Internet Marketing: Integrating Online and Offline Strategies
Detailed Table of Contents — Second Edition

Chapter One - Internet Marketing Enters the Mainstream
1-1 The Evolution of the Internet
1-1a Fast Growth Leads to a 1990s Boom
1-1b The First Graphical Browser Arrives
1-1c The Internet Bubble Bursts
1-2 The Sabre System
1-2a Becoming an Information Product
1-3 Consumer Adoption of the Internet
1-4 Traditional Business Moves onto the Internet
1-5 The Unique Characteristics of the Internet
1-5a What These Unique Characteristics Mean for Business
1-5b Marketing in the Unique Internet Environment
1-5¢ Marketing Inputs and Actions for the Internet Environment
1-6 The Internet Infrastructure Stack
1-6a Hosting
1-6b Hardware and Software
1-6¢ Operations
1-6d Service Providers and Outsourcing
1-6e Services and Strategies
1-7 Drivers of the Internet Economy
1-7a Value of Information
1-7b Distance in communications and transactions
1-7c Speed and Customer Expectations
1-7d Brains Behind the Internet
1-7e Everything is Connected
1-7f Customer Service/Interaction and the Internet
1-7g Predicting Demand
1-7h Cost patterns change
1-7i Increased Customer Knowledge
1-7j Characteristics of an Information-Based Economy
1-8 Summary

Chapter 2 — The Internet Value Chain
2-1 The Transformation of Herman Miller
2-1a Birth of SQA
2-1b Evolution to eZconnect
2-2 Value Chain Concepts
2-2a Core Marketing Processes
2-2b The Supply Chain
2-2¢c Zara—Fast Fashion
2-2d The Value Chain
2-3 Dell’s Direct Model



2-3a In the Words of Michael Dell
2-4 Creating a Virtual Value Chain

2-4a Visibility

2-4b Mirroring

2-4c Enhancing Customer Value
2-5 Benefits of Integrated Value Chains
2-6 EDI, ERP and Web Services

2-6a EDI

2-6b ERP

2-6¢ Web Services
2-7 The RFID Future

2-7 RFID Mandates

2-7b Moving Into the Future
2-8 The Benefits of Business Integration
2-9 Summary

Chapter 3 - Business Models and Strategies
3-1 Understanding Business Models
3-1la Functions of Business Models
3-2 The Value Proposition.
3-3 Internet Revenue Models
3-4 ldentifying Business Models
3-4a Aggregator
3-4b Applications Services Provider
3-4c¢ Content Provider
3-4d Fund Raiser
3-4e Infomediary
3-4f Marketplace
3-4f(1) B2C Marketplaces
3-41(2) B2B Marketplaces
3-4g Multichannel/ Bricks N Clicks
3-4h Machine-to-machine
3-4i Open Source
3-4j Peer-to-peer
3-4k Portal
3-5 The Future of Business Models
3-6 Summary

Chapter 4 - The Direct-Response and Database Foundations of Internet Marketing
4-1 The Internet as a Direct-Response Medium
4-1 Generic Direct Marketing Strategies
4-3 Critical Strategy Elements
4-3a Offers That Incite to Action
4-4 The Front End vs. the Back End
4-5 The Role and Importance of Customer Lifetime Value
4-5a A CLV Example



4-5b The Uses of CLV
4-6 Testing Direct-Response Offers
4-6a A Testing Example
4-7 The Database Imperative
4-Ta What Benefits Does a Database Confer?
4-7b Using the Customer Database
4-8 The Power of Data Mining
4-8a A Data Mining Example
4-9 The Hierarchy of Interactive Strategies
4-10 Summary

Chapter 5 - Understanding the Internet Consumer
5-1 The Internet Consumer Behavior Challenge
5-2 A Model of Consumer Behavior on the Internet
5-2a Stages of Internet Consumer Behavior
5-2al Awareness
5-2a2 Search Behavior
5-2a3 Task Completion
5-2a3a Search versus Purchase
5-2a4 Repeat Visit
5-2a5 Use and Consumption Behavior
5-2a5a Loyalty
5-3 Internet User Segments
5-4 Crossing the Digital Divide
5-5 Understanding the Internet Consumer Through Enterprise Data
5-6 Conventional Marketing Research
5-6a Marketing Research on the Web
5-6al Survey Research on the Internet
5-6a2 Panels On the Internet
5-6a3 Qualitative Data Collection on the Internet—Personal Interviews and Focus Groups
5-7 Collection of Secondary Data Using the Internet
5-8 Online Data Capture
5-8a Third-party Internet usage data
5-8bTransactional Data
5-8c Monitoring Customer Interactions
5-9 Conducting Product Development Research on the Internet
5-10 Summary

