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Series 1: Contemporary Trends in Marketing Practice
Series outline
1.1 Foundations of Contemporary Marketing
1.1.1 Historical background of marketing practices
1.1.2 Transition from traditional to modern approaches
1.1.3 Key drivers of contemporary marketing trends
1.2 Emerging Approaches in Marketing Practice
1.2.1 Neuro-marketing and consumer behaviour insights
1.2.2 Experiential marketing and customer engagement
1.2.3 Peace marketing and societal harmony
1.2.4 Green marketing and sustainability imperatives
1.3 Applications Across Sectors
1.3.1 Healthcare marketing and patient-centred strategies
1.3.2 Tourism and sports marketing innovations
1.3.3 Talent and events marketing.in competitive environments

1.3.4 Entrepreneurial and forensic marketing practices

Introduction

Marketing has always been a dynamic field, constantly adapting to shifts in society, technology,
and consumer expectations. In today’s interconnected world, businesses and organisations
must respond to new demands that go beyond traditional advertising and selling.
Contemporary marketing practices highlight innovative approaches such as sustainability,
experiential engagement, and sector-specific applications, making this Series a vital foundation
forunderstanding how marketing continues to evolve.

The aim of this Series is to equip you with the knowledge and skills to analyse contemporary
marketing trends, evaluate their relevance in different contexts, and apply them effectively in
diverse sectors.
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We shall commence this Series by exploring the foundations of contemporary marketing,
where you will examine its historical background, the transition from traditional to modern
approaches, and the key drivers shaping current practices. Next, we will move on to emerging
approaches in marketing practice, including neuro-marketing, experiential marketing, peace
marketing, and green marketing. Finally, we will conclude with applications across sectors,
focusing on healthcare, tourism, sports, talent, events, entrepreneurial, and forensic marketing,
thereby rounding off the Series with practical insights into how these trends manifest:in real-
world contexts.

Series Learning Outcomes
Upon completing this Series, you should be able to:

e SLO 1.1 define the historical background of marketing practices'and explain the
transition from traditional to modern approaches.

e SLO 1.2 analyse the key drivers that shape contemporary marketing trends.

e SLO 1.3 explain the principles of neuro-marketing, experiential marketing, peace
marketing, and green marketing.

e SLO 1.4 evaluate the relevance of sector-specific applications such as healthcare,
tourism, sports, talent, events, entrepreneurial, and forensic marketing.

1.1 Foundations Of Contemporary Marketing
1.1.1 Historical background of marketing practices

Marketing has a long historythat stretches back to the earliest forms of trade and exchange. In
its simplest form, marketing was about communicating the value of goods and services to
potential buyers. Qver.time, as societies became more complex, marketing evolved into a
structured discipline. The rise of.industrialisation in the nineteenth century brought mass
production, which in turn.required new ways of reaching large audiences. This gave birth to
advertising, defined as the paid promotion of products or services through various media
channels. Advertising became the dominant tool of marketing during this period, shaping
consumer-culture and influencing purchasing behaviour.

Fill in'the blank: Marketing in its earliest form was primarily about communicating the
of goods and services to potential buyers.
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Diagram showing the evolution of marketing from barter trade to modern advertising. Caption:
Figure 1.1 Evolution of marketing practices

Figure 1.1 Evolution of marketing practices
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+ Direct Exchange of Goods * Mass Production * Rise of Mass Media + Data-Driven Insights
+ Simple Needs-Based Trading » Focus on Distribution * Brand Building + Customer-Centric
+ No Money Involved * Product-Centric * Persusive Messaging » Personalisation

OER

1.1.2 Transition from traditional to modern approaches

Traditional marketing relied heavily on physical media such as newspapers, radio, and
television. These methods were effective in reaching broad audiences but offered limited
opportunities for interaction. With the advent of digital technologies, marketing shifted
towards more personalised and interactive approaches. Digital marketing refers to the use of
online platforms, social media, and mobile applications to promote products and services.
Unlike traditional methods, digital marketing allows businesses to track consumer behaviour,
measure campaign effectiveness, and engage directly with customers. This transition has
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redefined the role of marketers, making them not only promoters but also analysts and
strategists.

Fill in the blank: Unlike traditional methods, marketing allows businesses to track
consumer behaviour and engage directly with customers.

Image of a marketer using both traditional tools (posters, newspapers) and modern tools
(laptop, smartphone). Caption: Plate 1.1 Traditional versus modern marketing tools

Plate 1.1
Traditional vessus modern marketing tools

————
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1.1.3 Key drivers of contemporary marketing trends

Several factors drive the evolution of marketing today. One of the most significant is
globalisation, defined as the increasing interconnectedness of markets and cultures across the
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world. Globalisation has expanded the reach of businesses, making competition more intense
and diverse. Another driver is technology, which refers to the application of scientific
knowledge for practical purposes, especially in industry. Technology has introduced tools such
as data analytics, artificial intelligence, and automation, all of which enhance marketing
efficiency. Finally, consumer empowerment, defined as the ability of customers to influence
business decisions through feedback and choice, has reshaped marketing strategies. Consumers
now demand transparency, sustainability, and personalised experiences, forcing businesses to
adapt quickly.

Fill in the blank: One of the most significant drivers of contemporary marketing is
which has expanded the reach of businesses and intensified competition.

Box 1.1 Key drivers of contemporary marketing trends

Box 1.1 Key drivers of
contemporary
marketing trends

¢ Globalsation: internrected markets and cultures

e Technology: data analytics, Al, automation

e Consumer empowerwent: demand for
transparency and personalised
experiences
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Pilot questions 1.1

1. Which historical development led to the rise of advertising as a dominant marketing
tool?

What is the main difference between traditional and digital marketing approaches?
Define globalisation in the context of marketing.

Identify one technological advancement that has influenced contemporary marketing.

v ok W

What does consumer empowerment mean in modern marketing practice?

1.2 Emerging Approaches In Marketing Practice
1.2.1 Neuro-marketing and consumer behaviour insights

Neuro-marketing refers to the application of neuroscience and psychological principles to
understand how consumers respond to marketing stimuli. It usestools such as brain imaging
and eye-tracking to measure subconscious reactions, helping marketers design campaigns that
resonate more deeply with audiences. By studying how the brain processes information,
businesses can predict consumer preferences and improve product design, packaging, and
advertising.

Fill in the blank: Neuro-marketing applies principles of and psychology to study
consumer responses to marketing stimuli.

R
e L A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



Diagram showing how neuro-marketing connects brain activity with consumer decision-making.
Caption: Figure 1.2 Neuro-marketing and consumer behaviour

Figure 1.2 Neuro-marketing and consumer behaviour
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1.2.2 Experiential marketing and customer engagement

Experiential marketing s a strategy that focuses on creating memorable experiences for
customers rather than simply promoting products. It involves interactive campaigns, live
events, and immersive activities that allow consumers to connect emotionally with a brand.
This approach strengthens customer loyalty and encourages word-of-mouth promotion. For
example, a company may organise a pop-up event where customers can try products in a fun
and engaging environment.

Fillin the blank: Experiential marketing focuses on creating experiences for customers
rather than simply promoting products.

)
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Image of a pop-up brand event with customers interacting with products. Caption: Plate 1.2
Experiential marketing in action

Plate 1.2
Expertiential marketing in action
Uncover Your Next Adventure

OER

1.2.3 Peace marketing and societal harmony

Peace marketing is an emerging concept that promotes values of harmony, tolerance, and
social cohesion through marketing campaigns. It seeks to reduce conflict and foster unity by
aligning brand messages with peaceful ideals. Organisations that adopt peace marketing often
highlight inclusivity, respect, and community-building in their communications. This approach is
particularly relevant in multicultural societies where businesses aim to appeal to diverse
groups.

-
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Fill in the blank: Peace marketing promotes values of , tolerance, and social cohesion
through brand campaigns.

Box 1.2 Principles of peace marketing

Box 1.2 Principles of peace
marketing

* Promotes harmony and tolerance: Marketing
messages that bridge cultural divides and
encourage understanding.

* Encourages inclushity and respect:
Campaigns that celebrate diversity off reject
discrimination.

e Builds community coahsion: Initiatives
Initiatiies to bring to people together for positive social
impact.

OER

1:2.4 Green marketing and sustainability imperatives

Green marketing refers to the promotion of products and services based on their
environmental benefits. It highlights sustainability, eco-friendly production, and responsible
consumption. Businesses use green marketing to appeal to environmentally conscious
consumers and to demonstrate corporate responsibility. Examples include packaging made
from recycled materials or campaigns that emphasise renewable energy use. Green marketing
not only attracts customers but also positions companies as leaders in sustainability.
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Fill in the blank: Green marketing promotes products and services based on their
benefits.

Table 1.1 Examples of green marketing practices

Practice Description

Eco-friendly packaging Use of recycled or biodegradable materials

Renewable energy campaigns | Highlighting use of solar or wind energy

Sustainable sourcing Ensuring raw materials are responsibly obtained

Pilot questions 1.2
1. What scientific disciplines does neuro-marketing draw upon?
2. How does experiential marketing strengthen customer loyalty?

Identify one principle of peace marketing.

E

What is the main focus of green marketing?

b

Give one example of a green/'marketing practice.

1.3 Applications Across Sectors
1.3.1 Healthcare marketing and patient-centred strategies

Healthcare marketing refers to the promotion of medical services, products, and health-related
information to patients and communities. Unlike conventional marketing, healthcare marketing
emphasises trust, credibility, and patient-centred communication. Hospitals and clinics often
use campaigns to‘educate the public about preventive care, wellness programmes, and
treatment options. The'goal is not only to attract patients but also to improve health outcomes
by encouraging informed decision-making.

Fill in the blank: Healthcare marketing emphasises , credibility, and patient-centred
communication.
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Diagram showing patient-centred healthcare marketing with trust, education, and service
promotion. Caption: Figure 1.3 Patient-centred healthcare marketing

Figure 1.3
Patient-centered healthcare marketing
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1.3.2 Tourism and sports marketing innovations

Tourism marketing involves promoting destinations, travel experiences, and cultural attractions
to potential visitors. It uses storytelling, imagery, and digital platforms to inspire travel
decisions. Sports marketing, on the other hand, focuses on promoting sporting events, teams,
and athletes. It often leverages sponsorships, fan engagement, and media coverage to build
loyalty and generate revenue. Both tourism and sports marketing rely heavily on emotional
appeal, creating excitement and anticipation among audiences.
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Fill in the blank: Tourism marketing uses and imagery to inspire travel decisions.

Image of a tourism campaign poster alongside a sports sponsorship banner. Caption: Plate 1.3
Tourism and sports marketing innovations
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1.3.3 Talent and events marketing in competitive environments

Talent marketing refers to strategies used by organisations to attract, retain, and promote
skilled professionals. It highlights workplace culture, career growth opportunities, and
employee success stories. Events marketing involves promoting conferences, exhibitions,
concerts, and other gatherings to maximise attendance and engagement. Both approaches are
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crucial in competitive environments where organisations must differentiate themselves to
attract talent and audiences.

Fill in the blank: Talent marketing highlights workplace culture and growth
opportunities.

Box 1.3 Talent and events marketing strategies

Box 1.3 Talent and events
marketing strategies

Talent marketing:

« Workplace culture
« Career growth
« Employee success stories

Events marketing:
« Conferences
« Exhibitions
» Concerts
« Audience engagement

1.3.4 Entrepreneurial and forensic marketing practices

Entrepreneurial marketing is the use of innovative, low-cost, and creative strategies by small
businesses and start-ups to compete with larger firms. It often relies on personal networks,
word-of-mouth, and unconventional campaigns. Forensic marketing refers to the investigation
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of marketing practices to detect fraud, misrepresentation, or unethical behaviour. It is used to
protect consumers and ensure fairness in the marketplace. Together, these practices highlight
the diversity of marketing applications across different sectors.

Fill in the blank: Entrepreneurial marketing often relies on personal networks and
campaigns.

Table 1.2 Comparison of entrepreneurial and forensic marketing

Type Focus Example

A tech start-up building brand

Innovative, low-cost . .
awareness through viral social

Entrepreneurial .
strategies that leverage

Marketing e . media challenges and "buzz"
creativity and agility. .
marketing.
s e . - An agency auditing a competitor’s

. Scientific investigation of a . Y g P
Forensic . . campaign to prove false

) marketing activities to detect L .
Marketing advertising or data privacy

fraud or unethical practices. y .
violations.

