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ABSTRACT

This chapter aims to add to the accumulative knowledge in the field of e-marketing through conceptu-
alising e-marketing as a new marketing philosophy. The review of the literature has revealed that one
of the main obstacles to developing e-marketing potential is the absence of a clear conceptualisation
of e-marketing purpose and definition. The majority of researchers within the field misuse the term
e-marketing and are using the terms e-business, e-marketing, e-commerce and Internet-marketing
interchangeably as if they are similar or have the same meaning, which is incorrect. For example, e-
marketing is broader in scope than Internet marketing since it refers not only to digital media such as
the Web, e-mail, and wireless media, but also includes electronic customer relationship management
systems and the management of digital customer data, etc. In contrast, e-commerce and e-business have
a wider and broader scope than e-marketing. The differences between these terms as well as the main
components of e-marketing are illustrated and discussed in detail within the chapter towards achiev-
ing a conceptualisation of e-marketing as a new marketing philosophy and to build a ground base of
understanding for these different concepts.

The chapter will help researchers and scholars in the field of e-marketing to have a clearer view towards
its concept that in turn will contribute to the related accumulated knowledge in the field.

INTRODUCTION communications has changed the nature of busi-
ness and marketing practices. A growing numbers
The recent revolution in computer science, the of companies and enterprises use the Internet and
Internet, information technology (IT), media and other electronic tools to communicate with sup-
pliers, business customers and end users of their
DOI: 10.4018/978-1-60960-765-4.ch008 products and services. New forms of marketing
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have presented an opportunity for all kinds of
enterprises to grow inadramatic and dynamic way.

This research argues that the adoption of
Electronic Marketing (e-marketing) by enterprise,
regardless of size, can change the shape and na-
ture of its business all over the world. The fast
propagation of the Internet, the World Wide Web
(WWW), information technologies (IT), com-
munication technologies and computer sciences
has created dynamic new electronic channels
for marketing, and most companies today find it
essential to have an online presence (Liang and
Huang, 1998). But alongside these opportunities
there are problems associated with the dynamics of
this new interactive media. These problems are ex-
acerbated by the fact that much previous research
has misused the term e-marketing and are using
the terms E-business, e-marketing, E-Commerce
and Internet-marketing interchangeably as if they
are similar or have the same meaning, which is
incorrect (El1-Gohary, 2009). Consequently, this
research aims to add to the accumulative body
of knowledge in the fields of e-marketing by at-
tempting to conceptualise e-marketing as a new
marketing philosophy.

This chapter provides acomprehensive illustra-
tion of the differences between the concepts of e-
marketing, Internet Marketing, E-Commerce and
E-Business to build a ground base of understanding
for these different concepts. This understanding
will provide benefits for entrepreneurs, policy
makers, students, practitioners, researchers, and
educators though providing a clearer view and
deep complete understanding for all the aspects
related to e-marketing. The chapter also provide
adetailed discussion for the main commonly used
e-marketing components
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BACKGROUND
Electronic Marketing (E-Marketing)

Electronic Marketing (e-marketing) can be viewed
asamodern business practice associated with buy-
ing and selling goods, services, information and
ideas via the Internet and other electronic means.
A review of relevant literature and published re-
search reveals that the definitions of e-marketing
vary according to each researcher’s point of view,
background and specialization. While Chaffey
(2007) defines it as:

Achieving marketing objectives through use of
electronic communications technology (Chaffey,
2007, P: 339)

McDonald and Wilson (1999) define it as:

Anyuse oftechnology to achieve marketing objec-
tives (McDonald and Wilson, 1999, P: 29)

On the other hand, Reedy and Schullo (2004)
define it as:

The process aimed at facilitating and conducting
of business communication and transactions over
networks (Reedy and Schullo, 2004, p: 16)

Smith and Chaffey (2005) define it as:

Achieving marketing objectives through applying
digital technologies (Smith and Chaffey, 2005.
p:11)

Strauss and Frost (2001) define it as:

The use of electronic data and applications for
planning and executing the conception, distri-
bution and pricing of ideas, goods and services
to create exchanges that satisfy individual and
organizational objectives (Strauss and Frost,
2001, p: 454)



17 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/marketing-towards-conceptualisation-new-
marketing/54173

Related Content

Metacognition of Organization Members as the Basis of Learning Strategy in Higher School
Irina Sergeyevna Yakimanskaya, Anna Mikhaylovna Molokostovaand Milyausha Yakubovna Ibragimova
(2020). Start-Ups and SMEs: Concepts, Methodologies, Tools, and Applications (pp. 178-195).
www.irma-international.org/chapter/metacognition-of-organization-members-as-the-basis-of-learning-strategy-in-higher-
school/245451

The Propensity of E-Commerce Acceptance Among Unorganized Retail Small-Medium
Enterprises (SMEs)

Karthik Ram M.and Selvabaskar S. (2023). Advancing SMEs Toward E-Commerce Policies for
Sustainability (pp. 73-87).
www.irma-international.org/chapter/the-propensity-of-e-commerce-acceptance-among-unorganized-retail-small-medium-

enterprises-smes/314720

Factors Influencing E-Commerce Adoption in Small to Medium Businesses: An Empirical Study
in Thailand

Chalermsak Lertwongsatien, Nitaya Wongpinunwatanaand Angsana Achakulwisut (2004). Electronic
Commerce in Small to Medium-Sized Enterprises: Frameworks, Issues and Implications (pp. 107-127).
www.irma-international.org/chapter/factors-influencing-commerce-adoption-small/9433

Web Presence Governance
Stephen Burgess, Carmine Carmine Sellittoand Stan Karanasios (2009). Effective Web Presence Solutions
for Small Businesses: Strategies for Successful Implementation (pp. 223-252).

www.irma-international.org/chapter/web-presence-governance/9247

Revolution 4.0 as a Momentum for Human Resource Management Towards Era 5.0

Andi Cudai Nurand Shuja Igbal (2024). Innovative Human Resource Management for SMEs (pp. 136-147).
www.irma-international.org/chapter/revolution-40-as-a-momentum-for-human-resource-management-towards-era-
50/337912



http://www.igi-global.com/chapter/marketing-towards-conceptualisation-new-marketing/54173
http://www.igi-global.com/chapter/marketing-towards-conceptualisation-new-marketing/54173
http://www.irma-international.org/chapter/metacognition-of-organization-members-as-the-basis-of-learning-strategy-in-higher-school/245451
http://www.irma-international.org/chapter/metacognition-of-organization-members-as-the-basis-of-learning-strategy-in-higher-school/245451
http://www.irma-international.org/chapter/the-propensity-of-e-commerce-acceptance-among-unorganized-retail-small-medium-enterprises-smes/314720
http://www.irma-international.org/chapter/the-propensity-of-e-commerce-acceptance-among-unorganized-retail-small-medium-enterprises-smes/314720
http://www.irma-international.org/chapter/factors-influencing-commerce-adoption-small/9433
http://www.irma-international.org/chapter/web-presence-governance/9247
http://www.irma-international.org/chapter/revolution-40-as-a-momentum-for-human-resource-management-towards-era-50/337912
http://www.irma-international.org/chapter/revolution-40-as-a-momentum-for-human-resource-management-towards-era-50/337912

