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			Preface

			In recent decades, the Internet, evolving technologies, and social media have led to the evolution of consumer behavior. The changes in customer behavior driven by digital developments provide many opportunities and challenges that businesses also need to deal with online. Understanding Consumer Behavior in the Digital Age. Online consumer behaviour is one of the biggest drivers behind the growth of data-driven digital marketing tools and techniques. Modern businesses simply cannot afford to ignore consumer trends if they are to attract the right audience, and then convert this audience.

			Digital marketing allows consumers to tailor their shopping experiences. It has been observed that customers prefer instant gratification to researching new products. A brand’s digital content can be crafted and modified to offer tailored shopping experiences. This will have a significant impact on consumer purchase.

			The study of consumer behaviour allows them to understand the expectations of consumers in the market. It also helps them make changes that will empower consumers to make better purchasing decisions.

			Similarly, branding in the digital age, which is also called as Digital Branding, is a brand communication strategy that is implemented with the use of the internet and digital marketing to enhance a brand’s attributes, establish their presence and promote the brand.

			It’s a way of building trust, credibility, and loyalty. In the digital age, branding is a lot easier than ever before. With a strong brand, you can build a powerful online presence that attracts consumers, engages them, and builds trust. It helps you attract new customers and convert them into loyal customers.

			Brands today have to realize the importance of the ever growing and versatile digital age while integrating any communication strategy. Digital devices have been on a rapid surge, due to which the consumer is looking to connect with the brands digitally. Your consumers, on any kind of digital media, are expecting you to digitally communicate with them. This means that any brand now has to strategize a digital plan to integrate their communication with their consumers to understand their trends, behaviors and also increase their impact, interactivity and awareness of their products and services with them.

			The necessity of branding in the digital age is as important as branding itself. In short, a brand comprises of all the elements such as the logo, colour palette, typography, taglines, symbols, etc. that help you differentiate your brand from the others. It could be a product, service or even just a concept that can be communicated to the public to make you stand out from the competitors in the market. The methodology of creating a unique and distinctive personality of any product with the help of various elements is known as branding.
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			Chapter 1 Consumer behaviour in Digital age

			Back in the day, you’d have to meticulously plan a trip to the mall in hopes of finding that specific product you want to purchase. Sales people were the gatekeepers of information—you needed to ask them about anything you needed to know about the product you wanted to get. If you encountered a salesperson who knew all the ins and outs of the product, then you’re lucky. If not, well then, you’re left with very few details that don’t help you make an informed decision.

			It’s not until technology transformed the way we do things that some tedious tasks became more comfortable to do, including shopping.

			In the last decade, Internet strategies have rapidly evolved. In response to the challenges of today’s new era, users have adapted their behavior on the Internet (Urban, Sultan, & Qualls, 2000). These changes have led to the development of new user habits and behaviors in a digital environment that is increasingly characterized by personalized strategies to attract new users (Reyes-Menendez, Saura, & Filipe, 2019). In a digital ecosystem where companies need to understand their users and consumers online, the fundamental basis of business models that operate on the Internet should include the strategies such as user experience (UX), influencer marketing, user-generated content (UGC), or electronic word of mouth (eWom). The data generated by users as a result of their activity in their profiles on social networks, websites, digital platforms, or interactions with multimedia elements that belong to the digital marketing strategies of companies create data points that offer important information about demographics, geographical data, interests, or lifestyle habits of users (Dwivedi, Johnson, Wilkie, & De Araujo-Gil, 2019). All these data must be analyzed by companies in order to appropriately segment advertising and propose digital segmentation strategies that can adapt to user behavior in this digital ecosystem (Kietzmann, Hermkens, McCarthy, & Silvestre, 2011). Based on the analysis of such data and Internet user behavior, companies have increasingly sought to understand the factors that influence users’ online decision making.

