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1.0 INTERACTIVE MEDIA
Interactive media refers to communication systems that permit two-way communication, such as a telephone call or an E-mail message. There is a range of interactivity. The closer the medium is to a dialogue or the more a user is able to manipulate the content, the more it can properly be described as interactive communication. The Internet is interactive because users are involved in selecting the information they attend to and they can contact the company and other users directly. 


2.0	THE INTERNET
The Internet is a linked system of international computer networks. The World Wide Web is the information interface that allows people to access the Internet through an easy-to-use graphical format. Most people use these terms interchangeably. 

2.1	E-Business and Marketing Communication
E-business refers to all the hardware, software, and computer know-how that provides a platform for businesses that use the Internet to sell products, as well as manage their accounting, distribution, and production online. It also includes their advertising, customer service, personal sales, internal communication to employees, and external communication to outside stakeholders. The most familiar form of e-business is companies, such as Amazon.com, that sell products online.

2.1.1	Providing Information
The Internet has helped bring interactivity to customer communication by providing information. Web publishers, who are media providers using the Internet to deliver news, features, and programs, also need to advertise these services. 

2.1.2	Collecting Customer Information
E-businesses capture information and use it to direct their marketing communication efforts to make messages more personal and relevant to consumers. 

2.1.3	The Internet and Privacy
Some people see problems with the collection of information. Their concern is with how it is used and whether its use violates people’s privacy. Companies try to maintain a responsible position by posting their privacy policy on their Websites.

The government and a number of consumer activists follow and/or monitor this issue.

The Internet is also useful in handling other important forms of e-business communication, such as customer service and technical support. Customer service is the department customers contact when they have problems, questions, complaints, or suggestions. Technical support refers to departments with highly trained staff who are available to product users to answer customer questions about the product’s use. 

2.2	The Internet and Marketing Communication
The marketing communication dimensions of the Internet vary. Some web-based tools are used for stakeholder communication and some are for advertising and other types of promotion.

The Internet has the capability to deliver inexpensive internal communication. Intranets are internal communication systems that connect employees. Extranets are similar communication systems that connect a company and its employees to external stakeholders. 

The Internet has also become a major internal communication source with password-protected Websites for employees, vendors, suppliers, dealers, distributors, and sales representatives.

2.2.1	Websites
Sometimes called a “home page,” a company’s Website is the online face it presents to the public. The Website is a communication tool that sometimes blurs the distinction between common forms of marketing communication, such as advertising, direct marketing, and public relations. Website redesign is often tied to an integrated marketing communication (IMC) program with the objective to unify all marketing materials. 

2.2.2	Advertising Resources
Most Internet users depend upon search engines, such as Google or Ask Jeeves, to find information for them. These Internet tools use keywords to compile a collection of information relating to that word. For marketers, an important first step in creating a viable Website is getting it registered with popular search engines so that it begins building visibility and shows up early on the list provided by the search engine.

Search marketing describes an approach that relies on actions initiated by consumers. Because they are searching for a particular topic, Websites and the ads on them are not perceived to be as intrusive as other forms of advertising. 

Business-to-Business (B2B) ad networks link B2B Websites vertically through an industry and horizontally across a mass market. These networks produce something akin to a custom directory of B2B Websites for each advertiser, helping the advertiser target a precise business audience with the right message.

2.2.3	Chat Rooms
Groups of people with a special interest can contact one another and exchange their opinions and experiences through chat rooms—sites located online, sometimes as part of an organization’s Website, but sometimes completely independent of any company. On these sites, people can post notes and respond to other people’s postings. 

2.2.4	Blogs
A blog is a personal diary-like Website that is created by an individual. These personal publishing sites also contain links to other related sites that the writer feels are relevant. Some corporations are considering blogs as an alternative to traditional Websites as a way to keep employees and other stakeholders informed. 


3.0	INTERNET ADVERTISING
Internet advertising is a growing industry. Advertisers see it as a relatively low-cost alternative to mainstream advertising media. It reaches people who aren’t watching much television or reading newspapers.

More than 90 percent of Internet advertising is found on a small group of large, established news-media sites that operate as electronic publishers, such as nytimes.com, wsj.com, and espn.com.

3.1	Purpose of Internet Advertising
Online advertising serves three primary purposes. First, it provides a brand reminder message to people who are visiting a Website. Second, it works like an ad in traditional media and delivers an informational or persuasive message. The third purpose, however, is most critical in that it provides a way to entice people to visit the advertisers’ site by clicking on a banner or button on the Website. This is called driving traffic to the Website. 

