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13-1 Chapter Overview
Source: Flamingo Images/Shutterstock

Although marketing has been around for
several decades, digital marketing is a more
recent phenomenon. The Internet is essential
for both consumers and businesses. Having
a web presence has become critical, and
understanding how to maximize the marketing
thrust of a website, Internet marketing and
social media is even more important.
In Section 13-2, the makeup of Internet
users is presented. Section 13-3 discusses the
benefits of digital marketing and functions that
are possible with digital marketing. Firms can do more than sell merchandise
over the Internet. They can use it for a host of functions that can benefit
consumers, other businesses, and even the firm’s own employees. Section
13-4 is a presentation of e-commerce and how it impacts buyer behaviors
today. Section 13-5 discusses various digital marketing strategies that firms
can use. Because of the rapid rise of smartphones, mobile marketing has
become increasingly important in the development of digital strategies.
In preparing digital content and advertising, firms have to think about
the various platforms consumers utilize. The last section of the chapter
(Section 13-6) addresses ways firms can utilize social media to engage
with consumers.

13-2 Internet Users
Not since the invention of the automobile or computer has any single invention so radically transformed life and changed the way of doing business as has the development of the Internet. Approximately 4.65 billion
people around the globe are using the Internet, with over 349 million of
those in North America. Figure 13-1 provides penetration statistics for
the major regions of the world. North America has the highest penetration rate, at 94.6 percent, followed by Europe at 87.2 percent. Globally,
almost 60% of the world’s population use the Internet in some manner.
Worldwide, more than 50% of all internet users access it through their
mobile decides, and it is predicted that, by 2025, three quarters of world
users will do so. Users use phones to access almost 70% of all media, and
mobile ad spend has surpassed 250 billion.1

13-3 Digital Marketing
The Internet has transformed the way businesses now operate. At the beginning, many businesses jumped onto the Internet and built websites because
it was the thing to do. They were not sure how their site would be used or
who would use their site. But as Internet usage has continued to increase
dramatically, companies have come to realize that the Internet can provide
substantial benefits to both customers and the selling firm. Using this information, companies began developing the field of digital marketing.
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FIGURE 13-1 Global Internet Penetration by Continent
Source: https://www.internetworldstats.com/stats.htm, accessed May 21, 2020

FIGURE 13-2 Company Benefits of Using the Internet for Marketing

The Internet provides numerous benefits for companies, which are
highlighted in Figure 13-2. The most obvious use of the Internet is for
sales. Websites help with the purchase decision, and process the payment:
when you buy baseball tickets, you go to the website, see what seating
is available and corresponding prices, and then purchase the tickets that
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best fit with one’s interest and budget. If you are not familiar with the
baseball park, you can check it out online.
According to the U.S. Department of Commerce, in 2019, U.S. online
retail sales of physical goods amounted to 365.2 billion US dollars and
are projected to reach close to 600 billion US dollars in 2024. Apparel
and accessories retail e-commerce in the U.S. is projected to generate
194.4 billion U.S. dollars in revenue by 2024.2
The Internet allows for a dynamic, interactive communication environment, especially through the various social media. Advertising, consumer
promotions, trade promotions, and other integrated marketing communications (IMC) efforts are all static and directed toward consumers or
other businesses. Only salespeople and the Internet can be interactive.
Attractive graphics and menus guide individuals through a website to the
information they want. Yet it can be done at the visitor’s own pace. Visitors
can skim some sections and read others. They can even bookmark the site
or places in the site for future reference (see Figure 13-3). To encourage
engagement with the brand, social media and other interactive marketing
techniques can be used. The Internet provides a multimedia environment.
Sound, pictures, and videos can provide information or entertain. A live
cam shot can be used for sites such as a college or resort to show a visitor
what the actual campus or facility looks like. At a resort website, a multimedia presentation could show different areas of the resort: the nightclub,
restaurants, pool, beach, and any other amenities. A benefit of the Internet
is that consumers (or businesses) can examine what they want to see, at the
pace they want to see it, and as often as they want. After the COVID-19

FIGURE 13-3 The Internet Allows Users to Read News Headlines, Search for Stories, and
Watch Videos
Source: Anton Garin/Shutterstock
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pandemic onset, culture moved online to offer customers experiences at their fingertips without having
to be physically there. One could live-stream opera
singer Andrea Bocelli at the Duomo Cathedral in Milan in an audience-free concert, follow a curator-led
tour of a Warhol exhibition at the Tate, or view online
exhibits of more than 42,000 works at the National
Gallery of Art in Washington, D.C.3
Similarly, with medical offices closed and consumers unwilling to go to doctors’ offices, worried that
they might catch the virus, telemedicine took off, used
not just for urgent care, but also for mental health,
dermatology, and other specialties. Clearly, there is a
great advantage that the Internet provides: flexibility.
Content can be changed quickly, often within minutes or hours. New messages can be put up instantaneously. During and after a major snowstorm or
hurricane, companies can provide assistance to those impacted. The flexibility means that the Internet can virtually operate in real time. Ads can be
placed on the Internet as soon as they are completed, not months later, as
would be the case with a magazine. A new product can be highlighted as
soon as it becomes available and not have to wait until it passes through the
channel and is stocked on store shelves.
The Internet provides an excellent medium to communicate with existing and prospective customers and to provide information to various constituencies. Customers can be provided passwords that will allow them to
access website components not available to others. Blogs and newsletters
can be used to encourage brand involvement. Brands can engage consumers in dialogue and build stronger loyalty through social media. Apple
and Harley-Davidson have built strong brand communities through social
media and the Internet.
A major advantage of the Internet deals with cost efficiencies. Most manufacturers spend approximately 20 to 30 percent of the final product cost on
sales, marketing, and distribution. What makes the potential of the Internet so
exciting is that these companies can use their website to sell directly to customers, potentially reducing these costs by 10 percent or more. The Internet
offers cost advantages to bricks-and-mortar retailers as well: when products
are shipped directly to customers instead of the store, the retailer saves the
costly steps of packing and shipping products to
the store, unpacking, and placing the product on
the shelves.
An additional benefit of the Internet is also
controversial: because of Internet technology,
firms can gather information about individuals or
businesses that visit the site with or without their
knowledge. If used ethically, this information can
help a firm better target its products to meet the
needs of each person who accesses the website.
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This information can be added to the firm’s database to build a more robust
profile of its customers. For example, an individual who accesses the baseball equipment component of a sporting goods e-commerce site can be provided with a coupon or premium to encourage a purchase. If the individual
accesses the same site on several occasions, the company can safely assume
that the customer has a high level of interest in baseball and its products.

13-4 E-Commerce
E-commerce The selling of
goods and services over the
Internet.