			 These factors can be determined by the influences among users on the Internet, reviews or opinions, personal experiences of close friends, and a multitude of other factors and interactions that can occur in digital environments such as social networks (Gursoy, 2019). In addition, there is evidence that users’ customer journey is changing over time, as customer behavior is getting increasingly influenced by digital advertising and the ease of making purchases in digital environments. The ease of using e-commerce websites has dramatically evolved in the last decade (Demmers, Weltevreden, & van Dolen, 2020). In this context, it becomes imperative to know how these changes in user behavior should be adapted—both from the point of view of users themselves, i.e. taking into account factors related to privacy and data processing of their data, and from the point of view of companies which must adapt their digital strategies to capture and generate leads to retain the customers online (Herhausen, Kleinlercher, Verhoef, Emrich, & Rudolph, 2019; Grewal & Roggeveen, 2020). Accordingly, the role of factors such as UGC and eWOM has been extensively investigated in the literature (Reyes-Menendez et al., 2020). Regarding UGC, companies can use this type of content to understand the main user concerns, as well as to analyze their comments, opinions, attitudes, or any other online actions. This type of content is publicly generated by users and is free from bias caused by companies (Krumm, Davies, & Narayanaswami, 2008). The analysis of such content allows companies to better understand the trends in user communities that focus on companies’ products and services (Naaman, 2012). Following this line of research, companies can identify user communities and, within these, find opinion leaders who can become influencers (and thus help companies to promote their products and services). Likewise, in recent years, eWOM has become one of the main strategies to both attract and retain users. Users feel comfortable using social networks and their profiles on multimedia platforms to generate video, music, or any other type of multimedia content (Amato, Castiglione, Moscato, Picariello, & Sperlì, 2018). 

			In these ecosystems, users are influenced by getting more followers or generating greater engagement in user communities. Opinions of other users—for instance, expressed through reviews and comments—also play a fundamental role in user decisions (Cheng & Jin, 2019). From the companies’ perspective, a strategy must be developed to generate positive opinions about the company’s products and services on the Internet, so that users can identify a positive reputation relative to the company and its products and services on the Internet (Smith, 2011). In this context, this special issue aims to explore the factors that influence user behavior in the digital age, with a specific focus on the main digital marketing techniques used to promote various types of content published by online users.

			Now, the digital age has allowed people to browse and buy items right at the palm of their hands, without leaving their seats. The internet contains the information buyers need to know about products via a simple search. In fact, 81% of shoppers turn to search engines before they make a purchase.

			Even word-of-mouth marketing and referrals have transitioned online in the form of reviews and testimonials. This marketing strategy dramatically influences a prospective buyer in completing a purchase, as more and more people believe online reviews as much as their peers.

			Businesses have adapted to these changes by setting up their e-commerce websites or listing their products in marketplaces to retain their customers.

			However, it’s not enough to merely be online. Learning the new trends of consumer buying behavior is critical to conquering your market. It will provide better overall shopping experiences for your consumer and ultimately increase your company’s revenue.

			If you want to boost your sales efforts and reach your audience effectively, you should familiarize yourself with the way they shop, instead of blindly relying on your email marketing service. Here are some fast facts that can help you optimize your digital marketing strategies.

			Studying the Market

			It’s imperative to segment your users and study the specifics of your market. Perform data cleansing to weed out those that don’t fit your ideal customer profile. Who is your audience? Here are some more interesting facts that are specific to groups of people.

			•Generation: Inbound Marketing Agents revealed that millennials consider word-of-mouth and search engines to be the top two influencers of their purchase activity. This generation is also the key demographic of online commerce, as they are the most well-versed in technology. Buying online seems more natural to them than any other age group.

			•Gender: A whopping 85% of all consumer purchases come from women. Consider using methods that will target them when doing your marketing. Explore themes like empowerment, equality, and emotions.

			•Background: In a study done by Total Retail, 86% of respondents who had minor children  purchased products using a mobile device. The convenience of online shopping is a win for busy parents who can’t leave their kids in the house and have a lot of other things to do.

			Keeping Up with the Competition

			Because of the tight competition in e-commerce, marketplaces, and physical stores, it’s only natural that you’d want consumers to view you as the top contender in your industry. Here are a few more reminders for making sure you have robust digital marketing strategies in place.

			•Any business will benefit from using the most current SEO practices; even the travel industry would benefit from the SEO services of someone like Victorious – http://victoriousseo.com/verticals/travel/. You should regularly research keywords that you can weave into your site and product pages. At the very least, you want your website to show up in the first few results on search engines so that consumers check out your products first. Using marketing tools is also a great way to get your business ranking high on the search engines. 

			•Optimize your website for mobile viewing. A lot of the research phase happens with the use of a smartphone. Don’t drive away your customers by using unreadable text and flashy colors.

			•Creating social media accounts for your brand almost feels like a requirement now. Set up a Facebook Page, Instagram, and Twitter for your business. Let your consumers know that they can reach you on their favorite social platform as well.

			•Use visuals. Photo and video are great selling tools for consumers who want to inspect a product online since they don’t have the luxury of time to check it out in person.

			Having sound marketing practices, excellent customer service, and stellar products and services are the ingredients for success in your business. Part of ensuring you have all three is getting to know your buyers more and learning the way they think.

