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	1. Electronic Commerce and
Digital  Marketing
LECTURE 3: Understanding the
digital Consumer and Internet
advertising
Faculty of Computing and Informatics
Wilson Tumuhimbise, PhD
6/13/2023 "The Just shall live by faith" Hab 2:4 1
 


	2. Disclaimer
• Notes Adopted  from Oxford College of
marketing
6/13/2023 "The Just shall live by faith" Hab 2:4 2
 


	3. LECTURE 3
By the  end of this lecture, students should
be able to
• Demonstrate the increasing importance of
customer focus for effective digital
marketing strategy
• State the reasons for the rise in online
consumer power
• Assess the changes in online customer
behavior as result of the dynamic digital
environment
6/13/2023 "The Just shall live by faith" Hab 2:4 3
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	6. 6/13/2023 "The Just  shall live by faith" Hab 2:4 6
 


	7. The importance of  Different Information
Sources
• 84% of consumer trust peer
recommendations
• 68% trust online recommendation
from strangers
• Look at the level of trust attributed to
other more traditional media
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	19. 6/13/2023 "The Just  shall live by faith" Hab 2:4 19
 


	20. The 5 M’s  of social customer insights
• Monitoring: Listening in on conversations that you might not
have known were occurring. Look at keywords, your
competitor's name. Use monitoring to figure out who your
biggest advocates are
• Mapping: What's the point of company Twitter account if you
aren't following your customers? And, what's the point of
making Twitter a process if you don't connect Twitter to your
CRM? Ask customers for their social media handles and get
customers to map their profiles for you.
• Management: There are a lot of business processes and rules
within current CRM systems that can be leveraged to handle
social data. Without a clear purpose, social data is not
actionable.
6/13/2023 "The Just shall live by faith" Hab 2:4 20
 


	21. The 5 M’s  of social customer insights
• Middleware: Ties social systems with CRM and
customer service solutions. It's very possible to build
business rules, test them, change them and manage
them to make social media much like any other business
process.
• Measurement: Numerous tools exist on the market that
provide dashboards to establish and track goals and
progress. The key is in establishing goals before taking
action. Rely on data (Social, mobile, geo-spatial,
sentiment) to provide benchmarks and trending
6/13/2023 "The Just shall live by faith" Hab 2:4 21
 


	22. The 18 Use  Cases of Social CRM
6/13/2023 "The Just shall live by faith" Hab 2:4 22
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	27. Internet Advertising
• Form  of marketing and advertising which uses the
internet to promote products and services to audiences
and platform users
• e marketing has grown rapidly due to more people being
connected and spending more time online and additional
devices (such as mobile phones and televisions) are able
to provide further internet connectivity.
• Online advertising is about delivering advertisements to
Internet/online users via Web sites, e-mail, ad-supported
software and Internet-enabled smart phones
6/13/2023 "The Just shall live by faith" Hab 2:4 27
 


	28. Examples of online  advertising
• Contextual ads on search engine results pages
• Banner ads
• Rich Media Ads
• Social network advertising
• interstitial ads
• Online classified advertising
• advertising networks
• E-mail marketing
6/13/2023 "The Just shall live by faith" Hab 2:4 28
 


	29. Digital advertising spending  worldwide from 2012 to
2018 (in billion U.S. dollars) 252.02 billion in 2018
6/13/2023 "The Just shall live by faith" Hab 2:4 29
 


	30. Internet Advertising
• Banner  Ads
- Criticized but dominant
online advertising method
- “A rectangular box, usually
horizontal on the page
that contains advertising
material.”- Internet Marketing
• Interstitials
–Aka “pop-ups”
–Appear while other
material is loading
–Interfere with loading
speed
–Click through rates higher
than static banner ads
 


	31. Banner Ads &  Interstitials
• Static to Dynamic
• Rich Media
– Dynamic images
– 3-D images
– Mouse-overs
• Interactive Marketing
Units (IMUs)
– 2001
– Larger
– Meaningful graphics
– flash demonstration
•What this means?
– Other advertising
formats are arising to take
the place of the static
banner
•Kool Design Maker
•Kool Design Maker Website
 


	32. Basic Idea: Deliver  targeted ads to customers
who will then be more apt to purchasing
things.
How Do Search Engines Accomplish this?
1. personal characteristics of a web page visitor known to the party
delivering an ad
2. keywords of a search query launched by the user
3. content of a web page visited by the user.
 


