
the organization. We can-
not understand how mar-
keting is an elusive adven-
ture without first seeking to 
understand the various 
meanings and interpreta-
tions of òmarketó and 
òmarketingó.  
 
The term òmarketó means 
different things to different 
people. Ordinarily, a lay-
man considers a market to 
be a place where goods are 
either sold or bought. Avis 
et al. (1983) defines a mar-
ket as a meeting of people 
for the purpose of buying 
and selling. Economists 
often refer to the term 
òmarketó as a group of 
buyers and sellers who 
transact over a particular 
product (Lyons, 2009; 
Parkin and Bade, 1997). 
Kotler and Turner (1995) 
examined the definition of 
market using customer ori-
entation. In their position, a 
market is òall potential cus-
tomers sharing a particular need 
or want who might be willing 
and able to engage in exchange 
to satisfy that need or wantó.  
 
Berkowitz et al. (2000) 
looked at it using òpeopleó 
and òproductó orienta-
tions. They portrayed it as 
people with the desire and 
ability to buy a specific 
product.  Brooks (1995) 

There are various perspec-
tives of the term òmarketó 
and òmarketingó. The idea 
that organizational success 
lies in the ability to engage 
in marketing activities is 
laudable. There is no doubt 
that marketing may help 
increase overall organiza-
tional value. For this reason, 
it might be hard for some to 
comprehend that marketing 
is elusive ð a subjective term 
used in this article to illus-
trate the challenge to de-
scribe marketing. 
 
It is my assumption that 
everyone would reasonably 
agree that marketing efforts 
do not often produce pre-
ferred outcomes.  
 
Generally, marketing is 
aimed at stimulating demand 
for a particular product. It is 
meant to influence the in-
tensity and structure of de-
mand in a manner consis-
tent with the objectives of 

introduced a geographical 
dimension to the defini-
tion of market; describing 
it as sets of customers 
served by sets of suppliers, 
where both sets are de-
fined in terms of products 
and services and geo-
graphical locations.  
 
Parkin and Bade (1997) 
narrated how changing 
laws, rules, and taxes influ-
ence consumption of 
goods and services and 
suggests that a market is 
any arrangement that al-
lows buyers and sellers to 
get information and to do 
business with each other. 
This definition is similar to 
that put forward by Kerin 
and Peterson (2007).  
 
Despite the various defini-
tions of the term 
òmarketó established un-
der an array of perspec-
tives (i.e. place or geo-
graphical location/an ex-
change of goods and ser-
vices/group of people), 
many authors posit that to 
find out what a marketõs 
needs are, organizations 
must learn as much as they 
can about their customers 
(Kumar, Aakaer, and Day, 
2002; Kotler and Keller, 
2009) - a concept often 
associated with marketing. 
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As noted earlier, marketing facilitates 
the exchange of goods and services, 
but marketing is more than facilitating 
exchange of goods and/or services. It 
involves an array of business decisions 
in areas such as product design, re-
search and development, manufactur-
ing, distribution and customer service 
all aimed at the process of facilitation 
and events that follow. Many organiza-
tions have come to realize that the im-
portance of discovering and under-
standing the market is so critical to 
satisfying customersõ needs through 
marketing efforts. This means that 
organizations need to continuously 
obtain information on customersõ 
needs and gather marketing intelli-
gence on potential competitorsõ ac-
tions in their pursuit of customer satis-
faction objectives through product 
and/or services that are of superior 
value in the eyes of customers. How-
ever, discerning and understanding 
customersõ needs and wants and satis-
fying them are not straightforward and 
sometimes the results are not clear on 
the outset. It is in this realm that the 
elusive adventure of marketing lies. 
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Various scholars, academics, and mar-
keting professional associations have 
sought to define marketing. For in-
stance, Kotler and Turner (1995, p. 7) 
sees marketing as a òsocial and managerial 
processó through which individuals and 
groups meet their needs through the 
offering and exchange of products of 
value with others. Nickels et al. (2007) 
went a little further and expressed that 
marketing involves identifying cus-
tomer needs and wants and then devel-
oping goods and services that at least 
meet these expectations; an idea em-
phasized by Armstrong et al. (2007). 
 