Pilot questions 1.3
1. What is the primary focus of healthcare marketing?
2. How does tourism marketing inspire travel decisions?
3. Identify one strategy used in talent marketing.
4. What is theimain purpose of events marketing?
5

Define forensic marketing in simple terms.

Series Summary

This Series has introduced you to the foundations and relevance of contemporary marketing
practices. Its purpose was to help you appreciate how marketing has evolved, why new
approaches have emerged, and how these approaches are applied across different sectors. By
examining historical developments, transitions from traditional to modern methods, and the
drivers of change, you have gained a clear understanding of the dynamic nature of marketing
today.

We began with the foundations of contemporary marketing, exploring its historical
background, the shift from traditional to digital approaches, and the key drivers such as
globalisation, technology, and consumer empowerment. We then moved on to emerging
approaches, including neuro-marketing, experiential marketing, peace marketing, and green
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marketing, each offering innovative ways to engage consumers. Finally, we examined sector-
specific applications, such as healthcare, tourism, sports, talent, events, entrepreneurial, and
forensic marketing. In line with the Series Learning Outcomes, you should now be able to define
historical practices, analyse drivers of change, explain emerging approaches, and evaluate
sector-specific applications with confidence.

Glossary of Terms

e Advertising: Paid promotion of products or services through media channels such as
newspapers, radio, or television.

¢ Consumer empowerment: The ability of customers to influence business decisions
through feedback, choice, and demand for transparency.

o Digital marketing: The use of online platforms, social media, and mobile applications to
promote products and services.

o Entrepreneurial marketing: Innovative, low-cost, and creative strategies used by small
businesses and start-ups to compete with larger firms.

o Experiential marketing: A marketing strategy that focuses on creating memorable and
interactive experiences for customers.

e Forensic marketing: The investigation of marketing practices to detect fraud,
misrepresentation, or unethical behaviour.

¢ Globalisation: The increasing interconnectedness of markets and cultures across the
world.

¢ Green marketing: Promotion of products and services based on their environmental
benefits and sustainability.

e Healthcare marketing: Promotion of medical services, products, and health-related
information with.emphasis on trust and patient-centred communication.

¢ Neuro-marketing: Application of neuroscience and psychology to study consumer
responsesto marketing stimuli.

o | Peace marketing: Marketing approach that promotes harmony, tolerance, and social
cohesion through brand campaigns.

e Sports marketing: Promotion of sporting events, teams, and athletes using
sponsorships, fan engagement, and media coverage.

o  Talent marketing: Strategies used to attract, retain, and promote skilled professionals
by highlighting workplace culture and career growth.

o Tourism marketing: Promotion of destinations, travel experiences, and cultural
attractions to inspire travel decisions.

Concept Check Questions [Series 1]
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Objective questions
1. Define advertising. (Linked to SLO 1.1)

2. Which driver of contemporary marketing refers to interconnected markets and
cultures? (Linked to SLO 1.2)

3. Identify one principle of peace marketing. (Linked to SLO 1.3)
4. Which type of marketing investigates unethical practices? (Linked to SLO 1.4)

Short-answer questions

5. Explain how digital marketing differs from traditional marketing.{Linked to SLO 1.1)

6. Describe one way experiential marketing strengthens customer loyalty. (Linked to SLO
1.3)

7. What is the main focus of healthcare marketing? (Linked to SLO 1.4)

Long-answer questions

8. Analyse the role of technology as a driver of contemporary marketing trends. (Linked to
SLO 1.2)

e Basic response: Technology introduces tools such as data analytics, artificial
intelligence, and automation, which improve efficiency and allow marketers to
track consumer behaviour.

e Value-added response: Outstanding learners may also discuss how technology
enables predictive modelling, personalised campaigns, and global reach, while
raising ethical concerns about privacy and data use.

9. Evaluate the relevance of green marketing in today’s business environment. (Linked to
SLO 1.4)

¢ /Basicresponse: Green marketing appeals to environmentally conscious
consumers and demonstrates corporate responsibility.

o Value-added response: Outstanding learners may further evaluate how green
marketing enhances brand reputation, supports regulatory compliance, and
contributes to long-term sustainability goals.

Answers to Pilot Questions [Series 1]
Part 1.1 Foundations of Contemporary Marketing
1. Industrialisation led to the rise of advertising as a dominant marketing tool.

2. Digital marketing allows businesses to track consumer behaviour and engage directly
with customers.

3. Globalisation is the interconnectedness of markets and cultures across the world.
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4. Data analytics and artificial intelligence are examples of technological advancements
influencing marketing.

5. Consumer empowerment means customers influence business decisions through
feedback and choice.

Part 1.2 Emerging Approaches in Marketing Practice
1. Neuro-marketing draws upon neuroscience and psychology.

2. Experiential marketing strengthens customer loyalty by creating memorable and
interactive experiences.

3. One principle of peace marketing is inclusivity.

4. Green marketing focuses on environmental benefits and sustainability.

5. Eco-friendly packaging is an example of a green marketing practice.
Part 1.3 Applications Across Sectors

1. Healthcare marketing focuses on trust, credibility, and patient-centred
communication.

2. Tourism marketing inspires travel decisions through storytelling and imagery.
3. Talent marketing highlights workplace culture and career growth opportunities.

4. Events marketing promotes /conferences, exhibitions, and concerts to maximise
engagement.

5. Forensic marketing investigates unethical practices such as false advertising.
References and Attributions [Series 1]

e Figure 1.1 Evolution of marketing practices: Suggested Al prompt “Create a timeline
diagramshowing the evolution of marketing from barter trade, industrialisation,
advertising, to modern marketing practices.” Search string: “evolution of marketing
timeline diagram:OER”.

o | Plate 1.1 Traditional versus modern marketing tools: Suggested Al prompt “Generate an
image showing a marketer with posters and newspapers on one side, and a laptop and
smartphone on the other side.” Search string: “traditional vs digital marketing tools OER
image”.

e | Figure 1.2 Neuro-marketing and consumer behaviour: Suggested Al prompt “Create a
diagram showing the link between brain activity, consumer emotions, and purchasing
decisions.” Search string: “neuro-marketing consumer behaviour diagram OER”.

o Plate 1.2 Experiential marketing in action: Suggested Al prompt “Generate an image of a
pop-up brand event where customers interact with products in a lively atmosphere.”
Search string: “experiential marketing pop-up event OER image”.
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e Box 1.2 Principles of peace marketing: Suggested Al prompt “Create a text box
summarising the principles of peace marketing: harmony, tolerance, inclusivity,
respect.” Search string: “peace marketing principles OER summary”.

o Table 1.1 Examples of green marketing practices: Suggested Al prompt “Create a table
listing examples of green marketing practices such as eco-friendly packaging, renewable
energy campaigns, and sustainable sourcing.” Search string: “examples of green
marketing practices OER table”.

e Figure 1.3 Patient-centred healthcare marketing: Suggested Al prompt “Create a
diagram showing healthcare marketing with trust, education, and patient-centred
communication.” Search string: “healthcare marketing patient-centred diagram OER”.

e Plate 1.3 Tourism and sports marketing innovations: Suggested Al prompt “Generate an
image showing a tourism campaign poster and a sports sponsorship.banner side by
side.” Search string: “tourism and sports marketing OER image”.

e Box 1.3 Talent and events marketing strategies: Suggested Al prompt “Create a text box
summarising talent and events marketing strategies.” Search string: “talent and events
marketing strategies OER summary”.

e Table 1.2 Comparison of entrepreneurial and forensic marketing: Suggested Al prompt
“Create a table comparing entrepreneurial marketing and forensic marketing with focus
and examples.” Search string: “entrepreneurial vs forensic marketing OER table”.

e Course code: MKT 412
e Course title: Contemporary.Issues in Marketing Practice

e Course credit load: 2

Series 2: Competitive Strategy In Evolving Markets

Series outline

2.1 Foundations Of Competitive Strategy

2.1.1 Defining competitive strategy

2.1.2 Historical perspectives on competition

2.1.3 The role of industry structure in shaping competition

2.2 Contemporary Approaches To Strategy Formulation
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2.2.1 Analysing competitors and market dynamics

2.2.2 Strategic positioning and differentiation

2.2.3 The impact of globalisation on competitive strategy
2.2.4 Digital transformation and competitive advantage
2.3 Tactical Applications Of Competitive Strategy

2.3.1 Case studies of evolving markets

2.3.2 Strategic responses to disruptive innovations

2.3.3 Patterns of interaction among competitors

Introduction

Competition is a defining feature of modern markets, influencing how organisations design
strategies to survive and thrive. As industries evolve, firms must adapt.their approaches to
remain relevant and competitive. This Series is designed to help you explore the foundations of
competitive strategy, understand contemporary approaches to strategy formulation, and apply
tactical responses in real-world contexts.

The aim of this Series is to enable you to analyse competitive environments, evaluate strategic
options, and apply practical responses to challenges in evolving markets.

We shall commence this Series by.examining the foundations of competitive strategy, where
you will define the concept, trace its historical development, and study the role of industry
structure. Next, we will move on to contemporary approaches to strategy formulation,
focusing on competitor analysis, strategic positioning, globalisation, and digital transformation.
Finally, we will conclude with tactical applications of competitive strategy, including case
studies, responses to disruptive innovations, and patterns of interaction among competitors.

Series Learning Outcomes

Upon completingthis Series, you should be able to:
e | SLO 2.1 define competitive strategy and explain its historical development.
e < SLO 2.2 analyse the role of industry structure in shaping competition.

e . SLO 2.3 evaluate contemporary approaches to strategy formulation, including
competitor analysis and differentiation.

e SLO 2.4 assess the impact of globalisation and digital transformation on competitive
advantage.

e SLO 2.5 apply tactical responses to evolving markets and disruptive innovations.
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2.1 Foundations Of Competitive Strategy
2.1.1 Defining competitive strategy

Competitive strategy refers to the deliberate actions and decisions taken by organisations to
achieve and sustain an advantage over rivals in the marketplace. It involves identifying
strengths, weaknesses, opportunities, and threats, and then designing approaches that allow a
firm to outperform competitors. A well-defined competitive strategy provides direction,
clarifies objectives, and ensures resources are allocated effectively.

Fill in the blank: Competitive strategy refers to deliberate actions and decisions taken by
organisations to achieve and sustain an over rivals.
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Diagram showing the concept of competitive strategy with arrows pointing to advantage,
positioning, and resource allocation. Caption: Figure 2.1 Defining competitive strategy

Figure 2.1

Competitive
Strategy

N N

Advantage Positioning Resource Allocation
* Cost Leadership * Target Market * Financial Capital
» Differneriation * Brand Identity * Human Resources
* Focus » Market Segmentation  Technological Assets

2.1.2 Historical perspectives on competition

Competition has been a central theme in business for centuries. Early trade practices often
relied on local rivalry, where merchants competed for customers in small markets. With
industrialisation, competition expanded as firms sought to dominate national and international
markets. The work of scholars such as Michael Porter introduced structured frameworks,
including the Five Forces model, which analyses industry competition through factors like
supplier power, buyer power, threat of substitutes, threat of new entrants, and competitive
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rivalry. These historical perspectives highlight how competition evolved from simple rivalry to
complex strategic analysis.

Fill in the blank: Michael Porter’s Five Forces model analyses industry competition through
factors such as supplier power and power.

Box 2.1 Michael Porter’s Five Forces

Box 2.1 Michael Porter’s
Five Forces

e Supplier power: Influence of suppliers on
pricing.
* Buyer power: Influence of customers on pricing.

e Threat of substtutes: Availablite of alternative
products or services.

e Threat of new entrants: Ease of new ew
competitors entering of thor market.

o Compettive rivally: Intensity of competition among
existing firms.

2.1.3 The role of industry structure in shaping competition

Industry structure refers to the arrangement and characteristics of firms within a market,
including the number of competitors, market share distribution, and barriers to entry. A highly
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concentrated industry with few dominant players often results in intense rivalry, while
fragmented industries may allow smaller firms to thrive. Industry structure influences pricing,
innovation, and customer choice. For example, in the airline industry, high capital requirements
and regulatory barriers shape competition differently compared to retail markets, where entry
is easier.

