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Lecture 4: The Digital Marketing Mix
I. The Digital Product

1. Definition and Key Characteristics of the Digital Product

A digital product can be defined as:
"Anything offered and presented by an organization through its online store on the internet with the objective of
achieving the organization’s goals by satisfying the needs, desires, and preferences of target customers."

Thus, a digital product—whether it is a good, a service, an idea, an individual, or an organization—is the core
of any e-business activity.

The digital product strategy can be defined as the approach for presenting an organization’s products online to
achieve its objectives, primarily profit generation, customer satisfaction and loyalty, and competitive advantage,
among others.

Key characteristics of digitally marketed products include:

e The ability to purchase online from any location at any time;

o Rapid delivery due to available payment and delivery systems, which may be instantaneous for certain products
(e.g., software, e-books, digital newspapers);

e Auvailability of sufficient information about the product, creating consumer trust;

o Diversity and wide availability of products online, including alternatives;

e Many free products available online, serving as promotional tools or a means to collect prospective customer
data;

o Rapid product design and development enabled by information on consumer needs and preferences.

2. Digital Product Marketing Matrix

Considering the characteristics of digital products, some relate to the market, while others pertain to the product
itself. A proposed four-quadrant matrix presents various options for leveraging the internet to market products
and expand market reach.

Digital Product Marketing Matrix

[Note: The matrix diagram should be inserted here for clarity in presentations or publications.]

3. Mechanisms for Marketing Digital Products

To ensure successful marketing, organizations must rely on several mechanisms to develop and present their
digital products:

A. Brand Utilization in Marketing Digital Products

A brand is a name, phrase, symbol, design, or a combination of these elements, intended to identify a specific
product or organization and differentiate it from competitors. Brands convey four core aspects: product
attributes, product benefits, symbolic personality, and value.

In e-business, brand strategies include:
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Focusing on a corporate brand online;

Emphasizing a product-specific brand;

Combining corporate and product names into a single brand,;
Utilizing a family brand approach.

B. Use of a Corporate Logo Online

C. Adoption of Market Positioning Strategies

D. Product Categorization

E. Attractive Display of Products in Online Stores

I1. Digital Pricing

1. Definition of Digital Pricing

Digital pricing refers, in simple terms, to the monetary value of a digital product. Broadly, it encompasses all
values (e.g., money, time, effort, cost) that a buyer pays to obtain the benefits of owning or using a specific
digital product.

Digital pricing differs from traditional pricing in several ways:

e Precise determination of price levels;
o Rapid adaptability to market changes;
e Price segmentation.

2. Types of Digital Pricing

The main types include: fixed pricing, dynamic pricing, segmented pricing, and auction-based pricing.
3. Factors Influencing Digital Pricing

Internal Factors:

e Pricing objectives;
e Other elements of the marketing mix;
o After-sales services.

External Factors:

Nature of competition in digital markets, with lower monopoly levels than traditional markets;

Competitor product prices and the emergence of comparison tools;

Supplier pricing and the availability of multiple suppliers for B2B transactions;

Prevalence of online auction methods;

Supply and demand levels for products;

Economic conditions of customers, varying by region due to global market openness;

Ethical and legal considerations, including government intervention, product support, taxation, and customs.
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I11. Digital Distribution

Definition of Digital Distribution

Digital distribution is defined as the process of “delivering the right products to the right locations in the right
quantities at the right time, at minimal cost, using internet and extranet networks.”

Mechanisms of Distribution in E-Business

For tangible goods: Promotion and sales occur online, while distribution relies on existing physical logistics
systems (i.e., virtual sales/promotion, physical distribution).

For services: Several distribution methods exist:

e Direct delivery through the organization’s website after electronic payment, providing access credentials for
services (e.g., digital documents, video streaming, subscriptions, gaming);

e Download-based distribution, allowing customers to store products in digital formats (software, documents,
videos);

o Hybrid distribution, where part of the service is delivered digitally and the rest physically (e.g., travel and
accommaodation booking online with real-world fulfiliment);

e Email distribution, where services or partial services are delivered via email (e.g., e-tickets, download links),
often complemented by mobile notifications for updates on delivery stages.

IV. Digital Promotion

Definition of Digital Promotion

Digital promotion is a core element of the electronic marketing mix, encompassing all activities and efforts
undertaken by an organization to influence customer behavior and encourage them to choose its website and
shop online, using various internet-based tools.

Tools of Digital Promotion:

e Organization’s Website: Designed to facilitate shopping and promote the business online;

e Search Engines: Organizations must ensure prominent placement in search results using techniques such as
SEOQ, search engine advertising, and automated indexing;

o Directories: Organize topics hierarchically, allowing customers to explore alternatives offered by competitors;

e Online Advertising: Includes banners, pop-ups, and other internet platforms. Benefits include timely message
delivery, controlled display frequency, interactive responses, rapid feedback collection, and measurable
effectiveness;

e Instant Messaging and Chat: Product promotion through private or group chat rooms;

e Email Marketing: Offers advantages of speed, low cost, data retrieval, and automated storage, though emails
may reach spam folders;

e Usenet/ News Groups: Distributed discussion systems enabling users to read and post news in categorized
threads;

e Social Media Networks: Enable direct interaction with audiences, market analysis, and promotional activity
integration.
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V. Privacy

Privacy ensures individuals can protect their personal data and life from unauthorized use or dissemination
online. Achieving privacy requires:

Organizational commitment not to use customer data without consent;
Disclosure of how data is collected and processed;

Customer control over which data may be collected;

Customer access to view, correct, or delete data;

Use of data solely for specified purposes;

Secure destruction of data after its intended use;

Legal methods for data collection.

V1. Personalization

Personalization focuses on leveraging customer data to design better products and target them precisely to meet
individual needs. Objectives include:

Providing superior services by anticipating customer needs;

Designing products based on customer requirements;

Aligning marketing with the value sought by customers;

Selling, delivering, and supporting products according to customer expectations.

VII. Security

Information security is crucial for successful e-commerce, encompassing business secrets (B2B), financial

information (payment data), and personal information (passwords). Rising online fraud and hacking have
increased its importance.

Key requirements include:

Ensuring secure online financial transactions;

Implementing technological infrastructure for secure operations;
Maintaining simple, user-friendly processes;

Establishing long-term trust among participants;

Handling sufficient transaction volume to prevent technical failures.