The Marketing Association of Australia 
and New Zealand stated that market-
ing consists of òactivities that facilitate and 
expedite satisfying exchange of relationships in 
a dynamic environment through the creation, 
distribution, promotion, and pricing of prod-
ucts (goods, services, and ideas)ó. In 2004, 
the American Marketing Association 
postulated that marketing is òan organ-
izational function and a set of processes for 
creating, communicating, and delivering value 
to customers and for managing customer rela-
tionships in ways that benefit the organization 
and its stakeholdersó. But in 2007, this 
marketing association renewed its view 
of marketing and espoused that mar-
keting is òthe activity, set of institutions, and 
processes for creating, communicating, deliver-
ing, and exchanging offerings that have value 
for customers, clients, partners, and society at 
large.ó This new view is in consonance 
with periodic review of the definition 
of marketing as stated in the estab-
lished bylaws and policy of the associa-
tion. It puts into perspective the 
broader and evolving nature of market-
ing. 
 
In general, many authors and scholars 
expressly agree that marketing is the 
process of planning and executing the 
conception, pricing, promotion, and 
distribution of ideas, goods, and ser-
vices to create exchanges that satisfy 
individual and organizational objectives 
(Kumar, Aaker, and Day 2002;  
 

McDaniel, Gates, & Sivaramakrish-
nan, 2009). 
 
All organizations (e.g. for-profit, non-
profit, government, non-government, 
public, and private) directly or indi-
rectly engage in some forms of mar-
keting, not only to facilitate exchange 
of goods and services but to provide 
products and services that help satisfy 
the unique needs of their targeted cus-
tomers. It should be noted that the 
environment in which marketing oc-
curs is affected by evolutionary and 
sometimes revolutionary forces. These 
forces (i.e. legal/law/regulations, po-
litical activities, socio-cultural norms, 
economic conditions, technological 
progress) are evolutionary in the sense 
that they are ongoing, and revolution-
ary in the sense that they occur quickly 
as a result of changes in government 
policies. These forces either individu-
ally or collectively affect the efficacy 
of marketing. However, as organiza-
tions continue to witness and adapt to 
these evolutionary and revolutionary 
forces that culminate in product re-
placement, there seems to be a 
broader agreement. That notion is that 
in this changing environment, organi-
zations need to consistently communi-
cate to and educate their customers 
with the sole aim of influencing their 
purchase decisions for the purpose of 
increasing both market share and 
overall value of the organization for 
its owners. 
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As part of his responsibility in devel-
oping the South East Asian market 
portfolio of WINTEC ð Waikato In-
stitute of Technology, one of the larg-
est institutes of technology in New 
Zealand, Canadian Institute of Market-
ing member Anthony Raman was in-
volved in the development of a train-
ing program in response to the needs 
of the Thailand Education Deans 
Council (TEDC) from the Kingdom 
of Thailand. This was done in associa-
tion with Knowledge Plus, an interna-
tional education consultancy organisa-
tion based in Thailand. 

The recent training on ôIT and E 
Learning in Teaching and Process in 
New Zealandõ was held from August 
16 to 25, 2010 in New Zealand for the 
second cohort of academics from four 
Thai universities (Naresuan University, 

Thaksin University, Srinakharinwirot 
University and Rajabhat Mahasarakam 
University). 
 
The program comprises of both train-
ing, hands-on practical applications 
and site visits to observe the real use of 
IT and E-Learning that provides the 
participants from Thailand the oppor-
tunity to add on to their existing 
knowledge, the applied aspects and 
enable them to observe and assess 
some best practices that they could 
incorporate to achieve their own ob-
jectives in relationship to their institu-
tions in Thailand. 
 
Apart from managing the program, 
Anthony also delivered a session on 
the implications of globalisation, ser-
vices marketing, perception and educa-
tion services. Participants from Thai-
land were able to exchange their ex-
periences with those who delivered the 
various sessions. 
 
A third cohort of academics from an 
another Thai university is expected to 
attend a 3 days version of the program 
this fall at Wintec in New Zealand. 
 
Anthony is the consultant for South East 
Asia Projects with the International Cen-
tre of Waikato Institute of Technology 
(WINTEC) in New Zealand. He is respon-
sible for the S.E. Asian market portfolio of 
WINTEC. Contact Anthony at:  

anthonyraman@gmail.com. 
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when they become sales oriented. We 
donõt think of a waiter or waitress as a 
salesperson, and there lies the prob-
lem. 
 