Chapter 6 - Customer Acquisition: Brand Development and Online Advertising
6-1 Customer Acquisition on the Internet
6-2 Consumer Media Habits in the Internet Age
6-3 Leveraging the Media Mix
6-4 Building Internet Brands
6-4a Brand Equity and Brand Image
6-4b Creating a Strong Brand on the Internet
6-4c Gillette and BMW



6-5 Interactive Brand Building
6-6 Internet Customer Acquisition Techniques
6-7 Online Advertising

6-7a Online Advertising Formats

6-7b Rich Media

6-7c Ad Serving
6-8 Targeting Online Ads

6-8a Contextual Advertising

6-8b Behavioral Advertising
6-9 Trust in Online Advertising—or Ad Avoidance?
6-10 Summary

Chapter 7 - Customer Acquisition: Search, Email and Other Marketing Tools
7-1 Introduction
7-2 The Growing Impact of Search
7-3 The World of Search
7-3a Search Engines
7-3b Search Engine Marketing
7-3b1 Optimizing Organic Search
7-3b2 Using Paid Placement
7-3b3 Bidding on Keywords
7-3c Specialty Search
7-3d Search Summarized
7-4 Event-Driven Marketing
7-5 Generating Publicity
7-5 Affiliate Programs
7-6 Portal Relationships
7-7 Viral Marketing
7-8 Email marketing
7-8a Levels of Permission Marketing
7-8b Developing an Email Marketing Campaign
7-8¢ Requirements of the U.S. CAN-SPAM Act
7-8d Can-Spam in the European Union
7-9 Summary

Chapter 8 - Customer Relationship Development and Management
8-1 Introduction
8-2 The Importance of CLV
8-3 The Transactional vs. the Relationship Perspective
8-3a A CRM Model
8-4 The Foundations of CRM
8-5 Three Approaches to CRM
8-5a Land’s End
8-5b Yellow Transportation
8-5¢c ASPCA
8-6 The Process of Customer Relationship Management



8-7 Targeting, Personalization, and Customization
8-7a Targeting and Profiling
8-7b Targeting Consumers at CoolSavings
8-7c Personalized E-Mail and Site Content
8-8 Customer Loyalty Programs
8-9 The CRM Failure Rate
8-10 The CRM Vision—Seamless Customer Experience
8-11 Summary

Chapter 9 - Customer Service and Support in Web Space
9-1 A Customer Encounter of the Frustrating Kind
9-2 The Importance of Customer Service and Satisfaction
9-2a The Impact of Improved Customer Service at Harrah’s
9-2b The Impact of Improved Customer Service in B2B Markets
9-2c What Do Consumers Want?
9-3 The Evolution of Customer Service Strategy
9-3a Customer Service Channels
9-3b Cost of Customer Service by Channel
9-4 A Word About Self Service
9-5 Getting Close to Customers at Dow Chemical
9-6 A Proud Tradition of Customer Service at Eddie Bauer
9-7 Using Technology to Provide Customer Service at British Airways
9-8 eGovernment: The State of New York Department of Motor Vehicles
9-9 Customer Service Themes
9-10 The Pillars of Strategic Customer Care
9-10a State 3: Technology and Strategic Customer Management
9-10al Telephone-Related Technologies
9-10a2 Internet-Related Technologies
9-10b Step 5: Strategic Customer Management
9-11 The Dark Side of Differentiated Customer Service
9-12 Building Anticipatory Customer Service
9-13 Summary

Chapter 10 - Developing and Maintaining Effective Web Sites
10-1 Introduction
10-2 The Role of Web Sites
10-3 The Web Site Development Process
10-3a Establishing Site Objectives
10-3b Identifying and Describing the Target Market
10-3c Designing Site Content
10-3d Designing the Navigational Structure
10-3d1 New York Public Library—Extending the Reach of the Library
10-3d2 NetFlicks—Customer Service and Retention
10-3e Deploying and Tuning the Site
10-3f Measuring, Evaluating and Improving Site Effectiveness
10-3f1 Site Usability Criteria



10-4 Providing a Rewarding Customer Experience
10-4a Multichannel Customer Experience at Disney
10-4b Direct Experience at the San Diego Zoo

10-5 Resources for Site Development

10-6 The Relaunch of Staples.com

10-7 How Much Does it Cost?

