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Introduction
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The digital revolution has changed – and will continue to change – the way in which customers expect organizations and brands to communicate with them. Bombarding passive customers with one-way marketing is no longer acceptable. Customers want to be in a conversation. They want to be part of the brand. They want a voice – and the Internet has given it to them. The 21st-century manager must adapt to these expectations in order to succeed.
  The Digital Revolution aims to provide an insight for managers into this revolutionary new medium, covering the impact of digital media on business in a logical sequence. Readers will be taken through a step-by-step guide to the key issues in the implementation of various on-line strategies and tactics available to the contemporary manager.
  With the help of this content, readers will learn about all the key elements of digital media and their impact on management. The organization’s website is at the hub of its digital marketing, and has a chapter to itself, but it does not exist in isolation. Digital buying behaviour, the social media, search engine optimization, on-line advertising, and e-mail all play an important role in managing an organization in the digital age.

Making Sense of the Digital World
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Before considering how you and your organization can benefit from digital technology, it is important to understand the environment in which it developed. This includes the history of the technology, and the habits of the people who use it.

Understanding the Technology
While it is not vital for you as a manager to fully understand the technology behind digital applications, exploring the background of the digital environment will help you to appreciate the revolution it has driven.

Defining the term “digital”
The term digital describes information that is stored and transmitted in terms of discrete numbers – the distinct seconds and minutes of a digital clock, as opposed to the sweeping hands of an analogue device. Digital technology is now used in all “traditional” media, but is most associated with computing and the Internet.

The history of the Internet
The Internet*, used by millions around the globe, was conceived by military scientists. Fearing the effects of nuclear attack on conventional communications systems, American leaders during the Cold War instigated the ARPANet (Advanced Research Projects Agency Network) project, a system of computers that would eventually become the Internet. Academics such as Englishman Tim Berners-Lee, known as the “father of the Internet”, contributed to its development, and commercial use of the Internet began in 1993, with the launch of the first web browser, Mosaic. Forward-thinking business leaders recognized the potential of this new medium, and its popularity grew. The “dot com” boom at the turn of the 21st century was swiftly followed by the “dot bomb” bust as ill-thought out digital enterprises rose and fell, but this did not stop the Internet from becoming an integral part of society, business, and government.
*Internet —The Internet is an inter-network of computers. If you use the world wide web (www) or e-mail, you are using the Internet.

Evaluating the future
Improving technology allows the transmission of ever more complex data. Bandwidth – the amount of data that can be carried by an Internet connection – is constantly increasing, but video and on-line gaming require much greater resources than simple text and images and the system is in danger of overloading. “Net neutrality” may become an important issue in the future as many see the Internet developing into a “two-tier” system, with faster downloading sites costing extra money to host, giving big business the best access.

How browsing works
	StorageThe website content sits on its host computer (server).

	RequestThe surfer types a page’s URL or clicks on a link to request the content.

	ForwardThe Internet Service Provider forwards the request to the server.

	SendThe server sends the files as a series of packets of data.

	DeliverThe data is presented as a web page.





Being in a Digital World
Although those within the industry had predicted its coming, for the majority of people, the digital revolution happened comparatively overnight. Where other media like radio and TV took decades to develop and generations to be accepted, the Internet has come from nowhere to become part of our lives in just a few years.

Communicating via the Internet
In the hype that surrounded the Internet in its first decade of life, it is often forgotten that it is primarily a medium that helps people communicate, rather than a panacea for all business and social problems. It is how it is used that makes it effective, efficient, or useful. As a means of carrying a message, personal or commercial, it is faster, more accessible, and more interactive than any other medium. Most importantly, it allows people to communicate with other like-minded individuals or groups around the world. Never before could one person post a message that could be read by anyone, anywhere or everyone, everywhere. As a means of exchanging information the Internet cannot be rivaled – recognize this and use it to communicate effectively with your customers.
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Living with the Internet
Apart from its commercial applications, the Internet is also used by many as part of their social life; sites that cater to this are part of what has been dubbed the social media. Such sites facilitate chats with friends and acquaintances and discussions on hobbies, and provide a platform for self-help groups to disseminate knowledge or experiences. When we include the influence of the web on our buying decisions, e-mail as 21st-century “post”, and social media as a key element in our social life, it is easy to see why most users consider the Internet vital to their lifestyle.

Taking the bad with the good
No culture is without opportunists, and the digital society has its share of fraudsters and vandals. Even law-abiding citizens may be concerned about the Internet’s ability to gather data. The theft of personal information, data collected by marketers to target their advertising, or simply easy access to information in the public domain are all perceived as threats to individual privacy. These concerns affect the consumers’ willingness to engage in digital commerce and communications.

