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ABSTRACT

E-marketingisconsideredto beoneof thekey applicationsin e-businessbut sofar there
hasbeenno sure-fireformulafor success. Oneof theproblemsisthat although we can gather
visitor information through behavioursonline (e.g., cookiesand Webl ogs), oftenthereisnot
an integrated approach to link up strategy formulation with empirical data. In this chapter,
weproposeaframework that addressestheissue of real-time obj ective-driven e-marketing.
We present approaches that combine real-time data packet analysis.integrated with data
mining techniquesto create aresponsive e-marketing campaign. Finally, we discuss some
of the potential problemsfacing e-marketersin the future.

INTRODUCTION

E-marketing inthischapter canbebroadly defined ascarrying out marketing activities
using the Web and Internet-based technologies. Since the inception of e-commerce, e-
marketing (together with e-advertising) has contributed to the majority of discussions, and
wasbelieved tohold hugepotential for thenew economy. After billionsof dollarswere spent
to support and promote products online, the results were less than encouraging. Although
methods and tricks such as using bright colours, posing questions;.call to action, etc.,
(DoubleClick, 2001) had been devised to attract customersand inducedecisions, theoverall
trend is that we were often guessing what customerswere thinking and wanting.

Technol ogiesarenow availableto customisee-advertising and e-marketing campaigns.
For example, e-customers, Inc., of fersatotal solution called Enterprise Customer Response
Systems that combines the online behaviours of customers, intentions of merchants, and
decision rules as.input to a data-warehousing application (see Figure 1). In addition,
DoubleClick (www.doubleclick.net) offers products such as DART that help to manage
online advertising campaigns.
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Oneof thedifficultiesof marketingonlineistoalign marketing objectiveswithmarketing
technology and data mining techniques. Thisthree-stage approach iscritical to the success
of online marketing becausefailureto set up key marketing objectivesisoftenthereasonfor
online marketing failure, such as overspending on marketing activitiesthat contributelittle
totheoverall result. Consequently, itisimportant to formul ate clear and tangible marketing
objectives before depl oying e-marketing sol utions and datamining techniques. At the same
time, alow empirical datato generate meanings to verify marketing abjectives performances.
Figure2depictsathree-stagemodel of objective-drivene-marketingwithfeedback mechanisms.

Objective-driven e-marketing starts with identifying the objectives of the marketing
campaignasthekey tosuccessful E-marketing, aswell-aswithagoal (or astrategicgoal) based
ontheorganisation’ smission: Forexampl e, agoal canbe"to obtain at | east 50% of themarket
amongtheonlineinteractivegameplayers." Thisisthenfactoredintoanumber of objectives.
Anobjectiveisamanagement directiveof what i sto beachievedinan e-marketing campaign.
Anexampleof suchobjectiveisto"useacost-effectiveway tomakeanimpression of Product
X on teenagers who play online games over the Internet." In this context, the difference
between agoal and an objectiveisthat agoal addresses strategic issueswhile an objective
tactical.

Often an e-marketing campaign includes multiple objectives and together constitutes
thegoal of thecampaign. Inorder toachievesuchagoal, itisnecessary todeploy e-marketing
technol ogy and data mining techniquesto provide feedback to measure the achievement of
objectives. Not very often, an e-marketing technol ogy ischosen based on close examination
of e-marketing objectives. One just-hopes'that the objectives are somehow satisfied.
However, itisincreasingly important to have an e-marketing sol ution that hel psto monitor
if whether the original-objectivesare satisfied; if not, there should be sufficient feedback on
what additional steps should be taken to ensure this is achieved.

Inthe following sections, we first provide a discussion on the various e-marketing
solutionsranging from simpleWebl og analysistoreal-time packet analysis. Wethendiscuss
their strengths and weaknesses together with their suitability in the context of various e-
marketing scenarios. Finally, weexplain how these solutions canbeinterfaced with various
data mining techniques to provide feedback. The feedback will-be analysed to ensure
designated marketing objectives are being achieved and-if not, what should be done.

Figure 1. Enterprise customer, response technology. Source: www.customers.comv/tech/

index.htm.
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