People find an advertiser’s Website after doing a search using a search engine, by finding the address in some other communication, or by encountering an ad on a related site that has enough impact to entice the visitor to leave the original site and move to this new one. 

3.2	Types of Internet Advertising
The industry is moving so quickly that by the time you read this, other categories may replace or supplement those discussed here.

3.2.1	Banner Ads
Banner ads are small ads, about other Web pages, on which people can click to move to the advertised Website. They are usually placed on a Website featuring complementary products or related topics. 

3.2.2	Other Formats

· Skyscrapers: Extra-long, skinny ads running down the right or left side of a Website.
· Pop-ups and Pop-behinds: Ads that burst open on the computer screen either in front of or behind the opening page of the Website.
· Minisites: Allow advertisers to market their products without sending people away from the site they’re visiting.
· Superstitials: These are thought of as the “Internet’s commercial,” and are designed to work like TV ads. When you go from one page on a Website to another, a 20-second animation appears in a window.

3.2.3	Interactive Formats
New technologies such as plug-ins, Java script, and Flash provide active components. New interactive ads that deliver multi-media effects using sound, still images, and full-motion video are referred to as rich media. The phrase streaming video is used to describe moving images that can be transmitted online and received through most computers and their modems. 

3.3	Offline Advertising for Websites
One of the most difficult problems facing Internet marketers is driving traffic to their sites. One way to do this is to use offline advertising, which appears in conventional media to drive traffic to a Website. 

3.4	The Internet Audience
The Internet has become a standard communication tool in both business and personal use. It is now the leading tool for information searching by all ages. 

3.4.1	Measuring Internet Audiences
The advantages of the Internet as a potential advertising vehicle are tremendous, with rapid, near instantaneous feedback and results chief among them. Marketers can run tests online, measure meaningful results within days, and quickly invest in the best performers with minimal switching costs. The problem, however, is that there is a lack of standards to measure Internet effectiveness. At the heart of the problem is the question of what exactly is to be measured—readers, viewers, visitors?—and how it equates to the reach of other media.

Consider hits (the number of times a particular site is visited), viewers (the number of viewers to a site), unique visitors (the number of different viewers during a particular time period), and page views (the number of times viewers view a page). These measures track a consumer through a Website, but they offer no insights as to motivation, nor do they tell us whether a visitor paid any attention to the surrounding ads.

The primary method currently used to measure consumer response to Internet advertising is click-through (the number of people who click on a banner ad). This measure is considered insufficient by many Internet advertisers and a host of private research providers have emerged to expand on that measure. 

Having the ability to quantitatively measure audiences is particularly important to media buyers who need to show what the click-through, page view, or total traffic means to their clients. It is also meaningful to advertisers or media buyers to obtain similar information from comparable sites so that they can see if they are getting a fair deal.

3.5	Advantages and Disadvantages of Internet Advertising
Internet advertising is relatively inexpensive. Advertisers can customize and personalize their messages. An advertiser can use database marketing techniques and input key demographic and behavioral variables, making the consumer feel like the ad is just for him or her. 

For the B2B advertiser, Internet advertising can provide excellent sales leads or actual sales. 

The Internet can level the playing field for small- and medium-sized companies that compete against larger organizations. The cost of creating a Website, a set of ads, and a database is affordable for virtually every marketer.

The most serious drawback is the inability of strategic and creative experts to consistently produce effective ads and to measure their effectiveness. Clutter is also a problem. 

3.5	The Web in International Advertising
The Web is an international marketing and advertising medium but it faces access, legal, linguistic, currency, and technological barriers. The Internet audience is growing faster internationally than it is in the United States, particularly in developing countries.

Advertising and sales promotion laws differ from country to country. 

3.7	Changes and Trends in Internet Advertising
One of the biggest problems faced by Internet advertisers is the varying levels of technological sophistication viewers have available. Some use high-speed DSL lines while others use slow, dial-up modems and narrow bandwidth systems that make online access and transmission tedious. Bandwidth refers to the amount of digital information that can be sent through a phone line or fiber optic line. 

Another upgraded technology includes the new willingness of online publishers to accept various types of advertising other than banners on their pages. 

The biggest changes will happen in the area of measurement as the Internet becomes more like mainstream television. Media planners and buyers hope to be able to use the same daypart data, as well as reach and frequency tools, to evaluate the effectiveness of online advertising. 


4.0	E-MAIL ADVERTISING
One of the attractive things about E-mail advertising is that it is so inexpensive. Unfortunately for E-mail advertisers, people generally don’t welcome unsolicited E-mail, even if the response rate is higher than for banners. Permission marketing attempts to address this problem by asking potential consumers for their permission prior to sending them E-mail.