Fill in the blank: Industry structure refers to the arrangement and characteristics of firms within
a

Table 2.1 Examples of industry structures

Industry Structure Competitive Implications

. Intense rivalry among a few major players;
Concentrated, high y & Jor piay

Airlines . extremely difficult for new entrants to gain
barriers to entry
market share.
Retail Fragmented, low Large number of competitors; heavy reliance on
barriers to entry price competition and thin profit margins.
] Rapidly shifting landscape; competition is
Dynamic, moderate .p y . .g p .p .
Technology driven primarily by continuous innovation and

barriers to entry R&D

Pilot questions 2.1
1. What is the:main purpose of competitive strategy?
2. Which scholarintroduced the Five Forces model?
3. Name'two forces from Porter’s Five Forces framework.
4. Defineindustry structure in simple terms.

5./ Give one example of how industry structure influences competition.

2.2 Contemporary Approaches To Strategy Formulation
2.2.1 Analysing competitors and market dynamics

Competitor analysis refers to the systematic study of rival firms to understand their strengths,
weaknesses, strategies, and market behaviour. It helps organisations anticipate competitor
moves and identify opportunities for differentiation. Alongside this, market dynamics describe
the forces of supply, demand, consumer preferences, and regulatory changes that influence
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competition. Together, competitor analysis and market dynamics provide a foundation for
designing strategies that are responsive and proactive.

Fill in the blank: Competitor analysis is the systematic study of rival firms to understand their
, weaknesses, strategies, and market behaviour.

Diagram showing competitor analysis with arrows pointing to strengths, weaknesses,
opportunities, and threats. Caption: Figure 2.2 Competitor analysis and market dynamics

Figure 2.2 Competitor analysis and market dynamics

Strengths Weakenses

* Brand Reputation * Nutdatet Tech
» Cost Advantages * Poor Customer Service
* Patents & Technology * Financial Debt

N7/

Competitor
Analysis

7\

Opportunities Threats

¢ Qutdated Tech * New Entrants

» Strategic Alliances » Economic Doutrwns
* Untapped Demograhics * Disruptive Innovations

2.2.2 Strategic positioning and differentiation

Strategic positioning refers to how a company places itself in the market relative to
competitors, often by targeting specific customer segments or emphasising unique attributes.
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Differentiation is the process of making a product or service distinct from competitors, usually
through quality, innovation, branding, or customer service. Effective positioning and
differentiation allow firms to build strong identities and reduce direct competition. For
example, a luxury brand positions itself differently from a budget retailer, even though both
operate in the same industry.

Fill in the blank: Differentiation is the process of making a product or service from
competitors.

Image showing two brands: one positioned as luxury, the other as budget-friendly. Caption:
Plate 2.2 Strategic positioning and differentiation

Plate 2.2

Strategic positioning and differenation
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2.2.3 The impact of globalisation on competitive strategy

Globalisation refers to the increasing interconnectedness of markets, cultures, and economies
worldwide. It has expanded competition beyond local boundaries, forcing firms to adapt
strategies to international contexts. Globalisation impacts competitive strategy by introducing
diverse consumer preferences, new competitors, and complex regulatory environments.
Companies must balance global efficiency with local responsiveness, often adopting hybrid
strategies to remain competitive.

Fill in the blank: Globalisation refers to the increasing interconnectedness of markets, cultures,
and worldwide.

Box 2.2 Impact of globalisation on competitive strategy

Box 2.2
Michael Porter’s Five Forces

(:Boon%(p%t% Jgngt?gtteof globaiation on

 Expands competition beyond local
boundaries

Introduces diverse consumer
preferences

Creates complex regulatory
environments

Requires balance between global
efficiency and local responsises
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2.2.4 Digital transformation and competitive advantage

Digital transformation refers to the integration of digital technologies into all areas of business,
fundamentally changing how organisations operate and deliver value. It enhances competitive
advantage by enabling data-driven decision-making, automation, and personalised customer
experiences. Firms that embrace digital transformation often gain agility, efficiency, and
stronger customer engagement. However, it also requires investment in technology and skills,
making it a strategic choice rather than a simple upgrade.

Fill in the blank: Digital transformation refers to the integration of technologies into all
areas of business.

Table 2.2 Examples of digital transformation in competitive strategy

Practice Description Competitive Advantage
Data Utilizing big data to uncover Personalized Marketing: Higher
Analytics customer patterns and conversion rates through tailored

insights. messaging.

Implementing Operational Efficiency: Lower
Automation software/robotics to handle overhead costs and faster speed-to-

repetitive tasks. market.

Scalability & Agility: Rapidly
expanding or pivotting services
without heavy hardware investment.

Cloud Moving IT infrastructure to
Computing flexible, remote servers.

Decision Intelligence: Reducing risk
through accurate forecasting and real-
time problem-solving.

Using machine learning for

Al Tool
0ols predictive modeling.

Pilot questions 2.2

1. What is the purpose of competitor analysis?

2. Define strategic positioning in simple terms.

3. What does differentiation achieve in competitive strategy?
4. How does globalisation affect competitive strategy?
5

Give one example of digital transformation that enhances competitive advantage.

R
e L A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



2.3 Tactical Applications Of Competitive Strategy
2.3.1 Case studies of evolving markets

Case studies provide practical insights into how firms apply competitive strategies in real-world
contexts. By examining industries such as technology, retail, or telecommunications, learners
can see how companies adapt to changing conditions. For example, a technology firm may use
innovation-driven strategies to stay ahead, while a retail company may rely on customer loyalty
programmes to maintain competitiveness. These examples highlight the importance of context-
specific approaches.

Fill in the blank: Case studies provide practical insights into how firms apply
real-world contexts.

strategies in
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Diagram showing case study examples across technology, retail, and telecommunications.
Caption: Figure 2.3 Case studies of evolving markets

Case Studies of
Evolving Markets

Technology Telecomouications

« Apple (Ecosstem Lock-in) | * Amazon (E-conmerce * Verizon (56 Expansion)

Domi o :

* Google (Al-driven ommance). . Netflix
Services) * Walmart (Digital » Streaming Disruption)

_ Transformation .

* Tesla (Drttruptive * Huawei) (Global

Innovation * Shein (Fast Fashion & Market Challenges
& Social Media

\

\
\

2.3.2 Strategic responses to disruptive innovations

Disruptive innovation refers to new technologies or business models that significantly alter
industry dynamics, often displacing established players. Strategic responses may include
adopting the innovation, forming partnerships, or redesigning business models. For instance,
streaming services disrupted traditional television, forcing broadcasters to adapt by launching
their own digital platforms. Effective responses require agility and foresight.
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Fill in the blank: Disruptive innovation refers to new technologies or business models that
significantly alter dynamics.

Image showing traditional television being disrupted by streaming platforms. Caption: Plate 2.3
Strategic responses to disruptive innovations

Plate 2.3

Strategic responses to disruptive innovations

2.3.3 Patterns of interaction among competitors

Competitors often interact in predictable patterns, such as price wars, product launches, or
advertising battles. These interactions shape industry dynamics and influence consumer
behaviour. Understanding these patterns allows firms to anticipate moves and design counter-
strategies. For example, in the airline industry, one company’s fare reduction often triggers
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similar responses from rivals. Recognising these patterns helps firms avoid destructive
competition and focus on sustainable advantage.

Fill in the blank: Competitors often interact in predictable patterns such as price wars, product
launches, or battles.

Box 2.3 Patterns of competitor interaction

Box 2.3

Patterns of Competitor
Interaction

* Price wars: Aggressive price cuts to gain

market share.

* Product launches: Introducing new goods/services
to disrrup rivals.

* Product launches:
Advertising Intense promotioal campaigns.

* Advertising battles: Intense campaigns.
* Strategic alliances to achieve mutual goals.

Pilot questions 2.3

1. Why are case studies useful in studying competitive strategy?

2. Define disruptive innovation in simple terms.
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3. Give one example of a strategic response to disruptive innovation.
4. What is a common pattern of interaction among competitors?

5. How can recognising competitor interaction patterns help firms?

Series Summary

This Series has explored the foundations and applications of competitive strategy in evolving
markets. Its purpose was to help you understand how organisations define and sustain
advantage, adapt to global and digital changes, and respond tactically to disruptions. By
examining both theory and practice, you have gained insights into how competition shapes
industries and how firms can position themselves effectively.

We began with the foundations of competitive strategy, defining the concept, tracing its
historical development, and studying the role of industry structure. We then moved on to
contemporary approaches to strategy formulation, including competitoranalysis, positioning,
globalisation, and digital transformation. Finally, we examined tactical applications, such as
case studies, responses to disruptive innovations, and patterns of competitor interaction. In line
with the Series Learning Outcomes, you should now be able to define competitive strategy,
analyse industry structures, evaluate contemporary approaches, assess global and digital
impacts, and apply tactical responses in evolving markets.

Glossary of Terms

o Competitive strategy: Deliberate actions and decisions taken by organisations to
achieve and sustain an advantage overrivals.

e Competitor analysis: Systematic study of rival firms to understand their strengths,
weaknesses, strategies, and behaviour.

+ Differentiation: Process of making a product or service distinct from competitors
through quality, innovation, or branding.

o Digital transformation: Integration of digital technologies into all areas of business to
enhance éfficiency and customer engagement.

o | Disruptive innovation: New technologies or business models that significantly alter
industry dynamics and displace established players.

¢ Globalisation: Increasing interconnectedness of markets, cultures, and economies
worldwide.

o Industry structure: Arrangement and characteristics of firms within a market, including
competitors, market share, and barriers to entry.

¢ Strategic positioning: How a company places itself in the market relative to
competitors, often by targeting specific segments or emphasising unique attributes.

Concept Check Questions [Series 2]
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Objective questions
1. Define competitive strategy. (Linked to SLO 2.1)
2. Who introduced the Five Forces model? (Linked to SLO 2.1)
3. Name one force from Porter’s Five Forces framework. (Linked to SLO 2.2)
4. Which concept refers to making a product distinct from competitors? (Linked to SLO 2.3)

Short-answer questions

5. Explain the role of industry structure in shaping competition. (Linked ta SLO 2.2)
6. Describe one way globalisation affects competitive strategy. (Linked to SLO 2.4)
7. Give one example of digital transformation that enhances competitive advantage.
(Linked to SLO 2.4)

Long-answer questions

8. Analyse the importance of competitor analysis.in strategy formulation. (Linked to SLO
2.3)

e Basic response: Competitor analysis helps organisations anticipate rival moves
and identify opportunities for differentiation.

¢ Value-added response: Outstanding learners may also discuss how competitor
analysis supports innovation, risk management, and long-term strategic
planning.

9. Evaluate strategic responses to disruptive innovations. (Linked to SLO 2.5)

¢ Basic response: Responses include adopting the innovation, forming
partnerships, or redesigning business models.

¢ Value-added response: Outstanding learners may further evaluate how proactive
responses can create new markets, enhance resilience, and prevent loss of
market share.

Answers to Concept Check Questions [Series 2]
Objective questions

1. Competitive strategy is the deliberate actions and decisions taken by organisations to
achieve and sustain an advantage over rivals.

2. Michael Porter introduced the Five Forces model.
3. One force from Porter’s Five Forces framework is supplier power.
4. Differentiation refers to making a product distinct from competitors.

Short-answer questions
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5. Industry structure shapes competition by determining the number of competitors,
market share distribution, and barriers to entry, which influence pricing, innovation, and
customer choice.

6. Globalisation affects competitive strategy by expanding competition beyond local
boundaries, introducing diverse consumer preferences, and creating complex regulatory
environments.

7. An example of digital transformation that enhances competitive advantage is the use of
data analytics to personalise marketing campaigns.

Long-answer questions
8. Analyse the importance of competitor analysis in strategy formulation.

e Basic response: Competitor analysis helps organisations anticipate rival moves
and identify opportunities for differentiation.

o Value-added response: Outstanding learners may also discuss how competitor
analysis supports innovation, risk management; and long-term strategic planning
by revealing gaps in the market and potential threats.