Clicks-only firms

Organizations that sell only
over the Internet.

Bricks-and-clicks Firms

that operate both a
bricks-and-mortar facility
and an Internet e-commerce
site.

A major use of the Internet is e-commerce, the selling of goods and services over the Internet. Retailing can be performed in three ways, illustrated in Figure 13-4. The first method is with bricks-and-mortar stores
that do not have any presence on the Internet, in terms of e-commerce.
These tend to be small stores with regional markets and products that
do not lend themselves well to the Internet. In developed countries,
bricks-and-mortar firms are a minority and are becoming an even smaller
percentage of the total firms every year. However, in lower-income countries, this form of commerce is still the standard mode of operation.
In the 1990s, there was a burst of online companies, or clicks-only
firms, selling only on the Internet. Although they may have an office,
they do not have a store that a customer can go to. Shipments are made directly to customer from the manufacturer or distributor. These firms may
not even own an inventory but ship directly from producers to customers.
Realizing the impact of the Internet and understanding that it is here
to stay, bricks-and-mortar retailers began adopting e-commerce websites.
These firms, operating both a bricks-and-mortar store and an Internet
e-commerce site, are known as bricks-and-clicks. These firms find that
e-commerce can provide customers with a different channel of making
purchases and that it can be a valuable tool for providing information
about the stores’ products. Retailers realize that the Internet is essential
in building brand loyalty and increased sales.

Bricks-and-Mortar firms: These
organizations operate only with
traditional physical facilities and do
not yet have a web presence. Given
the popularity of the Internet, such
companies now tend to be few.

Bricks-and-Clicks firms: These Clicks-Only firms: These organizations
organizations recognize the benefits
operate only on the web and do not
of combining traditional physical
have traditional physical facilities. This
facilities with a web presence.
has been a popular format for startup
Virtually every major firm fits into
firms over the last decade.
this category.

FIGURE 13-4 The Three Forms of Retailing
Sources: Rawpixel.com/Shutterstock (left); Goran Bogicevic/Shutterstock (middle);
Primakov/Shutterstock (right)
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Rank

Product Category

Online Sales (billions)

1

Computer & Consumer Electronics

$156.50

2

Apparel & Accessories

$135.49

3

Furniture & Home Furnishings

4

Health & Personal Care

5

Auto & Parts

$51.54

6

Toys & Hobby

$51.23

7

Books, Music, & Video

8

Food & Beverage

$78.31
$72.1

$42.3
$41.52

FIGURE 13-5 U.S. Online Retail Sales by Product Category
Source: https://content-na1.emarketer.com/us-ecommerce-2020

The growth of global Internet retail commerce is impressive. In the
United States alone, online sales are expected to reach $859 billion in
2020. The top online sales category is computers, electronics, and appliances, at $156.5 billion, followed by apparel and accessories, at $135.49.4
See Figure 13-5 for a more in-depth breakdown of U.S. Internet retail
sales by product categories.
An e-commerce site has three primary components: a catalog, a shopping cart, and a payment system. Bricks-and-clicks operations must have
a fourth component: a location finder. The catalog can be just a few items
displayed on the main screen, or it can be a complex presentation of thousands of products embedded within multiple links and pages. The type of
catalog used is determined by how many products the firm sells and the
objective of the website. Each site must have some type of shopping cart
to assist consumers as they select products. The shopping cart can range
from just clicking a circle for an item when only a few products are offered to a more complicated shopping cart that keeps records of multiple
purchases and previous purchases. Each site must establish some way for
customers to make payments for the items they purchase. For consumers, this is often a credit card system or one of the Internet services such
as PayPal. For business-to-business operations, payments are normally
made through a voucher system. In other situations, a bill is generated or
a computerized billing system is used so that the invoice goes directly to
the buyer. In more trusting relationships, the invoice is added to the customer’s records without a physical bill ever being mailed.
For bricks-and-clicks operations, buyers need some way of finding the
nearest location if the merchandise is not being shipped directly to them.
A consumer may examine clothes on the Internet but want to go to the
retail outlet, where he or she can try on the clothes and then make the
purchase. Businesses that offer merchandise in brick-and-mortar locations normally have some type of store locator software that will tell the
consumer or business the closest location by typing in the ZIP code.
Chapter 13 Digital and Social Media Marketing
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Although online purchases are growing rapidly, some consumers are
still debating whether or not to make online purchases for two reasons:
security issues and purchase behavior habits. Many consumers are afraid
to use credit cards because of the fear that their credit card number will
be stolen. Others are concerned about fraud and dishonest e-commerce
websites that will take their money and never ship the merchandise or ship
poor-quality merchandise. In terms of purchasing habits, some consumers feel more comfortable purchasing products from retail outlets because
that is the way they have always shopped. However, with the COVID-19
pandemic, consumers were forced to overcome their fears and purchase
their necessities online. Retailers have been forthcoming, reducing their
fears by offering guarantees, and by offering technology to virtually try
on clothes or to match make-up color to skin tone. As with any new technology, changing habits will require time and the right kinds of incentives.
Before examining digital e-commerce marketing strategies, it is helpful
to review why anyone would shop online in the first place. Figure 13-6
provides a list of the most common reasons. At the top of the list for both
consumers and businesses is convenience. Instead of making a trip to a
bricks-and-mortar location, a consumer or a business can place the order
while remaining at home or at his or her place of business. More important, the order can be placed at any time, day or night. Seeking information about various products can be quicker and easier on the Internet than
using Consumer Reports, talking to salespeople, or calling the manufacturer or a retailer. For businesses, ordering merchandise, supplies, and
materials over the Internet can save purchasing agents considerable time.
In addition to ordering, businesses can check on the status of their orders,
shipment information, and even billing data.

FIGURE 13-6 Reasons Consumers and Businesses Shop Online
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In most cases, doing so online is considerably quicker than making a
telephone call. In this fast-paced world, convenience is a highly attractive
incentive for consumers and businesses to shop online.

As society has shifted from desktop computers to laptops, tablets and mobile phones,
marketers need to adapt to these multi-screen
formats. Advances in technology create new
digital marketing opportunities along with
the need to develop campaigns that can be
viewed from any type of screen. Figure 13-7
identifies the primary digital marketing strategies that can be used.
Most Americans (96%) own a cellphone
and 81% own a smartphone, up from just 35% in 2011.5 Mobile phones
link individuals to their social networks, allowing them to post comments,
photos, and videos and read the thoughts of others. People can check in,
tweet, and update their status anytime, anywhere, download deals, look
up reviews, check prices, and share information. They can check store
hours, get directions to the business, compare prices, and shop. These
activities can take place anywhere, even at the retailer’s store.
The term mobile marketing refers to the development and application
of marketing strategies for smartphones. Five to ten years ago, mobile
marketing strategies were different from digital marketing strategies, with
the latter referring to marketing applications geared to desktop and laptop
computers. Now, companies realize these cannot be two separate strategies. Thus, the term digital marketing strategies refers to all marketing

Source: fizkes/Shutterstock

13-5 Digital Marketing
Strategies

Mobile marketing Refers
to the development and
application of marketing
strategies for smartphones.