			1.1	Evolution of consumer 
	behaviour 

			3 major shifts in marketing paradigms in the 21st century and where we are going next

			[image: ]

			Fig 1.1 Evolution of humans, Source: https://miro.medium.com/max/828/0*dOB0m-ejm_MFPyXw.

			“We always overestimate the change that will occur in the next two years and underestimate the change that will occur in the next ten.” -Bill Gates

			One of the best examples of how we both overestimate and underestimate changes in the future is the evolution of consumer behavior throughout this century.

			Take a minute and imagine the world we were in 10 years ago (it’s hard to believe 2007 was 10 years ago). Facebook was still competing with MySpace for traffic, Amazon was primarily known for selling books, and the iPhone was just released.

			Back in those days, the way we shopped for products was drastically different from the way we shop today. Most of us still trusted brick-and-mortar stores, we didn’t have price comparison services, and we were at the mercy of large corporations for discounts.

			Today, we will examine three primary paradigm shifts in the marketing world in the last 10 years due to the emergence of digital technologies and platforms such as Facebook, Amazon, and smartphones.

			More specifically, we will talk about how, in just 10 years, we went from a linear, retail-focused model (the “first moment of truth”), to today’s iterative, digital-centric model of customer behavior (the “accelerated customer decision journey”).

			But the goal of this article is not merely to explore the history of marketing frameworks. It’s also to project the future of marketing and consumer behavior. Based on the three paradigm shifts I mentioned, we will take a glimpse into the next decade to see how we, as business owners, can adapt to this new and ever-shifting world.

			Paradigm 1: First Moment of Truth

			Imagine yourself as a customer in the year 2005. You just walked into a grocery store to buy a bottle of shampoo.
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			Fig 1.2 Bottle of shampoo, Source: https://miro.medium.com/max/750/0*pC2gyfp4X6R6QZl-.

			You look down the aisle and see over 10 shampoos of different brands and types, and you need to make a decision on which one to purchase.

			You may consider several factors when making this decision — the design of the label, the position of that shampoo on the shelf, and the detailed explanation on the label.

			The decision process you are going through right now is what marketers at P&G call the “First Moment of Truth.”

			Coined in 2005, the “Moment of Truth” model is one of the most celebrated marketing frameworks because it so accurately captures the customer’s decision process when buying a product (First Moment), experiencing a product (Second Moment of Truth), and eventually becoming loyal to the brand.

			You can see an overview of these “moments” in this graphic:
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			Fig 1.3 Moments, Source: https://miro.medium.com/max/786/0*gy2YaiicK5cyJZp_.

			As the shampoo story illustrates, the original “Moment of Truth” model does not incorporate digital technologies or the internet into customers’ shopping behavior.

			Now let’s add digital to the mix

			Paradigm 2: Zero Moment of Truth + Customer Decision Journey

			Let’s go back to the shampoo story again, but in the year 2011.

			Now, as a customer, you have sufficient access to smartphones and the internet to go beyond the shelf when evaluating the product.

			In fact, you might not be at the physical store at all since ecommerce stores like Amazon and Walmart.com have also become significantly more popular, serving as viable alternatives to the physical retail store.

			

			Therefore, when you need something like a shampoo, you are unlikely to go directly to the store to purchase, but rather go online to search something like “the best shampoo in the world” — and that’s the Zero Moment of Truth.

			Coined by Google in 2011 the Zero Moment of Truth (ZMOT) describes how digital channels such as social media and search influence the customer decision journey.

			The significance of ZMOT is that it is perhaps the first marketing framework that emphasized the importance of digital channels as a critical part of the customer decision journey. This encouraged companies to start considering “buzzwords” such as SEO and SEM (search engine marketing).

			Whereas ZMOT signaled a turning point of the digital age in marketing, a new model popularized by McKinsey in 2009 gave marketers an even more up-to-date way to think about the new, iterative customer journey created by new technologies.

			Under the traditional marketing mindset, customers behave in a funnel. They start by becoming aware of the product and brand. Then, they eventually go through several steps to purchase a product and become loyal customers.
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			Fig 1.4 Steps of the funnel, Source: https://miro.medium.com/max/828/0*MXOTzPNuiICb8Xpj.

			In each of the stages, customers may “drop off” in the funnel. The marketer’s job here is to prevent these drop-offs by optimizing their messaging in each step of the funnel.

			However, with an enormous amount of decision power and information unlocked by smartphones and the internet, customers no longer interact with companies in the linear manner described above.