4.1	Spam
Blasting millions of unsolicited E-mail messages to E-mail inboxes for everything from loans to computer cartridges is called spamming. Consumers who are irritated by the avalanche of solicitations that clutter their inboxes may think of spam as “junk E-mail,” but providers prefer to call it “bulk E-mail.” 

Critics, and that’s most of the rest of us, would like to see the government close down these providers. 

4.1.1	Opt-in and Opt-out
Proposed solutions to the spam problem usually incorporate one of two permission marketing strategies for consumers to control their inclusion on E-mail lists. Opt-in means that all bulk E-mailers have to get your permission before sending any E-mail. Opt-out means that E-mailers can send the first E-mail, they just have to have an option that makes it possible for you to say not to send any further E-mails from that business. 

4.2	Viral Marketing
A practice designed to deliver a groundswell of opinion or marketplace demand for a product is called viral marketing. It uses E-mail to circulate a message among family and friends. 

5.0	ALTERNATIVE AND NEW MEDIA
Mainstream media of all types are hurting, particularly network television. However, some are seeing double-digit annual increases in the Internet.

The search for new media is particularly important for advertisers trying to reach the youth market, because teens are often the first to experiment with new media forms. 

In some ways, this search for new ways to deliver messages is just as creative as the message concepts developed on the creative side of advertising. These new media forms are called either new media, a phrase that has been used to refer to new electronic forms such as the Internet, or alternative media, which refers to non-traditional or unexpected communication tools and events. 

5.1	Advertainment
In an attempt to stand out among the media clutter, several companies have begun integrating brands into the content of television shows—known as advertainment or branded entertainment.[footnoteRef:2] Branded entertainment more aggressively promotes a product than product placement. Described as situational ads because they are embedded in specific programs, they are harder for viewers to dismiss immediately as ads because the product is a character in the program. [2:  Theresa Howard, “Brands Becoming Stars of the Show,” USA Today, April 9, 2003, p.B1; Kate Macarthur, “Branded Entertainment, Marketing Tradition Tussle,”  Advertising Age (May 10, 2004): 6; Ruth Mortimer, “In the Picture: How Brands are Muscling in on Content,” Brand Strategy (May 2003): 10–11.] 


5.2	New Internet Practices
The following are two new approaches.

5.2.1	Brand Experiences on the Web
Many companies are making their Websites more engaging and entertaining because many consumers consider pop-ups, banner ads, and superstitials not only annoying but ineffective. As a result, many companies instead are making their Websites more engaging and entertaining, providing brand experiences.

5.2.2	Webisodes
Similar to television programs with recurring episodes in a developing story, webisodes have created a new form of Web advertising. Webisodes blend advertising and entertainment. 

5.3	Video Games
Marketers are trying to reach young people by using video games. Online games will be created as will product placement within games. 

As video games develop as an advertising medium, planners and buyers are asking for standardized independent data that proves their effectiveness.

5.4	Wireless Communication
The mobile cell phone has exploded as a popular form of telecommunication. Wireless communication that links the common phone to a computer is possibly the most important change in communication systems so far in the new millennium. 

Cell phones have also introduced new product lines, such as graphic faceplates and specialty ring tones. 

5.4.1	Instant Messaging
Young people are more adept at exploring connection opportunities with new communication systems than are older people. Instant messaging (IM) allows users to keyboard brief messages into a cell-phone screen. 

Teens hate IM advertising because they see it as invasive. As in other forms of advertising, the way to be less intrusive is to be more relevant and offer opt-in options.

Click-and-dial systems use wireless phones to access Websites. 

5.4.2	Hybrid Technologies
Convergence is a big word in the traditional media industries where the differences between television, print, and the Internet media seem to be blurring. The potential of interactive media is that they may combine the advantages of broadcast, print, and the Internet. Convergence is also creating opportunities in the wireless environment.

5.5	Non-Electronic New Media
Ads have been appearing in unexpected places, such as the back of toilet stall doors, for some time. 

5.6	Guerilla Marketing
Guerilla marketing is unconventional marketing-communication activities that are intended to get buzz on a limited budget. The idea is to use creative ways to reach people where they live, work, and walk to create a personal connection and a high level of impact. If it works, the encounter gets talked about through word of mouth rather than through the media. More about matching wits than matching budgets, guerilla marketing does have limited reach. 

Guerilla marketing has even reached the political realm.


234
240

241