The role of marketing 
The late management Guru Peter 
Drucker (1988) states, òThere will al-
ways, one can assume, be need for 
some selling. But the aim of marketing 
is to make selling superfluous. The aim 
of marketing is to know and under-
stand the customer so well that the 
product or service fits him and sells 
itself. Ideally, marketing should result 
in a customer who is ready to buy. All 
that should be needed then is to make 
the product or service availableó. Mar-
keting provides that ultimate direction 
and support. It is marketing that deter-
mines what must be sold, where, and 
how. This knowledge is obtained by 
knowing customers very well. It sets 
the right environment in which to 
make sales. 
 
There are brands and variants of 
brands, extensions of brands into cate-
gories and product lines but not all of 
these can be made familiar to custom-
ers through marketing. Lower per-
forming brands need personal selling 
to get into distribution channels or 
direct purchase. Who is it that carries 
out this important role of personal 
selling or selling the companyõs prod-
uct or service? Who is the person who 
will bring sales to the company? The 
answer is, the Salesperson. The re-
sponsibility is immense. Efficient sales-
persons can and will develop profitable 
sales territories. 
 
The Salesperson 
Usually, a salesperson is given a terri-
tory to work. His or her primary role 
would be (in the case of marketing 
FMCG) to ensure getting width and 
depth of distribution for the product 
mix in the outlets within the territory.  
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Importance of sales 
The obvious and undisputed answer to 
the question; òhow important are 
sales?ó is that sales are so important 
that they are the life blood of a com-
pany or organization. An organization 
existing by selling a product or service 
depends on sales because if there 
arenõt sales, there cannot be earnings 
to cover costs and make profits. 
Losses would be inevitable. 
 
The sale of goods or services is not 
complete until the end customers pur-
chase the product or service. Consider-
ing an airline, if the sale of its seats for 
a particular flight has not been made 
and only a percentage sold, that com-
pany would loose the opportunity of 
making a profit from the sale of those 
unsold seats. Therefore, sales are the 
life blood of a company marketing 
goods or services. 
 
Push and pull 
In the case of companies marketing 
fast moving consumer goods (FMCG), 
it is important for them to ensure 
product availability in outlets or in the 
distribution channel that their target 
customers visit. It may be the retail 
trade or modern trade (super markets) 

or any other. Placing the products by 
selling them to such outlets is the ôpushõ 
strategy. This involves personal selling 
and hence the need for a good salesper-
son. 
 
Getting the target market to purchase 
the products sold to the channel is the 
ôpullõ strategy. This would involve inte-
grated marketing communications such 
as mass media advertising to create 
awareness and demand, sales promo-
tion to influence purchase; direct mar-
keting that may involve direct commu-
nication through call centres; SMS 
(short message service) mobile commu-
nication; and email. The most impor-
tant aspect is to get the target custom-
ers to purchase the product from the 
outlets. In marketing FMCG ôpushõ and 
ôpullõ are both important strategies on 
which to focus. 
 
 
 
 

 
 
 

There are products that do not involve 
the ôpushõ approach, and this is where 
the business may undertake business to 
business marketing or business to cus-
tomer marketing. Here the business 
sells to another business, like a manu-
facturer of vault doors selling its doors 
to banks. This would involve personal 
selling as the primary effort of the or-
ganization. It would be selling direct to 
target customers. The other form of 
direct selling is a shop salesman selling 
a product to a potential customer, or a 
waiter who does not just take the order 
but advises what best to order. Clever 
waiters can make profitable customers, 
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If the salesperson does not perform 
this role, the company will certainly 
not have the opportunity of making 
available the products for their target 
customers. This would result in the 
company not being able to sell its 
products to the target customers. The 
money spent and efforts made on in-
tegrated marketing communications 
will also be a loss. 
 
In the case of a salesperson selling a 
courier service to corporations, the 
person must ensure that a break-
through is made and a service is sold 
to at least to a single sector. Here the 
salesperson confronts the buyer or its 
representative. Getting that opportu-
nity isnõt easy, hence the salesperson 
must use experience, tactics, knowl-
edge and skill to win the customer 
over. The next task is to build a good 
lasting relationship with the buyer, 
which will ensure continuance as well 
as the opportunity to grow the busi-
ness. 
 
From the foregoing we can see how 
important a salespersonõs role is, 
whether selling FMCG or B-2-B or B-
2-C value propositions. Selling is not 
just an art, but a scientific art of per-
suading another to expend money or 
other consideration in exchange for 
what is being offered. A salesperson is 
the eyes and ears of the company. 
What is seen and heard in the field is 
reported to the company, and the buy-
ers also see and hear of the company 
through them. 
 