			Instead, the modern customer’s decision process is much more iterative. Customers today hop between different stages of the funnel between multiple companies, thanks to the power granted by the internet. Their decision journey looks closer to something like this:
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			Fig 1.5 From trigger, to initial consideration set, to active evaulation, to moment of purchase. Then we do it all again in the ongoing post purchase experience and loyalty loop, Source: https://miro.medium.com/max/828/0*oWvgsQdlqGLc8FhQ.

			The significance of this new McKinsey model is that it no longer views the customer’s journey as their interaction with one individual company.

			Instead, it introduced the idea of a “consideration set”: a basket of products that customers are considering that may meet their needs.

			This “consideration set” model showed companies the importance of providing their customers with enough information for them to make the purchase decision, instead of “plugging the funnels.”

			This framework, combined with ZMOT, is the most popular marketing framework of this decade. It has been evangelized by countless online courses, and used by businesses ranging from Fortune 500 companies to small ecommerce stores.

			However, even these two models are being challenged by digital acceleration.

			Paradigm 3: The Accelerated Loyalty Journey

			One of the biggest problems of the two previous frameworks is that they are too slow.

			Nowadays, customers are bombarded with thousands of pieces of information every single day over the internet, and their attention span has deteriorated rapidly.

			What this means to marketers is that a customer’s evaluation cycle is significantly crunched from a stage of multiple days or hours to a matter of minutes or seconds. If your product does not convince customers to buy right now, you have lost that customer’s attention forever, and they will probably not come back no matter how much you bombard them with ads.

			This simple fact led McKinsey to update their customer decision journey to an updated model, illustrated below:
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			Fig 1.6 From classic customer decision journey to the new “accelerated loyalty journey”, Source: https://miro.medium.com/max/828/0*vcMKk4mk26LtGSxL.

			

			The significance of this new “accelerated loyalty journey” is that it doesn’t just focus on providing information to help customers evaluate the company’s products.

			It also emphasizes the importance of delivering that information in the shortest amount of time to the most targeted customer segments. This allows marketers to get these customers to take immediate action and convert.

			In other words, having the information is not enough. You need to push that information aggressively in front of the customers at the exact moment their needs are generated.

			Enabled by advanced technologies such as machine learning and artificial intelligence, more and more companies have started to conduct this type of “hyper-speed targeting” to their audience. This marks a new age of marketing automation and acceleration.

			Where are we going?

			Now that we have examined the three shifts in marketing paradigms in the last 10 years, it’s time to talk about where we are going next, and what we can do as modern marketers to stay ahead of these trends.

			While these shifts in marketing may seem very different, the underlying theme is the same: customers are becoming more powerful in making their own purchasing decisions.

			Gone is the time when we could say, “advertise it and they will come.” Now is the time when we have to make products WITH and FOR a specific customer audience in order for them to become a loyal customer.

			As the information available to customers proliferate, this trend will only accelerate in the next decade, making “customer-centric” marketing even more important for companies to succeed.

			So as marketers, here are some key steps we should take to prevail in this new digital age:

			Co-create our brand and product with customers: it’s time to talk to our customers face-to-face to understand what they need, what drives them, and how we can best serve them. It is time to stop hiding behind the facade of digital ads. We must develop genuine conversations and relationships with these people that we truly care about.

			Invest in employees that really care about your cause: the key to modern marketing is to be authentic and genuine. You cannot achieve true authenticity until everyone in your company deeply cares about what you build and believe in your values. Only by hiring these people who are aligned with your identity can you build deep connections with your customers.

			Invest in technology to accurately target your audiences: the only way to make sure you send the right message to the right audience at the right time is using technology. Machine learning and artificial intelligence platforms are getting cheaper and easier to use every day for non-technical marketers. Take advantage of these technologies and elevate your marketing to the next level.

			Experiment constantly: the great thing about digital platforms is that they are inexpensive and easy-to-use. This opens up opportunities for a large volume of testing and experimentation in your company. So leverage these new testing opportunities to figure out the best way to reach the people you want to reach.

			1.2	Understanding in the 
	consumer in new digital age 

			The fast evolution of user-friendly tech and instant access to information has made the consumers of today smart and aware. With ever increasing options available at a tap of the touchscreen, consumer behavior and preferences are forever in flux.

			Switching from device to device

			We all own at least one mobile device, often multiple such devices. Cloud syncing means that we do not have to be confined to any single device in order to access our data. We can do so anytime, anywhere, and from our phones, tablets and laptops.

			This means that your website needs to perform optimally on devices of all kinds and sizes. The rendition of a website is different on the desktop than it is on a smartphone. On a tablet, it looks different still.