9. Evaluate strategic responses to disruptive innovations.

e Basic response: Strategic responses include adopting the innovation, forming
partnerships, or redesigning business models to remain competitive.

e Value-added response: Outstanding learners may further evaluate how proactive
responses can create new markets, enhance resilience, and prevent loss of
market share; while also considering the risks of ignoring disruptive trends.

Answers to Pilot Questions [Series 2]
Part 2.1 Foundations of Competitive Strategy

1. The main purpose of competitive strategy is to achieve and sustain advantage over
rivals.

2. Michael Porter introduced the Five Forces model.
3. Supplier power and buyer power are two forces from Porter’s framework.
4. Industry structure is the arrangement and characteristics of firms within a market.

5./ Example: In the airline industry, high barriers to entry shape competition differently
compared to retail.

Part 2.2 Contemporary Approaches to Strategy Formulation

1. Competitor analysis helps organisations anticipate rival moves and identify
opportunities.
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2. Strategic positioning is how a company places itself in the market relative to
competitors.

3. Differentiation makes a product or service distinct from competitors.

4. Globalisation expands competition beyond local boundaries and introduces diverse
consumer preferences.

5. Example: Data analytics enhances competitive advantage by enabling personalised
marketing campaigns.

Part 2.3 Tactical Applications of Competitive Strategy

1. Case studies are useful because they show how firms apply strategies in real-world
contexts.

2. Disruptive innovation is a new technology or business model that altersindustry
dynamics.

3. Example: Broadcasters responded to streaming disruption by launching digital
platforms.

4. A common pattern of interaction among competitors is price wars.

5. Recognising interaction patterns helps firms anticipate moves and design counter-
strategies.

References and Attributions [Series 2]

e Figure 2.1 Defining competitive strategy: Suggested Al prompt “Create a diagram
showing competitive strategy with elements of advantage, positioning, and resource
allocation.” Search string: “competitive strategy definition diagram OER”.

¢ Box 2.1 Michael Porter’s Five Forces: Suggested Al prompt “Create a text box
summarising Michael Porter’s Five Forces model.” Search string: “Porter Five Forces OER
summary”.

e Table 2.1 Examples of industry structures: Suggested Al prompt “Create a table showing
examples of industry structures and their competitive implications.” Search string:
“industry structure examples OER table”.

e Figure 2.2 Competitor analysis and market dynamics: Suggested Al prompt “Create a
diagram showing competitor analysis with strengths, weaknesses, opportunities, and
threats linked to market dynamics.” Search string: “competitor analysis market
dynamics diagram OER”.

o Plate 2.2 Strategic positioning and differentiation: Suggested Al prompt “Generate an
image showing two brands side by side, one luxury and one budget-friendly.” Search
string: “strategic positioning differentiation OER image”.
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e Box 2.2 Impact of globalisation on competitive strategy: Suggested Al prompt “Create a
text box summarising the impact of globalisation on competitive strategy.” Search
string: “impact of globalisation on competitive strategy OER summary”.

o Table 2.2 Examples of digital transformation: Suggested Al prompt “Create a table
showing examples of digital transformation practices and their competitive
advantages.” Search string: “digital transformation competitive advantage OER table”.

e Figure 2.3 Case studies of evolving markets: Suggested Al prompt “Create a diagram
showing case studies of competitive strategies in technology, retail, and
telecommunications.” Search string: “competitive strategy case studies OER diagram”.

o Plate 2.3 Strategic responses to disruptive innovations: Suggested Al prompt “Generate
an image showing traditional television being disrupted by streaming platforms.” Search
string: “disruptive innovation streaming vs television OER image”.

e Box 2.3 Patterns of competitor interaction: Suggested Al prompt “Create a text box
summarising patterns of competitor interaction.” Search string: “patterns of competitor
interaction OER summary”.

e Course code: MKT 412
e Course title: Contemporary Issues in Marketing Practice

e Course credit load: 2

Series 3: Frameworks For Marketing In The Digital Economy

Series outline

3.1 Foundations Of Digital Economy Marketing

3.1.1 Defining the digital economy

3.1.2 Evolution of marketing frameworks in digital contexts
3.1.3 Key characteristics of digital markets

3.2 Core Frameworks For Digital Marketing Practice

3.2.1 The 4Ps and their adaptation to digital platforms

3.2.2 Customer relationship management (CRM) frameworks

3.2.3 Data-driven and analytics-based frameworks
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3.2.4 Social media and content marketing frameworks

3.3 Strategic Applications Of Digital Marketing Frameworks
3.3.1 Case studies of successful digital marketing frameworks
3.3.2 Integration of frameworks for holistic digital strategies

3.3.3 Challenges and limitations of digital frameworks

Introduction

The digital economy has transformed how marketing frameworks are designed and applied.
Organisations now operate in environments where data, connectivity, and technology drive
consumer behaviour and competitive advantage. This Series is designed to help you understand
the foundations of marketing in the digital economy, explore core frameworks adapted to
digital contexts, and apply these frameworks strategically inpractice.

The aim of this Series is to enable you to critically evaluate digital marketing frameworks,
understand their relevance in modern markets, and apply. them effectively to achieve
organisational goals.

We shall begin with the foundations of digital economy marketing, defining the digital
economy, tracing the evolution of marketing frameworks, and identifying key characteristics of
digital markets. Next, we will examine core frameworks for digital marketing practice,
including adaptations of the 4Ps, customer relationship management, data-driven approaches,
and social media frameworks. Finally, we will explore strategic applications, such as case
studies, integration of frameworks, and challenges in digital contexts.

Series Learning Outcomes

Upon completing this Series, you should be able to:
e SLO 3.1 define the digital economy and explain its relevance to marketing.
e SLO 3.2 trace the evolution of marketing frameworks in digital contexts.

e SLO 3.3 analyse'the adaptation of traditional frameworks such as the 4Ps to digital
platforms.

e SLO 3.4 evaluate data-driven and CRM frameworks in digital marketing practice.

e SLO 3.5 apply and integrate digital marketing frameworks strategically, recognising
challenges and limitations.

3.1 Foundations Of Digital Economy Marketing

3.1.1 Defining the digital economy
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The digital economy refers to economic activity that is enabled by digital technologies,
including the internet, mobile devices, and data-driven platforms. It encompasses online
transactions, digital services, and technology-enabled business models. In marketing, the digital
economy has created new opportunities for reaching consumers globally, while also introducing
challenges such as data privacy and rapid technological change.

Fill in the blank: The digital economy refers to economic activity enabled by
technologies.

Diagram showing the digital economy with components such as online transactions, mobile
devices, and data platforms. Caption: Figure 3.1 Defining the digital economy

Figure 3.1 Defining the digital economy

Digital
Economy

Online Transactions Mobile Devices Data Platforms

* E-commerce & Retail * Smartphones & Tablets * Big Data & Analytics
« Digital Payments * Apps & Connecivity * Cloud Computing
* Fintech Services » Ubbiatious Access * Al & Machine Learning
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3.1.2 Evolution of marketing frameworks in digital contexts

Traditional marketing frameworks such as the 4Ps (Product, Price, Place, Promotion) were
designed for physical markets. In digital contexts, these frameworks have evolved to include
aspects such as online distribution, dynamic pricing, and digital promotion. For example,
“Place” now refers to online platforms and e-commerce sites, while “Promotion” includes social
media and influencer marketing. This evolution reflects the need to adapt established
frameworks to the realities of digital markets.

Fill in the blank: In digital contexts, the traditional framework of the 4Ps has evolved to include
online distribution and promotion.

Box 3.1 Evolution of the 4Ps in digital contexts

Box 3.1
Evolution of the 4Ps in
digital contexts

Product: digital products and services,
virtual goods

Price: dynamic and personaliise pricing,
algorinthic adjustments

Place: online platforms and-eommerce,
global acossibility

Promotion: social media and influncer marketing,
content creation
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3.1.3 Key characteristics of digital markets

Digital markets are characterised by connectivity, speed, and data-driven decision-making.
Connectivity allows businesses to reach global audiences instantly. Speed refers to the rapid
pace of transactions and communication, while data-driven decision-making enables firms to
personalise offerings and predict consumer behaviour. These characteristics distinguish digital
markets from traditional ones and require marketers to be agile and innovative.

Fill in the blank: One key characteristic of digital markets is

reach global audiences instantly.

Table 3.1 Key characteristics of digital markets

, Which allows businesses to

Characteristic

Description

Example

Connectivity

The ability to reach a global
audience instantly through
interconnected digital
platforms.

A small businessrunning a global
social media campaign to reach
niche audiences worldwide.

The near-instantaneous nature
of communication, data

Instant online purchases where
digital products (like software) are

understand consumer behavior.

Speed . . .
P transfer, and transaction delivered the second payment is
processing. confirmed.
. E-commerce sites providing
The reliance on large-scale data .
. I . personalized product
Data-driven analytics to inform strategy and

recommendations based on a user's
browsing history.

Pilot questions 3.1

1./ Define the digital economy in simple terms.

What traditional framework has evolved in digital contexts?

How has “Place” changed in the digital economy?

2
3
4. ' Identify one key characteristic of digital markets.
5

Give an example of data-driven decision-making in marketing.

3.2 Core Frameworks For Digital Marketing Practice

3.2.1 The 4Ps and their adaptation to digital platforms
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The traditional 4Ps framework (Product, Price, Place, Promotion) has been reshaped in the
digital economy. Products now include digital goods and services, prices can be dynamic and
personalised, place refers to online platforms and e-commerce, and promotion encompasses
social media, influencer campaigns, and search engine marketing. This adaptation ensures that
the framework remains relevant in digital contexts.

Fill in the blank: In digital marketing, “Place” often refers to platforms and e-commerce
sites.

Box 3.2 Adaptation of the 4Ps in digital marketing

Box 3.2 Adaptation of the 4Ps
in digital marketing

Product: digital goods and services, virtual experiences

* Price: dynamic and personalise pricing,
algorhthic adjustments

Place: online platforms and-ecormerce, global accessibility

Promotion: social media and influencer campaign, content
creation

3.2.2 Customer relationship management (CRM) frameworks
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CRM frameworks are systems and strategies used to manage interactions with customers. In
digital contexts, CRM tools collect and analyse customer data, enabling businesses to
personalise communication, improve service, and build loyalty. For example, automated email
campaigns and chatbots are part of CRM frameworks that enhance customer engagement.

Fill in the blank: CRM frameworks are systems and strategies used to manage with
customers.

Diagram showing CRM framework with data collection, customer interaction, and loyalty
building. Caption: Figure 3.2 CRM frameworks in digital marketing

Figure 3.2 CRM frameworks in digital marketing

CRM

Framework
; v

Data Collection Loyalty Building

» Customer Information * Rewards Programs

* Purchase History * Exclusive Offers

* Website Interactions » Community Engagement
* Social Media Data » Customer Retention

\ \ 7

Customer Interaction

 Personalized Communication
¢ Multi-channel Support
* Feedback Loops

R S

3.2.3 Data-driven and analytics-based frameworks
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Data-driven frameworks rely on analytics to guide marketing decisions. These frameworks use
customer data, web traffic, and behavioural insights to design targeted campaigns. Analytics-
based frameworks allow firms to measure performance, optimise strategies, and predict future
trends. For instance, A/B testing is a common method to evaluate the effectiveness of digital
campaigns.

Fill in the blank: Data-driven frameworks rely on to guide marketing decisions.

Table 3.2 Examples of data-driven frameworks

Framework Description Example
The measurement, collection, and Using Google Analytics to
Web . . . . .
Analytics analysis of web data to understand identify which landing pages
and optimize usage. have the highest bounce rates.

p h _—
Using statistical techniques and Al.to Al-based purchase predictions

Predictive ) . - that suggest products a
. identify the likelihood of future &8 . p
Modelling . . customer is likely to buy before
outcomes based on historical data.
they even search for them.
A randomized experimentation Testing email subject lines to
] process where two or more versions see which version achieves a
A/B Testing . . .
of a variable are shown to different higher open rate among
segments. subscribers.

3.2.4 Social media and content marketing frameworks

Social media frameworks focus on building brand presence and engagement through platforms
like Facebook; Instagram, and TikTok. Content marketing frameworks emphasise creating
valuable, relevant; and consistent content to attract and retain customers. Together, these
frameworks enable firms to connect with audiences, foster trust, and drive conversions. For
example, a brand may use storytelling on social media to strengthen its identity.