Digital marketing strategies
Refers to all marketing
strategies regardless of
the device a consumer (or
business) uses: desktop,
laptop, tablet, or mobile
phone.

FIGURE 13-7 Digital Marketing Strategies
Source: Dragon Images/Shutterstock
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Source: XanderSt/Shutterstock

strategies regardless of the device a consumer (or business) uses: desktop, laptop, tablet, or mobile phone.

13-5a Geo-Marketing

Geo-targeting A mobile

marketing tactic that
reaches customers where
they are located based on
their mobile device.

Mobile phones enable marketers to create advertising
campaigns based on a person’s geographic location.
Geo-targeting involves reaching customers where
they are located by contacting their mobile communication devices. For instance, by downloading
an app, a fastfood restaurant can identify a person’s
location, show him how far he is from the nearest
outlet, and then provide walking or driving directions to that unit. Many
smartphone owners have check-in services at Foursquare, Gowalla, Facebook Places, and Twitter geolocation. Starbuck’s, McDonald’s, Chipotle,
Burger King, and others provide restaurant check-ins. When someone
checks in, software instantly sends a special promotion and information
about the nearest locations. Marketing experts believe this location-based
marketing approach will continue to grow. Businesses harness the ability
to drive consumers to retail outlets near where they are located, which
can be an effective method of engaging consumers with a brand on a
one-to-one basis.
Walmart uses geo-targeting: it has a Store Mode that, once an individual is identified as being within a store proximity, it delivers coupons.
With one in five Walmart online purchases picked up in store, this system
persuades consumers to spend more inside the store.6
Creating successful geo-targeting campaigns requires two actions.
First, consumers should be in control of the engagement. They opt-in
for the app. Second, the brand should provide a discount or something
of value to consumers. Campaigns that follow these principles routinely
yield engagement and performance measures that are higher than other
forms of digital advertising.

13-5b Content Marketing

Content marketing Also
known as branded content,
content that is authentic and
useful for businesses and/or
consumers.
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If you have ever Googled a question on financial investments, you have
certainly encountered Investopedia. Their content strategy is persuasive
and many consumers find it useful–it brings over 33 million visitors per
month. They explain complex issues clearly, with real-world examples
in plain English. You want to find out about capital gains taxes or investment trends? They are your go-to information source.7 Once you are at
their website, they can help you build your portfolio, or you hire them to
do your financial planning. This approach is called content marketing.
Content marketing, or branded content, consists of providing useful information and product-use solutions to potential customers. Content marketing is not self-promotion or advertising to generate sales. It focuses
on developing content that is authentic and of interest to consumers or
businesses.
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Source: Sharaf Maksumov/Shutterstock

To succeed, the information provided in content marketing must be relevant and answer problems faced by customers or in some way improve
their lives. The goal is to produce information or solutions that visitors to
the site want to share with others. Integrating content with the search and
social strategies creates synergy. Using key search words in the content
and providing content consumers consider to be valuable enhances the
chance that a visitor seeking a solution to a problem will share the content
with friends through social media. Content should be updated regularly
and marketers should avoid the temptation to drift into self-promotion
and sales talk over time. Staying true to the mission of the branded content, providing information and solutions is vital.
An alternative to branded content is sponsored content, whereby a Sponsored content A brand
brand sponsors the content of a blogger or related website. Scrolling down sponsors the content of a
your Facebook, Instagram, or Twitter feed, you may see sponsored content blogger or related website.
from Samsung advertising the new Galaxy, with loud music and striking
graphics. The ad fully matches your feed, it doesn’t interrupt your scrolling and site experience, as it is blended in with the rest of the content.

13-5c Blogs and Newsletters
Blogs are online musings that cover a wide range of topics. Some are in- Blogs Online musings that
teractive and permit visitors to post comments; others do not. Setting up cover a wide range of topics.
company-sponsored blogs can emulate word-of-mouth communication
Chapter 13 Digital and Social Media Marketing
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and engage customers with a brand. Fashion retailers entice customers to
visit the company’s blog to enjoy postings on new styles, upcoming designers, and fashion faux pas. In the past, customers may have relied on magazines for fashion information. Now, company blogs allow them to obtain
information faster, and, more important, interactively. This helps brands
engage with customers and establishes a two-way communication channel.
In developing a blog, analysts stress the importance of identifying a
specific reason for the blog before launching. It may be to make the company more open to its customers, to humanize the company so customers
feel the firm cares. When P&G launched its multi-million dollar campaign, “The Choice,” to address racism in America, it launched a blog
to coordinate with its ad, which first aired on Oprah Winfrey’s town hall
on race in the United States. The ad and the blog implore white America
to step up to stamp out racism. The blog is educational, urging people to
invest time to learn and understand the historical and present-day experiences of Black people in America, persuading readers to ensure that their
media and entertainment include diverse voices, to contribute to efforts
that advance equity and equality, and to take action as an ally, advocate,
activist, and an anti-racist.8
Companies have to decide how they will handle negative comments.
Most companies have a mechanism for approving comments before they
are posted. This policy is to ensure nothing offensive is posted. It should
not be to eliminate negative thoughts. Allowing negative comments to
be posted shows a company is open and willing to accept feedback, both
good and bad. It is important to respond to these negative comments in
an honest, straightforward, and polite manner. Customers will respond to
brands that are transparent.
Rather than a blog, some companies prefer to offer customers a newsletter. The UrbanDaddy (urbandaddy.com) website emails newsletters
to its customers in large metropolitan areas covering news pertaining to
nightlife, food, dining, lifestyle, and entertainment. The company is supported by advertising revenue and e-commerce. It organizes free sponsored events for subscribers.9
Both blogs and newsletters should follow the same principles outlined
as those pertaining to content marketing. Information should be useful
and provide solutions to problems customers face. It should be authentic
and offer something individuals want to share. It
should be integrated with the brand’s web content,
search strategy, and social media outreach (see
Figure 13-14 on page 402).