			Make sure your website is optimized for viewing and ease of use on all devices. If it doesn’t load well on a phone, a consumer might be tempted to ditch it altogether instead of waiting to check it out when he or she gets around a laptop.

			Similarly, we would not suggest going app-only either, regardless of the business you are in or the service you offer. Even the globally popular cab service Uber is accessible through a web browser. In order to ensure you are reaching the maximum number of people, building a responsive website is the safest bet.

			Sharing

			Have you incorporated as many share buttons as relevant into your website? Can your content be shared via WhatsApp as well? Can it be saved to Pocket or Evernote for later reading? Does it allow people to share quotes via tweets? Is the sharing seamlessly integrated with Facebook?

			How about Pinterest and Instagram? Can the images on your blog be shared on these platforms, or would visitors have to save the image to their device and then separately upload it to the social networks?

			Consumers today love sharing and they cannot have enough of excellent content. This means that if your blog is low on sharing buttons, you could be missing out on exposure.  Don’t stop at the usual suspects – Facebook, Twitter, and LinkedIn. Go beyond them and also think of Reddit, StumbleUpon, Flipboard, etc. (as long as these platforms are pertinent to your content/services). Sassy social share is an excellent WordPress plugin to help visitors share content across platforms. It gives you around 100 sharing/bookmarking options to choose from.  

			If you have done enough and sound research into your demographics, you must know where the vast majority of your target audience is. If you are still in the process of figuring this out, maximize your chances of attracting them by providing six to seven sharing options. You may be surprised where you get the majority of the traffic from.

			Attention spans are shorter

			Now the point of attention span can be argued both ways. On the one hand, BuzzFeed-style punchy GIF-laden posts are all the rage, and on the other hand, long-form content continues to rule in certain industries. (A study from last year found that humans now have shorter attention spans than the goldfish, thanks to smartphones and constant connectivity!)

			The key is to understand and study what suits your niche the best. Certain industries lend themselves well to fun post; others benefit from long-form content every now and then.

			However, regardless of the length of the content, it needs to be easy to read and understand. If your content is not up to the mark, if it does not get straight to the point or promise actionable tips, it will very likely be passed over in favor more helpful/enjoyable options.

			Whatever you do, don’t bore your reader or take their attention for granted. The more compelling your articles or videos, the higher the chances of them being consumed in their entirety as well as being shared. Check out some of our older posts on how to create content that people would love to share.

			Loyalty

			It may not be easy to figure out where exactly your content would fit in the lives of your target audience – it is a matter of trial and error to arrive at content that captures the essence of your brand and also solves problems of the audience and/or provides guidance to them. Don’t expect your hard-made posts to be an instant hit. Instead, focus on studying your audience and refining your efforts.

			

			However, once you have struck the right chord and are able to attract a sizeable readership, you may be in for a pleasant surprise. When consumers love a certain type of content, they do everything they can in order to make sure everyone they know has heard about it. There are numerous blogs and YouTube channels started by entrepreneurial individuals that have gone on to amass great audiences as a result of it. These followers are loyal. They are vocal in their praise and look forward to the weekly updates. In so many ways, they do your marketing for you.

			It should be noted though that in most cases it is primarily the personality of the blogger that people connect with. Don’t shy away from infusing a personal touch into your content. In fact, it is highly recommended you do so. A quirky personality will help you stand out in a sea of me-too blogs and channels, and improve recall in the minds of the readers. It will also enhance the credibility of your content; after all, who doesn’t love an engrossing first-person narrative?

			Content creators today are dealing with a smart audience spoiled with choice. This does make the task of producing popular content a challenge, but the internet is also a level-playing field, where anyone who understands their audience well, creates content that brings value to the lives of the average person, and employs the best content creation and marketing practices, stands a good chance of winning the game.

			Online consumer behaviour is one of the biggest drivers behind the growth of data-driven digital marketing tools and techniques. Modern businesses simply cannot afford to ignore consumer trends if they are to attract the right audience, and then convert this audience. Understanding is the key here — businesses need to know who their audience is, what these audience members are doing, and how to position products and services for the greatest possible impact.

			Consumer behaviour: Driven by expectation

			The modern consumer landscape is a little different from the one our parents grew up with. In fact, it’s also different from the one that we grew up with. Digital technology has developed at such a rapid pace that things that once seemed new and exciting have quickly become standard expectations for consumers. This may make keeping up with consumer behaviour feel like a thankless task, and perhaps it is — your audience is not going to applaud you for catering to their behaviours — but the alternative is far, far worse.

