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Preface

Marketers have been using electronic tools for many years, but the Internet and other informa-
tion technologies created a flood of interesting and innovative ways to provide customer value. Short
text message coupons to cell phones based on user location; consumer behavior insights based on of-
fline and online data combination; inventory optimization through online bidding; a single-minded
focus on ROI and associated performance metrics—these and more are on the cutting edge of e-mar-
keting in 2003. New opportunities create lots of questions, however, especially in the aftermath of
the dot-com crash. How can firms leverage new technologies to maximum benefit? How much com-
mitment should marketers make to electronic marketing programs? Is our ROI on target for that In-
ternet project? In this book, we attempt to answer these and many other questions.

E-marketing is traditional marketing using information technology but with some twists. The
Internet and other technologies affect traditional marketing in three ways. First, they increase effi-
ciency in established marketing functions. Second, the technology of e-marketing transforms many
marketing strategies. Finally, it has fundamentally changed consumer behavior though a power shift
from firms to mouse-holders. The marketing transformation results in new business models that add
customer value, build customer relationships, or increase company profitability. The Internet also
serves as an efficient marketing planning tool for both secondary and primary data collection. In ad-
dition, electronic technologies affect the 4 P’s.

m Product—Internet technologies spawned a variety of innovative products for creating, deliv-
ering, and reading messages as well as services such as reverse auctions, business-to-business
(B2B) market exchanges, and interactive games. What’s next? Keep your eye on the wireless mar-
ket!

® Pricing—The Net turned pricing strategies upside down. Bartering, bidding, dynamic pri-
cing, and individualized pricing are now quite common online. Shopping agents create transparent
pricing for identical product offerings at various online retailers.

® Distribution (Place) —FE-marketers use the Net for direct distribution of digital products
(e. g » news stories and live radio) and for electronic retailing. But tremendous value occurs behind
the scenes: Supply chain management and channel integration create efficiencies that can either
lower customer prices or add to company profits. Online retailers line the dot-com graveyard, so
today’s e-marketers must be very careful to stick to solid business practices.

® Promotion—The Net assists with two-way communication: one-to-one Web pages, e-mail
conversation, short text messaging, and e-mail conferencing via newsgroups and mailing lists. The
Net is also an advertising medium in its own right, but it has not realized the revenue promise pre-
dicted in the late 1990s, and we explain why. E-marketers also use the Net for promotions, and
sending electronic coupons and digital product samples directly to consumers.

One of the most important applications of electronic marketing involves customer relationship
management. Companies are experimenting with a myriad of technologies to discover and meet the
needs of these savvy and demanding customers.



2 REHEN B3

The book you have in your hands is the third edition of E-Marketing (first edition was named
Marketing on the Internet) . We expanded the scope from 10 to 16 chapters to build on two impor-
tant areas: the strategic perspective and global issues in e-marketing. It includes new areas such as
performance metrics and wireless strategies for mobile devices. This book discussed many offline
electronic marketing techniques that employ information technology, such as point-of-purchase
scanning devices and databases; however, it focuese on the Internet due to its widespread and in-
creasing use for e-marketing.

Several popular books exist to shed light on the problems, opportunities, and techniques of
e-marketing, and we have used them in our classes with some success. This textbook is different in
these important ways.

1. We explain electronic marketing not as a list of ideas and techniques, but as part of a larger
set of concepts and theories in the marketing discipline. In writing the book we discovered that most
new terminology could be put into traditional frameworks for greater understanding. To this end,
we present new visual models that show the concept relationships for each part and chapter in this
edition. We strongly believe that new electronic strategies are more likely to succeed if selected using
the marketing planning process, especially as the Internet continues to mature.

2. The text focuses on cutting-edge business strategies that generate revenue while delivering
customer value. As well, we devote many pages to performance metrics to monitor their success.

3. We highly recommend that marketers learn a bit about the technology behind the Internet,
something most of us are not drawn to naturally. While it is not necessary to be able to set up
e-commerce servers, knowledge of the possibilities for their use will give savvy marketers an advan-
tage in the marketplace. This book attempts to educate marketers gently in important technology is-
sues, showing the relevance of each concept.