13-5d Email Marketing
Email can be an important part of a company’s digital marketing strategy. To be successful, companies
need to integrate the email marketing program with
other marketing programs. It cannot simply be a
program where mass emails are sent to individuals
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on a list. Most people resent spam, and response rates are extremely low,
in addition to damaging the brand’s reputation.
Response rates increase when an email message resembles the information on the company’s website and coincides with its IMC program. Web analytics can be used to develop email campaigns that offer
the greatest chance of response. Emails can be based on the browsing
history of an individual on a particular website. Analytics can identify
those who made past purchases or items placed in the wish list but never
purchased.
Email campaigns may be directed at consumers who abandon shopping carts without making purchases. Overstock, an Internet retailer, routinely emails a 12 to 15% discount coupon to those with an account when
they abandon their shopping cart. Web analytics can easily identify the
individuals who abandon a shopping basket. Sending an email to these
individuals offering free shipping, a discount if they complete the order,
or a simple reminder that they have items in their shopping basket can
lead to higher sales. Converting these individuals to customers is much
easier and more lucrative than sending mass emails.
In Figure 13-8, Holly Betts, an email expert with Marketing Zen, offers a number of suggestions for developing successful email campaigns.
It starts with individuals opting-in to the email program. She emphasizes
being upfront and honest with subscribers. Companies should tell recipients what they can expect, when they can expect it, and then deliver on
those promises. As with branded content, emails should offer subscribers
something useful that meets their needs or interests.
Marketing professionals should be sure all emails come from the same
source so that subscribers instantly recognize the source and know it is an
email they gave permission to receive. Emails should be short, neat, and
eye-catching. The message can include links to all of the brand’s social
media outlets so recipients can increase their engagement with the brand

FIGURE 13-8 Tactics for a Successful Email Campaign
Source: Interview with Holly Betts, Marketing Zen, February 14, 2014
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if they desire. Companies should test every email campaign and keep
records of what worked and what did not. These records make it possible
to build a file of best practices based on results.

13-5e Digital Advertising
Digital, or online, advertising presents a highly effective method for
reaching today’s consumers, especially the younger, affluent, and
Internet-savvy market. Budgets for digital advertising have steadily increased and are now greater than television advertising. Part of the growth
has been fueled by multiscreen advertising, which involves media buys
across the various platforms such as the web, mobile, and tablets.
Digital advertising is projected to generate $228 billion in 2024 in advertising revenues. The high growth rate in digital advertising has only
been derailed once, at the beginning of the COVID-19 pandemic.10 See
Figure 13-9.
Currently, banner ads can be embedded with videos, widget applications, or targeted display ads to increase the chances viewers will see
and click the icon. The newest online technology, which has been taken
from paid search auction systems, allows advertisers to display a banner
ad only to individuals the company chooses. The system is built on a
vast warehouse of user Internet data and automated auction advertising
exchanges. Advertisers develop messages for specific audiences and set
the price they are willing to pay to reach that audience with the banner ad.
When a consumer, such as a 22-year-old female, accesses a particular
website with the paid search auction technology, in a microsecond the software searches the auction exchange for advertisers matching the profile

$228.65
$215.25
$225.66

$198.34
$208.33

$177.64
$187.89

$154.58
$163.10

$132.46
$132.46

2019

$134.66

2020

March 2020 forecast

2021

2022

2023

2024

June 2020 forecast

FIGURE 13-9 Digital Ad Spending Forecast (in US$ Billion) Before
and After the Onset of COVID-19
Source: e-marketer, “US Digital Spending Update, Q2 2020,”
emarketer.com
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of the individual who logged onto the page and posts the ad on their page.
The ad could be for clothing, furniture, or an automobile. If a male with
an interest in automobiles logs on, an advertisement for new automobile
models may appear. Using a banner exchange program is a free way to
get other sites to post your banner ads. However, you give up control over
where your ads are posted and what ads are posted on your site.11

13-5f Search Engine Optimization
The largest category of online expenditures is for spots on search engines. This makes sense: 93% of online experiences start with a search
engine–Google holds 90.1% of total search engine market share. Most
B2B marketers (57%) believe that SEO generates more leads than any
marketing initiative. On the consumer side, 81% perform some type of
online search before making a large purchase.12 Therefore, making sure
that a company’s name or brand becomes one of the first ones listed when
a person performs a search will be a key marketing goal. SEO, or search
engine optimization, is the process of increasing the probability of a
particular company’s website emerging from a search.
Optimization can be achieved in one of three ways (see Figure 13-10).
First, a paid text search insertion comes up when certain products or information are sought. The placement of the ad on a search page depends
on the price the company pays, the algorithm a search engine uses to
determine the advertisement’s relevance to a particular search word or
phrase, and the bid auction process. The FTC (Federal Trade Commission) now requires that these paid text ads have an “Ad” icon at the beginning of the search result.
Second, a company can increase identification through the natural or
organic emergence of the site. This method involves developing efficient
and effective organic results that arise from a natural search process.
Each search engine uses a slightly different set of algorithms to identify

Search engine optimization
(SEO) The process of

increasing the probability
of a particular company’s
website emerging from a
search.

FIGURE 13-10 Forms of Search Engine Optimization
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key phrases that match what was typed into the search box. To be listed
first in an organic search requires time and effort. Normally, a new website will probably not emerge at the top of the search results. It takes time
for the search engine to locate the site.
Studies suggest that the impact of organic listings can be impressive,
since 70-80% of people ignore paid search results, choosing instead to
click only on organic search results. In addition, 75% never scroll past the
first page of search engines.13
The third optimization method, paid display ads, are small ads with images located at the top or right of the search results. These search display
ads have a strong positive impact on brand awareness, perception, and
purchase intentions, even when consumers do not click the paid search
ad. The same rules that apply to the search text ads apply to these ads.
Companies spend large amounts on search engine optimization, but
they must remember that it is a long-term investment, as effects do not
occur quickly. Getting into the top 10 listings of a search can take months
or years. It requires optimizing content, programming, credibility, and
relevancy that will be picked up by search engines.

13-5g Behavioral Targeting
Rather than place ads on random websites, companies can target individuals most likely to purchase their products. Behavioral targeting utilizes
utilization of web data to
web data to identify these individuals. Behavioral targeting can occur in
target individuals.
three different ways, as shown in Figure 13-11.
The most common form of behavioral targeting involves tracking a
person’s movements on the Internet. A cookie is placed on the individual’s computer that records data points as she goes from site to site. It
records the types of sites visited, the information read, the searches that
have been conducted, and products that were purchased. Based on this
information, ads will be placed on websites that match this browsing history. If an individual has visited a number of websites about cooking, the
individual will see an advertisement for food and
cooking-related products. A coupon or other form
of incentive can be placed on the ad to encourage
the person to click on it.
The second form of behavioral targeting examines an individual’s search behavior. It identifies keywords that are typed into search engines
and the content that is read based on the keyword
searches. If an individual has used a search engine to locate articles and information about
new trucks, then he may see an advertisement by
Ford or another truck brand. These ads will usually appear on the search engine being used. For
example, if you are using Google (Figure 13-12)
to search for a midsized SUV, you might see an ad
FIGURE 13-11 Behavioral Targeting Methods for Kia Telluride or other SUV brands.
Behavioral targeting The
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FIGURE 13-12 When consumers google keywords such as “Midsize SUVs,” they may
see advertisements for Kia Telluride or other SUV brands.
Source: Jeramey Lende/Shutterstock

