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Learning Objectives
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This course extends and deepens the understanding of sales management, presenting and explaining in detail the operational implementation of the specifications and design options for strategic sales management.

Beginning with the development of the overall sales management target system, it introduces the foundations of database marketing. Building upon this, the general processes and mechanisms of complaint management are then discussed.

The presentation of operational sales management is supplemented by an in-depth look at the key aspects of direct marketing and sales. This includes a description of their key mechanisms, perception processes, and success factors, as well as campaign planning and control.

Finally, the course presents key insights into the necessary framework and conception of online sales measures as well as their implementation and control. Alongside this, it explores the development options for sales in the context of the future “Web 3.0.”
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Unit 5
Direct Marketing and Sales








STUDY GOALS

After completing this unit, students will know ...

... what direct marketing entails and where this fits into marketing overall.
... which objectives and functions direct marketing pursues.
... how direct marketing has developed in recent years and what the drivers behind this development are.
... that “response” is the fundamental indicator of direct marketing through which performance evaluation is facilitated.










DL-D-DLMWSA02-L05


5. Direct Marketing and Sales


Introduction
In what is known as “direct sales,” the sales representative tries to convince a potential end-consumer of their offer by telephone or through personal interaction. However, the use of sales staff in personal sales is cost-intensive, and recruitment and training of sales staff is time-consuming. Therefore, the development of direct marketing is primarily based on two goals: Attracting more customers and achieving a cost reduction.	Comment by Translator: Consider using italics throughout for indicated "terms", rather that quotation marks as per The Chicago Manual of Style, Section 7.63.  


5.1 Deﬁnition and Placement of Direct Marketing
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 Direct marketing This is also known as direct response advertising, which emphasizes response as an indicator of direct marketing.

Direct marketing or direct response advertising (Winkelmann, 2014, p. 131, as translated by author) refers to an advertising measure within an overall marketing communication that directly approaches potential customers and invites them to respond. In contrast to other means of communication, the response function is a fundamental element of direct marketing. A positive response can lead to personal (direct) sales, which occurs at the next level.	Comment by Author: I will suggest to Lila and Karen that rather than adding translated by the author for each quotation, we add an asterisk or footnote at the first one and write that all translations are by the author unless indicated otherwise.	Comment by Translator: Sure!

“Direct marketing comprises all market-related activities that make use of single-step (direct) communication to reach intended audiences in a targeted manner by approaching them individually” (Homburg &/ Krohmer, 2009, p. 787, as translated by author).	Comment by Author: For APA 7 you need a US style ampersand, not a diagonal for two authors within the in-text citation.

In the past, these market-related activities were primarily advertising letters, advertising postcards, mail, faxes, or emails. However, online and mobile marketing tools are now increasingly being utilized due to the growing significance of the internet.

The definition of the term “direct marketing” is problematic for several reasons:

· Over time, new functions have expanded the direct marketing content.
· Direct marketing capabilities have continually expanded through new techniques and the rapid development of information technology (IT).
· Online media has led to new methods of approaching customers.

Today, direct marketing is understood to mean all marketing activities that are aimed at approaching the intended audience in a targeted manner and generating a response. 

“Direct marketing includes all marketing tools utilized to establish and maintain ongoing, targeted and direct interaction with an intended audience and aims to trigger a measurable response” (Holland, 2009, p. 5, as translated by author).
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Between 1988 and 2004, direct marketing expenditures in Germany rose from 6.5 billion euros to 32.7 billion euros (Meffert &/ Rauch, 2013, p. 21, as translated by author). After reaching this peak in 2004, spending decreased somewhat and amounted to 27.3 billion euros in 2014, according to the Dialog Marketing Monitor study conducted annually by Deutsche Post (Dialog Marketing Monitor Study 27). The following table shows the distribution of total expenditures for dialog marketing across the individual media in 2014 and compares this with the previous year.
[image: Chart, timeline, bar chart

Description automatically generated]

Direct Marketing and Dialogue Marketing

In recent years, the term “dialogue marketing” has firmly established itself as the 
replacement for “direct marketing” (Holland 2014, p. 5, as translated by author).


These days, direct marketing and dialogue marketing are largely used synonymously. Dialogue marketing places particular emphasis on long-term dialogue with the intended audience, i.e., with the customer or prospect. Direct marketing is orientated towards a response. Dialogue marketing sees its goal in as fostering a “longer- term interaction” (Holland, 2014, p. 6, as translated by author).	Comment by Author: Everyone uses toward and towards interchangeably – technically, towards is more UK.	Comment by Author: Hyphen needed here	Comment by Author: Perhaps Ibid., p. 6?	Comment by Translator: APA 7 doesn't appear to use Ibid. at all. Also, it's quite possible that these two citations will not appear in the same order in the final typesetting.

Dialogue marketing This type of marketing is oriented towards the long- term.









According to Schneider and Hesse (2013, p. 48, as translated by author), dialogue marketing is defined as individual, interactive, and direct. The characteristic iIndividual denotes a contrast to an undifferentiated market development or market cultivation based on the concept of market segmentation. The term interactive means that it is designed for an immediate response from potential customers. Interactivity also implies a move away from a simple sender-receiver model whereby companies assume the role of sender and customers that of the receiver. Rather, the impetus for interactivity can also come from the customer, for example, in the context of complaint management. Finally, dialog marketing includes addressing customers in a direct manner. This means that communicative or sales intermediaries are bypassed in dialog marketing (Schneider &/Hesse 2013, p. 48, as translated by author).


5.2 The Development of Direct Marketing
The causes behind the increasing importance of direct marketing are:

· increasingly saturated markets in the western industrialized western countries,
· growing homogeneity of products and services,
· heightened importance of differentiation through communication,
· rising expenditures in traditional media alongside decreasing customer uptake capacity,
· decreasing declining effectiveness and efﬁciency.

The trend toward personalized and individualized direct contact with customers is explained and justified by these causes. Meffert and Rauch (2013, p. 21, as translated by author) describe this as the “change from (indirect) mass marketing to (direct, interactive) individual marketing.” 



Information technology
 This is a dialog marketing driver.

Target group 
fragmenta-	Comment by Author: The word must be broken between syllables.
tion 
This is the fragmentation of the target groups into ever smaller sub-markets.

This development is supported by technological developments (information technology), as well as by an increasingly multi-optional, unstable type of consumption. CThis consumption is characterized by a complex interplay of different consumption motives, this consumption and therefore cannot be classified into the traditional motivational and behavioral schemes (Meffert et al. 2011, p. 558, as translated by author). The resulting blurring of traditional segmentation and target group approaches (target group fragmentation) is particularly manifestedmanifests particularly in falling loyaltyfalling loyalty rates across all industries, as well as throughin changes ining shopping behavior. These changing behaviors are characterized by the fact that consumers seek convenience and simplicity. Increasingly stressed customers desire “convenience and simplicity.” This, among other things, is the result of product proliferation, the expansion of product ranges through differentiation, and decreasedthe decreasing time for purchasing activities due to dual employment in partnerships.

Based on Kotler et al. (2011), Meffert and Rauch (2013, p. 25, as translated by author) describepresent the development of direct marketing based on Kotler et al. (2011) as follows: Starting from a product orientation, direct marketing was based on the one-to-mass-to-target group principle and characterized by direct sales. CFor example, consider, for instance, the mail order companies, such as Otto or Neckermann, which differentiated a comprehensive range of products for few customer groups, if at all.
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With the advent of automatic address management capabilities in the 1960s, direct sales operations werewas then followed by the use of addressed advertising mailing.

The addition of the telephone to the range of media applications in the 1970s, enabled allowed marketing to use the various forms of direct marketing in combinationsynergy with the other marketing mix elements. In the early 1980s, the use of computer-aided databases made it common practice to systematically build and evaluate databases as part in the context of new customer acquisition and intensive support for existing customers (Meffert &/ Rauch, 2013, p. 25, as translated by author).


Based on the possibilities of innovative production technologies (mass customization), as well as improved sales support processes, a high degree of personal focus on the customer intimacy (customized marketing) proliferatedwas propagated  on a conceptual level in the early 1990s. Direct marketing saw witnessed yet another change in the second half of the 90s with the spread of internet-based technologies. Holistic, personalized, and dialogue-oriented customer processing gained in significance as the result of the newly possible networking betweenof information and interaction parameters (the proﬁles and the actions derived from them in among all internal and external interfaces and in “real timereal time”) (Meffert & /Rauch, 2013, p. 25). Thus, customer relationship management (CRM) becameis now the guiding principle of modern direct marketing (Bruhn 2015, p. 5, as translated by author).

[image: Diagram
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The development of what is known as “Web 2.0” with Facebook, Twitter, and blogs in the new millennium led to the latestst development stage of direct marketing, now allowing for the time being and now allows  consumers to network with each another. Companies must learn to handle this form of customer expression of opinion, sincebecause every customer can be both the recipient and sender of positive or negative messages about companies and products. This brought aboutgenerates a dynamic of multiplication of negative opinions multiplication that follows previously unknown laws.

Mass customization This is customer-specific mass production.


























Web 2.0
Web 2.0 is transforming direct marketing into a participatory marketing tool.