			Let’s look at mobile technology as an example. It wasn’t so long ago that the idea of purchasing a product or service via mobile seemed novel and cutting-edge, but today, it’s become almost a minimum expectation among consumers. Fifty percent of consumers now say they will stop visiting a website that is poorly optimised for mobile, even if they like the business.

			Today’s consumers expect a smart and intuitive user interface (UI), swift delivery of products and services, real-time support around the clock, easy site navigation, rapid loading speeds, and much more. If you can provide this great experience, tailored to the behaviours of your customers, 72 percent of them will share this with at least six people. However, fail to provide this and only around one in 26 customers will actually let you know that you have slipped up, with the remaining 25 quietly taking their business elsewhere.

			How to understand consumer behaviour and use this to your advantage

			Recognise buyer’s journeys

			The buyer’s journey is not unique to the digital age. It’s been around for quite some time now in one form or another. However, in recent years, these journeys have become more complex — and more diverse. For every customer who experiences a need, knows whom to call upon, and orders a product directly from a business website, there is one who is going to take a far longer and more circuitous route to conversion. You need to know all these different journeys if you are to optimally position your business and your products.

			Fortunately, you don’t need to guess, as data will give you the answers you need. Search engine analytics will tell you the search terms that your customers are using as they look for products, while analysing your site’s data will provide insight into the key access points for customers as they reach your website.

			Prior purchase data is also useful here. Are customers who purchased Item A more likely to follow this up with Item B or Item C? What does this tell you about what customers are using your products and services for? This information will help you as you strategise your next move.

			To engage your customers with the utmost efficiency, you’ll need to pull all of this data together. Unified data platforms provide a comprehensive view that you can use to understand behaviours and journeys so that you know exactly how to meet your customers’ needs.

			Put experience first

			It’s not difficult to put yourself in your customer’s shoes. If you have a bad experience with a company, you are not likely to stick around. This is bad news for businesses that do not focus on experience. Even if you have a strong source of new leads and prospects, you may still struggle if you fail to keep hold of existing customers. This is why 79 percent of businesses looking to improve customer experience cite retention as their key motivation.

			Experience needs to be at the forefront of your marketing initiatives. If you can demonstrate to your customers that you care about the experience they receive and that you value their business, you will be able to hold on to more of these customers and grow their lifetime value.

			To improve this experience, you can optimise your website and offer sterling support, as mentioned above. There are also other methods you can deploy. For example, you could offer promotional deals and perks to returning customers as a means of developing your relationship, but you need to adopt a data-driven approach to get the best out of this strategy. Forty-nine percent of consumers said that they feel valued when businesses contact them with offers and news relevant to their interests, underlining how important it is to know your audience well.

			Stay ahead of the curve

			This idea of “knowing” your audience — and understanding their behaviour — is an important one. You can gain this knowledge by reaching out to customers directly, of course, but to be really successful, you need to go beyond this. You need to be able to effectively predict consumer behaviours before they happen, so you can position your business ahead of the curve.

			Once again, this comes back to data. By analysing past and current customer trends, you can forecast what the next set of behaviours will look like. Cross-reference this with developing technologies and concepts and begin to map your future strategies. For example, live video-streaming platforms such as TikTok and Periscope have become key channels for marketing in many sectors; it’s not difficult to imagine how augmented reality could become a similar success story in the near future.

			Influence behaviour online

			Understanding consumer behaviour is not just an exercise in following. While it’s important to tap into key consumer trends and behaviours, don’t forget that you can also influence this behaviour.

			Let’s say you’re launching a new product, and you want to use this event to boost engagement on social media. You may decide to deploy content and offers via social channels to encourage user activity.

			Alternatively, you may want to tie repeat customers into a longer-term subscription package to augment value. Developing this kind of package, based upon the data you have gained from your customers, could instil new and profitable behaviours in your consumer base.

			Understanding — and harnessing — consumer behaviour 

			Understanding consumer behaviour, and putting this understanding to work for your business, hinges upon data. This will provide you with the insight you need to do more for your customers and to outperform your competitors in the market. To use this data to the best effect, you need to be able to manage and wield it with ease.

			1.3	Challenges to consumer policy 
	in digital age 

			The rapid pace of change requires agility from government agencies. Governments need to assess whether current consumer protections still work in the digital transformation to ensure that there are no “gaps”. Further, governments should ensure that they have the required competencies. Businesses and industry also have a role to play.

			Consumers need to be protected both online and offline Governments need to consider how to adapt and implement current consumer policies and protections in this age of rapid technological progress. While consumer policy is often technologically neutral and broad enough to cover new technologies and business models, governments should constantly monitor and analyse developments in digital markets to ensure that consumers are adequately protected and can benefit from those markets. 

