Week 8: Advertising Lecture - WOL

Commerce and Marketing 
Shopping Cart Integration 
Shopping carts have been used on the Web for quite some time, and their functionality and features have been enhanced over the past 10 years. Early shopping carts employed simple scripts with limited customization features, while today's carts can be very sophisticated and robust. There are hundreds of shopping cart solutions available that represent a variety of technologies, pricing, installation, and management methods. 

The User Experience 
A shopping cart is the piece of technology that truly defines the shopping experience for a site visitor. A poor shopping cart design can destroy the bottom line for your company. Therefore, the selection of the right cart takes time and research. 

Shopping carts ideally are a seamless process, not forcing the user to click back to get rid of a product from the cart. Most carts today allow the visitor to add and remove items easily, recalculate totals, and check out quickly. 

You also want to be able to not only add the item to your cart, but also indicate the attributes of that product, if required. For example, let's pretend you are selling t-shirts. Not everyone is a medium, right? You would need to provide the ability to select the size and the quantity of the selected item. You may also have different colors. All of these attributes must be gathered during the checkout process. 

The checkout process, for the user, is comprised of three main steps. Each step has associated goals. These goals are outlined below. Keep in mind that not all the goals are required. For example, you don’t have to provide gift wrapping, and you don’t have to accept coupons. Those items are driven by the goals of the site and marketing efforts. 

1. Checking the items being ordered. 

· Easy viewing of all items in the cart, their quantities, their prices, and the cart total. 

· Ability to modify the cart by changing quantities or removing items. 

· Ability to leave the cart to shop more, while still retaining the current items in the cart. 

2. Adding shipping and/or any other options. 

· Ability to choose a shipping method. 

· Ability to enter coupon or promotional codes when applicable and update the total accordingly. 

· Easy addition of gift wrap or other special services that the shop makes available. 

· Easy updating of cart total based on shipping and other options. 

· Clear pricing of shipping and other options. 

3. Collecting the user's data.
· Logical data entry process (form fields with clearly-marked required fields). 

· Ability to supply a delivery address different from the billing address. 

· Secure entry of credit card information. 

When the order is complete and processed, you'll want to thank your user for his/her payment, and provide a receipt or any other useful information, rather than just redirecting to the home page, which can be disconcerting. Most "thank you" or “confirmation” pages consist of an acknowledgement of the order, a listing of what was ordered, the customer's data (except the full credit card number), an estimate of when the customer will receive the order, and a method of contacting customer service to change the order if necessary. Many commerce sites email this information to the visitor for their records, as well. 

Getting Started 
To get a feeling for how shopping cart technology can be integrated into your eCommerce site, we will use a free solution called Mal Cart: http://www.mals-e.com/.

This cart solution is often used by small businesses who want to sell online, but may not have the technical skills internally to facilitate a custom or more technically challenging solution. 

Using Mal Cart, the required cart pages are hosted and “served” from the company's secure servers, but include the cart only, no database features. The following tutorials provide detailed instructions on how to set up your Mal Cart account, as well as integrate your products into the cart. The Mal Cart solution provides many additional features. Please be sure to review the FAQ at http://www.mals-e.com/faqs.php as well as the Support section at http://www.mals-e.com/support.php.  See the tutorials at the bottom of this page for setup assistance.

Marketing & Advertising 
The relationship between commerce and marketing is analogous to peanut butter and jelly. They just go great together, and have been accepted partners since long before digital technologies existed. Before we dive into marketing, we want to revisit our site plan for a moment. Remember that target audience you defined? They will be vitally important in determining the final eCommerce flow and marketing strategy. Remember to:

· Reach the right audience 

· Create the right experience 

· Measure the effectiveness 

Once you clearly understand your audience, you will want to create a unique selling proposition. That will differentiate you from the competition. If your company is unique because it offers the lowest price, that message should be communicated clearly in your advertising. 

Web Marketing Strategies 
Most companies use the term marketing mix to describe the combination of elements that they use to achieve their goals for selling and promoting their products and services. When a company decides which elements it will use, it calls that particular marketing mix its marketing strategy. A company’s marketing strategy is an important tool that works with its Web presence to get the company’s message across to both its current and prospective customers. 

	The Four P's of Marketing:

	· Product: The physical item or service that a company is selling. 

· Price: The amount the customer pays for the product. 

· Promotion: Includes any means of spreading the word about the product. On the Internet, new possibilities abound for communicating with existing and potential customers. 

· Place: The need to have products or services available in many different locations. 


Advertising on the Web
Most advertising on the Web uses banner ads. A banner ad is a small rectangular object on a Web page that displays a stationary or moving graphic and includes a hyperlink to the advertiser’s Web site. Banner ads are versatile advertising vehicles their graphic images can help increase awareness, and users can click them to open the advertiser’s Web site and learn more about the product. Thus, banner ads can serve both informative and persuasive functions.

	Banner Ads:

	· Banner ads: Companies have three different ways to arrange for other Web sites to display their banner ads. The first is to use a banner exchange network. The second way is to find Web sites that appeal to one of the company’s market segments, and then pay those sites to carry the ads. A third way is to use a banner-advertising network. Banner ads are not known to be effective in increasing sales, but have measurable effects on brand awareness. Additionally, more advanced technologies such as streaming video and interactivity help to increase the effectiveness of many ad campaigns. 

· Measuring banner ad cost and effectiveness: When a company purchases mass media advertising, it pays a dollar amount for every thousand people in the estimated audience. This pricing metric is called cost per thousand, and is often abbreviated CPM. Since the 2000 crash of the internet bubble, many companies have embraced a different approach to measuring the effectiveness of a campaign. Cost per click (CPC), cost per lead (CPL), and cost per sale (CPS) measurements are often employed in today’s competitive marketplace. 