The selling process  
In the scientific art of selling there are 
seven different steps:  

¶ Prospecting ð sourcing the po-
tential buyers, 

¶ Pre-approach ð planning the 
total sales strategy, 

¶ Approach ð confronting the 
prospect or buyer, 

¶ Presentation ð presenting / 
demonstrating the value propo-

sition, 

¶ Dealing with objections ð han-
dling objections made by the 
buyer, 

¶ Closing the sale ð skillfully clos-
ing the sale at the right time, 
and 

¶ Follow-up ð ensure what was 
sold is performing. 

 
Product and brand knowledge are very 
important considerations when selling 
even a biscuit, because every product is 
different in someway to what exists in 
the market. The salesperson must 
know how to use such differences to 
his or her competitive advantage. 
 
 
 
 
 
 
 
 
 
 
 
An example 
When I walked into an outlet to buy 
some kitchenware from a shop special-
izing in stainless steel products, I no-
ticed that the shop had separate and 
distinctly demarcated areas or blocks 
selling different types of kitchenware. I 
needed cooking utensils and plates, so 
I went to the block selling cooking 
utensils. I really didnõt have to go, but I 
was coaxed and invited to the block. It 
was a great experience and I didnõt 
realize that I ended buying things that 
were not in my mind or on a list. The 
enthusiasm by the salespersons was 
electrifying - indeed fantastic! 
 
I then asked the person accompanying 
me, who was from that locality, and 
was told that all salespersons are given 
1% commission for sales from each 
block. This money is given at the end 
of the day based on sales of each 
block. If there are two or more people 
per block the commissions will be 
shared equally. While they take home a 

salary at the end of the month, they 
take home daily commissions. In addi-
tion, I was told that there are no limits 
to their earning. During festival 
months, they earn much more than the 
managers. They donõt ask for incre-
ments or other perks. They donõt want 
promotions or positions; they are quite 
content remaining as they are and 
earning to their full potential with un-
bridled freedom.  
 
The other side 
The woe of many salespersons today is 
inadequacy of earnings and limitations 
in earnings. This is what I see as being 
ôpennywise and pound foolishõ. Most 
salespersons are on incentives, which 
are performance related but with lim-
ited earning potential. Sales earnings 
must be unlimited and product costing 
must allow such an expense, just as we 
saw in the example. If this happens, 
not only would we have sales persons 
who are contented, but we may not 
have attrition which is very common 
and a problem among sales personnel. 
 
Ideally, salespersons must be on a 
commission basis without any limita-
tions in their earnings. If this happens, 
we will have better performance levels 
and commitment from them, as every 
profitable sale they make is invaluable 
to the company. Another aspect is 
their working environment. Salesper-
sons are always in the field moving 
from place to place often having to 
drive distances. Their profession is full 
of challenges trying to sell their prod-
uct lines to potential buyers. Rejection 
is common and disappointing, and 
they must have the fortitude to face 
rejection. 
 
What is important to remember is that 
once salespersons get used to their 
territory, get to know the potential 
customers, and build relationships with 
them, they become powerful assets to 
the company.  
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Before digital marketing came along, 
professionals had to rely on print, radio 
and television advertising to reach cus-
tomers. All of these channels are essen-
tially one-directional modes of commu-
nication, requiring clever thinking to 
generate a response and ensure cus-
tomer engagement. With the advent of 
mobile telephones, the Internet and 
other forms of interactive communica-
tion, professional marketers can enter 
into a two way dialogue with the cus-
tomer. 
 
Digital marketing is one of the most 
effective cost efficient media compared 
to all others. Digital marketing includes 
advertising on mobile, Internet and 
other electronic media. Its importance 
to the advertising community is grow-
ing daily and led many people to de-
velop a digital marketing profession for 
themselves. 
 
What is digital marketing? 
òIt is the use of digital technology and 
processes in the development, distribu-
tion, and promotion of products and 
servicesó. It is also òthe practice of pro-
moting products and services using 
database-driven online distribution 
channels to reach consumers in a 
timely, relevant, personal and cost-
effective manneró. 
 
 

Many hold the opinion that a top 
salesperson must never be removed 
from his or her territory. On the other 
hand, once they get used to the terri-
tory they too donõt want change. At 
this stage it is like visiting old friends 
when they do their routine sales calls 
weekly or fortnightly, as deemed by 
the territory operation. But the remu-
neration must be right to continue, or 
they will seek other opportunities. 
 