			Policy papers can be a useful way to assess and consult on whether policy changes are required. In this respect, the Government of the United Kingdom has published a White Paper on Modernising Consumer Markets: Consumer Green Paper and has also undertaken a Smart Data Review (Department for Business, Energy and Industrial Strategy, 2018 UK Government, 2019). 

			In 2016, France adopted new legislation (The Digital Republic Act/Loi pour une République numérique), which requires online intermediary platforms to inform consumers about, for example, its status, its ranking system, and the parties’ rights and obligations (European Parliament, 2017). Similarly, the European Union is planning to introduce new information requirements on platforms, as proposed in the so-called New Deal for Consumers package (European Commission, 2019). The proposal also contains a requirement to clearly inform the consumer when a search result is being paid for by a trader, as well as the main  parameters determining the ranking of search results. 

			Government competencies

			If governments are to stay on top of consumer issues in the digital transformation, they need to possess the necessary technical expertise required to understand these emerging issues. This will be a key challenge for governments. International fora, such as the OECD, play a key role to help address such challenges. Co-operation across disciplines and jurisdictional boundaries

			The risks discussed above span several issue areas, including consumer, competition, data protection, and security. Hence, consumer authorities need to co-operate and co-ordinate with their counterparts in other relevant disciplines. In addition, the global nature of the digital transformation implies that governments increasingly need to co-operate across borders.

			A role for business and industry Businesses and industry associations should also play an important role in developing and designing new technologies and policies that provide consumers with effective protections. 

			That is, to ensure that new products benefit consumers without putting them at risk of detriment or exploitation of consumer preferences, vulnerabilities, personal weaknesses or biases. 

			Government and other stakeholder efforts should be aligned to protect consumers, were possible. For example, the Canadian Multistakeholder Process on Enhancing IoT Security was a voluntary effort to leverage expertise from all stakeholder groups in the development of broad-reaching recommendations to enhance IoT security in Canada. In addition, the initiative established relationships and a working group for ongoing collaborations and implementation of recommendations.

			The volume of cross-border enforcement actions remains small

			The OECD study shows that almost all countries have established international enforcement co-operation frameworks, but enforcement co-operation has to date taken place among only half of them. In addition, among those countries that have some cross-border enforcement co-operation experience, such co-operation has occurred with only a few countries or within a limited geographical area.

			Barriers to international co-operation

			The OECD study indicates that a persistent lack of resources prevents consumer protection and enforcement authorities from engaging in international enforcement co-operation. 

			Authorities have reported that inadequate resources always (18%) or frequently (50%) prevent them from collaborating with their foreign counterparts. 

			In addition, international enforcement activities may be restricted due to legal limitations on, for instance, the type of information that may be shared with foreign authorities, the kind of enforcement actions to be taken against foreign businesses and the conditions under which such enforcement may take place. Issues associated with confidentiality, privacy and data protection can hinder cross-border information sharing. A lack of cross-sector co-operation can also be a barrier in enhancing international co-operation for consumer protection.

			Many authorities continue to explore ways in which above mentioned behavioural biases could be addressed to help increase consumer response rates. Some initiatives include:

			•providing guidance to businesses on the main elements of a recall notice and advocating for notices to be simple and easy to understand

			•encouraging businesses to: i) offer incentives to consumers to participate in a recall;  ii) reach consumers through direct and personalised communication methods; and iii) connect with influencers (e.g. brand ambassadors) to help a recall alert resonate with affected consumers

			•reviewing their domestic recall guidelines and recall communication programmes.

			Consumer product safety authorities have also recognised that new technologies such as the IoT and AI, collaborations with online platforms, international digital tools such as the GlobalRecalls portal and a continued focus on raising public awareness of the importance of product recalls, may also enhance consumer responses to product recalls worldwide.

			Embracing new technologies

			With growing consumer use of connected devices, businesses today have many more tools at their disposal to achieve better outcomes for their product recalls. Collaborating with online platforms Products available through e-commerce including online platforms present numerous challenges for product safety authorities. In 2015, an OECD international online product safety sweep conducted across 25 jurisdictions revealed that of the 685 banned and recalled products inspected during the sweep, 68% of those products were available via e-commerce. In the European Union, in 2018, 16% of the 2 257 notifications reported on the EU Safety Gate were products sold online. Market surveillance authorities continue to face growing difficulties to trace products online, identify responsible economic operators and conduct risk and safety assessments due to lack of access to the physical productsor the inability to purchase products anonymously in some jurisdictions. 