The final form of behavioral targeting is based on past visitors. Amazon
uses this form of behavioral targeting to suggest merchandise that may
interest a person shopping on the company’s website. This form of behavioral marketing typically is triggered when one places a product in a
shopping basket or has browsed that product category in the past. An ad
will be generated that says “inspired by your shopping trends,” or “related
to items you’ve viewed.”
Behavioral targeting takes place in micro-seconds without a person
even realizing it occurs. Algorithms can be written to trigger these ads as
the page loads. Even the brand being advertised rotates or changes based
on the bidding process brands use for display advertising. In the above
example with keyword behavioral targeting, instead of a Ford ad appearing it may be for a Chevrolet or a Toyota, depending on the result of the
bidding process that takes place.

13-6 Social Media Marketing
Social interaction remains the fundamental basis of social media. It is
one consumer talking to another, or to many others. Skilled marketers
realize the potential inherent in such exchange. The newness of this type
Chapter 13 Digital and Social Media Marketing
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of communication has meant that companies are still developing ideas
regarding the best approaches to utilize. The primary methods currently
being used are given in Figure 13-13.
Brand managers develop social media marketing campaigns for a variety of reasons. Figure 13-14 identifies some of the more common.14
Two frequently reported rationales are to stay engaged with customers
and provide a venue for interactions. Unlike any other marketing method,
social media is built on the concept of communications and interactions.
Brands have the opportunity to engage fans through the brands’ various
social media platforms. It offers an active, real-time interaction, 24/7. To
be effective, the interaction must be genuine. Both the good and bad must
be seen. Brands have to be willing to accept criticism and respond in a
humanistic and empathetic manner. It must be two way–both customers

FIGURE 13-13 Social Media Marketing Methods

Stay Engaged about Common Interests
Additional Venue for Interaction
Build Loyalty
Provide Customer Service
Provide Brand Exposure and Create
Brand Recognition
Generate Conversations Around Brand
Direct Traffic to Your Website
Promote Your Content
Increase Your Reach
Gather Audience Data

FIGURE 13-14 Reasons for Social Media Marketing
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and company personnel talking and sharing. This means brands have to
devote dollars and personnel to managing the company’s social media
efforts.
Social media can provide exposure to the brand. Effective exposure
occurs when the social media platform is more than just a sounding board
for customers. It should offer a venue for solving problems, gathering
useful information, and gaining insights. Social media can drive traffic to
a brand’s website when visitors click on a URL embedded in a social media post. Marketers utilize social media to lead people to retail locations.
In business-to-business programs, social media generates leads that the
sales staff could later pursue.
Social media can boost organic search rankings with search engines.
These increased rankings occur for two reasons. First, individuals mention
the brand name more frequently on social media networks. The search algorithms used by search engines examine numbers of mentions. Second,
if content or comments made about the brand fit the search terms, then
the quality of those interactions increases and various search engines assign greater credibility to the brand.
Social media can provide valuable information about customers and
non-customers. Most companies now engage in listening to social chatter, often called social listening. Comments may be negative or positive,
but in most cases, visitors render honest opinions. Occasionally, social
media buzz creates situations in which the marketing team should react
immediately, as in cases when discussions degenerate into derogatory arguments that might reflect negatively on the company’s brand. Disabling
comments in those situations might be sufficient.
Social listening offers an excellent source of ideas for company-produced
content. Problems consumers face, along with the information they seek,
can be presented on various social media pages. By listening, the company appears to be in tune with consumers and seen as striving to meet
consumer needs. Social listening can identify customer advocates. These
individuals demonstrate a strong commitment to the brand. They make
regular, frequent purchases. To these consumers, the brand is the best in
the world. Brand managers can recruit these individuals to be advocates.
Their recommendations can be extremely valuable in gaining new fans
and customers.
Social listening might also involve taking action by temporarily refraining to advertise on social media. Facebook has been criticized for
not doing enough to combat hate speech. Civil rights advocates called
on businesses to “hit pause on hate” and not advertise on the platform in
July, 2020. Adidas, Ben and Jerry’s, Coca-Cola, Colgate-Palmolive, Ford,
Honda, Levy’s, lululemon, and many other brands participated. The boycott has not hurt Facebook’s revenues, but it might have consequences for
its bottom line: investors started pulling out.15
Increasing sales constitute the ultimate goals of any marketing program, but should not be the primary purpose of social media marketing. If
customers view a social media outreach program as merely a masquerade

Social listening Listening

to social chatter, where
comments may be negative
or positive, but in most
cases visitors render honest
opinions.
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Source: chrisdorney/Shutterstock

for selling, they will likely be alienated. Instead,
marketers should design social media programs to
engage consumers with the brand. Increasing sales
should be viewed as a by-product of social media
marketing.

13-6a Content Seeding

Content seeding Providing

incentives for consumers to
share content about a brand.

People plant seeds into the ground believing
that they will germinate and grow into a living
plant that bears fruit, vegetables, or flowers. The
same concept applies to social media marketing.
Content seeding involves providing incentives for consumers to share
content about a brand. The incentive does not have to be financial, although financial incentives tend to be the most frequently used. An incentive can be information, uniqueness, novelty, or anything that engages
consumers with the brand and motivates them to share with others.
Marriott’s StoryBooked: Creative Travel Stories documentary series
follows artist members of their loyalty program in their journeys around
the world, and, in the process, creates much buzz. One story follows an
artist exploring his roots in Spain, another follows an artist as she immerses herself in Japanese traditions that had always inspired her. Creating content across Marriott brands has built both awareness, but also
communities engaging with the brand, as viewers keep sharing the content on social media.16