Continuing professional development 
is very important not only in sales 
skills and knowledge but particularly 
in marketing, so that salespersons 
eventually become marketing oriented. 
That is a powerful situation to achieve. 
The overseers of salespersons must 
not act like policemen but as peers, 
encouraging them and entertaining 
them when they are working with 
them. We need more salespersons and 
we need to treat them in a manner 
that they feel they are most wanted. 
This is done by treating them right. 
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What are digital marketing media? 
The digital marketing sector uses many 
different digital marketing media chan-
nels, such as: 

¶ Cell phone Short Message Ser-
vice (SMS) ð text messages, 

¶ Really Simple Syndication (RSS) 
feeds, 

¶ Podcasts, 

¶ Voice Broadcast, 

¶ Video Email, 

¶ Banner ads on affiliate websites, 

¶ Outdoor digital displays, 

¶ Websites, and 

¶ Blogs 
 

 
 
Strategies for digital marketing 
There are two basic digital marketing 
strategies used by current and potential 
customers. These two types of digital 
marketing are called the òPushó and 
the òPull.ó Their methodology for pro-
viding information to customers works 
like this: 
 
Pull digital marketing is where the cus-

tomer seeks information about products 

and/or services by visiting the companyôs 

sources of information, searching for the 

specific product or service information. 

They are basically requesting to view spe-

cific content. These are typically located 

in Web sites, blogs, streaming audio, and 

video sources. Customers have found 
related information on other websites 
or been directed to the companyõs 
sources by a referring website to find 
the information. 

...continued on page 7 
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Push digital marketing occurs when 
customers are provided information by 
receiving or viewing advertisements 
digitally, such as: SMS, RSS, and cell 
phone calls, as subscribers of the latest 
product and service information pro-
vided by the company. 
 
Advantage of pull 
Pull has no restrictions on file size, no 
opt-in requirements, and low technol-
ogy requirements for the company. 
Since requests are inherently opt-in, 
the size of content is generally unlim-
ited. No advanced technology required 
to send static content, only to store 
and display it. 
 
Disadvantage of pull 
Marketing is required, there is little 
tracking of visitors, and no personal-
ization to keep the visitors coming 
back. Considerable marketing effort is 
required for users to find the message 
and content. Some types of marketing 
content may be blocked in mixed con-
tent scenarios (i.e.: Flash blockers). 
 
Advantages of push 
These include personalization of mes-
sages, high conversation rate, and de-
tailed tracking of customer choices. 
 
Faster delivery; push technologies can 
deliver content immediately as it be-
comes available. 
 
Consistent delivery: some push plat-
forms have single content types, mak-
ing it difficult for the user to block 
content by type. 
 
Better targeting; since push technology 
usually justifies subscription, more 
specific marketing data may be col-
lected during registration, which allows 
for better targeting and more personal-
ization. 
 
Better data; marketing data can be cor-
related to each request for content, 

allowing marketers to see information 
such as user name as well as demo-
graphic and psychographic data. 
 
Disadvantages of push 
Requires Can Spam Act 2003 compli-
ance, most customers must opt-in, can 
be blocked, simply opt-out, and re-
quires delivery technology. 
 
Smaller audience; push technology is 
not implemented on common plat-
forms and generally need client and/or 
server software before content can be 
created, distributed, and/or viewed. 
 
Higher cost; less popular platforms 
may have higher implementation costs. 
 
Lesser discoverability; smaller audi-
ences mean fewer views, which mean 
less visibility in search engines. 
 
Important of digital marketing 
Businesses have numerous opportuni-
ties to reach their potential customers 
through 3G-enabled mobile phones 
and DTH connectivity. With large 
groups of consumers hooked up to the 
Internet or other digital mediums, digi-
tal marketing solutions have an edge 
over conventional marketing tech-
niques. 
 
If a business is to participate in a digi-
tal marketing campaign, it is important 
to figure out the right campaign that 
will appeal to the target audience. 
 
When it comes to the selection of the 
right digital marketing medium, the 
Internet stands out as the cheapest and 
most effective option. Online video 
advertising, blog and forum postings, 
email and RSS feeds are just a selection 
of advertising tools that have stemmed 
from the Internet. The õnet has the 
ability to reach a wide, global customer 
base with speed and minimal cost 
compared to traditional marketing 
techniques. 
 