	Ad Formats:

	· Pop-Behind Ad: A pop-up ad that is followed very quickly by a command that returns the focus to the original browser window. These types of ads came into vogue after complaints concerning Pop–Over Ad delivery. 

· Interstitial Ad: When a user clicks a link to load a page, the interstitial ad opens in its own browser window, instead of the page that the user intended to load. This form of advertising is presently being exploited with streaming video. 

· Rich Media Ads (Active Ads): Generate graphical activity that “floats” over the Web page itself, instead of opening in a separate window. These “floating ads” are created using dynamic HTML (DHTML).


Ads online usually conform to specific size standards defined by the Internet Advertising Bureau (http://www.iab.net/iab_products_and_industry_services/1421/1443/1452). Be sure to review this site to insure your design conforms to the proper standards. 

E-Mail Marketing 
One of the most effective technologies for generating sales and leads to your e-commerce site is e-mail. A key element in any e-mail marketing strategy is to obtain customers’ approvals before sending them any e-mail that includes a marketing or promotional message. This is referred to as “Permission Marketing.”

Many businesses are finding that they can maintain an effective dialog with their customers by using automated e-mail communications. Sending one e-mail message to a customer can cost less than one cent, if the company already has the customer’s e-mail address. Purchasing the e-mail addresses of people who ask to receive specific kinds of e-mail messages adds between a few cents and a dollar to the cost of each message sent. Another factor to consider is the conversion rate. The conversion rate of an advertising method is the percentage of recipients who respond to an ad or promotion. Conversion rates on requested e-mail messages range from 10 percent to over 30 percent. These are much higher than the click-through rates on banner ads, which are currently under .5 percent and decreasing. 

Combining Content and Advertising 
One strategy that many companies have found successful for getting e-mail accepted by customers and prospects is to combine content with an advertising e-mail message. Articles and news stories that would interest specific market segments are good ways to increase acceptance of e-mail. Another effective method is to promote a single product, and allow the e-mail recipient to add that item to the cart from within the e-mail. Adding form fields to your e-mail can reduce the number of clicks and page loads required by the visitor. Less clicks usually results in more sales. 

Search Engine Positioning and Domain Names 
Potential customers find Web sites in many different ways. Some site visitors are referred by a friend. Others are referred by an affiliate marketing partner of the site. Some see the site’s URL in a print advertisement or on television. Others arrive after typing a URL that is similar to the company’s name. But many site visitors are directed to the site by a search engine or directory Web site. 

Search Engines and Web Directories 
A search engine is a Web site that helps people find things on the Web. Search engines contain three major parts. The first part, called a spider, a crawler, or a robot (or simply bot), is a program that automatically searches the Web to find Web pages that might be interesting to people. When the spider finds Web pages that might interest search engine site visitors, it collects the URL of the page and information contained on the page. This information might include the page’s title, key words included in the page’s text, and information about other pages on that Web site. In addition to words that appear on the Web page, Web site designers can specify additional key words in the page that are hidden from the view of Web site visitors, but that are visible to spiders. These key words are enclosed in an HTML tag set called meta tags. The word “meta” is used for this tag set to indicate that the key words describe the content of a Web page and are not themselves part of the content. 

The spider returns this information to the second part of the search engine to be stored. The storage element of a search engine is called its index or database. The index checks to see if information about the Web page is already stored. If it is, it compares the stored information to the new information, and determines whether to update the page information. The index is designed to allow fast searches of its very large amount of stored information. 

The third part of the search engine is the search utility. Visitors to the search engine site provide search terms, and the search utility takes those terms and finds entries for Web pages in its index that match those search terms. The search utility is a program that creates a Web page that is a list of links to URLs that the search engine has found in its index that match the site visitor’s search terms. The visitor can then click the links to visit those sites. 

Paid Search Engine Inclusion and Placement 
An increasing number of search engine sites have started making the task easier — but for a price. These search engine sites offer companies a paid placement (also called a sponsorship or a search term sponsorship), which is the option of purchasing a top listing on results pages for a particular set of search terms. The rates charged vary tremendously, depending on the desirability of the search terms to potential sponsors. 

Web Site Naming Issues 
Companies that have a well-established brand name or reputation in a particular line of business usually want the URLs for their Web sites to reflect that name or reputation. Obtaining identifiable names to use on the Web can be an important part of establishing a Web presence that is consistent with the company’s existing image in the physical world. 

Two airlines that started their online businesses with troublesome domain names have both purchased more suitable domain names. Southwest Airlines’ domain name was http://www.iflyswa.com, until it purchased http://www.southwest.com. Delta Air Lines’ original domain name was http://www.delta-air.com After several years of complaints from confused customers who could never remember to include the hyphen, the company purchased the domain name http://www.delta.com. 

Companies often buy more than one domain name. Some companies buy additional domain names to ensure that potential site visitors who misspell the URL will still be redirected (through the misspelled URL) to the intended site. For example, Yahoo! owns the name Yahow.com. Other companies own many URLs because they have many different names or forms of names associated with them. 
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	Tutorials
Click below to access the following Camtasia tutorials (with audio). In these tutorials you will learn how to integrate a shopping cart into your multimedia website. You will be introduced to Mal's e-commerce website and Mal's free shopping cart application (MalCart).


1. Introduction to MalCart 

2. Account Set Up 

3. Logging into Account 

4. Cart Set Up Part 1 

5. Cart Set Up Part 2 

6. Cart Set Up Part 3 

7. Testing the Cart 

8. Integrating into Your Site
