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Writing a book on e-marketing is a challenging process of second guessing the future,
monitoring the past and hoping the present will hold still long enough to stop the
sentence you're writing about the Apple iPad from becoming obsolete.

For the most part, we've spent the duration of the project trying out new content,
new frameworks and a host of new websites to the point that if you've got the same
name as one of the authors, you're not going to have any social media sites left that
will accept it as a valid username (which we discovered when one author’s namesake
friended them on Facebook and permanently confused everyone).

In order to put the book together, we made a few decisions at the outset. First, we’'d
name brand names so people knew what sort of websites, hardware and technologies
matched the generic home-brand marketing theories. Secondly, that merely naming a
brand wasn’t going to be an endorsement any more than naming the Ansoff matrix
was grounds to automatically assume a business growth strategy. Thirdly, that this was
e-marketing, so we'd bet on the marketing theory ahead of the technology since market-
ing’s older, more robust and runs in online, offline, mobile and in-flight mode. Finally,
we also decided to go for the first person marketer approach of using less third per-
son (apart from the odd cut scene) and more author integration. The only rule we had
was to keep the authors anonymous (so you can’t say for sure which one of them has
the contemporary games habit, and which one believes gaming perfection was reached
with Tetris).
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I Design decisions )

Writing a print book about e-marketing is like using time-lapse photography as a naviga-
tion tool. The past looks pretty and it’s a good field guide to what’s been there previously
in the same area. However, as with something as unstable as the Internet, there’s room
for change, upgrade and new concepts. That said, the last time the authors wrote an
offline marketing book, the AMA definition of marketing changed in the same year the
book was published (and that was offline marketing).

We’re used to change being a constant and have factored that into the book’s frame-
works — including putting in some technology predictions that might come to pass
if marketing students were to invest their time, effort and energy into developing and
using these new areas (hint, hint). At the same time, we’re also keenly aware that change
doesn’t negate history, and the cyclical nature of human endeavour is one of action
and reaction. Build a distributed network and someone will compete with a central-
ized structure that in turn will find a distributed network showing up a while later
for a rematch.

There’s a deliberate strategy behind our selective mixture of antique theory and
cutting-edge content. Back in the early days of the Internet there was a propen-
sity for self-proclaimed and actual experts to declare all of the old rules of business
dead and that the Internet changed everything so fundamentally that new rules
were needed. This turned out to be wrong, and the old rules of profit, loss, rev-
enue and consumer satisfaction still applied (along with the rest of the notes). Fast
forward to a new decade, social media and a new batch of proclamations about
the old rules being dead, and we're suffering a serious case of deja Google. So we
elected to run with the rules, models and frameworks from the 1990s to showcase
the idea that fundamental principles of marketing outlive software, hardware and self-
proclaimed experts. We may not be using dial-up modems (just the mobile wireless
laptops and smart phones), hopping onto the Internet to check mail on CompuServe
and AOL (Google and Yahoo!) or talking to our friends in IRC (Twitter) or USENET
groups (Facebook groups) but we are still using the new technology for same old
communications outcomes.

P Learning from history

xvi

By far and away the most surprising reaction to the Internet has been the opportu-
nity to abandon the social constraints imposed by the Industrial Revolution. Prior to
industrialism (the manufactured goods superhighway), cottage industries dominated
the production landscape as small producers serviced local and niche markets. With
the development of factory systems and the high demand for manual labour, society
recalibrated to cluster workers around their employment sources (factories) in order
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to expedite the production processes by getting employees to work as fast as possible.
Cities, suburbs and whole towns were based around geographies that suited the physical
locations of factories, shipyards and other industrial activities.

As the Internet has gradually moved information production into the forefront of
contemporary employment, a ‘revolution’ has taken place. Separation of employees
from the production location is touted as new and revolutionary despite having been
the dominant industrial model several centuries prior to the Internet. The development
of temporary businesses, loose coalitions of individuals who cluster together for the
duration of a project then spread out into their next projects, sounds just like the sort
of thing the Internet was designed to support. Said model of ‘temporary companies’ is
the operational model of Hollywood and the film industries, where the break up of the
big studios was driven by the ‘Company of Strangers” model, some fifty years prior to
the Internet being little more than a back-of-a-napkin idea.

The lesson for the Internet is to accept that the use or development of a new technol-
ogy does not negate the lessons of history. Anyone sold on the idea of the Internet as
a ‘revolution’ should be reminded (with varying degrees of force) that revolution does
mean 360° rotation and going around in circles as much as it means the overthrow of
established order.

Plus ¢a change, plus c’est la méme chose.

I Notes for the readers

There are a couple of points we’d like to highlight about the book.

Cross-linked content

The chapters are sufficiently cross-wired that you'll probably try to click the (chapter)
references out of habit. As soon as we’re doing this in an e-book, that’ll work. For now,
we’ve heavily cross-linked and cross-referenced the content so you know where it first
appeared and when it’s next likely to appear. When you reach the far end of the book,
the cross-referencing increases dramatically as we're drawing together a whole book’s
worth of the content to showcase how to use the concepts, theory and notes in more
practical examples.

It’s a trap

There’s one thing we should warn you about this book - it’s loaded with links to highly
interesting places that will capture your attention. If you're easily distracted, buy a
kitchen timer and ration your online research time into short units. That said, we’d
also like to point out that we had to field test our research in Facebook games, which
meant playing around in addictive Flash gaming as a form of work. It's the only time
procrastinating about our homework resulted in a book chapter being written.

xvii
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Cats

The Internet is powered by cats. We don’t know why, but if you're a dog person (or
chicken person), then it might be a bit annoying to constantly have cat references lit-
tered throughout the online world. You’d have our sympathy, but we're cat people, and
the plethora of captioned cat photos is quite relevant to our interests.

OH, Hi; IT™M HERE
FROM THE INTERNET.

\ WHAT ARE YOU DOINGI?

GLUING CAPTIONS
TO YOUR (CATS.

I
@ﬁ“’%ﬁi%

Oh my god, it’s full of cats
Source: http://xkcd.com/262

e-introduction (aka Chapter 0, the Web chapter)

The dead tree edition of the book comes with an online chapter that is variously known
as Chapter O (since it’s the precursor to Chapter 1), e-introduction or ‘that web chapter’.
The chapter covers the sign up and registration details for a range of e-marketing
activities, and since the Internet is considerably volatile we figured a chapter full of
screenshots, URLs and recommended web companies being printed out was just asking
for trouble. The chapter will probably go through a few revisions over the lifespan of
the printed book since web pages change, companies, brands and products come and
go, and all the screenshots will fall victim to the passage of time and web design fash-
ions. The e-introduction is available on the Companion Website: www.palgrave.com/
business/dann.
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