13-6b Real-time Marketing

Real-time marketing The

creation and execution of
an instantaneous marketing
message in response to or
in conjunction with a live
event.
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The idea of real-time marketing existed prior to the 2013 Super Bowl but
it was the infamous blackout during the game in the New Orleans Superdome that legitimized it as a feasible social media strategy. Oreo sent a
message via Twitter that it is okay to dunk an Oreo cookie “in the dark.”
The message was placed on an image of an Oreo cookie, set in light,
shadow and darkness. That message became a viral hit, being re-tweeted
15,000 times within the first 14 hours.
Real-time marketing is the creation and execution of an instantaneous marketing message in response to or in conjunction with a live
event. The success of Oreos led marketers for other brands to set up “war
rooms” during major live events. These war rooms contain top marketing
executives, creatives, digital technicians, and attorneys. The group seeks
to strike instantly with an approved message when an opportunity occurs.
Effective real-time marketing does not occur on the fly, without any
thought. The approach requires upfront strategic planning before assembling a war room and prior to any live event. While seeking to display human emotions and reactions to live events, those actions must be carefully
planned to ensure they resonate with consumers (or businesses) and remain consistent with the brand’s overall brand image and integrated marketing communications plan. The tone presented in a real-time marketing
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message is key: it must correlate with the tone present in other company
advertisements and other social media efforts. During these pre-planning
sessions, company leaders discuss and sometimes even prepare messages
and ads to be used for various situations that might occur during a live
event. While it may seem that the message was a quick reaction, it may
have been discussed and designed weeks earlier.
After luxury brand Baleciaga released a $2,000+ bag that was very
similar in design to IKEA’s classic blue bag, IKEA responded, much
to everyone’s amusement, with an ad that offered directions on how to
differentiate between the two bags: “how to identify the REAL IKEA
FRAKTA bag.” Their response went viral on social media platforms and
news outlets worldwide.17

13-6c Video Marketing
In 2020, the number of digital viewers in the United States was
232 million, and video penetration accounted for 83.8%—meaning that
83.8% of the population watched online video at some point.18 Marketing
professionals recognize that YouTube and other video sharing platforms
present unique opportunities and challenges for social media marketing.
Figure 13-15 highlights some of the primary tactics.
Because of the popularity of watching videos on YouTube and other
video sharing platforms, advertising on videos has grown faster than
other forms of advertising. A major reason for this growth is that consumers are more receptive to online video ads.
Ads embedded in videos can be pre-roll (before the video starts),
mid-roll (in the middle of the video content), or post-roll (at the end of the
content). Advertisements placed at the end of a video experience better
click-through rates, because individuals have finished watching the video
content. Ads at the beginning of the video result
in more impressions while those in the middle
have the highest completion rate. Therefore,
when creating impressions or enhancing recall
constitutes the primary goal, advertisers should
front-load ads. When the company seeks to increase brand recognition or enhance brand image, then mid-roll ads represent a better option,
because viewers tend to watch the entire ad.
Post-roll ads best match direct response–type of
advertising with some type of call to action.
Most companies maintain YouTube channels in order to share various types of videos.
Marketers post ads prepared for television to
video websites. Most Super Bowl advertisers
are now posting their Super Bowl commercial
or a snippet of it on YouTube prior to the game.
Often, the digital ad will be viewed by more FIGURE 13-15 Video Marketing Tactics
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Source: Daniel Krason/Shutterstock

p eople than those who see the actual commercial during the Super Bowl. In addition to ads,
advertisers post background scenes or videos
explaining how the ad was produced. Viewers
find these interesting, and the approach often
increases engagement with the brand.
Companies often will produce informational or instructional videos. These videos are
designed to provide useful information to consumers and answer questions they may have
about the brand. Providing a tutorial on how to
use a product, especially a complex item, can
be useful.
Another approach involves posting videos
with public relations or cause-related marketing messages. Duracell produced a video about firefighters and emergency personnel telling their personal stories. John Deere produced a
video about a Mexican immigrant who came to the United States with
nothing and now owns his own business. This type of video seeks to generate goodwill.
Consumers use videos to conduct product research. They often turn
to YouTube as a source for product reviews: videos are more engaging
because they provide both visual and spoken content.

13-6d Influencer Marketing
Influencer marketing

Source: sergey causelove/Shutterstock

Involves an individual
marketing a brand through
social media, and is wordof-mouth communication
from individuals who are
seen as thought or opinion
leaders within their social
circles or as experts within
particular fields.
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Messages posted on social media by companies are often ignored. As a
result many marketing teams have turned to locating individuals to share
information and other facets of a brand. Influencer marketing involves
an individual marketing a brand through social media. It is word-of-mouth
communication from individuals who are seen as thought or opinion
leaders within their social circles or as experts within particular fields. A
number of agencies now specialize in matching potential influencers with
brands seeking to take advantage of influencer marketing.
The size of an individual’s social network does not always correlate
with the extent of her influence. An individual can have 20,000 followers,
but not be seen as an opinion leader within that
particular field. The most effective influencers
are those individuals that lead conversations and
shape opinions. While celebrities have large followings, they are not always the best choices for
influencer marketing campaigns.
According to famed fitness influencer and author of The Influencer Code, Amanda Russell,
true influence is built on trust, on establishing
genuine connections and building authentic relationships. It is not just about good content,
or a slick website, social media presence, or
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storefront; a truly influential brand involves building a trust with your
target audience that moves them to action, requiring a critical balance of
creativity, connection, and strategy.19
Aligning a brand’s message with an influencer’s motivation is the
key to success. Influencers want to grow their networks of followers.
One way to do so is to be viewed as an opinion leader through sharing
brand content, especially exclusive or pre-launch content. For instance,
a fashion brand can provide influencers access to new fashions before
the rest of the public sees them.
To be effective, influencers must be deemed authentic and not as paid
spokespersons for companies. Consumers are not opposed to an influencer
pitching a particular brand as long as it appears to be genuine praise.20
Hudda Kattan, the Oklahoma-born makeup expert is the most influential
beauty expert, with a wide social media outreach: she has 29 million Instagram followers for her makeup tutorials she puts out. A beauty brand
would benefit greatly from having her promote it on her blog.21

13-6e Viral Marketing
Viral marketing Preparing

a marketing message to be
passed from one consumer
to another through digital
venues or social media.
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Preparing a marketing message to be passed from one consumer to another through digital venues or social media is viral marketing. It can be
an email, a video posted to a personal blog or on YouTube, or a posting
on one of the social media platforms. It then evolves into a form of advocacy or word-of-mouth endorsement. The term "viral" derives from the
image of a person being “infected” with the marketing message and then
spreading it to friends, like a virus. The difference is that the individual
voluntarily sends the message to others.
Viral marketing messages may include advertisements, hyperlinked
promotions, online newsletters, streaming videos, and games. For instance, about a dozen videos were posted on YouTube of a man claiming
to be the “world’s fastest nudist.” He streaks through various locations in
New York City wearing only tennis shoes, tube socks, and a fanny pack
positioned strategically in front. The links to the videos were emailed
from individual to individual. They were posted on popular blogs such as
The Huffington Post and Gawker. One appeared on CNN on Anderson
Cooper 360. The campaign turned out to be a viral video campaign for
Zappos.com, an online shoe and apparel store. The viral campaign highlighted that Zappos was selling clothes, because additional videos were
posted that showed a van screeching up to the “fastest nudist” and several
people jumping out wearing Zappos T-shirts. As the van leaves,
the video shows the nudist dressed in pants and a shirt.22
While companies strive to produce a viral message, in most
cases it does not happen. Individuals must have some incentive
to pass the message along. A message with entertainment value
is one type of incentive. Other incentives may be financial, such
as free merchandise or a discount for messages passed along to
friends that lead to purchases, logging onto a website, or registering for an e-newsletter. The incentive could also be found in