“As a result, direct marketing is increasingly evolving from  a company-controlled, dialogue-oriented marketing device to a participatory marketing mechanism. At this level, it is no longer primarily a matter of maintaining as much control as possible over the customer-oriented content by means of direct marketing campaigns, but also of participating in the customer dialogue and being perceived as a credible dialog partner” (Meffert & /Rauch, 2013, p. 27, as translated by author). This means that marketing, particularly direct marketing, is increasingly developing into a conversation with customers (Deighton & /Kornfeld, 2009, as translated by author). The following illustration summarizes this development.
[image: Diagram
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Holland (2014, p. 15, as translated by author) also argues: “The marketing of many companies has evolved from mass marketing to market gap and market niche marketing with ever smaller target groups for individual marketing, i.e., dialogue marketing.”.
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These segmented markets mean increasingly smaller and smallest market niches that are too narrow to handle usingwith traditional marketing tools, since the scatter loss would be too great. Dialogue marketing is an excellent way of countering this development. The focus is no longer on the one-sided transaction, but rather on long-term customer relationships and customer retention. A dialogue is conducted with the individually known customer, and; there is a close relationship between the supplier and the customer. Instead of the standardized exchange of services, the goal here is to establish an individual customer relationship. Along with greaterAlongside the higher customer orientation, the target accuracy and, the improved effectiveness of a personalized approach, as well as the measurement of results performance review and its ﬂexible use are among dialogue marketing’sthe  success factors in dialog marketing (Holland, 2014, p. 15, as translated by author).	Comment by Author: Is there a particular reason as to why this has been coloured in red, as the original German does not do so	Comment by Translator: The red was a terminology tracking tool that should have been switched back to black.

	Dialogue Marketing’s Success Factors	Comment by Author: Please recreate any editable tables directly in the translated document

	Market trends
	Customer  orientation


	
· Market segmentation
· Changing values: Individualization
· IT development
	
· Customer retention
· Individual customer relationships

	Target accuracy
	Effectiveness

	
· Lower scatter loss
· Increasing costs offor traditional communication and field sales
	
· Personalization
· Increased attention
· “Shutting out the competition”

	Performance review
	Flexibility

	
· Effectiveness
· Profitability analysis	Comment by Author: Alternatively: Analysis of profitability	Comment by Translator: Revised to Profitability analysis
· Test capabilities 
	
· Flexible application, even with    small budgets	Comment by Author: Although the bullet-point appears in the German on this line, consider removing it, as this is still part of the first bullet-point (even in the German).	Comment by Translator: Revised.
· Internationalization












5.3 Dialogue Marketing and Sales: From Sales Representative Visits to Written Sales Talks Pitch — The Siegfried Vögele Dialogue Method®





Personal sales pitchtalk
The personal sales pitchtalk is the basis of the dialogue method.


Siegfried Vögele developed the dialogue method in the late 1970s, drawing on his. During this development, Vögele drew on experience from his sales and consultaningcy activities and from the mail order business in the 1960s. He translatedtransferred the elements of personal sales pitchestalks into written, sales-oriented communication. The result is a model that triesseeks to anticipate customers’ possible questions, wishes, or objections of the customer to establish an imaginary dialogue with them in order to conclude with a sale. This should lead to the conclusion of the sale (response). Following this principle, the aim is to generate more “yes” than “no” responses during the dialog, whether oral or written (Vögele & /Versen, 2013, pp. 10-17, as translated by author).

To gain further insights, Vögele used empirical methods, such as questioning and observation ofing test subjects, using (eye tracking and tachistoscope testse, or skin resistance measurements). His use of the eye camera is particularly well-known (Bidmon & /Fischer, 2013, p. 202, as translated by author).	Comment by Translator: It's difficult to find instances of eye-tracking in English, so eye tracking has not been revised to include a hypen. https://www.google.com/search?q=what+is+eye-tracking+technology&ei=yc0AYqLsAdyX9u8Pva-D4AI&oq=what+is+eye-track&gs_lcp=Cgdnd3Mtd2l6EAEYATIFCAAQgAQyBQgAEIAEMgYIABAWEB4yBggAEBYQHjIGCAAQFhAeMgYIABAWEB4yBggAEBYQHjIGCAAQFhAeMgYIABAWEB4yBggAEBYQHjoHCAAQRxCwAzoHCAAQsAMQQzoFCAAQkQI6BAgAEEM6CwguEIAEEMcBENEDOgsILhCABBDHARCjAjoFCC4QgAQ6CAgAEIAEEMkDSgUIPBIBMUoECEEYAEoECEYYAFDPBFj2O2DvTmgCcAJ4AIABigGIAdgKkgEEMTYuMZgBAKABAbABAMgBCsABAQ&sclient=gws-wiz

In 1984, Siegfried Vögele surprised an assembly of direct marketing experts in Montreux with an extraordinary presentation: On stage, live, and with the aid of an eye camera, he demonstrated how people actually read advertising letters. A test person from the audience was asked to open and read mailings with an eye camera attached. The images of their eye movements were transmitted to the video screen (Löffler & /Scherfke, 1999, p. 170, as translated by author).	Comment by Author: This clearly ought to be a block quote given its length, in which case the commas need to be removed.	Comment by Translator: The quotation marks have been removed, rather than the commas.

The expert audience was surprised to see how quickly their gaze flickered across the paper, pausing only briefly at one point or another, rather than reading line by line from top to bottom. After a few seconds, the mailing was skimmed and set aside. According to Holst (2013, p. 225, as translated by author), Vögele's contributions primarily lie in ...

· ... looking at advertising through the eyes of the recipient;
· ... further developing knowledge of eye tracking:
· ... bringing the eye camera from the field of academic research into practice.

The following indicators, in whole or in part,  are used, in whole or in part, in eye tracking analysis:

· Conspicuity 
· Viewing duration
· Fixation points
· Fixation order
· Fixation frequency
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· Fixation duration
· Saccade length


The analysis with the eye camera is supplemented with surveys (semi-structured interviews) which recordin which aspects such as unaided and aided and unaided recall, a content description, as well as likes and dislikes are recorded.

With the aid of an eye camera, Vögele described and structured the process of handling a mailing (Holst, 2013, p. 227, as translated by author). The following table shows the individual phases of the insight gained through these observations.

Eye camera
This registers the eye movements whenile reading.


	Process of analysis with a mailing

	Short dialogue
	· The reader forms a first impression.
· The envelope is viewed and, opened, and the mailing content is scanned in about 20 seconds.
· The short dialogue is used for orientation and for checking to whatich extent the mailing is relevant and interestingengaging.
· There is usually nNo content or argument analysis generally occurs.
· Decision: Invest time in the mailing or discardthrow it away?
· The elements considered are those that are quick and easy to grasp (images, graphics, headlines, addressing).	Comment by Author: Does this refer to the literal writing of the customer’s address or does this refer to how the customer is being addressed? Consider specifying e.g. if this refers to the latter, could say “how the customer is approached.” 	Comment by Translator: The former applies in this context.  Approach is generally used with the latter context.

	Reading threshold

	“Reading,”, deepened analysis of the content
	· Texts are read by skimming, listsenumerations are observednoticed, images and graphics are considered, etc.
· Arguments, benefits, advantages, conditions, reference addresses, prices are perceived.
· Test results, consumer opinions, testimonials are read and evaluated.
· Opinion formation and decision on relevance ensue occurs.

	Reaction threshold












	Process of analysis with a mailing

	Response
	Positive:
· Filling in the reply card, address noted for further contact, product order, participation in a contest, redemption of coupons, etc.

Negative:
· The mailing is discardedthrown away.


Based on the insights gained in the meantime, some recommendations for the design of communication media can be formulated (Holst, 2013, pp. 232––233, as translated by author).	Comment by Translator: Consider using may sparingly throughout the full content since the actual capabilities following most instances of can exist. Also, if the English version of Sales Management I is to be viewed as a guideline, there are 84 instances of can and only 10 instances of may.

· First impressions count! The “introductory sequence” is critical for recipients’ decisive in further analysis of the mailing by the recipient. PeopleTest persons initially skim through the mailing in a short dialogue to gain a first impression.
· Keep it short and simple! Having a clear idea of what to communicate is crucial. The means of communication often holds too many messages (benefits, arguments, etc.) with too many design elements all competing for attention. As a result, the The message is unrecognizable to the receiver in the short time that they are willing to devote to the means of communication. This applies equally to mailings, catalogues, brochures, or customer magazines.	Comment by Author: Preferred US spelling	Comment by Translator: Noted & revised within the content. Catalogue is actually the more common UK/International spelling. See: https://www.dict.cc/?s=catalog , https://www.grammarly.com/blog/catalog-catalogue/ , https://www.grammar.com/catalog_vs._catalogue
· Address, salutation, and signature are essential components of a letter –- and they are also expected in mass communication. The address and salutation are evaluatedchecked in the short dialogue - even if the mailing is a bulk mail piece “To all households” or to “Mr. or Mrs. Smith.”. The reader likewise checks: Is there a signature?	Comment by Author: Could be clearer by specifying which type of address – literal or manner in which the customer is spoken to	Comment by Translator: As above. The former applies in this context.  Approach is used with the latter context.
· Texts need structure through subheadings. If these already providegive indications of the content of the text, the entire text is more likely to be given attention.pursued. The same rule applies to captions.
· The perception hierarchy - the priority with which, for example, faces are perceived before graphics and headlines before texts - has been confirmed. However, the use of these design elements must be proportionaled and suit fit the message in order to achieve an effect.