			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
			
		




















































		
		
		
	

OEBPS/image/Image60224.png





OEBPS/image/Image60248.png
Active evaluation

Loyalty loop

Postpurchase experience





OEBPS/toc.xhtml

		
		Contents


			
						Chapter 1 Consumer behaviour in Digital age
					
								1.1	Evolution of consumer 	behaviour 


								1.2	Understanding in the 	consumer in new digital age 


								1.3	Challenges to consumer policy 	in digital age 
							
										1.4 Summary 
									
												1.5 Exercise 
											
														Reference 


											


										


									


								


							


						


					


				


						Chapter 2 Branding in digital age
					
								2.1	Fundamentals for building 	strong brands in digital age


								2.2	Enduring brands in digital age 


								2.3	Marketing brand in the 	digital age 
							
										2.4 Summary 
									
												2.5 Exercise 
											
														References 


											


										


									


								


							


						


					


				


						Chapter 3 Marketing mix of digital age
					
								3.1 Summary
							
										3.2 Exercise 
									
												Reference 


									


								


							


						


					


				


						Chapter 4 The impact of digital innovations on marketing and consumers
					
								4.1 Summary 
							
										4.2 Exercise 
									
												Reference


									


								


							


						


					


				


						Chapter 5 Digital marketing
					
								5.1	Introduction


								5.2	History and evolution


								5.3	Difference between 	traditional marketing and 	digital marketing


								5.4	Benefits of digital marketing 


								5.5	Types of digital marketing 	approaches: Pull and push 


								5.6	Types of online presence 
							
										5.7 Summary
									
												5.8 Exercise 
											
														References


											


										


									


								


							


						


					


				


						Chapter 6 Understanding social media Marketing
					
								6.1 Summary 
							
										6.2 Exercise 
									
												Reference


									


								


							


						


					


				


						Chapter 7 Crafting a digital advertising plan
					
								7.1 Summary 
							
										7.2 Exercise 
									
												Reference 


									


								


							


						


					


				


						Chapter 8 Developing a content marketing strategy
					
								8.1 Summary 
							
										8.2 Exercise 
									
												Reference 
											
														9.1 Summary


														9.2 Exercise


														Reference 


											


										


									


								


							


						


					


				


						Chapter 10 Applying website analytics to your digital marketing
					
								10.1 Summary
							
										10.2 Exercise 
									
												Reference 
											
														Appendix A; Glossary


											


										


									


								


							


						


								Index


					


				


			


		
		
		Page List


			
						i


						ii


						iv


						v


						vi


						viii


						1


						2


						3


						4


						5


						6


						7


						8


						9


						10


						11


						12


						13


						14


						15


						16


						17


						18


						19


						20


						21


						22


						23


						24


						25


						26


						27


						28


						29


						30


						31


						32


						33


						34


						35


						36


						37


						38


						39


						40


						41


						42


						43


						44


						45


						46


						47


						49


						50


						51


						52


						53


						54


						55


						56


						57


						58


						59


						60


						61


						62


						63


						64


						65


						66


						67


						68


						69


						70


						71


						72


						73


						74


						75


						76


						77


						78


						79


						80


						81


						82


						83


						85


						86


						87


						88


						89


						90


						91


						92


						93


						94


						95


						96


						97


						98


						99


						100


						101


						103


						104


						105


						106


						107


						108


						109


						110


						111


						112


						113


						114


						115


						116


						117


						119


						120


						121


						122


						123


						124


						125


						126


						127


						128


						129


						130


						131


						132


						133


						134


						135


						136


						137


						138


						139


						140


						141


						142


						143


						144


						145


						146


						147


						148


						149


						150


						151


						152


			


		
		
		Landmarks


			
						Cover


						Table of Contents


						Index


			


		
	



OEBPS/image/9789361525483.jpg





OEBPS/image/Image60217.png
55K





OEBPS/image/educohack-press-high-resolution-color-logo.png
(3
g]






OEBPS/image/Image60231.png
Stimulus First Second
Moment of Truth Moment of Truth
(Shelf] (Experience)





OEBPS/image/Image60257.png
Companies that optimize the customer decision journey by
compressing or, in some cases, eliminating the consideration
and evaluation phases will assert competitive advantage.

m

START

HERE

Advocate ) Experience

The accelerated
loyalty journey START
HERE
Consider

/ “z'e

Advoca(e

\4/






OEBPS/image/1.png
- Purnima Embranthiri 5' ——

s





OEBPS/image/Image60240.png





