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For coursesin Internet Marketing or E-marketing

This book teaches marketers how to engage and listen to buyers, and how to use
what they learn to improve their offeringsin today’ s Internet- and socia media-
driven marketing environment. It brings traditional marketing coverage up-to-
date with athorough, incisive look at e-marketing planning and marketing mix
tactics from a strategic and tactical perspective. The focusis on the Internet and
other technologies that have had a profound effect on how marketing is
approached today. Included is coverage of marketing planning; legal and global
environments; e-marketing strategy; and marketing mix and customer
relationship management strategy and implementation issues.

A magjor revision, this seventh edition reflects the disruption to the marketing
field brought about by social media. As such it covers many new topics that
represent the changes in e-marketing practice in the past two years. Because of
the ever-changing landscape of the Internet, the authors suggest reading this
book, studying the material, and then going online to learn more about topics of
interest.

Features:

Better understanding of new conceptsin today’s electronic marketplaceis
accomplished as the book puts that new terminology into traditional marketing
frameworks.

Readers are encouraged to exercise critical thinking and attention to their own
online behavior in order to better understanding the e-marketer’ s perspective,
strategies, and tactics—to think like a marketer.

Although the focus is on e-marketing in the United States, readers also see a
global perspective in the coverage of market developmentsin both emerging and
developed nations.

An entire chapter devoted to law and ethics, and contributed by a practicing
attorney, updates readers on the latest changesin this critical area.
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Readers are guided in learning a number of e-marketing concepts with the help of
some outstanding pedagogical features:

-Marketing concept grounding hel ps readers make the connection between
tradition and today. Material in each chapter is structured around a principle of
marketing framework, followed by alook at how the internet has changed the
structure or practice, providing an ideal bridge from previously learned material.
-Learning objectives set the pace and the goals for the material in each chapter.
-Best practices from real companiestell success stories, including new examples
of firmsdoing it right.

-Graphical frameworks serve as unique e-marketing visual modelsillustrating
how each chapter fits among others.

-Chapter summaries help readers review and refresh the material covered.

-Key terms are identified in bold text within the chapter to alert readers to their
importance.

-Review and discussion questions are another device to be used for refreshing
readers understanding of the material in the chapter.

-Web activities at the end of each chapter help readers become further involved
in the content.

-Thisrevision reflects the disruption to the marketing field based on social
media. A major revision from the sixth edition, it includes many new topics, as
dictated by changesin e-marketing practice in the past two years.

-Three important Appendices include internet adoption statistics, athorough
glossary, and book references.

NEW. Students get a broader 100k at social mediaasit is now integrated
throughout the book, instead of confined to one chapter.

NEW. A look a new business models continues and strengthens the approach of
learning from real life examples. Added and described in detail are such models
as social commerce (and Facebook commerce), mobile commerce and mobile
marketing, social CRM, crowsourcing, and many important be less pervasive
models such as crowfunding, freemium, and flash sales.

NEW.Chapters 12, 13 and 14 were completely rewritten to reflect the move from
traditional marketing communication tools to the way practitioners current
describe IMC online: owned, paid and earned media.

NEW. Readers see examples of many new and interesting technologies that are
today providing marketing opportunities, both in the Web 2.0 and 3.0 sections.

NEW. The chapter-opening vignettes continue to play an important rolein
illustrating key points.

Two new vignettes and new discussion questions about each chapter opening
vignette are included.

NEW.Included are many new images in every chapter, plus updated “Let’s Get
Technical” boxes.

NEW.Other chapter-specific additions that further enhance understanding of the
concepts include:




-More social media performance metrics (Ch. 2)

-“Big data” and social media content analysis (Ch. 6)

-New consumer behavior theory and “online giving” as a new exchange activity
(Ch.7)

-Social mediafor brand building (Ch. 9)

-App pricing and web page pricing tactics (Ch. 10)
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For coursesin Internet Marketing or E-marketing

This book teaches marketers how to engage and listen to buyers, and how to use what they learn to improve
their offeringsin today’ s Internet- and social media-driven marketing environment. It brings traditional
marketing coverage up-to-date with athorough, incisive look at e-marketing planning and marketing mix
tactics from a strategic and tactical perspective. The focusis on the Internet and other technologies that have
had a profound effect on how marketing is approached today. Included is coverage of marketing planning;
legal and global environments; e-marketing strategy; and marketing mix and customer relationship
management strategy and implementation issues.

A magjor revision, this seventh edition reflects the disruption to the marketing field brought about by social
media. As such it covers many new topics that represent the changes in e-marketing practice in the past two
years. Because of the ever-changing landscape of the Internet, the authors suggest reading this book,
studying the material, and then going online to learn more about topics of interest.

Features:

Better understanding of new concepts in today’ s electronic marketplace is accomplished as the book puts that
new terminology into traditional marketing frameworks.

Readers are encouraged to exercise critical thinking and attention to their own online behavior in order to
better understanding the e-marketer’ s perspective, strategies, and tactics—to think like a marketer.

Although the focusis on e-marketing in the United States, readers also see a global perspective in the
coverage of market developmentsin both emerging and developed nations.

An entire chapter devoted to law and ethics, and contributed by a practicing attorney, updates readers on the
latest changesin this critical area.

Readers are guided in learning a number of e-marketing concepts with the help of some outstanding
pedagogical features:

-Marketing concept grounding helps readers make the connection between tradition and today. Material in
each chapter is structured around a principle of marketing framework, followed by alook at how the internet
has changed the structure or practice, providing an ideal bridge from previously learned material.