Summary	
Direct marketing is a tiered, direct communication with customers, aimed at  with the aim of achieving a response. The growing importance of different the  internet platforms as well as online and mobile marketing have influenced direct marketing.
Dialogue marketing is spoken of more often today and expresses the idea of ongoing communication. Dialogue marketing therefore relies on a targeted, long-term interaction. Siegfried Vögele contributed wide-ranging knowledge toon the design
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of direct marketing, which can also be transferred to the design of dialogue measures forin online and mobile marketing.
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Unit 6
Dialogue Marketing Media: 
Use and Design





STUDY GOALS

After completing this unit, you will know ...	Comment by Translator: Preference between "you will..." and "students will..."?

... which media dialogue marketing includes.
... which media are most often used in dialogue marketing.
... which design guidelines are applied to dialogue marketing.
... which strategies are used in dialogue marketing campaigns.
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6. Dialogue Marketing Media: 
Use and Design

Introduction
The internet has expanded direct marketing to include additional media. Experts are now talking about dialogue marketing, which refers to the inclusion of media such as the internet and smartphones. The Deutsche Direktmarketing Verband (DDV) (German Direct Marketing Association) adapted to these changes in 2008 and renamed itself as Dialogmarketing Verband (Dialogue Marketing Association). Companies must learn how to handle these new possibilities as well as how the interplay with traditional media functions.


6.1 Media and Their Use in Dialogue Marketing
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Response elements These elements can be used in a variety of media.

Dialogue marketing media includes direct marketing activities such as addressed advertising mail (mailings), direct household advertising in the form of brochures, catalogs, bulk mail (unaddressed advertising mail), and partially addressed advertising mail, as well as active and passive telemarketing. Direct interaction with customers is ensured through digital media activities. These activities include emailing and banner advertising, as well as activities in the field of mobile marketing, search engine marketing, and social media marketing. In traditional media such as magazines and television, dialogue marketing with a response element is also possible using print advertising and inserts, radio and television advertising, as well as poster and outdoor advertising. Likewise, personal dialogue activities involving on-site promotions (e.g., tasting actions with promoters at the POS) or trade fair presences are also considered as part of dialogue marketing.

The following illustration shows an overview of the most significant media. However, it does not claim to be complete. Dialogue media, traditional media with response elements, and media with dialogue elements are each distinguished by a different background color.



[bookmark: _Hlk94428876]Dialogue Marketing Media: Use and Design
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Media Utilization

Every year, Deutsche Post AG conducts representative surveys of companies that ascertain and differentiate the importance of dialogue from the users’ perspective according to the various media. These results are published in the Dialogue Marketing Monitor. The table below shows the media user shares in 2014 (Deutsche Post n. d., p. 14, as translated by author).	Comment by Translator: Alternatively: user percentages or user proportions here, as well as in the appropriate variations within the table below.

	2014 Media User Shares in Germany

	Media
	Share of users of individual media in 2014
(Share of companies that use the medium; multiple answers possible)

	Traditional media
	.

	TV advertising
	0.9%

	Radio advertising
	2.0 %

	Print advertising
	57.2%

	Insert advertising
	18.3%

	Poster and outdoor advertising
	30.8%

	Cinema advertising
	0.4%

	Dialogue marketing media
	.

	Fully addressed advertising mail
	15.7%

	Partial and unaddressed advertising mail
	10.4 %

	Active telemarketing
	11.7%

	Passive telemarketing
	12.0%

	Own website
	69.3%

	Online marketing
	45.8 %

	Media with dialogue elements
	.

	In-store actions (e.g., promotions and coupons)
	9.1%

	Customer magazines
	6.6 %

	Trade fairs
	21.1 %

	
	



As in previous years, print advertising and the company’s own website top the list of media used by companies. With nearly 70%, “own website” is the most popular advertising form within the German advertising market. This is followed in second place by a traditional medium: 57% of companies place print advertising. Online marketing takes third place with 46%.
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The following table provides an overview of dialogue marketing media in terms of their number of users and the total expenditures per medium in Germany in 2014.

	Dialogue Marketing Media User Shares and Expenditures 2014 (1)	Comment by Translator: Alternatively: user percentages or user proportions.

	Dialogue marketing media
	Number of users
(in thousands)
	Total expenditures 
(in billions of euros)
	Expenditures per user
(in thousands) of euros)

	Own website
	2,314
	6.4
	2.8

	Online marketing
	1,528
	7.1
	4.6

	Fully addressed advertising mail
	524
	8.6
	16.5

	Passive telemarketing
	401
	1.1
	2.7

	Active telemarketing
	392
	1.6
	4.1

	Partial and unaddressed advertising mail*
	346
	2.5
	1.1

	Total
	2,721
	27.3
	10.0

	Basis: All companies, multiple answers, rounding-related deviations to 100%,
*Low number of cases in at least one sector.




	Dialogue Marketing Media User Shares and Expenditures 2014 (2)

	Media with dialogue elements
	Number of users
(in thousands)
	Total expenditures 
(in billions of euros)
	Expenditures 
per user
(in thousands) of euros)

	Trade fairs
	704
	15.5
	22.0












	Media with dialogue elements
	Number of users 
(in thousands)
	Total expenditures 
(in billions of euros)
	Expenditures 
per user
(in thousands of) euros)

	In-store actions,
e.g., promotions, coupons
	303
	1.7
	5.7

	Customer magazines
	222
	2.6
	11.7

	Total
	991
	19.8
	20.0

	Basis: All companies, multiple answers, rounding-related deviations to 100%



More than 80%, or around 2.7 million companies, use at least one dialogue marketing medium to attract the attention of (potential) customers and spend 27.3 billion euros on this. Thus, dialogue marketing is at the top of the three media groups in terms of financial and user numbers. These user numbers are primarily the result of the digital customer approach. 2.3 million companies have their own website and 1.5 million companies rely on online marketing. Financially, however, the main contributors to the customer dialogue are personalized mailings and catalogs, i.e., ofﬂine media. A good half a million users pay 8.6 billion euros for fully addressed direct mailings, thereby continuing to secure first place in dialogue marketing.

In terms of user numbers and budget amounts, media with dialogue elements is the smallest sector within the overall advertising market. The nearly 1 million users only spend a total of around 19.8 billion euros. Almost 80% of this ends up in the budget pot for trade fair appearances and road shows. With 15.5 billion euros, trade fairs are not only the media with dialogue elements used, but this is the individual medium with the highest budget overall. Approximately 700,000 users engage in their trade fair appearances at an average cost of 22,000 euros per year.

At an average of 11,700 euros per company, there is also a willingness to spend a comparatively large amount of money on customer magazines. Nevertheless, at 2.6 billion euros, the total expenditures are significantly lower due to the small number of users (Deutsche Post n. d., pp. 13-14, as translated by author).


6.2 The Design of Dialogue Marketing
The insights of the dialogue method as an aid in the design of direct marketing are explained in Unit 5. The dialogue method also provides information on the design of the “initial dialogue,” in other words, the first brief contact through advertising media.
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Originally, assertions regarding the design of an initial dialogue only applied to print media, but it is also possible to transfer them to online and mobile media in a modified form (Bidmon & Fischer, 2013, p. 200, as translated by author).


The fundamental idea behind the dialogue method is to design an impersonal contact (by letter, for instance) with the customer in the same way as a sales pitch. In order to be able to define the content design of such written contact more precisely, Vögele developed the concept of reader questions for practical use. When coming into contact with the advertising material, the reader has an abundance of “unspoken reader questions.” During this contact, basic questions arise and apply to every offer. For example, “Who is writing to me?” or “Why me?” or “Why today?”

There are also offer-specific content questions such as: “Why is titanium used?” “What are the benefits of the XY feature for me?” The (potential) customer is now looking for these answers within the advertising material. Here, Vögele also applies an orientation toward reader questions by asking, for example, “Which photos must a brochure include?” He recommends watching successful salespeople sell a product. For instance, if the salesperson repeatedly points to a particular detail of the product, that detail must also appear as a photo in the brochure. Similarly, the headings could have certain key sales arguments (Bidmon & Fischer, 2013, pp. 201–202, as translated by author; Vögele 2002, as translated by author).

At which points these answers are sought is also a question that arises, i.e., which assertions can be made about the formal design of the advertising material.

The traditional form of addressed advertising mail is the mailing (classic mail order package), which consists of at least four components (Holland, 2013, p. 355f., as translated by author):

· Envelope: First contact with the recipient is established with the mailing envelope or cover. The task here is to protect the contents on the way to the recipient and to generate their interest. The first few seconds determine whether the recipient opens the envelope and engages with the offer, or whether the mailing is discarded unopened. Finally, the mailing must provide postal information and identify the sender.
· Letter: The letter assumes a function that is comparable to the sales pitch in a personal contact. It should answer the reader’s most important questions and explain the benefits of the offer. The recipient is approached by name in the letter and, of course, individualization as an advantage of dialogue marketing comes into play here. This places high demands on the copywriter since the letter is considered as a substitute for personal conversation in a dialogue. The letter represents a transition between the first overview of the mailing and a detailed engagement with the offer. A recipient whose interest is generated by the letter will then turn to the brochure and their willingness to react increases.