[image: ESS_MNGR]  Number of users
In regions where the Internet was first adopted, mainly the USA, Northern Europe, and Scandinavia, usage numbers have peaked at around 70 per cent of the population. However, these figures are likely to be dwarfed in the near future by the number of users in Asia. So far only around 15 per cent of Asia’s population have access to the web. There is a divide between those who are on-line and those who aren’t, but when densely populated countries like India and China reach 70 per cent Internet penetration, users in Asia will far outnumber those in the western world.


Using Social Media
The greatest impact the digital revolution has had on society is the opening up of personal communication between the masses around the world. Social media ensure that an individual’s sphere of interaction is no longer limited to a few friends and acquaintances.

Understanding social media
Although access to contemporary media – newspapers, TV, and radio – is still restricted by their owners, the Internet has provided a platform for individual voices to be heard. That outlet, social media, comes in many forms. The term refers not so much to the actual media but more their content – all of which is freely available for anyone to read, contribute to, and engage with. The other key aspect of social networking is that it is a many-to-many, conversational medium with a complex relationship between audience and sender.

Recognizing its impact 
Citizens of the digital society are more trusting of each other than they are of marketing or corporate messages – something that has prompted commentators to suggest that, in the digital age, the organization no longer has total control of its marketing. However, while freedom from control gives kudos to social media, lack of editorial control means accuracy and quality may be compromised, compared to professionally-produced content.

Types of social media
Social networking
You can connect with people on social networking sites. Various applications on these sites enhance the experience.

Social learning
You can learn from content generated by others or by experts on some sites. You can even benefit from others’ views on various issues.

Social content
You can share your photographs and videos on sites that allow you to upload these for free; viewing can be limited to friends and family.

Social announcing
You can tell the world your thoughts about an issue on sites which allow you to update them with your views.

Social bookmarking
You can share your favourite web pages with others on sites that let you catalogue and save them for later use.
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Using Consumers’ Content
Any element of digital media not developed by professionals is known as consumer generated content (CGC) or user generated content (UGC). In a wider context it is also referred to as consumer generated media (CGM), which reflects its status as part of social media.

Communicating amateur content
UGC developers (sometimes called citizen journalists) can communicate their thoughts on digital media in three formats: text, audio, and video. The popular website YouTube has made web video a much publicized format. Audio comes by way of podcasts – though these are often simply spoken versions of written content. Just as YouTube has made amateur videos popular, MySpace and Facebook have given a platform to digital citizens to write their own web content. These sites are a symbol of social media in that its pages are a place where members socialize with their friends, associates, and even strangers. Those who are not satisfied with using the web to share files can write their own blog (a contraction of the term weblog). These function as on-line journals, often used to share opinions and commentary.

Using CGC commercially
Individuals and organizations have realised that CGC platforms can be used for marketing messages. For example, YouTube now shows professionally produced videos. Similarly, some of the more popular blogs are written by experts in their field. Although some of these people blog for altruistic reasons, most use the medium to promote themselves, their businesses, or their employers. 

Benefiting from reviews
If maintaining a blog is too much for some, there is another, much easier way for business to attract opinions on-line – by completing on-line reviews. For some websites, publishing review forums is a business model that generates income by selling on-site advertising. Others use reviews as additional content to attract visitors – many people like to learn about other users’ own experiences regarding a product or service, while on-line retailers treat customer reviews as part of their sales copy for products they are promoting. Amazon, for example, encourages people to review books, whilst eBay solicits feedback on how well sellers perform. Research suggests that over 60 per cent of off-line customers check on-line reviews, blogs, and other on-line customer feedback before they consider purchasing a new product or service.
  As a digital manager you need to be aware of what is written about your organization on various on-line forums. This is not only a convenient way to get feedback; you can take quick action if you find too many negative opinions are making the rounds.
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Most contributors to social media websites pass judgements on an organization, product, or brand and their comments can be positive or negative depending on how satisfied they were with it. The most enthusiastic supporters are known as citizen marketers. Where consumer generated content has the capacity to be negative and critical, citizen marketers are satisfied customers who give only positive reviews. This can be taken to such an extreme that the writer actually sets out to promote the subject of their comments and so can be considered to be producing marketing and advertising content on behalf of the subject. They can be called the voice of the digital fan club, and since a lot of customers tend to check reviews on-line, citizen marketers can prove to be quite helpful to an organization.

How to....    Blog for business
	Identify the objectives and target audience.

	Plan the content so it meets those objectives.

	Decide on a name for the blog that will reflect its content.

	Open an account on a blog-hosting website.

	Inform your audience of your blog’s existence.

	Update it with interesting content regularly.




[image: DK]  Encourage feedbackMake it simple for users to leave comments on your web content or blog. For example, a clickable star or a simple thumbs-up image will save them having to type in their opinion.


Communicating Digitally
Whether it is a business, a public entity, or a non-profit association, it is now impossible for an organization to function without using digital technology in its external and internal communications. The digital organization needs to facilitate personal communications with three key groups: its staff, its suppliers, and its customers.

