Topic M10: Traditional Marketing and E-Marketing Strategies                                  Student Worksheet P.8

BAFS Elective Part – Business Management Module – Marketing Management 
M10: Traditional Marketing and E-Marketing Strategies
Activity 1: Traditional or E-Marketing 

Identify whether the marketing communication media presented below are the traditional or e-marketing communication type. If the media is identified as traditional, provide ideas on how it can be adopted to e-marketing communications and write suggestions in the right hand column. If the media is identified as e-marketing communications, write how that media will accomplish specific marketing activities.
	Media
	Media Type
	Suggestions / Marketing Activities

	Yahoo website
	Traditional (

E-Marketing (
	 

	Vodafone 3G mobile portal
	Traditional (


E-Marketing (
	

	TVB Channel
	Traditional (
E-Marketing (
	

	Milk Magazine
	Traditional (
E-Marketing (
	

	Adobe Acrobat document downloaded from the Internet
	Traditional (
E-Marketing (
	

	Gmail
	Traditional (
E-Marketing (
	

	QuikSilver Catalogue
	Traditional (
E-Marketing (
	

	Direct-mail

Häagen-Dazs Coupons
	Traditional (
E-Marketing (
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Activity 2: Debate

 ‘E-marketing promotions are more effective than traditional marketing promotions for rebranding an electronic gadget shop “Tai Cheong Hong (太昌電器行)”.’
In your group, develop an argument to support your group’s media choice. You can identify the advantages and disadvantages of each media on the following two pages by ticking the appropriate choices provided. You may check more than one choice for each of the advantages / disadvantages column. This will give your group insights into which media is more suitable for promoting Tai Cheong Hong太昌電器行.

Write down your argument statement below:

_____________________________________________________________________________________
_____________________________________________________________________________________
_____________________________________________________________________________________
_____________________________________________________________________________________
_____________________________________________________________________________________
_____________________________________________________________________________________
_____________________________________________________________________________________
_____________________________________________________________________________________
_____________________________________________________________________________________
______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Traditional Communication

	Media Type
	Advantages
	Disadvantages

	Magazine

	· High market segmentation

· Long life

· Direct response techniques

· Able to select key geographic areas

· Low cost

· Broad reach

· Creative possibilities

· Short lead time

· High audience interest
	· Limited segmentation possible

· Short exposure time

· Low flexibility

· Higher clutter

· High cost

· Brief messages

· Low intrusion value

· Long lead time

· Hard to retain interest of viewer
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Television

	· High market segmentation

· Long life

· Direct response techniques

· Able to select key geographic areas

· Low cost

· Broad reach

· Creative possibilities

· Short lead time

· High audience interest
	· Limited segmentation possible

· Short exposure time

· Low flexibility

· Higher clutter

· High cost

· Brief messages

· Low intrusion value

· Long lead time

· Hard to retain interest of viewer
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Outdoor Billboard
	· High market segmentation

· Long life

· Direct response techniques

· Able to select key geographic areas

· Low cost

· Broad reach

· Creative possibilities

· Short lead time

· High audience interest
	· Limited segmentation possible

· Short exposure time

· Low flexibility

· Higher clutter

· High cost

· Brief messages

· Low intrusion value

· Long lead time

· Hard to retain interest of viewer
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Direct mail 
	· High market segmentation

· Long life

· Direct response techniques

· Able to select key geographic areas

· Low cost

· Broad reach

· Creative possibilities

· Short lead time

· High audience interest
	· Limited segmentation possible

· Short exposure time

· Low flexibility

· Higher clutter

· High cost

· Brief messages

· Low intrusion value

· Long lead time

· Hard to retain interest of viewer


E-Marketing Communication
	Media Type
	Advantages
	Disadvantages
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Online banner
	· High market segmentation

· Long life

· Direct response techniques

· Able to select key geographic areas

· Low cost

· Broad reach

· Creative possibilities

· Short lead time

· High audience interest
	· Limited segmentation possible

· Short exposure time

· Low flexibility

· Higher clutter

· High cost

· Brief messages

· Low intrusion value

· Long lead time

· Hard to retain interest of viewer
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Website
	· High market segmentation

· Long life

· Direct response techniques

· Able to select key geographic areas

· Low cost

· Broad reach

· Creative possibilities

· Short lead time

· High audience interest
	· Limited segmentation possible

· Short exposure time

· Low flexibility

· Higher clutter

· High cost

· Brief messages

· Low intrusion value

· Long lead time

· Hard to retain interest of viewer
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Electronic Direct Mail
	· High market segmentation

· Long life

· Direct response techniques

· Able to select key geographic areas

· Low cost

· Broad reach

· Creative possibilities

· Short lead time

· High audience interest
	· Limited segmentation possible

· Short exposure time

· Low flexibility

· Higher clutter

· High cost

· Brief messages

· Low intrusion value

· Long lead time

· Hard to retain interest of viewer
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SMS / MMS
	· High market segmentation

· Long life

· Direct response techniques

· Able to select key geographic areas

· Low cost

· Broad reach

· Creative possibilities

· Short lead time

· High audience interest
	· Limited segmentation possible

· Short exposure time

· Low flexibility

· Higher clutter

· High cost

· Brief messages

· Low intrusion value

· Long lead time

· Hard to retain interest of viewer


Activity 3: Case Study - Promotion through E-Marketing

After the success of Patrick’s rebranding exercise of Tai Cheong Hong 太昌電器行, the company is finally back on track. Store traffic and sales are increasing, customers’ shopping experiences are generally positive and they are happy with the staff services.