Basic questions These apply to every offer.

Content questions
These are offer-speciﬁc.









· Brochure with detailed information on the offer: The brochure presents the offer in detail. A range from a short-format flyer to an extensive catalogue is possible depending on the size of the advertising mailing. When comparing the mailing with a sales pitch, the letter corresponds to a field sales representative’s arguments for the offer during which the potential customer will ask for detailed information as soon as their interest is aroused. In this case, the sales representative would then reach for their brochure material. With a mailing, the enclosed brochure with further information and illustrations then comes into play.
· Response element for the easiest possible reaction: The goal of dialogue marketing is to prompt the recipient to respond. The mailing must therefore include a reply card or an order form with a return envelope. The means of response should be designed in such a way that it is as easy to fill out as possible. The goal of dialogue marketing is achieved when the recipient fills out this means of response and sends it back. Then the dialogue progresses into the next stage. The reply card or the order form is returned to the sender and can be recorded in the performance evaluation. This reaction is stored in the database and leads to a reply from the company (Holland 2013, p. 356, as translated by author).

The illustration below shows an overview of the components of a mailing:
[image: ]

The classification of unaddressed advertising mail (these are labeled “To all households” or “To all households with daily mail”) in the dialogue marketing system is problematic. In general, there is no direct contact between the sender and the recipient. Strictly speaking, unaddressed advertising mail can only be assigned to dialogue marketing if it is intended to establish direct contact (Holland, 2013, p. 357, as translated by author).
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The personal sales pitch is the model for holding corresponding “substitute pitches” in the form of advertising letters. The dialogue method can also be applied to the design of the new, internet-based tools of dialogue marketing, the task of which is often not to sell immediately. For example, banners or Google AdWords advertisements are almost always tasked with forwarding to a landing page. Corresponding discussions then serve as a model for the design of the new tools (Vögele & von Versen, 2013, p. 7, as translated by author).	Comment by Translator: Google has since renamed their AdWords as Google Ads.	Comment by Translator: The citation within the first paragraph of 5.3 simply lists Versen, rather than von Versen.

The role of addressed advertising mail has not diminished despite the growing importance of the internet and e-commerce. Mailings and the internet are intended to create synergy effects in which their combined use intensifies the customer approach. At the same time, mailings are also specifically used to acquire online customers and intended audience segmentation is becoming increasingly important. As a result, companies are intensifying and optimizing the way they approach their customers, and the mailings offer a good price-performance ratio for this. The increasingly stronger segmentation of intended audiences for mailings is supported by the advances in database management (Burow, 2013, p. 213f., as translated by author).


6.3 Case Studies

Kia Dream Team Campaign 

Kia Motors, part of the Hyundai Motor Group, the fifth largest car manufacturer in the world at the time of the campaign, used direct mail to advertise its Dream Team special models for the 2012 European Football Championship. In total, Kia sent 8.86 million car-related direct mails for an advertising expenditure of 0.7 million euros in the first quarter of 2012. This means that nearly one in ten of Kia’s advertising euros went toward the direct mail medium, while in comparison with the same quarter of the previous year, Kia did not advertise cars via direct mail at all. 95% of the advertising mail sent out also included a response element. Most of these elements were a coupon for a test drive of the Dream Team models, which in turn entitled the recipient to take part in a drawing for European Championship tickets. 98% of the Kia direct mails, which were purely brochures and flyers, were sent unaddressed. For Kia, the focus of the campaign was on approaching new customers.

One in five private households in Germany were reached in the first quarter of 2012, 3.1% of which reported being a Kia customer. Of the households approached, 38% said they read the Kia advertising mail. 10.7% found the advertised offer interesting, 0.3% said they would respond, and 1.7% said that they might respond.

Differentiated according to intended audiences, households with a monthly net income of over EUR 3,000 were approached to a slightly lesser extent, but they responded best: 1.5% said they would respond to the direct mail. By comparison, families with children, who were disproportionately approached, also responded better than average: Here, as many as 1.8% said they would respond to the direct mail and 1.5% said they might respond.


Substitute pitches
Advertising letters are substitute pitches for the personal sales pitch.






The mailing, which referred its recipients to their local authorized dealers, was recorded by the Nielsen market research institute. At the same time, Kia’s internet presence was analyzed with the help of Nielsen NetView. The banners placed on the internet linked to the Kia website or specifically to the subsite, which saw a steady increase in visitors from January to March 2012: In March 2012, every second visitor to the Kia website had already visited the subsite.

Overall, the Kia website recorded 241,000 net visitors in March 2012, 70% of whom were male. The visitors spent an average of nearly four and a half minutes on the Kia website and viewed an average of six pages. The visitors to the Kia website also frequently had a disproportionately high gross annual household income of 36,000 to 54,000 euros. At 41.2% in absolute terms, this intended audience category also represented the largest share of visitors to kia.de.

When differentiating according to life cycles in terms of quantity, the young and middle-aged couples with no children represented the largest share of visitors with 30.3%. This intended audience also disproportionately frequented the Kia website in comparison to the structure of active internet users.

A look at the “full nesters” (families with children), who were often disproportionately approached by Kia via direct mail (as already described above) and responded better than average, shows that they represented the second-strongest share of visitors to the Kia website (28.0%), but were underrepresented compared to active internet users.

Based on the good response rate and the number of visitors to the subsite, the Dream Team campaign can be considered as a success (Wibbelt, 2013, pp. 157–160, as translated by author).

Although the subsite no longer exists, a chronicle of the campaign can be viewed on Facebook (2012).

The ültje Tauschrausch (ültje Trade Mania)

In 2011, the ültje food brand launched a cross-media campaign that attracted a great deal of attention as the result of its successful dovetailing of online and ofﬂine elements. The basic concept was a nationwide trading competition that pursued the goal of both opening direct dialogue and creating a buzz through internet virality.

The mechanics of the campaign are explained in a YouTube video (ültje 2011).
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A multi-layer communication was developed that began with an online-based advertising process followed by an online audience voting and casting and ended with the accompanying trading competition. The campaign mechanics envisioned a growing virality. This was ensured by daily reporting with interviews on the local stations as well as by the trading itself, which was not only conducted online and via the blogs, and ultimately on eBay, but also ensued in the real environment of each of the nut traders.

The idea of the campaign was a trading during which six “nut traders” competed against each other in a Germany-wide trading competition. Each of the six competitors were tasked with using clever bargaining to exchange a can of ültje peanuts for one or more valuable items over the course of two weeks. Then at the end, these valuable items were auctioned off at a high price to be donated to a local charitable institution.

The trading competition was initially preceded by an online application and voting phase on the specially created ültje-Tauschrausch microsite. The potential nut traders were recruited from metropolises in the Radio Energy broadcast areas. The design as a competition among six German cities, the accompaniment by a national radio station with local broadcasting stations, as well as the donation of the auction proceeds from the goods received in trade for charitable purposes offered starting points for the desired dialogue.

The complex mechanics of the campaign primarily took place online. The ültje-Tauschrausch microsite was used for recruiting the ültje nut traders. In the second phase, the microsite also included the blogs of the six chosen brand ambassadors (competitors), who posted progress reports regarding their trading, offering, and accepting of deals.

Wide-ranging social media activities on Facebook, Twitter, YouTube, and eBay as well as editorial seedings in blogs and forums accompanied the entire campaign.

The integration of a Tauschrausch app within the ültje fan page on Facebook was an essential communication module in the dialogue. Another important element in the campaign architecture was the cross-media cooperation with Radio Energy: The participants to-be and voters were initially teased via promotional spots and corresponding banners on the Radio Energy home page.

The high-value items traded such as several Weber grills, an LCD television, a Kettler exercise bike, a Miele vacuum cleaner, etc., generated a total revenue of 5,865.33 euros.

However, the access numbers were more relevant to ültje than the total revenue: 102,303 views with 27,752 visits and over 20% returning visitors were within the range of the expectations set for the campaign.









The on-pack information on 7 million ültje packs was a measure which, according to the questionnaires, attracted around one-third of the later-to-be applicants’ attention. Roughly the two other thirds remaining each learned about the trade campaign through the media cooperation with Radio Energy, the banner placements on the web, as well as in editorials.

The radio cooperation with Energy included promotional spots, home page containers, and follow-up pages in all three phases on the Radio Energy website, as well as an additional banner for each phase.

Each nut trader also had daily contact with “their” Energy radio station during the trading phase. In the Live Reader, announcements were made in every local station. The gross reach of these on-air bookings was 11,598 million people (net reach 2.636 million people).

The parallel banner placements provided an additional reach amounting to 16 million contacts during the two-month application and voting phase. In the subsequent trading phase, approximately 2.5 million contacts were necessary to achieve a level of attention that corresponded to the desired trading volume. The additional propagation of content on the web, known as editorial seeding, aimed at encouraging opinion leaders on blogs, forums, etc. to report authentically on the project and the content at hand using unique and very individual measures. Mentions were made in blogs covering a wide range of topics from contest blogs over to marketing blogs and up to food and leisure blogs. In addition, themed blogs interested in company brands as well as job and contest portals also reported.