4. While this book describes e-marketing practices in the United States, the text also takes a
global perspective describing market developments in both emerging and developed nations. The book
includes 12 articles written by practitioners from the United States, Mexico, and Ghana. They
present cutting edge practices from the field.

5. This book does not cover Web site design. This is a topic we love to teach, our students en-
joy learning, and one that is included in many Internet marketing courses. Unfortunately, it is also
beyond the scope of this book. However, please check out our new companion book, Building Ef-
fective Web Sites (Prentice Hall, 2001) .

6. The Web site that accompanies this text is an important part of the work
(www. prenhall. com/strauss) . Designed as an instructor’s manual, it contains important informa-
tion about designing and teaching an e-marketing course. Especially important is a section on Inter-
net exercises for student application of the concepts.

7. As teachers, we present Internet marketing in a format that we believe will enhance learn-
ing. We organize chapters to parallel principles of marketing texts and provide learning tools such as
chapter objectives, summaries, and exercises. We have used this format successfully since 1996 in

our Internet classes, and we hope it will work well for you, too.

A Moving Target

We might as well raise a flag from the start and mention that this book is a snapshot of e-mar-
keting techniques in summer 2002. The Internet is a rapidly changing medium, enterprising entre-
preneurs constantly have cool new ideas, and, thus, some things in this book will be out of date
before it is off the press. This is especially true for the statistics and screen captures we used: Ap-
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proximately 40% of all Web site references we provided in the second edition no longer exist! We
encourage readers to explore on their own, checking out the veracity of our remarks in the light of
a moving target. To assist in this process, we give reference to Web sites and reference materials

throughout.

Audience

We wrote this book to assist every student of electronic marketing who wants to learn this topic
one step at a time. This primarily includes graduate and undergraduate university students, but the
book also will aid other individuals who want to learn more about electronic marketing. Important
background includes basic marketing and computer knowledge, although we provide short explana-
tions of terminology and concepts to be sure all readers are up to speed. Various sections of the book
should appeal to those with differing levels of experience. For example, the chapter body starts at
the beginning of a topic and builds, eventually integrating sophisticated concepts. “Leveraging
Technology” and “Ethics and Law” chapters are quite challenging, presenting cutting-edge topics.

Book Organization

This book elaborates on e-marketing planning and marketing mix topics from a strategic per-
spective. Part I begins with setting the context for marketing planning. Part ]| discusses technolo-
gy, legal, and ethical environments. Part [l begins the e-marketing strategy discussion in depth,
and Part [V continues with marketing mix and customer relationship management strategy and im-
plementation issues. Finally, Part V is devoted to the global perspective; however, global issues
are mentioned throughout the book. The following table displays the book’s organization, and the
next paragraphs provide learning objectives for each chapter.

Part I : E-Marketing Part I : E-Marketing Part [l : E-Marketing
in Context Environment Strategy

6. Marketing Knowledge

7. Consumer Behavior

4. Leveraging Technology 8. Targeting Market Segments
5. Ethical and Legal Issues and Communities

9. Differentiation and Positio-

1. The Big Picture
2. Strategic E-Marketing
3. The E-Marketing Plan

ning

Part IV: E-Marketing Manage-

Part V . Global Perspective
ment

10. Product

11. Price

12. Distribution

13. The Internet for
E-Marketing Communication
14. Customer Relationship
Management

15. E-Marketing in Emerging E-
conomies

16. Country Profiles from the
Six Continents
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Part [ : E-Marketing in Context

Chapter 1: The Big Picture

The key objective of this chapter is to develop an understanding of the background, current
state, and future potential of e-marketing. You will learn how e-marketing both influences and is in-
fluenced by legal, technological, and market-related factors.

Chapter 2: Strategic E-Marketing

The main goal of this chapter is to understand strategic planning and the way companies seek to
achieve their objectives through strategies involving e-business and e-marketing. You will become fa-
miliar with common e-business models implemented at different organizational levels and with the
application of metrics to monitor progress toward objectives.