Bringing your staff closer
Prior to the digital revolution, one-to-one communication between members of staff was restricted to land-line telephones and face-to-face conversations. Travelling staff such as salespeople could spend the week on the road with little or no contact with their managers or suppliers, making it much harder to adapt strategies and discuss deals in real time. They would also feel less “connected” to their organization. Today, whether using desk-bound or mobile facilities, the modern worker is never out of touch with base – no matter what the distance is in miles – thanks to the ready availability of mobile phones, lap-tops, hand-held devices, and wi-fi (wireless networking technology). Easy access to mobile communication greatly adds to the effectiveness and efficiency of staff, no matter where they work in the organization, and providing it should be a high priority for any manager in the digital age.

Making logistics simple for suppliers
Digital communication also improves the efficiency of procurement, storage, and distribution strategies. While contact between individuals is still a key aspect of efficient operations, digital technology has also made strategic management far more efficient. Computer programs are used to track and control processes such as stock management and delivery schedules, with global positioning locating the whereabouts of orders at any given time. Furthermore, Electronic Product Codes (EPC) using Radio Frequency Identification (RFID) scanners facilitate the control of inventory, storage, and logistics, as well as aiding electronic point of sale (EPOS) systems.

Communicating with your customers
Digital technology has made communication within an organization and contact with external suppliers both convenient and less expensive, but using it to interact with your customers is where it can generate income for the organization.
  Although personal contact is common in business-to-business (B2B) environments, it is in consumer marketing that digital technology has had the greatest impact. Digital facilities like e-mail and chat, and the interactive nature of many websites, allow personal relationships to develop between vendor and customer in a way that was not possible using traditional mass communications media.
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	Do you use SMS to address urgent issues?

	Do you use e-mails to allow messages to be sent and opened at the sender’s and receiver’s convenience?

	Do you discuss issues via video conferences, which are cost saving and have less of an impact on the environment than travel?

	Do you use mobile phones so that you can reach essential contacts, and be reached by them, at any time?




The reach of the Internet
One company that has benefited hugely from advances in digital communications is UK-based 4Projects. Before the advent of digital telecommunications, project managers on remote construction sites were reliant on driving miles over rough terrain to contact suppliers and central offices. 4Projects developed an Internet-based project management service, which can also be operated through mobile Internet connections, to address this problem for its clients. Improved communications with remote sites allow substantial savings of time and money, and 4Projects software is now used by over 100,000 people across five continents.


Digital Buying Behaviour
The impact of the digital revolution on society is particularly evident in the way contemporary consumers make purchase decisions. Gone are the days when customers were limited to a few local shops – the digital shopper can now access product information at home, at the workplace, or, if they have access to mobile devices, virtually anywhere.

Understanding buyer behaviour
Buyers go through a process called the buying cycle* during which they address their purchasing needs. This concept suggests that each purchase is made up of a series of actions that determine the final decision. A further step is that of post-purchase behaviour – often considered to be a psychological justification for the purchase that reinforces the buying decision.
*Buying cycle —a series of actions comprising problem recognition, information search, evaluation of alternatives, and purchase decision.

Changing buyer behaviour
Digital media has revolutionized buying behaviour by making huge amounts of information readily available to the buyer. On-line retailers now publish information about their products in greater detail than traditional media, and more economically. However, as in traditional media, this information is marketing copy designed to sell the product. While this information can be useful to the potential buyer, it is independent on-line information that tends to be most valued by the consumer. This is now easily available on regulated watchdog-type websites, review sites, and individual blogs.

Sourcing digital information
There are three key attractions to using digital information in making purchase decisions:
	Independent dataIndependent reviews are much easier to find on-line. Research suggests that buyers trust content that is generated independently more than business websites advertising a product.

	ConvenienceBuyers can go through every stage of the buying cycle from the comfort of their armchair, from researching alternatives to making a purchase and having it delivered to their home.

	Lower pricesLower business start-up and operating costs, combined with numerous price-comparison websites and wider product availability, make it easy for consumers to track down the lowest prices for the product or service they are interested in.




	Comparing conventional and digital buying cycles
	Tasks
	Pre-digital
	Using digital technology

	Problem recognition	Your roses are dying and gardening books have no mention of the disease	You find out in a gardening chat room that a parasite, new to the region, is infecting your roses
	Information search	Members of your local gardening club are unable to offer a solution	You join a gardening group on a social media website to discuss your problem
	Evaluation of alternatives	You are told that the horticultural show taking place next month is your last hope to find out more	You decide on a particular product that is highly recommended by gardeners on several review websites
	Purchase decision	You are unaware of a solution, let alone which product to buy	You order the product from an on-line gardening shop
	Post-purchase behaviour	You have not progressed	You post your comments about the product on review sites







End of sample
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