This additionally triggered a viral spread within the inﬂuencers’ own networks. Campaign trailers were also played on YouTube Insides while Facebook and Twitter likewise linked to the campaign page via apps. (Eicher, 2013, pp. 101-106, as translated by author).


Summary
Dialogue marketing consists of online and offline media. Traditional media such as print and TV advertising are also counted among these media if they contain a response element such as the insertion of a phone number within TV advertising or QR codes in print advertising. The company’s own website and online marketing are among the strongest dialogue marketing media.

The design principles for a mailing can also be transferred to dialogue marketing media.

In the case studies above, Kia is impressive with its high response rate and the number of visitors to the campaign subsite.
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The ültje trade mania campaign is characterized by extensive social media activities and a successful combination of online and offline media.
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Basics and Forms of Online Marketing and Sales Management





STUDY GOALS

After completing this unit, you will know ...	Comment by Translator: Preference between "you will..." and "students will..."?

... what the concept of online marketing means.
... which forms are included in online marketing.
... what is to be considered when designing the company website.
... which additional forms of online marketing are relevant to sales.
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7. Basics and Forms of Online Marketing and Sales Management

Introduction
What started out as direct marketing in the 1950s, namely convincing the customer to respond (response), was given entirely new possibilities with the advent of the internet, the global interconnection of computers and computer systems. The transfer of data in an extreme variety of forms enabled and simplified the dialogue with customers. The further development of the early Web 1.0 due to the emergence of what is known as the participatory internet, Web 2.0, is now enabling the active participation of users to an unprecedented extent. The development of online marketing is closely interlinked with the goals, strategies, and mechanisms of direct and dialogue marketing. Many of the success factors and solution concepts of dialogue marketing represent the ideal basis for its continuation in online media. This unit begins with a clarification of the concepts and explains the forms of online marketing.


7.1 Concepts and Forms of Online Marketing
There is little agreement on what is meant by online marketing despite the comparatively young history of online marketing within marketing literature.
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Online marketing This is often viewed as a mechanism of sales policy.

Holland (2015, p. 361, as translated by author) sees online marketing as a mechanism of sales policy and refers to the use of the marketing mix (4Ps), which must take the technical possibilities into account, writing that: “Online marketing is understood as sales policy utilization of the internet in order to orientate product, price, sales (place), and communication policy (promotion) toward the market with the aid of the innovative capabilities of online communication (virtuality, multimedia, interactivity, and individuality) under its technical framework conditions (computer performance, networking, digitization, and data transfer)”.

Kreutzer (2014, p. 4, as translated by author) defines online marketing very broadly and subordinates the forms of mobile marketing and social media marketing to online marketing. For him, everything that can be conveyed via an internet protocol to an internet-capable end device and that could directly or indirectly satisfy a marketing goal is online marketing (Lammenett, 2012, p. 25, as translated by author). “Online marketing includes the planning, organization, implementation, and control of all market-oriented activities that use mobile and/or stationary devices with internet access to achieve marketing goals” (Kreutzer, 2014, p. 4, as translated by author).

Lammenett (2012, p. 26, as translated by author) advocates the distinction between online marketing and internet marketing:
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· “Internet marketing is marketing work that targets the use of internet services (www., email, Usenet, FTP, etc.) for marketing. The main component of the internet marketing mix is usually the company’s own internet site or a very specific internet site. Ideally, the internet marketing mix is an integral component of an overall marketing mix “(Lammenett, 2012, p. 26, as translated by author).
· “Online marketing comprises measures or bundles of measures aimed at directing visitors to the company’s own website or a specific one, from which business can then be directly conducted or initiated” (Lammenett, 2012, p. 26, as translated by author).


Despite all the new opportunities as well as the new challenges that the internet introduces for sales, the fundamental schools of thought for sales strategy still hold true. According to Kreutzer (2014, p. 23, as translated by author), “The increased use of online marketing does not mean that the existing knowledge of marketing and customer behavior is suddenly obsolete; quite the opposite is true. The key requirements for successful marketing, as they were developed and discussed in the context of the behavioral science foundations of marketing, among others, also hold their validity in the online era.”

Forms of Online Marketing

There are many forms of online marketing despite it being a relatively young marketing discipline.

The following illustration provides an overview of the forms of online marketing that result in direct business or indirectly support existing business. Here, for instance, the keyword “direct business” means online shops where sales are generated directly on the internet, while the indirect support of existing business refers to sales involving partners.



Schools of thought for sales strategy The fundamental schools of thought for sales strategy also hold true in the internet era.


[image: ]









In a survey conducted by the online CRM service provider “atregic” among 638 corporate and marketing managers in German retail companies regarding the online marketing mechanisms used in their companies, more than 70% of the respondents said that their company already uses email marketing, followed by SEO (56%) and SEA (49%).
[image: ]

Many of the mechanisms of online marketing are visible to the user while others are only used internally and without an outward visibility. The illustration below shows the distinction between the internal and external forms of appearance of online marketing.
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7.2 The Corporate Website


The most important step in online marketing is establishing one’s own internet presence by building a corporate website. The corporate website refers to the complete internet presence of a company. It is also called web appearance, web presence or web offer. 	Comment by Translator: This is somewhat inaccurate these days, particularly if a company engages (is present) on social media with their own Facebook, Twitter, etc. page.

The “website” should not be confused with “web page.” While the website describes the complete internet presence, the web page only refers to one or a few web pages. Components of a corporate website can include the option to request information, an e-commerce platform for direct orders, a product conﬁgurator, a store finder, and restricted user areas for particularly important customers or members (Kreutzer, 2013, p. 95, as translated by author).

Networking with social media, such as linking to the company’s own blogs, online communities, social bookmarks, or its own presence on YouTube, Facebook, Pinterest, and Twitter may also be found within a corporate website. It should therefore be kept in mind that the corporate website represents the (online) business card of a company. If it is not convincing, the user may lose interest in the company and its offerings during the very first contact (Kreutzer 2013, p. 95, as translated by author).


Corporate website This is the company’s storefront on the internet.










Company business card
The corporate website is also known as a company’s business card.










[image: ]

 A company’s home page serves as the entry point to its internet presence and can also be the central hub for their offline and online activities. Reference to company’s internet presence is frequently made in many of its ofﬂine activities. In terms of online measures, the key importance of the home page stems from the fact that the links to be found in banners, in search engines, or in price and quality rating portals often lead to this page. In order to direct this initiated online process to a successful conclusion, an orientation toward the unspoken reader questions known from dialogue marketing is helpful (Vögele, 2005, pp. 76-78, pp. 176-181, as translated by author).


Intended audiences      
As such, intended audiences and reading robots are to be taken into account when building the corporate website.


Log in This allows a user to be identified.

There are two intended audiences to consider when building the corporate website. One is the intended audiences that a company ultimately wants to address (customers, prospective customers, suppliers, job applicants, investors, etc.), and the second is the search engines’ search robots. These search robots (bots) are used by search engines. They represent computer programs that scan websites and index them for databases.

When building a corporate website, the question arises as to whether a log in is required on the corporate website in order to clearly identify the user. While this is a matter of common practice with online shops and online booking systems to enable correct processing, delivery, and payment transactions, the need for this is not necessarily the case for all sites. However, many website operators like to know who is using their information and/or other services. When logging in, a combination of customer number, username and/or email address in connection with a password is often requested. This makes personalization, i.e., approaching the intended person, as well as the individualization of the offers possible.
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Individualization is achieved through the speciﬁc adaptation of offers to the requirements of the user. One example is Amazon: Individual purchase recommendations are displayed or specific content is offered on the website based on purchases made in the past few months or previous searches.


However, a log in always comes with a filter effect, a barrier that some users are not willing to overcome. This is known as a log in wall and this barrier must be overcome with exciting and relevant content.

The use of cookies offer another, albeit limited, possibility for individualization. These are small files that are stored on the computer’s local hard drive by the web server for the purpose of identifying the computer. In the process of further use on other websites or during subsequent visits at a later time, these files can be queried and the computer can therefore be clearly identiﬁed. However, this does not lend toward personalization and different users may even be accessing the same computer. Individualization of the approach occurs on the basis of information about past transactions stored by means of cookies. This information can be used as the basis for the delivery of advertising. However, not all internet users allow cookies to be set and/or delete the set cookies at regular intervals. In addition, browsers offer the possibility to manage cookies for individual websites in a differentiated manner or to prevent them by applying speciﬁc functions. As a result, it is difficult or impossible to track internet transactions if the user cannot be motivated to log in (Kreutzer, 2014, pp. 94–113, as translated by author).

Content Marketing

Content marketing focuses on high-quality information rather than promotional content. As a variation on traditional online marketing, this form of advertising delivers genuine added value to the reader through informative texts, thereby encouraging them to make a purchase. The content is published on the company website or blog. Texts for content marketing can be formally structured, for instance, as an encyclopedia entry, a tutorial, or an advice page. These involve actual expert knowledge. For example, the distribution of what is referred to as white papers as part of a newsletter or for download as a PDF file is widespread among IT companies. In addition to the publication and distribution of informative texts, content marketing can also be untaken in the form of videos or podcasts.