Chapter 3. The E-Marketing Plan

This chapter explains the importance of creating an e-marketing plan and presents the six steps
in the e-marketing planning process. You will see how marketers incorporate information technol-
olgy in plans for effectively and efficiently achieving e-business objectives such as increasing reve-

nues and slashing costs.
Part ]l : E-Marketing Environment

Chapter 4. Leveraging Technology
The key objective of this chapter is to develop a basic understanding of the current and emer-

ging technologies that facilitate e-marketing planning and implementation. You will explore product,
pricing, distribution, and promotion technologies and learn how e-marketers are using technology

for relationship marketing.

Chapter 5: Ethical and Legal Issues
In this chapter we explore the ethical and legal issues that e-businesses face in marketing on-

line. You will learn about the current and emerging issues that have caused concern among a variety

of stakeholders, including e-businesses and consumers.

Part [l : E-Marketing Strategy

Chapter 6. Marketing Knowledge

Chapter 6 develops an understanding of why and how e-marketers turn marketing research into
marketing knowledge. You will learn about the three categories of Internet data sources, consider
the ethics of online research, look at key database analysis techniques, and explore the use of

knowledge management metrics.

Chapter 7; Consumer Behavior
The primary objective of this chapter is to develop a general understanding of the online con-

sumer population. You will learn why billions of consumers do not use the Internet and explore the
context in which online consumer behavior occurs, the characteristics and resources of online con-

sumers, and the outcomes of the online exchange process.

Chapter 8: Targeting Market Segments and Communities
In this chapter we examine the various bases for market segmentation, the classifications and

characteristics of market segments and communities, and the main coverage strategies for targeting
selected segments. You will also gain a better understanding of the size and growth of various impor-



tant market segments and communities on the Internet.

Chapter 9. Differentiation and Positioning

Chapter 9 provides an overview of how and why e-marketers use differentiation and positio-
ning. You will learn about the differentiation strategies used by online businesses and the bases for
positioning or repositioning companies, products, and brands on the Internet.

Part [V: E-Marketing Management

Chapter 10;: Product

In Chapter 10 we analyze the development of consumer and business products that copitalize on
the Internet’s properties and technology by delivering online benefits through attributes, branding,
support services, and labeling. You will become familiar with the challenges and opportunities of
e-marketing enhanced product development, Internet product classifications, and new-product

trends.

Chapter 11; Price

The primary goal of this chapter is to examine how Internet technology is influencing pricing
strategies. You will gain an understanding of both the buyer’s and the seller’s perspectives of pricing
online, consider whether the Net is an efficient market, and learn about fixed pricing as well as the

return to dynamic pricing.

Chapter 12; The Internet for Distribution
This chapter develops an understanding of the Internet as a distribution channel, identifies on-

line channel members, and analyzes the functions they perform in the channel. You will learn how
the Internet presents opportunities to alter channel length, restructure channel intermediaries, im-
prove the performance of channel functions, streamline channel management, and measure channel

performance.

Chapter 13; E-Marketing Communication

The primary goal of this chapter is to understand the Internet as a tool for efficiently and effec-
tively exchanging marketing communication messages between marketers and their audiences. You
will learn how each marketing communication tool can carry messages over the Internet and how
marketers buy and use promotional space on the Net as a communication medium.

Chapter 14: Customer Relationship Management
The main objective of this chapter is to provide an overview of the purpose and process of build-

ing a company’s relationship capital through customer relationship management (CRM) . You will
learn about CRM’s benefits, its three facets, and the seven building blocks needed for effective and
efficient emarketing CRM.

Part V ;. Global Perspective

Chapter 15;: E-Marketing in Emerging Economies

Chapter 15 examines the unique challenges and opportunities facing e-marketers that target or
operate within countries with emerging economies. You will learn how consumer behavior and atti-
tudes, payment methods, technological issues, and both economic and technological disparities
within nations can influence e-marketing in less developed countries.

Chapter 16. Country Profiles from the Six Continents
Finally, Chapter 16 helps you to gain an understanding of the main country-by-country differ-