Fill in the blank: Content marketing frameworks emphasise creating valuable, relevant, and
content to attract customers.

Pilot questions 3.2
1. How have the 4Ps been adapted to digital marketing?
2. What is the main purpose of CRM frameworks?
3. Give one example of a data-driven framework.
4

What do content marketing frameworks emphasise?

R
e L A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



5. How do social media frameworks help brands?

3.3 Strategic Applications Of Digital Marketing Frameworks
3.3.1 Case studies of successful digital marketing frameworks

Case studies illustrate how organisations apply digital marketing frameworks to achieve
success. For example, e-commerce companies often use data-driven frameworks to personalise
recommendations, while service firms rely on CRM systems to strengthen customer loyalty.
These real-world examples show how frameworks can be adapted to different industries and
objectives.

Fill in the blank: Case studies illustrate how organisations apply digital marketing to
achieve success.
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Diagram showing case studies of e-commerce and service firms applying digital frameworks.
Caption: Figure 3.3 Case studies of successful digital marketing frameworks

Figure 3.3 Case studies of succesful digital
marketing frameworks

E-commerce Firms
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Appointment Reminders

Increased ROl &
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3.3.2 Integration of frameworks for holistic digital strategies

Successful digital strategies often require the integration of multiple frameworks. For instance,
combining CRM systems with social media frameworks allows firms to manage customer
relationships while engaging audiences online. Similarly, integrating analytics-based
frameworks with content marketing ensures campaigns are both data-driven and creative. This
holistic approach maximises effectiveness and ensures consistency across platforms.

Fill in the blank: Successful digital strategies often require the

R
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Box 3.3 Integration of frameworks in digital strategies

Box 3.3 Integration of framewarks
in digital strategies

e CRM + Social media: customer management
and engagement

e Analytics + Content marketing:
data-driven creativity

* 4Ps + Digital platforms: adapted traditional
frameworks

3.3.3 Challenges and limitations of digital frameworks

While digital frameworks offer many advantages, they also present challenges. Issues such as
data privacy, cybersecurity, and information overload can limit effectiveness. Additionally, rapid
technological change means frameworks must be constantly updated to remain relevant. Firms
must balance innovation with ethical responsibility, ensuring that digital strategies build trust as
well as competitive advantage.

Fill in the blank: One challenge of digital frameworks is privacy, which requires firms to
handle customer information responsibly.
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Table 3.3 Challenges of digital frameworks

Challenge

Description

Example

Data Privacy

Protecting customer information
and maintaining trust.

Ensuring GDPR or CCPA
compliance in data collection.

Preventing digital threats and

Implementing Secure Payment

technologies.

Cybersecurity unauthorized access. Systems (SSL/PCI-DSS).
Information Managing and interpreting Filtering analytics dashboards to
Overload excessive amounts of data. find actionable KPIs.

Rapid Change Adapting to the fast pace of new | Updating digital tools and

training staff regularly.

Pilot questions 3.3

1. Why are case studies useful in digital marketing?

2. Give one example of integrating frameworks for holistic strategies.

3. What is one challenge of digital frameworks?

4. How does rapid technological change affect digital frameworks?

5. Why must firms balance innovation with ethical responsibility?

Series Summary

This Series has examined how marketing frameworks are reshaped and applied in the digital
economy. Its purpose was to help you understand the foundations of digital markets, explore
the adaptation of traditional frameworks, and apply integrated strategies in practice. By
studying definitions, evolutions, and applications, you have gained a structured view of how
digital technologies influence marketing.

We began with the foundations of digital economy marketing, defining the digital economy,
tracing the evolution of frameworks, and identifying key characteristics of digital markets. We
then.explored core frameworks, including adaptations of the 4Ps, CRM systems, data-driven
approaches, and social media frameworks. Finally, we looked at strategic applications, such as
case studies, integration of frameworks, and challenges like data privacy and rapid
technological change. In line with the Series Learning Outcomes, you should now be able to
define the digital economy, analyse the evolution of frameworks, evaluate CRM and data-
driven approaches, and apply integrated strategies while recognising their limitations.
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Concept Check Questions [Series 3]
Objective questions
1. Define the digital economy. (Linked to SLO 3.1)
2. Which traditional framework has been adapted for digital contexts? (Linked to SLO 3.3)
3. What is the main purpose of CRM frameworks? (Linked to SLO 3.4)
4. Name one example of a data-driven framework. (Linked to SLO 3.4)

Short-answer questions

5. Explain how “Place” has changed in the digital economy. (Linked to SLO 3.3)

6. Identify one key characteristic of digital markets. (Linked to SLO 3.1)

7. Give one example of integrating frameworks for holistic digital strategies. (Linked to SLO
3.5)

Long-answer questions
8. Analyse the adaptation of the 4Ps framework in digital marketing. (Linked to SLO 3.3)

e Basic response: The 4Ps have evolved to include digital products, dynamic
pricing, online platforms, and digital promotion.

o Value-added response: Outstanding learners may also discuss how these
adaptations reflect consumer behaviour shifts, global reach, and the role of
technology in'shaping marketing practices.

9. Evaluate the challenges of applying digital marketing frameworks. (Linked to SLO 3.5)

e Basic response: Challenges include data privacy, cybersecurity, information
overload, and rapid technological change.

o | Value-added response: Outstanding learners may further evaluate how firms can
balance innovation with ethical responsibility, adapt frameworks continuously,
and build trust while maintaining competitiveness.

Answers to Concept Check Questions [Series 3]
Objective questions

1. The digital economy is economic activity enabled by digital technologies such as the
internet, mobile devices, and data platforms.

2. The traditional framework adapted for digital contexts is the 4Ps (Product, Price, Place,
Promotion).
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3. CRM frameworks are designed to manage interactions and relationships with
customers.

4. An example of a data-driven framework is A/B testing, which compares different
versions of a campaign to measure effectiveness.

Short-answer questions

5. In the digital economy, “Place” has shifted from physical stores to online platforms and
e-commerce sites.

6. One key characteristic of digital markets is connectivity, which allows businesses to
reach global audiences instantly.

7. An example of integrating frameworks is combining CRM systems with social media
frameworks to manage customer relationships while engaging audiences online.

Long-answer questions
8. Analyse the adaptation of the 4Ps framework in digital marketing.

e Basic response: The 4Ps have evolved to include digital products, dynamic
pricing, online platforms, and digital promotion.

o Value-added response: Outstanding learners may also explain how these
adaptations reflect consumer behaviour shifts, global reach, and the role of
technology in shaping.marketing practices, such as influencer marketing and
personalised pricing.

9. Evaluate the challenges of applying digital marketing frameworks.

e Basic response: Challenges include data privacy, cybersecurity, information
overload, and rapid technological change.

o Value-added response: Outstanding learners may further evaluate how firms can
balance innovation with ethical responsibility, continuously adapt frameworks,
and-build trust while maintaining competitiveness in digital markets.

Answers to Pilot Questions [Series 3]
Part 3.1 Foundations of Digital Economy Marketing

1. The digital economy is economic activity enabled by digital technologies such as the
internet, mobile devices, and data platforms.

2. The traditional framework that has evolved in digital contexts is the 4Ps (Product, Price,
Place, Promotion).

3. Inthe digital economy, “Place” refers to online platforms and e-commerce sites instead
of physical stores.
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4. One key characteristic of digital markets is connectivity, which allows businesses to
reach global audiences instantly.

5. An example of data-driven decision-making in marketing is using analytics to personalise
product recommendations.

Part 3.2 Core Frameworks for Digital Marketing Practice

1. The 4Ps have been adapted to digital marketing by including digital goods, dynamic
pricing, online platforms, and digital promotion.

2. CRM frameworks are used to manage interactions and relationships with customers.

3. One example of a data-driven framework is predictive modelling, which forecasts
consumer behaviour.

4. Content marketing frameworks emphasise creating valuable, relevant, and consistent
content to attract customers.

5. Social media frameworks help brands by building presence, fostering engagement, and
driving conversions.

Part 3.3 Strategic Applications of Digital Marketing Frameworks

1. Case studies are useful because they show how organisations apply frameworks in real-
world contexts.

2. An example of integrating frameworks is combining analytics with content marketing to
create data-driven campaigns.

3. One challenge of digital frameworks is data privacy, requiring firms to handle customer
information responsibly.

4. Rapid technological change affects digital frameworks by forcing firms to update tools
and strategies regularly.

5. Firms/must balance innovation with ethical responsibility to build trust and maintain
competitiveness.

References and Attributions [Series 3]

e  Figure 3.1 Defining the digital economy: Suggested Al prompt “Create a diagram
showing the digital economy with online transactions, mobile devices, and data
platforms.” Search string: “digital economy definition diagram OER”.

e - Box 3.1 Evolution of the 4Ps in digital contexts: Suggested Al prompt “Create a text box
summarising the evolution of the 4Ps in digital contexts.” Search string: “digital
marketing 4Ps evolution OER summary”.
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e Table 3.1 Key characteristics of digital markets: Suggested Al prompt “Create a table
showing key characteristics of digital markets: connectivity, speed, and data-driven
decision-making.” Search string: “key characteristics of digital markets OER table”.

e Box 3.2 Adaptation of the 4Ps in digital marketing: Suggested Al prompt “Create a text
box showing how the 4Ps are adapted to digital marketing.” Search string: “digital
marketing 4Ps adaptation OER summary”.

e Figure 3.2 CRM frameworks in digital marketing: Suggested Al prompt “Create a diagram
showing CRM frameworks with data collection, customer interaction, and loyalty
building.” Search string: “CRM frameworks digital marketing diagram QER”.

o Table 3.2 Examples of data-driven frameworks: Suggested Al prompt “Create a table
showing examples of data-driven frameworks such as web analytics, predictive
modelling, and A/B testing.” Search string: “data-driven marketing frameworks OER
table”.

e Plate 3.2 Social media and content marketing frameworks: Suggested Al prompt
“Generate an image showing a brand using storytellingon social media platforms to
engage customers.” Search string: “social media content marketing frameworks OER
image”.

e Figure 3.3 Case studies of successful digital marketing frameworks: Suggested Al prompt
“Create a diagram showing case studies of e-commerce using data-driven frameworks
and service firms using CRM frameworks.” Search string: “digital marketing frameworks
case studies OER diagram”.

e Box 3.3 Integration of frameworks in digital strategies: Suggested Al prompt “Create a
text box summarising integration of frameworks in digital strategies.” Search string:
“integration of digital marketing frameworks OER summary”.

e Table 3.3 Challenges of digital frameworks: Suggested Al prompt “Create a table
showing challenges of digital frameworks such as data privacy, cybersecurity,
information overload;and rapid change.” Search string: “challenges of digital marketing
frameworks OER table”.

e Course code: MKT 412
e Course'title: Contemporary Issues in Marketing Practice

e Course credit load: 2

Series 4: Technology And Emerging Concepts In Marketing
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Series outline

4.1 Technology Foundations In Modern Marketing

4.1.1 Role of technology in marketing evolution

4.1.2 Digital tools and platforms shaping marketing practice

4.1.3 Data, Al, and automation in marketing

4.2 Emerging Concepts And Trends

4.2.1 Personalisation and customer experience design

4.2.2 Omnichannel marketing strategies

4.2.3 Sustainability and ethical marketing in digital contexts

4.2.4 Influencer and community-driven marketing

4.3 Strategic Applications Of Technology And Emerging Concepts
4.3.1 Case studies of technology-enabled marketing/success

4.3.2 Integration of emerging concepts into marketing frameworks

4.3.3 Challenges and future directions in technology-driven marketing

Introduction

Technology has become a central driver of marketing transformation, reshaping how
organisations interact with consumers and design strategies. Emerging concepts such as
personalisation, omnichannel approaches, and influencer-driven engagement are redefining
the competitive landscape. This Series is designed to help you understand the technological
foundations of modern marketing; explore emerging concepts, and apply them strategically in
practice.

The aim of this Series is to enable you to critically evaluate the role of technology in marketing,
understand new concepts shaping the field, and apply them effectively to achieve sustainable
advantage.