Banner Advertising

Advertising banners, also known as display advertising, are forms of online advertising and refer to advertising windows in a variety of geometric shapes that are placed on a website and are hyperlinked to the advertiser’s internet offering. There are two payment models for advertising banners. 


Log in wall
The filter effect of the log in is known as the log in wall.
















Content marketing tries to attract users with
high-quality information.









Advertising banners 
These are advertisements
on the internet.














Affiliate systems 
These are types of internet-based sales.



Affiliate
Marketing 
This is performance-based billing.

One is based on the principle of cost per mille (CPM), in which the advertiser pays a fixed price per thousand insertions and the other is a performance-based model in which a payment is due for each action taken by a user. This can be based on individual clicks (pay per click), user registrations (pay per lead), or the conclusion of a purchase (pay per sale). Advertising banners are also used in the context of affiliate marketing.


7.3 Affiliate and Search Engine Marketing
In this section, only an excerpt of the forms of online marketing that are connected to sales are presented in more detail.

Affiliate Marketing

Affiliate systems are internet-based types of sales in which a commercial provider usually remunerates their sales partners through commissions. Here, the product supplier provides advertising materials that the afﬁliate can use on their websites or deploy via other channels such as keyword advertising or email marketing (Lammenett, 2013, pp. 32-33, as translated by author).

“Afﬁliate marketing is a sales channel and is based on partnership cooperation with performance-based settlement” (Römer, 2013, p. 634, as translated by author).

In affiliate marketing, a website operator (affiliate) places product recommendations on their website that fit with the products and services from another supplier. This recommendation is linked to the supplier’s website. If a contract is then concluded, the affiliate receives a performance-related remuneration.

Compensation can be paid as pay per sale (PPS) for concluded sales or as pay per lead (PPL) for a registration or contest entry. Remuneration on a pay per click (PPC) basis or for other actions initiated by the internet user can also be agreed.

Search Engine Marketing/Optimization

Search engines such as Google, Bing, or Yahoo collect and organize the content available on the internet. Google has a near-monopoly position in Germany with a market share of 95% (Ringel & Goede, 2013, p. 610, as translated by author).	Comment by Translator: Alta Vista no longer exists, but Bing is now among the most popular search engines.

Search engine marketing is a dialogue marketing media mechanism and thus ultimately serves to establish an interactive relationship with clearly deﬁned intended audiences. In contrast to other activities, the internet offers potential customers the opportunity to enter into communication with the respective company without a media disruption.
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Search engine marketing is dialogue marketing in real time (Ringel & Goede, 2013, p. 611, as translated by author). Search engine marketing can be divided into the areas of search engine optimization and search engine advertising.


Search engine optimizing (SEO) involves the optimal design of the website so that it is quickly found during a search and appears in one of the first positions within the search results.

To do this, the terms, so-called keywords, with which users search for offers must be identiﬁed. The goal is to appear at the top of search results. The website is tailored as well as possible to the algorithms of the search engine. These algorithms know and use more than 100 factors. Since the Google search algorithm is only partially known and is also continuously revised, the improvement of a website’s position in the ranking of organic search results can only be planned to a certain extent. In principle, continually good positioning requires the ongoing maintenance and revision of the website. Visible successes in search engine optimization also tend to be achieved in the medium to long term (Ringel & Goede, 2013, pp. 612–613, as translated by author).

SEO
This is used to make the website appear as high as possible on the search list.
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SEA
Purchased advertising space is placed within search engine results.
.

Search engine advertising (SEA) refers to the advertising spaces allocated for a fee by Google under the brand “Google AdWords” on the results pages of the Google search, as well as on the pages of the Google search partners. SEA is also known as keyword advertising. The commercial advertising spaces offered by Google on the Google search results pages are located above, below, and to the side of the organic search results. These advertising messages are identified by Google as advertisements (highlighted in yellow in the illustration above).	Comment by Translator: Google has since renamed their AdWords as Google Ads.

In addition to being placed on Google search results pages, text advertisements can also be placed on the pages of so-called Google search partners. These search partners are sites such as Bild, AOL, or T-Online that offer their visitors a search function supported by Google. If website visitors use this search function, they are presented with commercial text ads on the results pages that relate to the respective search queries made just the same as on the Google search results pages.
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Whether a page uses Google search can be seen from the “Powered by Google” mark. The “Enhanced by Google” mark means that the available search results also use Google search results and ads, but not exclusively. In this case, at least one more search engine is used.


One advantage of search engine advertising over search engine optimization is its short-notice availability. In contrast, search engine optimization measures must be planned and implemented over the long term. Placing text ads on the results page of Google searches can often deliver measurable results in a very short time. These ad spaces are sold to advertising companies by Google in a dynamic auction process. The highly visible placement of an advertisement is therefore a question of price. Ultimately, the placement of an ad is determined by the respective bid price and the so-called quality factor. By placing advertising messages on the results pages of Google searches, search engine advertising offers companies the opportunity to address clearly deﬁned intended audiences in a demand-based manner and implement sales-promoting measures in a timely manner (dialogue or direct marketing). In addition to the possibility of a demand-based customer approach, the attractiveness of search engine advertising for companies is based on the always transparent, comprehensible, and performance-oriented billing for the advertising measures. This is because the placement of an advertisement must only be paid for if it is actually clicked on by a user (pay per click).


Summary

Search engine advertising
This is possible at short notice.


There is no consensus on the extent that online marketing should be seen as a mechanism of sales policy or as a discipline in its own right.

For most companies, the most important form of online marketing is their own website. Content marketing is an attempt to attract visitors to a website or online store by means of content that is of interest to the user. Banner advertising pursues the same goal: The company that is advertising pays for advertising space on partner or banner marketer websites. By clicking the banner, the visitor is then directed to the respective target page.

Afﬁliate systems are types of distribution via the internet; suppliers remunerate their sales partners (affiliates) by means of commissions.

Search engine marketing serves to establish an interactive relationship with clearly defined intended audiences. SEO involves the optimal design of the website so that it is quickly found during an internet search and appears in one of the first positions on the search results. SEA stands for the placement of advertisements based on keywords that have been previously defined.
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Email, Mobile, and Social Media Marketing and Campaign Management





STUDY GOALS

After completing this unit, you will know ...

... which forms and possible uses email marketing offers.
... how to evaluate the performance of email marketing.
... which capabilities mobile marketing provides.
... what the forms of social media marketing are as well as their associated risks.
... how the use and performance of online and offline marketing are planned and evaluated.
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8. Email, Mobile, and Social Media Marketing and Campaign Management

Introduction
Email marketing comes the closest to traditional direct marketing by mailed letter, yet it offers a wide variety of forms and uses. These are further expanded upon with mobile marketing and social media marketing. These forms of online marketing are often used in a variety of combinations. The controlling is undertaken, partially in real time, by the campaign management. The following questions arise during of the course of this:

· What are the use and design options?
· What are the possible legal limitations?
· What are the risks?


8.1 Email Marketing
In online dialogue marketing, email marketing is particularly significant as a replacement for written letter mailings to promote sales.
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Email marketing This form of marketing transmits marketing-related information via email.


Email is the term used to describe messages that are electronically transmitted via computer networks from one internet user to one or more other users. “Email marketing involves the systematic transmission of marketing-related information by email or e-newsletter (hereinafter also referred to as e-communication) to achieve marketing objectives in both the B2B and B2C markets” (Kreutzer, 2014, p. 286, as translated by author).

Even the triumphal march of social media has not changed the dominant position of emails and email marketing.

“The importance of email marketing is also shown in the fact that emails can be used as part of the complete customer relationship lifecycle. According to Kreutzer (2014, p. 286, as translated by author), emails are suitable for the following:

· Approaching potential customers (through subscribed email addresses).
· Approaching interested parties who, for instance, have entered their email 	address on a website.
· Providing various services.
· Deepening customer relationships.

Both potential and current customers can be approached and services can also be provided via e-communication (e.g., by supplying relevant information).

Four forms of email marketing can be distinguished (Kreutzer 2014, p. 287, as translated by author):
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· Trigger emails
· Transaction emails
· After-sales emails
· E-newsletters


Trigger emails target the sale of specific products or act as a frequency driver for a brick-and-mortar or online store. Trigger emails can be the starting point for long-term campaigns in which complex communication chains take place or traditional, paper-based dialogue marketing is used. For example, several triggers can be used to try to motivate an intended audience to take out insurance or buy a new car. Trigger emails are often also a component of cross-media campaigns. Here, for instance, the initial trigger can be a poster that invites people to visit the website. If the company succeeds in gaining an email address for a further approach, then corresponding email triggers can follow. Occasions for this are, e.g., the achievement of certain point levels in customer loyalty programs, the expiration of sent coupons, or a credit balance on a customer account. Even when an online shopper has added products to the shopping cart without completing the purchase, this can be an occasion for a trigger email. At its core, the goal is always to provide a trigger toward inducing a specific reaction (response) from the intended audience. Analyses of purchasing behavior can also provide interesting stimuli for trigger emails. For example, qualiﬁed CRM data banks can perform shopping cart analyses to determine which products/services are purchased at the same time (Kreutzer, 2014, p. 288, as translated by author).