	33. PAY-PER-CLICK Advertising Model
•  Targeted advertisement based on two effectiveness measures:
• 1.) Click-Through Rate (CTR):specifies on how many ads X, out of
the total number of ads Y shown to the visitors, the visitors actually
clicked; in other words, CTR = X/Y. CTR measures how often
visitors click on the ad
• 2.) Conversion Rate: it specifies the percentage of visitors who took
the conversion action. Conversion rate gives a sense of how
often visitors actually act on a given ad, which is a better
measure of ad’s effectiveness than the CTR measure.
 


	34. PAY-PER-CLICK Advertising Model
The  PPC model is widely adopted by Google and now its two
main programs, AdWords and AdSense, are based on it.
AdWords: a program allowing advertisers to purchase Cost
Per Click (CPC)-based advertising that targets the ads
based on the keywords specified in users’ search queries.
An advertiser chooses the keywords for which the ad will be
shown on Google’s web page.
 


	35. Uses of AdWords
When  a user issues a search query on Google.com or a network
partner site, ads for relevant words are shown along with search
results on the site on the right side of the Web page as
“sponsored links” and also above the main search results.
 


	36. Uses of AdSense
Google  AdSense is a program for website owners to
display Google’s ads on their websites and earn money
from Google as a result.
To participate in this program, website publishers need to
register with Google and be accepted into the program by
Google. Also they have to meet certain criteria set by
Google such as AdSense for Search (AFS) and AdSense
for Content (AFC):
 


	37. Uses of AdSense
•  AdSense for Search (AFS): publishers allow Google to
place its ads on their websites when the user does
keyword-based searches on their sites.
• AdSense for Content (AFC): the system that
automatically delivers targeted ads to the publisher’s web
pages that the user is visiting. These ads are based on
the content of the visited pages, geographical location
and some other factors.
 


	38. Uses of AdWords  and AdSense
Google pays advertisers using the PPC model.
Publishers can see detailed online reports helping
the publishers to track their earnings. These
reports contain several statistics of clicking
activities on the ads displayed on publisher’s
website. These statistics help the publisher to get
an idea of how well his or her website is
performing in the AdSense program and how
much the publisher is expected to earn over time.
 


	39. Advertising Payment Methods
•  CPM – Cost per Mille – an advertiser pays per one thousand
impressions of the ad (“Mille” stands for “thousand” in Latin); an
alternative term used in the industry for this payment model is CPI
(Cost per Impression).
• CPC – Cost per Click (a. k. a. Pay per Click or PPC; we will use these
terms interchangeably) – an advertiser pays only when a visitor clicks
on the ad, as is clearly stated in the name of this payment model.
• CPA – Cost per Action – an advertiser only pays when a certain
conversion action takes place, such as a product being purchased,
an advertised item was placed into a shopping cart, or a certain form
being filled. This is the best option for an advertiser to pay for the ads
from the advertisers’ point of view since it gives the
 


	40. Problems with PAY-PER-CLICK
Conversion  Fraud: People clicking on
products/advertisements excessively without the real
intent of actually making any purchases.
 


	41. Recent History of  CPC Method
Cost Per Click is the predominant advertising payment
method, made popular by search engines such a
Google and Overture (now part of Yahoo!).
Google introduced CPC AdWords program in 2002.
Combining a particular ad payment method with a
particular targeting method. For Google and Yahoo!
the two main models are the keyword-based PPC and
the content-based PPC models.
 