We shall begin with technology foundations in modern marketing, examining the role of digital
tools, platforms, data, Al, and automation. Next, we will explore emerging concepts and
trends, including personalisation, omnichannel strategies, sustainability, and influencer
marketing. Finally, we will conclude with strategic applications, where you will study case
examples, integration of concepts, and challenges in technology-driven marketing.

Series Learning Outcomes
Upon completing this Series, you should be able to:

e SLO 4.1 explain the role of technology in the evolution of marketing.
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e SLO 4.2 analyse digital tools, platforms, and automation in marketing practice.

e SLO 4.3 evaluate emerging concepts such as personalisation, omnichannel strategies,
and sustainability.

e SLO 4.4 apply technology-enabled and concept-driven strategies to real-world
marketing contexts.

e SLO 4.5 assess challenges and future directions in technology-driven marketing.

4.1 Technology Foundations In Modern Marketing
4.1.1 Role of technology in marketing evolution

Technology has transformed marketing from traditional print and broadcast methods into
highly interactive, data-driven practices. Innovations such as the internet, mobile devices, and
cloud computing have enabled businesses to reach wider audiences, personalise
communication, and measure campaign effectiveness in real time.

Fill in the blank: Technology has transformed marketing into highly interactive and
practices.
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Diagram showing the evolution of marketing: traditional - digital = interactive/data-driven.
Caption: Figure 4.1 Role of technology in marketing evolution

Figure 4.1 Role of technology in marketing evolution

Traditional Marketing Digitization Digital Marketing Data &
(Pre-Internet Era) cbinfoanation (Web 1.0/2.0 Era) Connecivity

Interactive/Data-Driven
(Al/Mobile Era)

* Mass Media * One-way * Websites, Email, SEQ Personalization
* One-way Communication * Early Social Media * Real-time Interaction
* Print, TV, Radio Ads *Baslc Targeting * Al, CRM, Social, Mobile
- s \ J \ J

Increased Customer Engagement & ROI

4.1.2 Digital tools and platforms shaping marketing practice

Modern marketing relies on digital tools such as search engines, social media platforms, and
email marketing systems. These tools allow firms to target specific audiences, track
engagement, and optimise campaigns. Platforms like Google Ads, Facebook, and TikTok have

become central to marketing strategies, offering analytics and automation features that
enhance efficiency.

)
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Fill in the blank: Modern marketing relies on digital tools such as search engines, social media
platforms, and marketing systems.

Box 4.1 Digital tools shaping marketing practice

Box 4.1
Digital tools shaping marketing practice

Search engines (Google Ads)

Social media platforms (Facebook, TikTok)
Email marketing systems (Mailchirp)
Analytics dashboards (Google Analytics)

4.1.3 Data, Al, and automation in marketing

Dataanalytics, artificial intelligence (Al), and automation are now at the core of marketing
strategies. Data enables firms to understand consumer behaviour, Al provides predictive
insights, and automation streamlines repetitive tasks such as email campaigns and customer
support. Together, these technologies improve efficiency, accuracy, and customer experience.
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Fill in the blank: Data, Al, and automation improve efficiency, accuracy, and experience

in marketing.

Table 4.1 Applications of data, Al, and automation in marketing

Technology

Application

Example

Data Analytics

Understanding consumer
behavior through historical and
real-time data.

Customer segmentation based on
purchase history and
demographics.

increase operational efficiency.

Al (Artificial Generating predictive insights Product recommendation engines
Intelligence) to anticipate future needs. (e.g., "Customers also bought...").
- - Automated email campaigns
. Streamlining repetitive tasks to | . palg
Automation triggered by user sign-ups or

abandoned carts.

Pilot questions 4.1

1. How has technology transformed marketing?

Name one digital tool used.in modern marketing.

What role do social media platforms play in marketing?

2.
3.
4. How does Al support marketing strategies?
5.

Give one example of automation in marketing.

4.2 Emerging/Concepts And Trends

4.2.1 Personalisation and customer experience design

Personalisation in marketing refers to tailoring products, services, and communications to
individual customer preferences. It enhances customer experience by making interactions more
relevant and engaging. For example, streaming platforms recommend shows based on viewing
history, while e-commerce sites suggest products aligned with past purchases.

Fill in the blank: Personalisation in marketing refers to tailoring products, services, and
communications to individual customer
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Diagram showing personalisation with arrows linking customer data - tailored offers -
improved experience. Caption: Figure 4.2 Personalisation and customer experience design

Figure 4.2
Personalisration and customer experience design
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4.2.2 Omnichannel marketing strategies

Omnichannel marketing integrates multiple channels—online, offline, mobile, and social—into
a seamless customer experience. Unlike multichannel marketing, which simply uses several
platforms, omnichannel ensures consistency and continuity across them. For example, a

customer may browse products on a mobile app, receive personalised emails, and complete the
purchase in-store, all within a unified strategy.
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Fill in the blank: Omnichannel marketing integrates multiple channels into a customer
experience.

Box 4.2 Omnichannel marketing strategies

Box 4.2 Omnachamal marketing
strategies

* Online platforms (websites, apps)
» Offline stores

* Mobile apps

» Social media channels

4.2.3 Sustainability and ethical marketing in digital contexts

Sustainability and ethical marketing focus on promoting products and practices that are
environmentally responsible and socially conscious. In digital contexts, this includes transparent
communication, eco-friendly branding, and campaigns that highlight corporate responsibility.
Ethical marketing builds trust and loyalty, especially among younger consumers who value
sustainability.
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Fill in the blank: Ethical marketing builds

practices.

Table 4.2 Sustainability and ethical marketing practices

and loyalty by promoting responsible

Practice Description Example
Honest and open Providing clear product sourcing
Transparency communication about business information and supply chain
operations. maps.
Promoting sustainabilit Using packaging made from
Eco-friendly & . 4 &P - .
Brandin through product design and recyclable materials and
g messaging. reducing carbon footprints.
Corporate Aligning brand values with the Donations to community
P et support of social and projectsor implementing fair-
Responsibility . ..
environmental causes. trade labor policies.

4.2.4 Influencer and community-driven marketing

Influencer marketing leverages individuals with large followings to promote products, while
community-driven marketing builds engagement through customer communities. Both

approaches rely on trust and authenticity. For example, influencers on Instagram may showcase

fashion brands, while communities on Reddit or Discord may drive discussions around tech

products.

Fill in the blank: Influencer marketing leverages individuals with large

products.
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Image showing an influencer promoting a product on social media alongside a community
forum discussing a brand. Caption: Plate 4.2 Influencer and community-driven marketing

Plate 4.2
Influencer and community-driven marketing
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Pilot questions 4.2
1. What does personalisation in marketing achieve?
2., How is omnichannel marketing different from multichannel marketing?
3. Give one example of sustainability in digital marketing.
4. What is the main benefit of ethical marketing?
5

How do influencers contribute to marketing strategies?

LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



4.3 Strategic Applications Of Technology And Emerging Concepts
4.3.1 Case studies of technology-enabled marketing success

Case studies highlight how firms use technology to achieve marketing success. For example, e-
commerce platforms employ Al-driven recommendation engines to boost sales, while service
firms use chatbots to improve customer support. These examples show how technology can be
applied strategically to enhance customer engagement and business outcomes.

Fill in the blank: Case studies highlight how firms use to achieve marketing success.

Diagram showing case studies: e-commerce using Al recommendations, service firms using
chatbots. Caption: Figure 4.3 Case studies of technology-enabled marketing success

Figure 4.3 Case studies of technology-enabled
marketing success
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4.3.2 Integration of emerging concepts into marketing frameworks

Strategic marketing often requires integrating emerging concepts into established frameworks.
For instance, combining omnichannel strategies with CRM systems ensures seamless customer
experiences, while embedding sustainability into digital campaigns builds trust. Integration
allows firms to remain competitive while aligning with consumer expectations and
technological advances.

Fill in the blank: Strategic marketing often requires integrating emerging concepts into
established

Box 4.3 Integration of emerging concepts

Box 4.3 Integration of
emerging concepts into marketing
frameworks

¢ Omnchannel + CRM — seamless
customer experience

« Sustainablity + digital campigns -
trust and loyalty

* Influencer marketing + analytics —
authentic, measurable impact
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4.3.3 Challenges and future directions in technology-driven marketing

Despite its advantages, technology-driven marketing faces challenges such as data privacy
concerns, cybersecurity risks, and the need for continuous innovation. Future directions include
greater use of Al for predictive analytics, expansion of immersive technologies like AR/VR, and
deeper emphasis on ethical marketing. Firms must balance innovation with responsibility to
sustain long-term success.

Fill in the blank: One challenge of technology-driven marketing is concerns, requiring
firms to protect customer information.

Table 4.3 Challenges and future directions in technology-driven marketing

Challenge Description Example

Protecting customer
Data Privacy L)) information and maintaining
legal standards.

Ensuring GDPR or CCPA
compliance in data storage.

) Preventing digital threats and Implementing Secure Payment
Cybersecurity @ . . ) .
ensuring platform integrity. Systems and encryption.
Continuous The need.to constantly adapt to | Integrating Al-driven tools for
Innovation @ emerging tech. predictive analytics.
Ethical Building long-term trust Using Transparent
R ibility & through moral business Communication about how
esponsibility conduct. data is used.

Pilot questions 4.3
1.. Why are case studies useful in technology-driven marketing?
2. Give one example of integrating emerging concepts into frameworks.
3. What'is one challenge of technology-driven marketing?
4. Name a future direction in technology-driven marketing.
5

Why must firms balance innovation with responsibility?

Series Summary
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This Series has explored how technology and emerging concepts are reshaping marketing
practice. Its purpose was to help you understand the technological foundations of modern
marketing, evaluate new concepts such as personalisation and omnichannel strategies, and
apply them strategically while recognising challenges and future directions.

We began with technology foundations, examining the role of digital tools, platforms, data, Al,
and automation in transforming marketing. We then studied emerging concepts and trends,
including personalisation, omnichannel strategies, sustainability, ethical marketing, and
influencer/community-driven approaches. Finally, we looked at strategic applications, such as
case studies of technology-enabled success, integration of emerging concepts into frameworks,
and challenges like data privacy, cybersecurity, and continuous innovation. In line with the
Series Learning Outcomes, you should now be able to explain the role of technology in
marketing, analyse digital tools and automation, evaluate emerging concepts, and apply
integrated strategies responsibly.

Glossary of Terms [Series 4]

o Digital tools: Platforms and applications such.as search engines, social media, and email
systems that enable modern marketing practices.

¢ Automation: The use of technology toperform repetitive marketing tasks automatically,
such as email campaigns or chatbot responses.

o Artificial intelligence (Al): Technology that provides predictive insights and supports
decision-making in marketing, e.g., recommendation engines.

o Personalisation: Tailoring products, services, and communications to individual
customer preferences to enhance experience.

¢« Omnichannel marketing: A strategy that integrates multiple channels (online, offline,
mobile, social) into a seamless customer experience.

e Sustainability in marketing: Promoting environmentally responsible and socially
conscious practices within campaigns and branding.

o _Ethical marketing: Transparent and responsible communication that builds trust and
loyalty among consumers.

o Influencer marketing: Leveraging individuals with large followings to promote products
authentically.

e Community-driven marketing: Building engagement through customer communities
that share experiences and drive brand advocacy.

o Data privacy: Protecting customer information and ensuring compliance with
regulations such as GDPR.

e Cybersecurity: Safeguarding digital marketing systems from threats and ensuring secure
transactions.
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Concept Check Questions [Series 4]
Objective questions
1. Define automation in marketing. (Linked to SLO 4.2)
2. What does personalisation in marketing achieve? (Linked to SLO 4.3)

3. Which strategy integrates multiple channels into a seamless customer experience?
(Linked to SLO 4.3)

4. Name one challenge of technology-driven marketing. (Linked to SLO 4.5)

Short-answer questions

5. Explain the role of Al in marketing strategies. (Linked to SLO 4.2)
6. Give one example of sustainability in digital marketing. (Linked to SLO 4.3)
7. How do influencers contribute to marketing strategies?(Linked to SLO 4.3)

Long-answer questions

8. Analyse the impact of digital tools and platforms on modern marketing. (Linked to SLO
4.2)

e Basic response: Digital tools such. as search engines, social media, and email
systems allow firms to target audiences, track engagement, and optimise
campaigns.

o Value-addedresponse: Outstanding learners may also discuss how these tools
enable global reach, real-time analytics, and integration with automation for
efficiency.