Transaction emails accompany business transactions between companies and customers or other potential customers, as the case may be. This can be the confirmation of receipt of an inquiry or order, information about a processing status, a delivery notice, or an invoice. Also, a payment reminder or an inquiry regarding satisfaction with a products/service after completion of a purchasing process are additional examples of transaction emails (Kreutzer, 2014, p. 288, as translated by author). “They are an important companion to many transactions and lend toward building a feeling of trust for online users during the entire process, since these users typically only come to know their business partner virtually. They are also a mechanism for handling those processes” (Kreutzer, 2014, p. 288, as translated by author).

“After-sales emails are positioned at the juncture between transactional and trigger emails. On the one hand, they contribute to the successful completion of a purchase process. For example, by providing important information on the use and care of the purchased products. On the other hand, interesting additional offers can be pointed out, whereby such a mail has a trigger characteristic toward new purchases. The general guiding principle underlying after-sales emails is not to finalize contact with the customer, but rather to bring a purchase to a successful ‘emotional’ conclusion, ideally to pave the way for another purchase” (Kreutzer, 2014, p. 288, as translated by author).

“The e-newsletter is of particular importance in the framework of email marketing and serves to inform both prospects and customers, as well as other stakeholders (e.g., employees or representatives of the press). The dominant objective is to establish regular communication with prospects and customers in order to achieve the highest 

Trigger emails These try to create a reaction trigger.	Comment by Translator: Alternatively: stimulus, prompt (noun), push

















Transaction emails These emails accompany a transaction.









E-newsletters 
These provide information and try to achieve engagement.

 of engagement and thus also a high level of purchase intensity among recipients” (Kreutzer, 2014, p. 288, as translated by author).

Nevertheless, reality shows: Despite all efforts, the open rate of emails is hardly higher than 40%. The following illustration shows the average open rate and click-through rate (CTR) of advertising emails by sector in Germany in 2014. The highest advertising email open rates are achieved by the real estate (40.89%), religion (40.11%), and health and fitness (39.39%) sectors.	Comment by Translator: "Health and Fitness" is not shown in this figure.  The third highest rate appears to be Travel & Transportion at 37.6%.
[image: ]
Holland (2013, p. 367, as translated by author) lists other possible uses for email marketing:

· Email as a dialogue marketing mechanism (emails for customer contact, advice, information, service, and technical support).
· Complaint management through email (an email complaint center decreases the psychological inhibition threshold for dissatisfied customers).
· Email for market research purposes (interactivity provides the opportunity to collect and process customer information in a database).
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Email Marketing Only with Consent

Emails are to be distinguished from spam or semi-legal (gray or soft opt-in) advertising emails:

· Spam: Senders deliberately and intentionally violate applicable law and send illegal emails to recipients whose address has landed on an address list. The emails do not contain a legal notice and no address can be found to which a declaration to cease and desist can be sent.
· Unsolicited email advertising: Companies are unaware of the legal situation or deliberately risk warnings by sending emails without the addressee’s consent. In most cases, it is sufficient to request removal from the mailing list by reply email.
· “Serious” emails: Here, the recipient has more or less knowingly agreed to the sending. The emails contain an unsubscribe link, which normally functions without a complicated procedure. However, there are exceptions (Schwarz 2014, p. 417, as translated by author).


One advantage of email marketing over print mailing is the automatic processing of returns. Deleted addresses produce an error message (bounce). This message is recorded by the email system and the address is removed from the distribution list (Schwarz, 2014, p. 425, as translated by author).

[bookmark: _Hlk94779216]The open rate cannot be measured, only estimated. This is accomplished with embedded images that are reloaded when the email is opened. The problem with this is that the images are often not reloaded. The reasons for this may be a new Outlook version or security blocks by a webmaster, for example. It is for these reasons that many systems use several counting approaches. The “unique open rate” describes the proportion of recipients who have supposedly opened an email. The open rate cannot be measured for emails that only contain text elements, but it can be estimated based on the click rate. However, this does not meet the requirement for a single source survey (in which all data come from the same source), since different survey methods are used (Schwarz 2014, p. 426, as translated by author).	Comment by Translator: Regarding the use of click-through rate earlier in this unit: Click Rate: This is the percentage of people who clicked a link in your email out of the people who were delivered your email. Click Through Rate: This is the percentage of people who clicked a link in your email out of the people who opened your email. 

Unlike the open rate, the click rate can be measured very precisely. But here, too, the systems provide different values: The most meaningful is the “unique click rate.” It measures how often the recipient has clicked on something. However, some systems measure every click. So, if a recipient has clicked on a link three times, this drives the click rate up, even though there is only one person behind it. Professional systems record these values in an isolated manner. Therefore, comparisons with other companies are only possible to a limited extent. Click rates also vary between consumer and industrial goods markets: In B2B, click rates are usually higher than for emails directed at consumers (Schwarz 2014, p. 426, as translated by author).


Bounce
This refers to the bounce rate.

Open rate
The open rate of emails is difficult to measure.








Click rate
This is the most valid parameter









8.2 Mobile Marketing
The increasing spread of mobile, internet-enabled devices, e.g., laptops, tablet PCs, smartphones, and smartwatches, is a significant driver of mobile marketing (Kreutzer, 2014, p. 321, as translated by author).



Mobile marketing 
This refers to marketing activities using wireless telecommunication and mobile devices.





























Mobile display advertising
This can be banners or other information delivered within the mobile sector.

Mobile marketing uses the mobile phone as an interactive medium or a communication channel to enter into the newly emerged forms of communication and lifestyle of the mobile society and its needs. A new form of dialogue has thus been created. The development from traditional to direct marketing in recent decades is connected with the use of new media that has continually advanced the dialogue with the customer.

The mobile phone can optimally establish and permanently sustain the dialogue with prospects and customers. Customers can be offered added value that is tailored precisely to their needs via this personalized and interactive communication channel. Among other things, mobile marketing pursues the goal of both customer acquisition and long-term customer retention. For this reason, companies that use mobile marketing should promote active dialogue with customers and use the information and data obtained from this in a targeted manner.

Every customer reply (response) is valuable and lends toward a better understanding of the customer in order to approach and respond to them accordingly. Particularly with mobile marketing, the special advantages of mobile devices enable the collection of additional data. Building on this data, targeted follow-up actions can be carried out, which in turn can generate further information over time. Accordingly, consumers should not be involved in lengthy registration processes (with regard to personal data) at the beginning of a customer relationship. A growing trust and positive experiences with the company should lead to the customer voluntarily disclosing their data bit by bit.

“By adding mobile data access to traditional CRM systems, which involves both data storage and processing, mobile marketing efforts can be more effective and targeted. This creates the foundations for the development of loyalty or customer retention programs, which in turn raise the barriers to switching for the customer” (Holland, 2013, p. 167, as translated by author).

Mobile marketing offers companies the following areas of application:

· Mobile transmission of information by companies: The type of information made available to mobile devices is primarily comprised of advertising (also called mobile display advertising) and utilizes a mobile delivery based on a wide variety of targeting concepts. In addition, information as an expression of location-based services can be correlated to the location of the user if the user has given permission to do so. For example, coupons from customer loyalty programs such as Payback can be targeted to the region where the intended audience resides.	Comment by Translator: Paraphrased for clarity. 
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At the same time, route planners make it easier to find the relevant offers. Other projects are aimed at delivering “matching” coupons directly at the POS. Location-independent information such as the free news that is available from many newspaper publishers and TV and radio stations can also be accessed while mobile (Kreutzer 2014, p. 327, as translated by author).
· Mobile acquisition of information by companies: Mobile contact with prospects and customers can be used to obtain information. Surveys or contests are used for this purpose. Moreover, the (permission-based) locating of users alone represents an important datum (Kreutzer, 2014, p. 327, as translated by author).
· Mobile sales and transmission of virtual products and services: Virtually available products can be ordered and even delivered while mobile. This applies to online games, music, videos, books, as well as newspapers and magazines. These can be played, listened to, viewed, or read on a smartphone or tablet PC. Services such as paid subscriptions to news providers can also be accessed while mobile. The difference from the transmitted information mentioned elsewhere is that the purchase of virtual products and services is accompanied by payment transactions. These transactions, which are part of mobile commerce or m-commerce, can also be associated with the user’s respective location (Kreutzer, 2014, p. 328, as translated by author).
· Mobile sales of tangible products and services: Ordering tangible products (e.g., clothing from Zara or H&M) or services tied to a physical presence (such as a flight or rental car) can also be ordered while mobile. These types of orders are also accompanied by payment transactions. While there is no connection to the user’s location in the case of a clothing order, there is a connection to the mobile purchase of a ticket from a parking machine or for using a subway. Such applications are also part of m-commerce (Kreutzer, 2014, p. 328, as translated by author).