407

07/01/21 10:06 AM

the campaign’s uniqueness. A personalized message has a greater chance
of being passed along.
The many forms of digital and social media marketing mean that viral
marketing has lost some of its luster. Many consumers have lost enthusiasm and are less willing to re-send messages. The marketing team can
take advantage of the ability to track the results of a viral campaign and
analyze the results to determine whether such a program will have the
best chance of being effective.
Summary
1. Discuss current Internet usage.
Globally, Internet penetration is at 51 p ercent.
The highest penetration is North America
with 88 percent of the population having access to the Internet. Europe and Australia are
next, at 80 percent and 70 percent, respectively. Internet access is now available on
smartphones and tablets as well as PCs and
laptops. Internet usage varies based on the
platform that is being used. Email, searches,
and texting are the primary activities performed on the Internet by individuals.

for two reasons: security issues and purchase
behavior habits. Many consumers are afraid
to use credit cards because of concerns that
their credit card number will be stolen. Others are concerned about fraud and dishonest e-commerce websites that will take their
money and never ship the merchandise or
ship poor-quality merchandise. In terms of
purchasing habits, consumers feel more comfortable purchasing products from retail outlets because that is the way they have always
shopped.

2. Identify the benefits of digital marketing.
Internet marketing provides the benefits of
sales, interactivity, multimedia capabilities,
global reach, flexibility, cost efficiencies,
real-time information, communication, and
database warehousing.

4. Identify and explain the various digital
marketing strategies.
Digital marketing strategies include geo-
marketing, content marketing, blogs and
newsletters, email marketing, digital advertising, search engine optimization, and
behavioral targeting. Because of the GPS
embedded in mobile phones, companies can
use geo-marketing strategies. These strategies involve sending some type of marketing
or text message based on a person’s location.
Content marketing is the publishing of useful
information to the web to connect with consumers and businesses. Blogs and newsletters can be used to engage individuals with a
company and provide opportunities for interaction. Email marketing provides a low cost
method of reaching consumers. Digital advertising can be through banner ads or search
engines. SEO is the process of optimizing
search marketing strategies to increase the
chances an ad or organic search result appears. Behavioral targeting uses web analytics to send targeted messages to individuals.

3. Discuss the importance of e-commerce.
An e-commerce site has three primary components: a catalog, a shopping cart, and a payment system. Bricks-and-clicks operations
must have a fourth component: a location
finder. The catalog is a visual presentation
of the merchandise to be sold. The shopping
cart is some type of mechanism that allows
a consumer to select merchandise and put it
into a virtual shopping cart until he or she
is finished making selections. For bricksand-clicks operations, where individuals may
want to locate or purchase from a bricks-andmortar site, it is important to include a locator that will provide an address and a map
to the facility. Although online purchases are
growing at a rapid rate, many consumers are
still not sure about making online purchases
408
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5. Examine strategies that can be used in
social media marketing.
Social media provides a mechanism for firms
to interact with consumers and engage them
with the brands. Content seeding involves
using incentives or placing content in social
media that encourages individuals to respond
and become engaged. Real-time marketing

looks for opportunities during live events to
utilize social media to promote the brand. Influencer marketing involves recruiting brand
ambassadors to post about a brand in an effort to influence others in a positive manner.
Viral marketing attempts to create unique
content that is shared from one consumer to
another through some digital means.

Key Terms
Geo-targeting (394)
Influencer marketing (406)
Mobile marketing (393)
Real-time marketing (404)
Search engine optimization (SEO) (399)
Social listening (403)
Sponsored content (395)
Viral marketing (407)

Behavioral targeting (400)
Blogs (395)
Bricks-and-clicks (390)
Clicks-only firms (390)
Content marketing (394)
Content seeding (404)
Digital marketing strategies (393)
E-commerce (390)
Discussion Questions
1. Have you used the Internet to research a
product before making a purchase? If so, how
much time did you spend conducting online
research? How did the information influence
your decision? Where did you make the final
purchase? Provide specific examples.
2. Access Nielsen/NetRatings. What information is available on the website? Report on
at least three articles or pieces of information that interest you. Use a screen capture
to place the content from the website in your
document.
3. Section 13-4 describes three types of retail stores (bricks-and-mortar, bricks-andclicks, and clicks-only). Discuss each type
in terms of your personal shopping experiences. How much shopping do you do at
each and what types of products do you buy
in each? Talk to your parents and grandparents. Compare your responses to those of
your relatives.
4. In Section 13-4, reasons for shopping online
are given. Re-order the list based on your
personal reasons for shopping online. Explain why you placed them in the order that
you did.

5. Pick one of the following product categories.
Access three companies that operate in that
particular industry. Compare and contrast
each company in terms of the e-commerce
components and incentives discussed in
Section 13-4.
a. football equipment and fan memorabilia
b. cheerleading supplies and uniforms
c. dishes
d. jeans or another type of clothing
6. What are your thoughts about geo-marketing?
Have you personally experienced marketing
messages through geo-marketing? If so, provide details. If not, would you be receptive
to geo-marketing messages? Why or why
not?
7. What are your thoughts about behavioral targeting? Does it influence your purchase decision or thoughts about a brand? Why or why
not?
8. Pick one of the following product categories
and access two companies that operate in
that particular industry. Evaluate their websites based on the information provided in
Section 13-5, Digital Marketing Strategies.
Which strategies do you believe are being
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used? Provide support from the website and
explain why you think the brand is using the
strategy.
a. sports equipment and fan memorabilia
b. electronics such as radios, TVs, or stereos
c. household appliances such as electric
mixers, toasters, or coffeemakers
d. jeans or another type of clothing
e. shoes
9. Go to the Internet and locate a company-
sponsored blog. Discuss how the blog is being
used and the benefit you see for the blog.
10. In your opinion is email marketing effective?
Why or why not? What type of email marketing messages work with you?
11. How effective is digital advertising to you
personally? Discuss at least two incidents
where you clicked on an advertisement or
accessed content through a digital advertisement. Explain why the digital ad worked.

