
Week 5 Lecture 

Digital Marketing

Marketing in a Global Age M003

http://cbs.wondershare.com/go.php?pid=2990&m=db


Today’s Leaning Objectives 

 Defining digitisation and digital

 The pace of technology change

 Generation Y

 Competition and risk of commoditisation

 New business and operating model



Learning Objective 1



The digitisation of everything

 An imperative for digital innovation and engagement has emerged: businesses have 

already realised that they must use digital channels to engage with their key stakeholders 

to maintain relevance and drive the conversation.

 Businesses need to pursue innovation to disrupt their own business model before the 

competition does.

 The challenge for businesses is to face the implications of digital change: in particular, 

the loss of control over the customer relationship, increased competition and threat of 

commoditisation, and the need to engage digitally with suppliers, partners and 

employees in addition to customers.



Defining ‘digital’

 Defining ‘digital’ Digitisation at its simplest means the conversion of analogue 

information into digital information. As digitisation capabilities extend, virtually every 

aspect of life is captured and stored in some digital form, and we move closer 

towards the networked interconnection of everyday objects. The impact of this is a 

real-time global exchange of information between multiple connected devices (fixed 

and mobile).







Learning Objective 2



The pace of technology change

Technology  adoption  typically 
occurs  in  an  S - curve ,  with 
exponential  growth  of  technology 
adoption from ‘early adopters’.

The rate of diffusion is accelerating, and 
with each new technology release, the ‘
early adopters’ and ‘early majority’ 
move further to the left.

Google+, the new social media tool from Google took only 16 days to 
reach 10 million users, compared with 780 days for Twitter and 852 days 
for Facebook. It took 10 years for the internet to become a basic and 
essential part of daily life.



Learning Objective 3



Generation Y: Expectations and influence

 Generation Y are best thought of not as a uniform group but as an evolving 

mindset, and the demands and expectations of this group are trending upwards.

 They are today the catalysts and the incubators of change, but each day their 

influence is growing in consumer and corporate environments, meaning that 

organisations must learn to engage effectively now, or risk being shut out of the 

game.



The Rise of the Prosumer

 A Prosumer is a term used for a consumer who is unusually interested in 

products/services of a brand. Prosumers will dedicate their spare time to upload 

reviews and comments and respond to other reviews and comments about the 

product. Some prosumers will record YouTube videos to help other users with 

technical service issues of a particular product. These individuals can be very 

useful sources of product development ideas, or can be incentivised as a low cost 

provider of technical service to other consumers.



The Rise of the Prosumer

 prosumers should be used as a source of vital product development ideas for 

brands

Walkers crisps renewed customers interest in new flavours 
by revamping its traditional brand development process and 
getting consumers deeply involved in product development. 
The campaign was a huge success with over 1 million flavour 
suggestions, 4.3 million visits to the walkers.co.uk site 

https://www.youtube.com/watch?v=KMz n318vOs0

https://www.youtube.com/watch?v=KMzn318vOs0


Learning Objective 4 



Increased competition and the risk
of commoditisation

 Companies are continually seeking ways to retain and develop increased share of 

wallet through deeper customer relationships.

 Digital channels lower barriers to entry and increase globalisation, leading to a 

spiral of intensifying competition and commoditisation.

 There is an extension of ‘superbrands’, such as Google, is today in direct 

competition with social networking sites, they have also moved into the mobile 

handset market, and even the online fashion market, leaving organisations in other 

industries wondering, or perhaps fearing, what Google will do next.



Learning Objective 4





Increased competition and the risk
of commoditisation

 Many organisations are successfully shifting their focus from products to services 

as a way of differentiating themselves and also increasing margins.

 Successful responses to the commoditisation threat include increased 

personalisation; wrapping a service around a product; and a re-bundling of products 

to realise price advantages.



Learning Objective 5



The need for new business and
operating models



Any Questions ??