-Learning objectives set the pace and the goals for the material in each chapter.

-Best practices from real companies tell success stories, including new examples of firms doing it right.
-Graphical frameworks serve as unigue e-marketing visual modelsillustrating how each chapter fits among
others.

-Chapter summaries help readers review and refresh the material covered.

-Key terms are identified in bold text within the chapter to alert readers to their importance.

-Review and discussion questions are another device to be used for refreshing readers’ understanding of the
material in the chapter.

-Web activities at the end of each chapter help readers become further involved in the content.




-Thisrevision reflects the disruption to the marketing field based on social media. A major revision from the
sixth edition, it includes many new topics, as dictated by changes in e-marketing practice in the past two
years.

-Three important Appendices include internet adoption statistics, a thorough glossary, and book references.

NEW. Students get a broader ook at social mediaasit is now integrated throughout the book, instead of
confined to one chapter.

NEW. A look a new business models continues and strengthens the approach of learning from redl life
examples. Added and described in detail are such models as social commerce (and Facebook commerce),
mobile commerce and maobile marketing, social CRM, crowsourcing, and many important be less pervasive
models such as crowfunding, freemium, and flash sales.

NEW.Chapters 12, 13 and 14 were completely rewritten to reflect the move from traditional marketing
communication tools to the way practitioners current describe IMC online: owned, paid and earned media.

NEW. Readers see examples of many new and interesting technologies that are today providing marketing
opportunities, both in the Web 2.0 and 3.0 sections.

NEW. The chapter-opening vignettes continue to play an important rolein illustrating key points.

Two new vignettes and new discussion questions about each chapter opening vignette are included.

NEW.Included are many new images in every chapter, plus updated “Let’s Get Technical” boxes.

NEW.Other chapter-specific additions that further enhance understanding of the concepts include:
-More social media performance metrics (Ch. 2)

-“Big data” and social media content analysis (Ch. 6)

-New consumer behavior theory and “online giving” as a new exchange activity (Ch. 7)

-Social mediafor brand building (Ch. 9)

-App pricing and web page pricing tactics (Ch. 10)
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Editorial Review
About the Author

Judy Strauss is Associate Professor of Marketing at the University of Nevada, Reno. Sheisan award
winning author of 12 books and numerous academic papersin Internet marketing, advertising, and marketing
education. Strauss is co-author of the trade book Radically Transparent: Monitoring and Managing
Reputations Online, and textbooks Building Effective Web Sites and the E-Marketing Guide. She has had
many years of professional experience in marketing, serving as entrepreneur as well as marketing director of
two firms. She currently teaches undergraduate and M.B.A. courses in marketing communications, | nternet
marketing, and marketing management and has won two college-wide teaching awards. Strauss earned a
doctorate in marketing at Southern Illinois University, and afinance M.B.A. and marketing B.B.A. at
University of North Texas.

Raymond D. Frost is a Professor of Management Information Systems at Ohio University. He has published
scholarly papersin the information systems and marketing fields and is an associate editor of The Journal of
Database Management. Frost is co-author of Building Effective Web Sites and the E-Marketing Guide. Dr.
Frost teaches database, electronic commerce, and information design courses. He has received Ohio
University’s Presidential, University Professor, College of Business, and Senior Class teaching awards. Dr.
Frost isworking on publications in data modeling and database pedagogy. He is co-author of aforthcoming
book, A Visua Introduction to Database: An E-Business Perspective. Dr. Frost earned a doctorate in
business administration and an M.S. in computer science at the University of Miami (Florida), and received
his B.A. in philosophy at Swarthmore College.

Users Review
From reader reviews:
Brian Roberts:

A lot of people aways spent al their free time to vacation or perhaps go to the outside with them family
members or their friend. Do you realize? Many alot of people spent they will free time just watching TV, as
well as playing video games all day long. If you wish to try to find a new activity honestly, that islook
different you can read the book. It is really fun for you personally. If you enjoy the book that you read you
can spent the entire day to reading areserve. The book E-marketing it is extremely good to read. Therearea
lot of people who recommended this book. We were holding enjoying reading this book. Should you did not
have enough space to create this book you can buy the actual e-book. Y ou can mQore quickly to read this
book out of your smart phone. The priceis not too costly but this book provides high quality.

Martha McKee:

The book untitled E-marketing contain alot of information on it. The writer explains your girlfriend idea
with easy approach. The language is very clear to see al the people, so do certainly not worry, you can easy
to read it. The book was compiled by famous author. The author brings you in the new age of literary works.
Y ou can easily read this book because you can keep reading your smart phone, or program, so you can read



the book inside anywhere and anytime. If you want to buy the e-book, you can open their official web-site
along with order it. Have a nice read.

Jose Jones:

Many people spending their time period by playing outside along with friends, fun activity with family or
just watching TV all day long. Y ou can have new activity to pay your whole day by reading through a book.
Ugh, think reading a book can definitely hard because you have to accept the book everywhere? It al right
you can have the e-book, bringing everywhere you want in your Cell phone. Like E-marketing whichis
obtaining the e-book version. So , why not try out this book? Let's view.

Patricia Humes:

That book can make you to fed relax. This specific book E-marketing was colorful and of course has
pictures around. Aswe know that book E-marketing has many kinds or category. Start from kids until teens.
For example Naruto or Investigator Conan you can read and think that you are the character on there.
Therefore not at all of book are generally make you bored, any it makes you feel happy, fun and chill out.
Try to choose the best book for yourself and try to like reading this.
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