9. Evaluate the challenges and future directions of technology-driven marketing. (Linked to
SLO 4.5)

e ' Basic response: Challenges include data privacy, cybersecurity, and continuous
innovation.

o Value-added response: Outstanding learners may further evaluate how firms can
balance innovation with ethical responsibility, adopt immersive technologies like
AR/VR, and build trust through transparency.

Answers to Concept Check Questions [Series 4]
Objective questions

1. Automation in marketing refers to using technology to perform repetitive tasks
automatically, such as email campaigns or chatbot responses.
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2. Personalisation in marketing achieves tailored experiences that make interactions more
relevant and engaging for customers.

3. The strategy that integrates multiple channels into a seamless customer experience is
omnichannel marketing.

4. One challenge of technology-driven marketing is data privacy concerns.
Short-answer questions

5. Al supports marketing strategies by providing predictive insights, such as product
recommendations and customer behaviour forecasting.

6. An example of sustainability in digital marketing is promoting eco-friendly branding,
such as recyclable packaging.

7. Influencers contribute to marketing strategies by authentically promoting products to
their large followings, building trust and engagement.

Long-answer questions
8. Analyse the impact of digital tools and platforms on modern marketing.

e Basic response: Digital tools such as search engines, social media, and email
systems allow firms to target audiences, track engagement, and optimise
campaigns.

e Value-added response: Outstanding learners may also discuss how these tools
enable global reach, real-time analytics, and integration with automation for
efficiency, creating more agile and responsive marketing strategies.

0. Evaluate the challenges and future directions of technology-driven marketing.

e Basic response: Challenges include data privacy, cybersecurity, and continuous
innovation.

o [ Value-added response: Outstanding learners may further evaluate how firms can
balance innovation with ethical responsibility, adopt immersive technologies like
AR/VR, and build trust through transparency and sustainable practices.

Answers to Pilot Questions [Series 4]

Part 4.1 Technology Foundations in Modern Marketing
1./ Technology has transformed marketing into highly interactive and data-driven practices.
2. One digital tool used in modern marketing is Google Ads.

3. Social media platforms play a role in building brand presence, engaging audiences, and
tracking campaign performance.
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4. Al supports marketing strategies by providing predictive insights such as product
recommendations.

5. An example of automation in marketing is automated email campaigns.
Part 4.2 Emerging Concepts and Trends

1. Personalisation achieves tailored experiences that make customer interactions more
relevant and engaging.

2. Omnichannel marketing differs from multichannel marketing by ensuring a seamless
and consistent customer experience across all platforms.

3. An example of sustainability in digital marketing is eco-friendly branding, such as
recyclable packaging.

4. Ethical marketing builds trust and loyalty among consumers.

5. Influencers contribute to marketing strategies by authentically promoting products to
their large followings.

Part 4.3 Strategic Applications of Technology and Emerging Concepts

1. Case studies are useful because they show how firms apply technology to achieve
marketing success.

2. An example of integrating emerging concepts is combining omnichannel strategies with
CRM systems for seamless customer experiences.

3. One challenge of technology-driven marketing is data privacy concerns.

4. A future direction in technology-driven marketing is the use of immersive technologies
like AR/VR.

5. Firms must balance innovation with responsibility to sustain trust and long-term
success.

References and Attributions [Series 4]

o Figure 4.1 Role of technology in marketing evolution: Suggested Al prompt “Create a
diagram showing the evolution of marketing from traditional to digital to
interactive/data-driven.” Search string: “role of technology in marketing evolution OER
diagram”.

¢ | Box 4.1 Digital tools shaping marketing practice: Suggested Al prompt “Create a text box
summarising digital tools shaping marketing practice.” Search string: “digital tools
platforms marketing OER summary”.

o Table 4.1 Applications of data, Al, and automation in marketing: Suggested Al prompt
“Create a table showing applications of data, Al, and automation in marketing.” Search
string: “data Al automation marketing OER table”.
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o Figure 4.2 Personalisation and customer experience design: Suggested Al prompt
“Create a diagram showing personalisation in marketing with customer data leading to
tailored offers and improved experience.” Search string: “personalisation customer
experience marketing OER diagram”.

¢ Box 4.2 Omnichannel marketing strategies: Suggested Al prompt “Create a text box
summarising omnichannel marketing strategies.” Search string: “omnichannel marketing
strategies OER summary”.

e Table 4.2 Sustainability and ethical marketing practices: Suggested Al prompt “Create a
table showing sustainability and ethical marketing practices with examples.” Search
string: “sustainability ethical marketing practices OER table”.

¢ Plate 4.2 Influencer and community-driven marketing: Suggested Al prompt “Generate
an image showing an influencer promoting a product on social media and a community
forum discussing a brand.” Search string: “influencer community-driven marketing OER
image”.

o Figure 4.3 Case studies of technology-enabled marketing success: Suggested Al prompt
“Create a diagram showing case studies of e-commerce using Al recommendations and
service firms using chatbots.” Search string: “technology-enabled marketing case studies
OER diagram”.

¢ Box 4.3 Integration of emerging concepts: Suggested Al prompt “Create a text box
summarising integration of emerging concepts into marketing frameworks.” Search
string: “integration emerging concepts marketing frameworks OER summary”.

e Table 4.3 Challenges and future directions in technology-driven marketing: Suggested Al
prompt “Create a table showing challenges and future directions in technology-driven
marketing.” Search string: “challenges future directions technology-driven marketing
OER table”.

e Course code: MKT 412
e Course title: Contemporary Issues in Marketing Practice

e Course credit load: 2

Series 5: Tactical Applications And Industry Interactions

5.1 Tactical Applications Of Digital Marketing

5.1.1 Campaign planning and execution
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5.1.2 Performance measurement and optimisation

5.1.3 Tactical use of content, SEO, and paid media

5.2 Industry Interactions And Collaborations

5.2.1 Partnerships and co-branding in digital contexts

5.2.2 Customer engagement through communities and events
5.2.3 B2B and B2C industry-specific applications

5.3 Challenges And Best Practices In Tactical Marketing

5.3.1 Managing budgets and resources effectively

5.3.2 Navigating regulatory and ethical issues

5.3.3 Best practices for sustaining industry relationships

Introduction

Marketing in the digital economy is not only.about frameworks and strategies but also about
tactical execution and industry interactions. This Series focuses on how organisations apply
marketing tools in practice, manage campaigns, and engage with industry partners and
communities. It bridges theory with real-world application, showing how tactical decisions
shape outcomes and how industry collaborations strengthen competitiveness.

The aim of this Series is to enable you to design, implement, and evaluate tactical marketing
activities while understanding.the dynamics of industry interactions.

We shall begin with tactical applications of digital marketing, covering campaign planning,
execution, and optimisation. Next, we will explore industry interactions and collaborations,
including partnerships, co-branding, and customer engagement through communities. Finally,
we will conclude -with challenges and best practices, focusing on resource management,
regulatory issues, and sustaining industry relationships.

Series Learning Outcomes
Upon completing this Series, you should be able to:
e SLO 5.1 design and execute tactical digital marketing campaigns.
e SLO 5.2 measure and optimise campaign performance using appropriate tools.

e/ SLO 5.3 analyse industry interactions such as partnerships, co-branding, and community
engagement.

e SLO 5.4 apply tactical marketing approaches in B2B and B2C contexts.

e SLO 5.5 evaluate challenges and best practices in tactical marketing and industry
relationships.
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5.1 Tactical Applications Of Digital Marketing
5.1.1 Campaign planning and execution

Tactical marketing begins with campaign planning and execution, where firms define
objectives, identify target audiences, and select appropriate channels. Execution involves
deploying content, managing timelines, and coordinating resources to achieve measurable
outcomes.

Fill in the blank: Tactical marketing begins with campaign and execution, where firms
define objectives and audiences.
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Diagram showing campaign planning steps: objectives - audience - channels - execution.
Caption: Figure 5.1 Campaign planning and execution

Figure 5.1
Campaign planning and execution

© e G

T
1. Objectives 2. Audience 3. Channels 4. Execution &
Analyze
+ Define Goals (e.g), + Identify Target + Select Platforms
Brand Awareness, Sales) Demognahics (e-g!, Social Media, « Launch Campaigns
« SetKPIS (es, Traffic, + Create Buyer Personas 3 E\:r::e’:tseEggdget i Monitor_?- Ogtimize
Conversion Rate) (A/B Testing)

Iterative Process & Continuous Improvement

5.1.2 Performance measurement and optimisation

Performance measurement ensures campaigns are effective. Metrics such as click-through
rates (CTR), conversion rates, and return on investment (ROI) are tracked. Optimisation
involves adjusting strategies based on data insights, such as refining keywords, improving
content, or reallocating budgets.

Fill in the blank: Performance measurement ensures campaigns are effective by tracking
metrics such as CTR, conversion rates, and

-
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Table 5.1 Key performance metrics in digital marketing

Metric Description Example
CTR (Click- The percentage of people who click on A 5% CTR on a Google
Through Rate) an ad or link after seeing it. Search ad.

The percentage of users who complete A 10% purchase rate on

Conversion Rate a specific goal (e.g., buying a product). a landing page.

An ROI of 500% (S5
return for every $1
spent).

ROI (Return on A measure of the profit generated
Investment) relative to the cost of the campaign.

5.1.3 Tactical use of content, SEO, and paid media

Tactical applications also involve content marketing, search engine optimisation (SEO), and
paid media. Content marketing builds.engagement through blogs, videos, and social posts. SEO
improves visibility by optimising keywords and site structure. Paid media, such as Google Ads or
sponsored posts, drives targeted traffic quickly.

Fill in the blank: Tactical applications involve content marketing, SEO, and media to
drive engagement and visibility.

Box 5.1 Tactical tools in digital marketing
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Box 5.1 Tactical tools in digital
marketing

e Content marketing: blogs, videos, social posts
» SEO: keyword optimization, site structure
* Paid media: Google Ads, sponsored posts

Pilot questions 5.1

1. What is the first step in tactical marketing?

2. Name one key performance metric in digital marketing.

3. | How does optimisation improve campaign performance?
4. Give one example of content marketing.
5

. What is the role of SEO in tactical marketing?

5.2 Industry Interactions And Collaborations

R
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5.2.1 Partnerships and co-branding in digital contexts

Partnerships and co-branding allow firms to combine strengths and reach wider audiences. In
digital contexts, collaborations often involve joint campaigns, shared platforms, or integrated
services. For example, a fashion brand may partner with a tech company to launch a smart
wearable, leveraging both industries’ expertise.

Fill in the blank: Partnerships and co-branding allow firms to combine strengths and reach
audiences.

Diagram showing two brands collaborating = joint campaign - expanded audience. Caption:
Figure 5.2 Partnerships and co-branding in digital contexts

Figure 5.2 Partnerships and co-branding in digital
contexts

- Shared Content Creation (e.g, co-hosted live streams)
- Cross-Promotion on Social Media
- Exclusive Product Bundles/Offers

Collaborate

Brand A Brand B Joint Campaign Expanded Audience ® .
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s agi - Higher Engagement & Sales
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Mutual Growth & Shared Value
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5.2.2 Customer engagement through communities and events

Customer engagement is strengthened through communities and events, both online and
offline. Digital communities on platforms like Facebook Groups or Discord foster loyalty and
advocacy, while events such as webinars or product launches create interactive experiences:
These interactions build long-term relationships and enhance brand trust.

Fill in the blank: Customer engagement is strengthened through communities and , both
online and offline.

Box 5.2 Customer engagement strategies

Box 5.2 Customer
engagement strategies

* Online communities (Facebook Groups, Discord)

» Offline events (product launches, trade shows)

» Hybrid events (webinars, liveltreams)

5.2.3 B2B and B2C industry-specific applications
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Tactical marketing differs across B2B (business-to-business) and B2C (business-to-consumer)
contexts. B2B marketing often focuses on relationship-building, long sales cycles, and
customised solutions. B2C marketing emphasises emotional appeal, mass communication, and
quick conversions. Industry-specific applications adapt tactics to suit these differences, ensuring
relevance and effectiveness.