The Internet and mobile telephone 
technologies have revolutionized the 

marketing industry, providing the 
means to track consumer interests and 
obtain an inexpensive direct link to the 
customer. 
 
A click on a Web site can capture cus-
tomer details and ask key questions to 
assist with market profiling. The vol-
untary provision of email or mobile 
telephone contact details allows mar-
keting professionals to get in front of 
the customer without breaching pri-
vacy regulations. The more closely 
consumers become connected to digi-
tal technologies, the greater the power 
of the information channel for market-
ing professionals. With mobile tele-
phones and other electronic devices 
kept on the person, the rate of 'hits' is 
likely to be far higher than the scatter-
gun approach of traditional media. 
 
Digital marketing helps your company 
increase its exposure to consumers 
who are actively seeking your product 
or service, making it much more effec-
tive than other forms of advertising. 
 
Marketing solutions 
Digital marketing solutions include the 
use of multiple channels of delivery, 
along with the use of both push and 
pull digital marketing techniques. Both 
of these are used to deliver messages 
and information about products and 
services to customers, along with any 
others who submit inquiries. 
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brand communities, where people 
share their loyalty to a brand by joining 
a community of people who have a 
similar, strong relationship to a brand. 
The repurchase rate and lifetime cus-
tomer value is high with these loyal 
users. 
 
Customer loyalty programs result in 
more usage of products and services. 
Customer retention rates can be in-
creased by determining the point of 
contact and level of interaction. Track-
ing and measuring marketing actions 
can be done by monitoring a cus-
tomerõs usage from search engine, to 
landing page, page views through to 
purchase and exit. Enhanced compari-
son shopping by providing links and 
information about products and ser-
vices enables customization and caters 
to the needs of customers on an indi-
vidual level. Valuating customer con-
tact and interactions can be done 
through Web chain analysis which 
tracks the reactions to an advertise-
ment and puts a monetary value on the 
result. This way, advertisements can be 
tracked as to how effective they are to 
drive traffic and sales. 
 
The Internet provides a platform to 
communicate and interact with all cus-
tomer groups. The Extranet deals with 
supply chain management and logis-
tics, while the Intranet is used inter-
nally by a companyõs employees. Busi-
ness communication and information 
exchange has been improved by using 
a common platform. Supply chain 
management and logistics has been 
improved by enabling customers to 
place routine orders of such things as 
supplies, and delivery arrangements 
online.  
 
Domain name selection is another im-
portant element to building relation-
ships with customers.  
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The Internet ties together advertising, 
sponsorships, email, public relations 
and promotions. Digitizing company 
processes lowers costs and raises cus-
tomer satisfaction. As digitizing be-
comes cheaper, new ways to reach cus-
tomers emerge include streaming video, 
podcasting and blogs. Other ways to 
build sales and customers include prod-
uct placement in video games, televi-
sion shows, podcasting information to 
subscribers and commercials with email 
forwarding capabilities. 
 
Online marketing efforts can be di-
rected towards segmented target mar-
kets and further focused on an individ-
ualõs interests and demands. As the 
costs of technology and storage of data 
have declined, companies that create 
detailed customer databases can classify 
and categorize customers to adapt to 
their specific needs. Marketers can fore-
cast the future importance of the cus-
tomer and determine the customerõs 
lifetime value as a source of revenue for 
the firm. Resources must be allocated 
to maximize the value of the customer 
base. Customer knowledge can be im-
proved by market research through 
easy, online surveys which are not as 
intrusive as telephone surveys. Online 
marketing contributes to brand equity. 
It improves company image. A firm can 
build their brand and sales through 

Conclusion 
Many companies are moving into so-
cial networking as a form of marketing 
strategy. Social networking media, 
however, do not necessarily increase 
leads, nor do they populate a com-
pany's prospect database. But they do 
give organizations the opportunity to 
share information in a one-to-many 
format authenticated by consumer and 
peer reports. Social network media 
give customers the ability to research 
companies more thoroughly, read peer 
reviews, and develop a comprehensive 
business profile before they ever make 
a purchase. 
 
Digital marketing campaigns have 
yielded greater conversion rates for 
affiliates than e-marketing strategy 
alone, because it is not restricted to 
the Internet. It may seem incredible, 
but there are many people in world 
today who do not have access to a 
computer, or have access to the Inter-
net. Although more may have a cell 
phone, MP3 player, iPod, and view 
outdoor digital displays. 
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