	42. Search Engines
• Used  by virtually all internet users
• All search engines are different
• Marketers should learn how different engines work
• Should adopt a forecasting plan
– Identifies spending in relation to sales impact
– Determine volume with cost per acquisition
– Select most effective mix of keywords
 


	43. Blogcritics.org:
“What are the  Most Effective eMarketing
Tools?”
• “Which ones (eMarketing Tools) do work best?.... -- the ones you
can easily track and see how what you spend leads directly to
sales” - Scott Frangos
• To be successful advertisers must focus on reliable eMarketing
methods, mainly:
– Affiliate Programs: An online retailer pays commission to an
external website for traffic or sales generated from its referrals
– eNewsletters (and directly related to email marketing)
– Pay-per-click search engine listings
 


	44. Understanding Affiliate
Programs
• Taking  advantage of affiliate programs
helps to bring new customers, and clearly
qualifies as a customer acquisition
technique
• Websites can advertise each other with
this method
• Examples on the web:
–Amazon's Affiliate Marketing Program Site
–Buad 477 Class Blog
• Affiliate program directors and their participants
can track per sale and/or per click and be able
to determine what there cut of the transaction is.
 


	45. E-Mail Marketing
• Offers  a fast, flexible, and highly controllable format.
• Can be developed quickly, tested, and revised on the
fly.
• E-mail marketing has an extremely wide reach and is
cheap on a per customer contact basis
• Spam
–Unsolicited, irresponsible, and measures are being
put in place to curb it
–Turntide Anti-Spam Router Website
 


	46. E-mail Recipient Acquisition  Techniques
• Opt-out
• Opt-in: someone is not initially added to an
emailing list and is instead given the option to join
the emailing list
• Double opt-in: a user signs up for an email
marketing list, and then an email is sent out to the
user which includes a link to click and confirm the
subscription
• When searching for leads, marketers should
always choose quality over quantity
• Privacy Policies
 


	47. e-Newsletters
• eNewsletters are  the most effective way for
reputable companies to advertise through email.
– Topica provides businesses with eNewsletter services
– http://www.topica.com/?p=CNJN&l=text1
• When commenting on why eNewsletters are so
effective:
“Newsletters take time and deserve a quality editing process.
The better written they are, the better are your results…A
newsletter, well written, develops a sort of bond with your
customers. ”
• “Smart” Autoresponders
– New tools to help marketers achieve customer loyalty by easily
customizing mass emails
 


	48. Advantages of online  advertising
• Attractive to consumers because advertisers focus
them to match the customers’ interests.
• Less annoying than usual advertising. TVs and radio
commercials may interfere with the consumer and
come in a non-controlled and unexpected way.
• Cheaper than other media
• Allows users to express their reaction to the ad by a
mere click.
• Everything is dynamic. The content and the details can
be changed immediately and no waiting for a new
edition.
6/13/2023 "The Just shall live by faith" Hab 2:4 48
 


	49. Disadvantages of online  advertising
• Lack of user privacy. Many marketers track
users’ activities online and send marketing
messages that relate to their interests despite the
users’ wishes.
• Pop-up ads are commonly perceived to be rather
annoying. The users’ original activity is disrupted
and they are forced to watch unwanted
advertisements
• Users tend to avoid looking at Internet
advertisements broadly
6/13/2023 "The Just shall live by faith" Hab 2:4 49
 


	50. Question
•Is there any  question?
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	51. Guiding questions
1. Write  brief notes on the following terms used in
internet marketing
• AdWords
• AdSense
• Pay Per Click
• Cost Per Mille
• Cost Per Click
• Cost Per Action
2. Describe the 5 M’s of social customer insights
3. Explain at least four characteristics of digital customers
4. Describe the online user behaviour
5. Explain at least three advantages and disadvantages of
internet advertising
6/13/2023 "The Just shall live by faith" Hab 2:4 51
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