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Evolution of Marketing

Marketing 1.0

•creating good 
quality products and 
generating revenue 
by offering them to 
an audience

Marketing 2.0

•understanding 
consumers’ behaviour
and adjusting products 
and services accordingly

Marketing 3.0

•providing ‘product, 
service and value’ at the 
same time. 
Understanding context

Marketing 4.0

•merging online and 
offline initiatives



5A’s of Marketing 4.0

Audience

• Identifying and 
engaging the 
right people

Assets

• Offering the best 
possible 
customer 
experience

Access

• Maximising the 
reach of your 
messages

Attribution

• Measuring the 
value of each 
point of contact

Automation

• Simplifying 
operations and 
improving 
performance



Digital is Changing !!!!

The digital landscape is continuously evolving

We are not where we were 5 years ago…..

And 5 years from now, we shall not be the same…..

https://www.youtube.com/watch?v=KzRka1lpdb4

https://www.youtube.com/watch?v=KzRka1lpdb4


Digital Marketing

• Planned actions performed online to reach specific business goals.

• enables marketers to connect directly with their audiences including 
prospects, customers, employees and other followers.

performing consistent actions at the right time via the most suitable online channels to 

increase revenue and improve relationships with your audience.



a structure that includes all customer touchpoints, that integrates online, offline and omnichannel

experiences, and empowers with a data-driven approach to identify and manage customer

journeys.



Pillars of Digital Marketing

• Provides 
connections with 
other consumers 
and public

• Supplies currency

• Channel of 
message 
exchange

• Gives context to 
brand message 
on a medium

Content Communication

CommunityCommerce



Content

Attracts targeted 
audience

Attracts search 
robots

Core Element of 
Digital Strategy

Communication

One – to - Many

One – to – One

Many – to – Many

Emails, Messaging, 
Social Media

Community

Platform for 
audiences to engage

Online forums, 
social media 
communities

Commerce

Most shopping starts 
online

Amazon, Search 
Engines, Retailer’s 

Websites







5Ds of Digital Marketing

Digital Data
•Customer profiles, 
engagement information

Digital 
Technology

•electronic tools, systems, 
devices and resources that 
help to generate, store or 
process data

Digital Platform
•Browsers, social media 
platforms

Digital Media
•Paid & owned channels

•Earned Media

Digital Devices
•Mobile, Laptop, TV, Gaming 
Devices







Integrated Marketing

• integrate digital with offline, non-digital approaches



RACE Framework

• Dr. David Chaffey

• strategic marketing template that informs marketers and managers 
about the function of digital and offline marketing activities in their 
customers' lifecycles

maps the online customer journey across all potential touchpoints, showing the scale and 

opportunity of all digital channels - more than just 'a website' or 'a Facebook page'







Planning Digital Marketing Strategy

• Situation Analysis
• Where are we now?
• Customers, Market, Competition, Intermediaries, Potential Partners

• Objective Setting
• Where do we want to be?
• Useful, Actionable Objectives

• Strategy
• How to achieve these goals?
• STP, Marketing Mix

• Measure
• KPIs



Content Marketing Mix



Consumer Decision Journey





Align

• align resources with “where consumers spend their time.”

• “evaluate” and “advocate” stages become more significant

Link

• ensure that every message about a product or service is consistent across every touch-point or channel.

Lock

• “lock in” a customer’s attention

• allocating resources to content that engages the customer at every stage of their journey.

Loop

• accommodate a process with a continuous loop

• mine data, use it to create valuable, relevant content, and then analyse consumer response.