Fill in the blank: B2B marketing often focuses on relationship-building, while B2C marketing
emphasises appeal and quick conversions.

Table 5.2 B2B vs B2C tactical marketing applications

Context Focus Example
B2B (Business- Relat'lqnshlp-buﬂc.ilng an.d Enterprlse. softwarfe
. providing customized, high-value partnerships and LinkedIn lead
to-Business) . .
solutions. generation.
B2C (Business- Emotional appeal and driving Retail fashion campaigns and
to-Consumer) quick, high-volume conversions. Instagram "Flash Sale" ads.

Pilot questions 5.2

1. What is the purpose of partnerships and co-branding?

2. Name one way firms engage customers through communities.

3. Give an example of/an offline event that strengthens customer engagement.
4. How does B2Bmarketing differ from B2C marketing?
5

Why are industry-specific applications important in tactical marketing?

5.3 Challenges And Best.Practices In Tactical Marketing
5.3.1 Managing budgets and resources effectively

One of the biggest challenges in tactical marketing is budget and resource management. Firms
must allocate funds across campaigns, tools, and channels while ensuring efficiency. Effective
resource management involves prioritising high-impact activities, monitoring spending, and
adjusting allocations based on performance data.

Fill in the blank: Effective resource management involves prioritising high-impact activities and
monitoring

Table 5.3 Budget and resource management practices
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Practice Description Example

Budget Distributing available financial Allocating 40% of the monthly

. funds across various marketing budget to Paid Media and 30% to
Allocation 3 campaigns and channels. SEO content.
Resource Directing team efforts and tools Pausing underperforming ads to
Prioritisation toward activities that offer the focus creative talent on top-
(] highest potential impact. performing channels.

Continuously tracking spending
Monitoring and performance outcomes to
ensure efficiency.

Using ROI dashboards to visualize
real-time cost-per-acquisition.

5.3.2 Navigating regulatory and ethical issues

Tactical marketing must comply with regulatory and ethical standards. This includes respecting
data privacy laws (e.g., GDPR), avoiding misleading claims, and ensuring transparency in
advertising. Ethical practices build trust and protect firms from reputational risks.

Fill in the blank: Tactical marketing must.comply with regulatory and standards to build
trust.

Box 5.3 Regulatory and ethical issues in tactical marketing
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Box 5.3 Regulatory and ethical issues
in tactical marketing

» Data privacy compliance (GDPR, CCPA)
e Truthful advertising
* Transparency in communication

5.3.3 Best practices for sustaining industry relationships

Sustaining industry relationships requires best practices such as consistent communication,
mutual value creation, and long-term collaboration. Firms should invest in trust-building

activities, maintain transparency, and adapt to changing industry dynamics. Strong relationships
enhance resilience and competitiveness.

Fill'in'the blank: Sustaining industry relationships requires consistent communication and
mutual creation.
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Diagram showing best practices: communication - trust - collaboration = resilience. Caption:
Figure 5.3 Best practices for sustaining industry relationships

Figure 5.3 Best practices for sustaning industry relationships

1 Communication} Trust W 3. Collaboration 4. Resilience

A
* Clear & Open Dialogue * Reliability & Integrity | * Shared Goals * Adaptation to Challenges
* Active Listening * Ethical Conduct * Mutual Value Creation * Long-Term Vision

Continuous Improvement & Adaptation

Pilot questions 5.3
1. | Why is budget management important in tactical marketing?
2. Name one regulatory issue firms must comply with.
3. How does ethical marketing protect firms?
4. What is one best practice for sustaining industry relationships?

5. Why is transparency important in tactical marketing?
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Series Summary

This Series has focused on the tactical applications of digital marketing and the importance of
industry interactions. Its purpose was to bridge theory with practice, showing how campaigns
are planned, executed, and optimised, while also exploring how firms collaborate with partners,
engage communities, and adapt strategies across B2B and B2C contexts.

We began with tactical applications, covering campaign planning, performance measurement,
and the tactical use of content, SEOQ, and paid media. Next, we examined industry interactions
and collaborations, including partnerships, co-branding, customer engagement through
communities and events, and differences between B2B and B2C applications. Finally, we
addressed challenges and best practices, focusing on budget management, regulatory and
ethical issues, and sustaining industry relationships.

By completing this Series, you should now be able to design and execute tactical campaigns,
measure and optimise performance, analyse industry collaborations, and-apply best practices
to overcome challenges in tactical marketing.

Glossary of Terms [Series 5]

o Campaign planning: The process of defining objectives, identifying target audiences,
and selecting channels for tactical marketing.

o Execution: Deploying content, managing timelines, and coordinating resources to
achieve campaign outcomes.

o Performance measurement: Tracking metrics such as CTR, conversion rates, and ROI to
evaluate campaign effectiveness.

¢ Optimisation:‘Adjusting strategies based on data insights to improve campaign
performance.

o Content marketing: Creating blogs, videos, and social posts to engage audiences and
build brand awareness.

o [ Search engine optimisation (SEO): Improving visibility by optimising keywords, site
structure, and content relevance.

o Paid media: Using advertising platforms like Google Ads or sponsored posts to drive
targeted traffic.

e  Co-branding: Collaborative marketing between two or more brands to expand reach
and leverage combined strengths.

¢ Customer communities: Online or offline groups that foster loyalty, advocacy, and
engagement around a brand.
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o Events: Interactive experiences such as webinars, product launches, or trade shows that
strengthen customer relationships.

¢ B2B marketing: Business-to-business marketing focused on relationship-building,
customised solutions, and long sales cycles.

e B2C marketing: Business-to-consumer marketing emphasising emotional appeal; mass
communication, and quick conversions.

e Budget management: Allocating funds across campaigns and channels to-maximise
efficiency and impact.

¢ Resource prioritisation: Focusing on high-impact activities to optimise tactical
marketing outcomes.

¢ Regulatory compliance: Adhering to laws such as GDPR and CCPA to.protect customer
data and privacy.

o Ethical marketing: Ensuring transparency, truthful advertising, and responsible
communication.

¢ Industry relationships: Long-term collaborations and partnerships that enhance
resilience and competitiveness:

Concept Check Questions [Series 5]
Objective questions
1. What is the first step in.tactical marketing? (Linked to SLO 5.1)
2. Name one key performance metric in digital marketing. (Linked to SLO 5.2)

3. Which strategy involves collaborative marketing between two or more brands? (Linked
to SLO 5.3)

4. What/is one regulatory issue firms must comply with in tactical marketing? (Linked to
SLO 5.5)

Short:answer questions

5. Explain how optimisation improves campaign performance. (Linked to SLO 5.2)
6. Give one example of customer engagement through communities. (Linked to SLO 5.3)
7. How does B2B marketing differ from B2C marketing? (Linked to SLO 5.4)

Long-answer questions

8. Analyse the tactical use of content, SEO, and paid media in digital marketing. (Linked to
SLO 5.1)
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e Basic response: Content marketing builds engagement, SEO improves visibility,
and paid media drives targeted traffic.

o Value-added response: Outstanding learners may also discuss integration of
these tactics, their role in campaign optimisation, and how they complement
each other for holistic impact.

9. Evaluate the challenges and best practices in tactical marketing and industry
interactions. (Linked to SLO 5.5)

e Basic response: Challenges include budget management, regulatory compliance,
and sustaining relationships.

o Value-added response: Outstanding learners may further evaluate how firms can
balance resources, adopt ethical practices, and build resilience through trust and
collaboration.

Answers to Concept Check Questions [Series 5]

Objective questions
1. The first step in tactical marketing is.campaign planning and execution.
2. One key performance metric in digital marketing is conversion rate.

3. The strategy involving collaborative marketing between two or more brands is co-
branding.

4. One regulatory issue firms must comply with is data privacy laws (e.g., GDPR).
Short-answer questions

5. Optimisation improves campaign performance by refining strategies based on data
insights, such as adjusting keywords; content, or budget allocations.

6. An example of customer engagement through communities is a Facebook Group where
customers share experiences and feedback.

7. B2B marketing focuses on relationship-building and customised solutions, while B2C
marketing emphasises emotional appeal, mass communication, and quick conversions.

Long-answer questions
8. Analyse the tactical use of content, SEO, and paid media in digital marketing.

e Basic response: Content marketing builds engagement, SEO improves visibility,
and paid media drives targeted traffic.

o Value-added response: Outstanding learners may also discuss how these tactics
integrate to form a cohesive strategy, their role in campaign optimisation, and
how they complement each other to maximise reach and impact.
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9. Evaluate the challenges and best practices in tactical marketing and industry
interactions.

e Basic response: Challenges include managing budgets, complying with
regulations, and sustaining industry relationships.

e Value-added response: Outstanding learners may further evaluate how firms
balance resources, adopt ethical practices, and build resilience through trust,
transparency, and collaboration with partners.

Answers to Pilot Questions [Series 5]
Part 5.1 Tactical Applications of Digital Marketing
1. The first step in tactical marketing is campaign planning and execution.
2. One key performance metric in digital marketing is click-through rate (CTR).

3. Optimisation improves campaign performance by refining strategies based on data
insights, such as adjusting keywords or reallocating budgets.

4. An example of content marketing is publishing blogs to engage audiences.

5. SEO improves visibility by optimising keywords and site structure, making content easier
to find.

Part 5.2 Industry Interactions and Collaborations

1. The purpose of partnerships and co-branding is to combine strengths and reach wider
audiences.

2. Firms engage customers through communities such as Facebook Groups or Discord
servers.

3. An offline event that strengthens engagement is a product launch or trade show.

4. B2B marketing focuses on relationship-building and customised solutions, while B2C
marketing emphasises emotional appeal and quick conversions.

5. Industry-specific applications are important because they adapt tactics to suit the
unique needs of different markets.

Part 5.3 Challenges and Best Practices in Tactical Marketing

1. | Budget management is important because it ensures resources are allocated efficiently
to maximise impact.

2. One regulatory issue firms must comply with is data privacy laws such as GDPR.
3. Ethical marketing protects firms by building trust and preventing reputational risks.

4. One best practice for sustaining industry relationships is consistent communication.
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5. Transparency is important because it fosters trust and credibility with customers and
partners.

References and Attributions [Series 5]

e Figure 5.1 Campaign planning and execution: Suggested Al prompt “Create a diagram
showing campaign planning steps: objectives, audience, channels, execution.” Search
string: “digital marketing campaign planning execution OER diagram”.

e Table 5.1 Key performance metrics in digital marketing: Suggested Al prompt “Create a
table showing key performance metrics in digital marketing.” Search string: “digital
marketing performance metrics OER table”.

e Box 5.1 Tactical tools in digital marketing: Suggested Al prompt “Create a text box
summarising tactical tools in digital marketing.” Search string: “content SEO paid media
tactical marketing OER summary”.

o Figure 5.2 Partnerships and co-branding in digital contexts: Suggested Al prompt
“Create a diagram showing two brands collaborating in a joint campaign to reach wider
audiences.” Search string: “partnerships co-branding digital marketing OER diagram”.

¢ Box 5.2 Customer engagement strategies: Suggested Al prompt “Create a text box
summarising customer engagement strategies through communities and events.”
Search string: “customer engagement communities events OER summary”.

e Table 5.2 B2B vs B2C tactical marketing applications: Suggested Al prompt “Create a
table comparing B2B and B2C tactical marketing applications.” Search string: “B2B vs
B2C tactical marketing applications OER table”.

¢ Table 5.3 Budget and resource management practices: Suggested Al prompt “Create a
table showing budget and resource management practices in tactical marketing.” Search
string: “budget resource management tactical marketing OER table”.

e Box 5.3 Regulatory and ethical issues in tactical marketing: Suggested Al prompt “Create
a text/box summarising regulatory and ethical issues in tactical marketing.” Search
string: “regulatory ethical issues tactical marketing OER summary”.

o [ Figure 5.3 Best practices for sustaining industry relationships: Suggested Al prompt
“Create a diagram showing best practices for sustaining industry relationships:
communication, trust, collaboration, resilience.” Search string: “best practices sustaining
industry relationships OER diagram”.
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