12. Do you pay attention to search engine ads?
Why or why not? Do you think SEO is important for companies? Why or why not?
13. Identify the social media sites, such as Facebook, Twitter, Instagram, YouTube, etc. that
you use. Discuss how much time you spend
on each one and what type of activities you
conduct with each.
14. For you personally, how effective is social
media marketing? Give examples of good social media approaches being used by brands
and poor approaches you have seen.
15. What are your thoughts about influencer
marketing? Have you had any personal experiences with influencer marketing? If so, provide information and discuss what you liked
and disliked. If not, would you be receptive
to messages through an influencer? Why or
why not?

Review Questions
1.
2.
3.
4.
5.

6.

7.

8.
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Multiple Choice
True or False
The global Internet penetration rate is almost 9. The Internet penetration rate in North
America is about:
60 percent.
a. 87 percent
A major benefit of the Internet is it has the
b. 95 percent
capability of being interactive.
c. 98 percent
In the United States, online sales are over
d. 100 percent
$800 billion annually.
Geo-marketing is possible because of the 10. The category with the highest online sales is
a. autos and parts
GPS mechanism in mobile phones.
b. apparel and accessories
Behavioral targeting consists of providing
c. books, music, and videos
useful information and product-use solutions
d. computers and electronics
to potential customers.
Search engine optimization is the process 11. Providing useful information or product-use
knowledge to consumers on a website or
of increasing the probability of a particthrough digital marketing strategies is
ular company’s website emerging from a
a. content marketing
search.
b. geo-targeting
Content seeding involves producing material
c. email marketing
that is useful to consumers or businesses and
d. behavioral targeting
posted on a company’s website.
Viral marketing takes place as one customer 12. Of the three types of SEO results, the best is:
a. paid search insertions
passes along a message to other potential
b. organic search results
buyers.
c. paid search ads
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a. content seeding
13. Reaching customers where they are located
b. real-time marketing
based on their mobile devices is known as:
c. geo-targeting
a. search engine optimization
d. viral marketing
b. interactive marketing
c. geo-targeting
Answers: (1) T, (2) T, (3) T, (4) T, (5) F, (6) T,
d. behavioral targeting
14. All of the following are social media strate- (7) F, (8) T, (9) b, (10) d, (11) a, (12) b, (13) c,
(14) c
gies, except:
Case: Bluefly
chances of winning. The idea was to get them to
access the site on a regular basis. Although they
may not make a purchase on the first visit, the
founders of the company believed that if they
kept coming back, they would make a purchase.
The Hermès handbag promotion added more
than 100,000 names to Bluefly.com’s database.
The financial benefit of using this methodology to acquire customers is that the average cost
of acquisition for each new customer was only
$23.07, compared with an average order of $154.
Another promotion offered by Bluefly was
“30 Bags in 30 Days.” It was a sweepstakes directed toward fashion-oriented consumers who
had the opportunity to win accessories that even
celebrities and socialites were waiting months to
purchase. The promotion resulted in a 100 percent
increase in visits to the website and a 62 percent
increase in sales. Some customers asked Bluefly
to send them a daily email to remind them to register for the sweepstakes.
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Founded in 1999, Bluefly.com was created as
an online retailer of designer brand clothing and
the latest fashion trends. The headquarters is located in New York City, in the heart of the fashion
district. The company’s fashion buyers are constantly searching for the newest fashions and accessories from more than 350 fashion designers.
Everything sold by Bluefly is of the highest quality, but sold for at least 40 percent below other
fashion retailers.
The name Bluefly.com was selected because
the founders believed that because it was an online retailer, they would have to be hard to catch
and always be nimble, fast, and ready to change
directions on a dime. The “fly” appeared to be
a perfect symbol of these objectives. The idea
of “blue” came from the desire to convey the
company has a “friendly personality.” Because
Bluefly has no brick-and-mortar stores, they
had to develop ways of enticing consumers to
browse and shop at their website. One of the
primary incentives used was contests. They
have designed several types of contests since
their opening in 1999 and always have some
type of promotion on their website. The goal
of these promotions is to attract individuals to
the website and to encourage them to make a
purchase.
One contest held by Bluefly.com offered visitors an opportunity to win a $1,000 shopping
spree or a much-sought after Hermès Birkin bag
valued at $20,000. To enter the contest, individuals had to supply their email address, but they
could enter the contest daily to improve their
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In addition to the contests, Bluefly uses onetime discounts for new customers, followup
emails after a purchase, e-newsletters, and personalization of the web software based on the
person’s past purchases and browsing behavior.
The website is attractive and easy to navigate,
and the checkout process is among the best. It
encourages customers to purchase when they see
a product they like because when the inventory
is gone, they pull the product from their virtual
store. Knowing a particular piece of clothing
may not be available tomorrow encourages customers to make a purchase while they are on the
website. Another tactic used by Bluefly is the development of a blog called flypaper, which was
designed to keep their customers updated on
fashion trends.
In advertising, Bluefly has taken a more controversial approach. Its primary target market is
women ages 25 to 49 who are fashion conscious
and desire to wear the latest fashion trends by
fashion designers. But its ads often use naked or
scantily clad females that one might expect for a
beer commercial. For instance, a recent $3 million
campaign featured a TV spot depicting a woman
standing nude in front of her closet, which was
full of clothes. Unable to find anything appropriate, she goes to the party completely naked.
Some TV stations refused to show the ad, others
allowed the ad but it had to be edited. In a print ad,
a naked woman is shown boarding a train. Bluefly ran a contest asking web browsers to supply
the caption. Of the over 1,000 suggested, the winning caption was “I think I forgot to turn off the

stove—no wait, that’s not it.” Before answering
the questions that follow, visit Bluefly’s website.
Case Questions
1. What has Bluefly done to attract customers
to their website and to encourage them to
make a purchase?
2. Examine the various digital strategies listed
in Section 13-5. Discuss each one in terms of
a potential strategy for Bluefly.
3. Because customers cannot try on the clothes
before they are purchased, how can Bluefly
assure customers to go ahead and make a
purchase?
4. What is your opinion of their advertising
approach?
5. Examine the social media strategies discussed in Section 13-6. How can Bluefly.
com use each of these strategies to promote
its website? Provide at least one example for
each.
6. What is your evaluation of the Bluefly website and their overall business approach?
Sources: Bluefly.com accessed on April 30,
2020; Lorrie Grant, ‘‘Retailers Hope Shoppers Buy Blogs as the Place to Go,’’ USA Today
(August 25, 2005): Money 5b; Maye Dollarhide,
‘‘Bluefly Buzz Bags Shoppers,’’ Incentive 180,
no. 1 (January 2006): 10; David Sparrow, ‘‘Get’
Em to Bite,’’ Catalog Age 20, no. 4 (April 2003):
35–36; Kenneth Hein and Diane Anderson, ‘‘Ads
Au Natural a Wise Crack,’’ Brandweek 46, no. 38
(October 24, 2005): 38.
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