Patrick now wants to expand his market reach outside of Hong Kong. The first location targeted is North America. How can Patrick use e-marketing to promote the shop and sell his products to overseas customers?

Draft a marketing plan using e-marketing techniques as the promotional tools to reach the oversea customers effectively and efficiently.

Some suggestions when developing your plan:
1. You should focus on how to promote the shop overseas by effectively using e-marketing as the main communication tool.

2. Be aware of the channels available to conduct promotional activities, such as foreign websites, portals, and search engines.

3. Use real-life media channels (such as in Activity 1) to explain your concept.

4. Refer to Activity 2 to review the advantages and disadvantages of each media type to justify promotional method choices.
5. Remember the choice of media should complement Patrick’s shop image and its products.

6. Combination of media choices is preferred for greater effectiveness. Think about how these combinations can interact to maximise their potential.
	Turn to the next page to draft your plan.
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The marketing promotional plan objective is to expand the local business into the North American market.

Step 1: Target Marketing
Select a target segment that would be the most profitable in conducting the marketing promotional plan. Identity your target audience based on major market segmentation variables such as geographic, demographic, psychographic, and behavioral. You should include a brief explanation to justify your market segmentation choice.

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Step 2: Media Selection

Which e-marketing media option would you recommend? How does it support the marketing objectives of the promotional plan?

__________________________________________________________________________

__________________________________________________________________________

__________________________________________________________________________

Step 3: Action Plan

How can these media be used to promote Patrick’s shop and products?

__________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Activity 4: Identify and Position Media Type
(a) In the matrix below, position the following media according to their characteristics and attributes. Higher media positioning represents that it is more individually addressable. Lower positioning indicates a more mass communication approach. Left positioning indicates the degree of passiveness with right positioning indicating its degree of interactivity.
	Newspaper

Postal Mail

Mobile

E-mail
	Magazine

Radio

TV

Cable Television
	Kiosks

Website

Online Banner

Facsimile


	
	PointCast (Individually Addressable)
	

	Passive
	
	
	
	
	
	
	
	Interactive

	
	
	
	
	
	
	
	
	

	
	
	
	· New Product Announcement
	
	· Marketing

Research
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	· Brand

Building
	
	· Discount

Coupon
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	Broadcast (Mass Communication)
	


(b) After placing all media types, match each of the four marketing objectives in the center with the medium most suitable for achieving that objective.

Activity 5: Media Choice Evaluation Matrix

Use the evaluation matrix below to rank the different types of media. Use a ranking scale of 1, 3, and 5, where 1 has the lowest desirability, 3 in mid-range, and 5 representing the highest desirability. Ask yourself "Will it...?" or "Does it...?” and score the option against the criteria. Work across each row to rank each media for the same criteria. Then go to the next row/criterion. This will reduce potential bias favoring one option over the others.
	
	Website
	Online Banner
	SMS/MMS
	Electronic DM

	Broad reach
	
	
	
	

	Low cost per impression
	
	
	
	

	High audience interest
	
	
	
	

	High market segmentation
	
	
	
	

	Short lead time
	
	
	
	

	Creative possibilities
	
	
	
	

	Able to select key geographic areas
	
	
	
	

	Direct response techniques
	
	
	
	

	Long life
	
	
	
	

	Total
	
	
	
	

	Rank

	
	
	
	


Appendix A - Market Research
Geographic: The United States boasts the largest Internet usage in the world, with 186 million users (64% of population). Canada shares many similarities such as using common language (English), wide credit card use for purchases, having secured, trusted online payment mechanisms, with each having efficient package delivery services.

Demographic: In the Internet’s early years, the typical users were young male, college educated, with a high income. This picture is generally repeated in countries with low levels of Internet adoption. In developed nations such as the United States, users are more the mainstream population. However, from a demographic perspective the heaviest users typically have higher education and incomes.

In the United States, 60 million people born between 1979 and 1994 are coming of age in the twenty-first century. More than 75 percent use the Internet. They are capable of multi-tasking and handling information overload better than older Internet users because they grew up with the Internet.

· 99% of college students in this target use email.

· 59% use instant messaging with five or six chat windows open at a time.

· More than 50% of 13 to 24-year-olds watch television and simultaneously use the Internet.
Psychographic: Communities attracts users with similar interests. Internet is ideal for gathering people from all corners of the globe into communities with similar interests and tasks.

Knowing the users’ attitude toward technology is very important to the E-Marketer. First, technology optimism declines with age. Older users have a tendency to have a more negative attitude toward technology. However, their negative attitude may be reduced if they use a PC at work or live in one of the 50 largest U.S. cities. Males tend to be more optimistic, with peer pressure increasing optimism in all demographic groups.

Behavioral:  Two commonly used behavioral segmentation variables are ‘benefits sought’ and ‘product usage’.  Marketers investigate which websites are the most popular and provide the most benefits. Microsoft, Google, and Yahoo! are consistently among the top sites in most countries. People use web sites to search the internet, download Microsoft security updates, Hotmail for communication, participate or watch auctions, and so forth.

Source: International Edition, E-Marketing (Fourth Edition), Judy Strauss, Adel El-Ansary, Raymond Frost, Pearson Prentice Hall, New Jersey, 2006. P. 194 – P. 206.
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