Harcourt, Inc. 6277 Sea Harbor Drive, Orlando, FL. 32887-6777.

Address for Domestic Orders
The Dryden Press, 6277 Sea Harbor Drive, Orlando, FL 32887-6777
800-782-4479

Address for International Orders

International Customer Service

The Dryden Press, 6277 Sea Harbor Drive, Orlando, FL 32887-6777
407-345-3800

(fax) 407-345-4060

(e-mail) hbintl@harcourtbrace.com

Address for Editorial Correspondence
The Dryden Press, 301 Commerce Street, Suite 3700, Fort Worth, TX 76102

Web Site Address
http://www.harcourtcollege.com

THE DRYDEN PRESS, DRYDEN, and the DP LOGO are registered trademarks of

Harcourt, Inc.
Printed in the United States of America
901 2 3 45 6 7 8 066 9 8 7 6 5 4 3 21

The Dryden Press
Harcourt College Publishers



The Concepts of
Electronic Marketing
1

PART TWO

Integrating Electronic
Marketing Resources
133

BRIEF TABLE OF CONTENTS

Chapter 1

Introduction to the Resources of Electronic Marketing

Chapter 2

Concept of Electronic Commerce and the Traditional Marketing
Process

Chapter 3

Marketing Planning Stage for Online Activities

Chapter 4

The Actions of Marketing Implementation

Chapter 5§

An Introduction to the Internet

Chapter 6

Concept of the Virtual Store for Marketing Products and Services

Chapter 7

The Tools of Electronic Marketing Resources

Chapter 8
Segmenting and Analyzing the Target Market

Chapter 9
Integrating the Promotional Mix

Chapter 10

Using the Internet

Chapter 11
Web Page Design

Chapter 12

Capturing Customer Profiles and Data Management

23

48

72

93

111

135

159

180

212

230

261



xvi * Brief Table of Contents

PART THREE

Implementing the
Commerce Concept
303

Special Topics
345

Chapter 13

Considerations for Ongoing Customer Communications

Chapter 14

Establishing and Promoting the Virtual Store

Chapter 15

Security on the E-Commerce Site

Chapter 16

Special Opportunities for Business-to-Business Situations

Chapter 17

Implications to the International Marketing Program

Chapter 18
The Ethics of Electronic Marketing

Chapter 19

The Future of Electronic Marketing Resources

Appendices

Marketing Exercises and Other Resources

Appendix A: Electronic Marketing Project Outline

Appendix B: Demographic/Psychographic Profile Interpretation
Appendix C: Web Resources

Appendix D: Situation Analysis Questionnaire for Business Interviews

285

305

328

347

367

384

398

416

416

419

451

457



