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Table 2.3 The micro-environment: issues for digital marketers

Micro-environment

Issues

Customers

Access to digital platforms

Level of use of digital platforms and
services

Behaviour as they seek and buy products
and services (intent), influences they
respond to, and their characteristics
Service expectations, satisfaction ratings
and advocacy

Suppliers and intermediaries

Level of technology adoption
Integration and connectedness
Service provision

Trading relationships

Competitors

Strategic intentions and planning
Communications and promotional
techniques used

Resources and capabilities

Levels of service provision

Supplier and intermediary relationships
Performance
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ak&i]  How conversion takes place:
2

Conversion marketing are tactics used to convert as many potential site visitors into
actual visitors and then into leads (people who are interested in the products or services),
customers and repeat customers.

Liai) disadll Al ¢ Jlia: 3

Target audience (Q,) = 200,000 surfers
Attract (Q,) = 100,000 site visitors
Attraction efficiency (Q./Q,) =50%

Site visitors (Q,) = 100,000

Engage (Qj) = 50,000 active visitors
Engagement efficiency (Q/Q,) =50%

Active visitors (Q,) = 50,000

Convert (Q,) = 500 take action
Conversion efficiency (Q,/Q;) =1%

n An example of a conversion model
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Click Ecosystem (e-competitive market) describes the flow of = 1
online visitors between search engines, media sites, other

Ll&i 2 jntermediaries to an organisation and its competitors

Companies have to evaluate the relative importance of these = 2
ecosystems and the resources they need to put into integrating their

dJadi] online services with them.
Al Al dlee A lada (Jaanll JLSc Google’s ZMOT OsS (o8 (S 4Dl = 3
2 (sl an )l al) Al Dl Gl o a2 alaill 4l
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Purchase decision flow for digital consumers
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5 traditional channels sl offline communication s online zis = 1
Llai 2.5 aal il 1aa JSsl Calide <a 5y 52l e=channels

2 Online PR
N = Publisher outreach N R
1 Search rr:larketmg « Community participation 3 Onl_lpe partner§h|p
= Search engine « Media alerting = Affiliate marketing
optimisation (SEQ) « Brand protection = Sponsorship
= Paid search P = Co-branding
Pay-per-click (PPC) = Link-building
+= Paid for inclusion feeds

Offline communication
& Direct mail
7 Exhibitions
8 Merchandising
9 Packaging

& % 10 Word-of-mouth

6 Social media marketing

Offline communications % &
1 Advertising .

2 Personal selling
3 Sales promotion
4 PR

5 Sponsorship

4 Interactive ads
= Site-specific media buys

i _ 1 = Audience participation

= Ad networks - Holeng;tstlrt;—?r\:?I:II = Managing social presence
= Contra-deals « Cold (rented list) = \iral campaigns

= Sponsorship e Co-branded = Customer feedback

= Behavioural targeting -

Ads in third party
e-newsletters

|::> Online communications |:> Offline communications
Six categories of e-communications tools or media channels
Source: Chaffey and Smith (2012)

akii2 5 Multichannel conversion model alasiuls &8dal) 7 5 =2

E-channel Traditional channels

\ REACH of channel | 1,000,000 Driveto | Driveto 1,000,000
traditional | e-channel
Response efficiency | 5.0% | 100% | 5.00% 10.0%

Offine inbound
| RESPONDENTS from channel | 100,000 | Uniqus visitors '”e;:q;':i”es 110,000

Conversion to lead efficiency ‘ 10.0% | 5.00% 1.00% ‘ 20.0%
‘ LEADS generated from channel | 11,100 |Online leads Online leads 27,000
Conversion to sale efficiency ‘ 20.0% | 1000% | 050% ‘ 40.0%

‘ OUTCOMES from channel | 2,355 | Online sales Online sales 11,910

Figure 2.9 Model showing conversion between the digital channel and traditional channels during the
buying process