10-8 Summary

Chapter 11 - Measuring and Evaluating Web Marketing Programs
11-1 Introduction
11-2 Sally Shops for a Fishing Rod
11-3 Ways To Evaluate Web Site Effectiveness
11-3a Usability Testing
11-4 Enterprise Metrics for Evaluating Web sites
11-4a Web Site Performance
11-4b Collecting Traffic, Audience, and Campaign Data
11-4b1 Hit Counters
11-4b2 Server Log Files
11-4b3 Coded Pages
11-4b4 Cookies
11-4c Panel Data
11-5 Variables Used To Measure Web Site Traffic, Audiences and Marketing Campaigns
11-6 Traffic, Audience, and Campaign Metrics
11-6a Report Dashboard
11-6b Marketing Campaign Reports
11-6¢ Browser-Based Reports
11-6d Path Analysis
11-6e Segmentation by Behavior and Channel
11-7 Metrics Based on Panel Data
11-7a Examples of Panel-Based Reports
11-8 Measuring Internet Advertising Effectiveness
11-9 The Need for Good Internet Metrics
11-10 Summary

Chapter 12 - Social and Regulatory Issues | — Consumer Data Privacy
12-1 Introduction
12-2 The Role of Trust in Facilitating Internet Activity
12-3 Data Protection and Privacy on the Internet
12-3a Consumer Attitudes Toward the Privacy of their Personal Data
12-3b Knowledge about Privacy Practices
12-3c Privacy-Related Segmentation
12-3d Regulation of Children’s Privacy Issues
12-3e Regulation of Privacy in the Financial Services Sector
12-3f Regulation of Privacy in the Health Care Sector
12-3g Privacy Issues Going Forward
12-3h Response of U.S. Business to Privacy Concerns
12-3i The Fair Information Practices Principles



12-2j Privacy Organizations and Seals

12-3k Regulation in Various Internet-Using Countries
12-4 Consumer Data Security Breaches

12-4a Consumer Concern About Security

12-4b Spyware and Adware

12-4c Phishing, Pfarming, and Spoofing

12-4d ldentify Theft

12-4e Business Concerns about Security

12-4f Types of Threats against Business Networks
12-5 Intellectual Property

12-5a The Digital Millennium Copyright Act

12-6a Intellectual Property Issues in the European Union
12-7 Summary

Chapter 13 - Leveraging the Marketing Knowledge Asset
13-1 Introduction
13-2 The Knowledge Management Continuum
13-3 Knowledge Management in Marketing
13-4 Leveraging Knowledge at a Hypothetical Bank
13-4a The Application
13-4b The Response
13-4c The Reaction
13-4d The Automated Workflow
13-4e The Question
13-4f The Loan Approval
13-5 Developing Customer Contact Protocols
13-5a Constructing Customer Profiles
13-6 Embedding Expertise in a Knowledge-Based Protocol
13-6a Explicit Knowledge
13-6b Tacit Knowledge
13-6¢ Querying the Knowledge Base
13-6d Capturing Tacit Knowledge
13-7 Automated Email Campaign and Response Systems
13-8 Summary

Chapter 14 - The Future — Wireless and Convergence

14-1 Introduction

14-2 Consumer Adoption of Innovations

14-3 Pervasive Computing
14-4 The Pervasive Challenge
14-4-a Speedpass—RFID-Based Payment System
14-4-b British Airways—Innovative Technology to Service Customers
14-4-c BNSF Railway—Making Field Workers More
14-4-d Las Vegas—Using your Cell Phone at the Parking Meter
14-5 The Mobile Marketplace

14-6 The Evolution of Wireless Technology



14-7 Use of Wireless Content and Services
14-8 Mobile Advertising and Marketing
14-8-a Cell Phone Promotions
14-8-b iPod Promotions
14-9 Wireless Transactions
14-10 Barriers to the Use of Wireless
14-11 Strategic Drivers of Wireless Technology
14-12 Wireless Industry Self-Regulation.
14-13 Digital Convergence
14-13-a Device Convergence
14-13-a-1The Mobile Individual
14-13-a-2The Wireless Household
14-13-b Media Convergence
14-14 Summary: The Converged Future



	5-10 Summary

