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Abstract — Online marketing communications are moving toward interactions between individual
recipients and consumers rather than being directed from a marketing organization to masses of
consumers. It is now possible for an individual to be just as efficient in broadcasting information, both
positive and negative, about an organization as it is for a large corporation to promote itself. The social
networking that allows the quick and easy dissemination of information and mis-information is in part a
product of changes in online communication channels, but these communication channels are in part
enabled by such social networking. From a marketing perspective, we are at a pioneering stage in
understanding how these work. This article suggests an infrastructure that could be useful in studying
how online communication channels are emerging and how they might evolve in the future. The purpose
of our Paper is to provide a better understanding on the effectiveness of each online marketing
communication tools. In order to reach the purpose of this study our conceptual framework is designed
based on earlier studies.
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INTRODUCTION The ACT Methodology
The way people communicate was always a

fundamental driver for our evolution. Technological CONVERT
advancement in last years is changing how we get,

evaluate and use information. For marketers, this

doesn’t bring only new possibilities, but also new Successful
challenges how to use and control these technologies. ATTRACT Mg:‘k'i"‘j';
There are more than 2 billion people using the internet g

and it caused that marketing is online and new forms

of it are being created faster than ever. For many

people, even professionals, it is nearly impossible to TRANSFORM

keep track of all these new online marketing terms.

Online marketing is about delivering a message via the

Internet to real people and make them do something -
in most cases it is to make them spend money
(Shankar, & HOLLINGER, 2007). According to Shama
Kabani, successful online marketing basically works
on a simple framework called ACT Methodology that
can be broken down into 3 three distinct components:

° A - Attract
° C - Convert
° T - Transform

Figure 1 ACT Methodology

Attract - To attract means to get attention or stand
out. The goal of this phase is to get traffic to the
website by standing out from others. This happens
mostly by using Social media and Search Engine
Marketing.

Convert - Converting strangers into consumers or
customers. Primary focusing on attracted users who
are ideal fit. These people are more likely to buy your
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product and spend money. There two types of
conversion:

. Stranger to Consumer - Consumer is a person
who is consuming your information for
example from your Blog, Twitter or Facebook.
These people don’t spend money yet, but it is
more likely that they will. Consumers are
somehow binded with the brand and with that
they can attract their friends and
acquaintances to the brand. Social media are
suited to this kind of conversion.

o Stranger to Customer - Converting people
become paying customers. This happens via
the company website.

Transform - Transforming company’s successes into
attraction tools. It has two key parts:

1. Doing a good job and provide a perfect service
and customer support.

2. Spread the word about success with clients.
Share their stories of what they achieved
through service or product.

To better understand how the basic theories and parts
of online marketing come together, | have created an
info graphic where on the top there is the new mental
model with the critical Zero Moment of Truth. Then
there are approximate boundaries indicated between
the model and the online marketing types and
techniques (Carfi, & Chastaine, 2011). And on the
bottom there are the ACT methodology phases to
show how these are connected to the ZMOT model
and online marketing techniques.
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Figure 2 Online Marketing Theories Info graphics
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The Internet is a media that provides a convenient
method to advertise a farm business, sell products,
and communicate with consumers. The Internet is a
large market for crops or specialty crop products.
Farmers can advertise the farm products and services
on the Internet by developing their own websites. In
addition, farmers can advertise their products by
participating in web based farm directories.

REVIEW OF LITERATURE:

Today, most of the companies adopted internet as a
part of their marketing communications in their
marketing strategies. “Online marketing
communications has grown to be an important part of
a company’s promotional mix”. This view is also
motivated and they state that companies are using
online medium as a new marketing communication
channel and marketing through internet is growing
rapidly (Pride, & Ferrell, 2012). Throughout this study,
the term Internet marketing, will be used in a broad
sense. There will be sought to make the reader
understand the closer definition by using other more
precise terms, where applicable. But in general
internet marketing can be trying to promote both sales
and communication, e.g. Contact details, Product
sales, Support possibilities, Aftersales options etc.

ONLINE MARKETING:

Principles to use in Internet marketing - The
principles used in mass marketing are ineffective,
when transferred to Internet marketing. To get the
best results, it is essential, (Kabani 2012).) Pointed
out, to use the applications and marketing strategies
that are born in the Internet and suitable for online
marketing. Electronic marketing (e-marketing) refers
to the strategic process of distributing, promoting,
pricing products, and discovering the desires of
customers using digital media and digital marketing.
E-marketing goes beyond the Internet and also
includes mobile phones, banner ads, digital outdoor
marketing, and social networks (Pride, & Ferrell,
2012). Because of the fierce competition on the Web
for the attention of the potential buyers, it takes
enormous marketing expenditures from the E-
marketers to set them-selves out from the crowd, get
visitors to their sites and get them actually make a
purchase.

ONLINE MARKETING COMMUNICATION
CHANNELS:

With the emergence of new communication channels
via the Internet, we have seen an emergence of new
ways that marketing promotions can be launched
and new ways that marketing attacks can be
initiated. As a U.S. presidential candidate, Barack
Obama began using “viral marketing” techniques
early in his campaign for the 2008 elections through
extensive use of Internet social networking (Turban,
et. al.,, 2010). Obama’s Democratic Party opponent,
Hilary Clinton, was the victim of a damaging chain
email campaign, in which she is falsely identified as
having an involvement with the defense of Black
Panther members accused of tortuous murders.

VIRTUAL VARIATIONS OF
MARKETING:

ONLINE

The main focus of this thesis will be to give a better
understanding on the online aspects of marketing
such as; websites, email marketing and social
networking websites. Results of this thesis will give
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small businesses an understanding of what the
advantages and disadvantages are in accordance with
the various forms of online marketing, and will
hopefully be used as a tool in the decision making
process (Brownlow, Mark, 2011) In today's
ever-changing world small businesses need to adapt if
they want to compete within the market. According to a
recent survey conducted by Zoomerang and GrowBiz
Media the top five areas that small businesses plan to
increase their advertising budgets in the year 2011 are
websites, email marketing, direct mail, social media
and print design Out of the individuals that took the
survey hosted by Zoomerang and Grow Biz Media,
17% of business owners plan to increase their
marketing budget for website design, 15% plan on
increasing their email marketing budgets and 13%
plan on increasing their social networking budget.
Overall the survey concluded that small businesses in
2011 plan to increase their overall online marketing
budgets by 54% in comparison to offline forms that
ranked at 46% overall. From these results it is safe to
conclude that if a small business wants to stay
competitive they will undoubtedly need to start gearing
their marketing dollars toward the online form of
advertising.

CONCLUSION:

Nowadays, there are more and more companies using
Internet marketing as a new communication channel to
attract customers. Companies of different size can be
driven by different factors. Particularly, using Internet
marketing contributes a lot to the environmental
protection. Besides that, they have to study how to be
successful when applying Internet marketing as well
as analyzing the advantages and disadvantages of
Internet marketing in order to decide what is their main
marketing channel between traditional and Internet
marketing channels. In fact, this digital marketing
forces companies to pay more attention on how to
protect their customer privacy and to build confidence
in their customers so that they do not hesitate in
making purchases. Moreover, companies must
understand that like traditional marketing,
understanding gender as a factor in purchasing
behavior plays a very important role in the success of
Internet marketing.
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