8.3 Social Media Marketing
During the course of social media marketing, companies try to use social media to achieve their own marketing and sales targets. The term “social media” entails online media and technologies that enable internet users to exchange information online in a way that goes far beyond traditional email communication. In addition to social networks and media sharing platforms, social media also involves blogs, online forums, and online communities (Kreutzer, 2014, p. 338, as translated by author). The following illustration provides an overview of the possibilities offered by social media.

Location-based services
These are services that provide information tailored to the current location.










Mobile Commerce This is e-commerce using mobile devices.











Social media marketing
This is marketing via social media.
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Companies in Germany are still cautious about their engagement in social media, and if they do engage in social media, the business management or marketing departments are entrusted with this. In a 2014 survey conducted by the Bundesverband Digitale Wirtschaft e. V. (BVDW) on the use of social media in German companies, 56% of the respondents stated that their company did not engage in any social media activities. Around 51% of the 407 companies surveyed stated that their management or marketing department were responsible for the strategic initiation of social media activities. Sales departments are only entrusted with the strategy or operational implementation of social media activities in about one third of the companies.
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The fact that social media has thus far only been a sales topic to a limited extent is also reflected in the statistics of the Bundesverband Community Management e. V. (BVCM), which examines the responsibilities and tasks of social media in companies. Only just under six percent of the respondents are active in customer relationship management.
[image: ]









One reason for this reluctance is presumably the lack of experience with the new medium, particularly in light of the risks involved in the use of social media by companies. This is what the survey results of the BVDW study suggest. Nearly 50% of the companies surveyed have concerns about data protection and a further 30% see risks due to the lack of expertise and loss of control.

[image: ]


Shitstorm This describes a storm of indignation in the internet media.

Above all, companies must learn to deal with the loss of control to avoid one of the dreaded shitstorms. Nestlé had to learn this the hard way in 2010: The environmental protection organization Greenpeace launched a campaign against the Kit Kat chocolate bar. The accusation: The use of palm oil destroys rainforests and thus the habitat of orangutans. The YouTube video produced as part of this campaign spread rapidly (YouTube 2010). Nestlé reacted by having the clip and the many comments deleted from the network. The reactions over this were even more angry and the video spread even faster (Zeit Online 2012).

Deutsche Bahn also had to learn how to manage social media. They created the capability to contact their Customer Service via Twitter. A distressed train passenger turned to a total of 14 tweeting Deutsche Bahn employees to complain about his problem. The young man, who called himself “thoughtless” on Twitter, was stuck in the IC train toilet between Göttingen and Hanover and had no toilet paper. He communicated his awkward situation to Deutsche Bahn via his Twitter account and asked for help. To his chagrin, the Deutsche Bahn employees were not able to help him either, except to advise him that he should please always keep some toilet paper at
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hand if he should occasionally suffer from “unplanned” bowel movements in the future! The entire Twitter dialogue was documented by Bild Zeitung (Scholz 2012) and also reported on by the Absatzwirtschaft magazine (Keller 2012).

Kreutzer (2014, p. 347, as translated by author) recommends going through the following three steps before engaging in social media:

· Analysis of the prerequisites for success in reaching one’s own intended audience.
· Examination of the capabilities and limits of the various social media to achieve corporate goals (including the definition of the relevant KPIs (Key Performance Indicators) to determine the effects and the ROI of social media activities).
· Comprehensive planning of the social media engagement (including the provision of the necessary resources as well as the development of an exit strategy).

Kreutzer (2014, p. 339, as translated by author) also warns against viewing social media as a pure sales, advertising, or PR channel. Social media channels open interesting opportunities to engage in dialogue with all stakeholders and provide one-to-one services.

But what motivates consumers to contact companies via social sites? A study by the IBM Institute for Business Value compares how far apart consumers’ expectations of companies’ content on social sites are from the corresponding assessments of the companies themselves. Significant differences in perception can be observed. While discounts and purchasing rate quite high in the consumers’ rankings, they rate at the bottom of decision makers’ “presumed reasons” (Heller Baird & Parasnis, 2011). “One thing is abundantly clear: Social media strategies should not be built on “assumptions” regarding the expectations of one’s intended audiences” (Kreutzer, 2014, p. 339, as translated by author).

Nevertheless, there are examples of success (Hermes 2010, as translated by author):

· Dell generated 35 million Twitter accounts in two years.
· Starbucks is the first company to use Facebook for sales purposes.
· Deutsche Bahn sold 140,000 journeys within two weeks as part of their Chefticket campaign on Facebook.
· Deutsche Lufthansa utilizes Xing as a social media sales channel.

In many cases, social media is seen as a mechanism for end-consumer markets. But it can also be used in business-to-business: “Since the intended audiences are smaller and known and the transaction volume is generally larger, the use of social media in business-to-business trade can be even more successful than in B2C” (Beck, 2014, p. 729, as translated by author).









Business-to-business	Comment by Translator: To be positioned as a right-hand sidebar for the paragraph immediately above. 
Social media is also utilized for the business-to-business sector.




Campaigns These are marketing actions
8.4 
Campaign Management
Campaign management refers to the process of planning, implementing, and analyzing marketing campaigns. The campaign management involves an interface between analytical CRM (data warehouse) and operational and communicative CRM. The knowledge generated from analytical CRM is translated into specific marketing actions (Winkelmann, 2012, p. 605, as translated by author).	Comment by Translator: Research indicates that collaborative CRM is much more commonly used in English rather than cooperative CRM. See Unit 9 as well.

“Campaigns are marketing-controlled actions to acquire or retain customers that run over deﬁned periods of time, combine marketing and sales mechanisms in a defined form (e.g., through external call centers), and are subject to performance review” (Winkelmann, 2012, p. 607, as translated by author).

The use of a wide variety of sales channels, ever-increasing differentiation of customer groups, and growing diversity of products have resulted in a greater complexity that must be supported by appropriate IT systems (campaign management systems) in a targeted manner.
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The feedback loop, i.e., tracking and controlling of digital advertising, is of central importance: It is the foundation of any campaign management today. Campaigns can hardly be managed in a meaningful way without data, facts, and clearly deﬁned KPIs (Key Performance Indicators),

Campaign management analyzes the behavior of visitors to a company website in detail. Campaign managers have numerous modern technical website analysis solutions at their disposal (Köpper, 2014, p. 673, as translated by author).

Criteria such as expected benefit, response rate, acceptance of the communication/sales channels, and cross-selling potential are weighted against the campaign costs. The results of campaign controlling are stored for further analysis and are fed back into the planning for further campaigns. The consistent use of this feedback loop is the prerequisite for pursuing a continual learning process. This is in particular regard to dialogue with the customer and optimizing the results with each campaign in the direction of customer satisfaction, exploitation of potential, and cost savings.


Summary
Email marketing is the most widely used form of online marketing. Various forms facilitate the use of email marketing throughout the entire purchasing process with the goal of establishing a lasting dialogue with the customer. Performance is measured by the open rate or the click rate. However, this measurement is not always clear.

Mobile marketing is still a relatively new form of dialogue and online marketing that is frequently implemented in the form of SMS or MMS messages sent to mobile devices. There are also offers from mobile websites, mobile apps, etc. Location-based services attempt to provide the end user with selective information with the aid of location-dependent data.

Social media marketing is another form of online marketing that involves a deeper, direct communication and cooperation and “sharing” with customers and other audiences using social media (blogs, wikis, etc.).

Campaign management is used to manage and control combined marketing actions oriented toward acquiring or retaining customers.























Unit 9
Organization, Management, and Control of Online Marketing and Sales Management


STUDY GOALS

After completing this unit, you will know ...

... how database and complaint management as well as dialogue and online marketing are brought together in customer relationship management.
... what to consider during the organizational design of dialogue and online marketing.
... what to consider when working in cooperation with service providers.
... which key figures can be consulted to evaluate dialogue and online campaigns.
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9. Organization, Management, and Control of Online Marketing and Sales Management
Introduction
A significant difference between dialogue and online marketing in comparison to traditional advertising is the direct response or non-response of the (potential) customers approached. This possibility to review performance means an opportunity for companies to use and optimize budgets in a targeted manner. The following questions therefore arise:

· Where are dialogue and online marketing integrated organizationally?
· What should be considered when cooperating with service providers?
· How and where can marketing and sales data be brought together to evaluate joint campaigns, their costs, and performance?
· Which key figures are suitable for evaluating dialogue and online marketing?


9.1 Organizational Integration of Dialogue/Online Marketing
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Community manager 
This is the person responsible for the design of social media.


Alongside the matter of dialogue or online marketing control, the question of how to anchor them organizationally within the company also arises. This refers, for instance, to the design of the planning and controlling of online marketing as part of the operational process structure of a company. This entails decisions on anchoring responsibility for online marketing within the company (for example, in the PR, marketing, or sales departments) and the possible installation of a community manager who is responsible for the design of social media. The community manager serves as the connecting link between the site operator and the users. The process and organizational structure of the company must also be examined with regard to their “online suitability” if online marketing potentials are to be exploited (Kreutzer, 2014, p. 83, as translated by author).

With regard to processes, it must be ensured that information regarding identical intended audiences is actually brought together in an overall view (keyword “CRM system”). This is the only way to avoid a situation in which, for example, customer movements are stored once in an ofﬂine database and then again in an online database depending on where the customer was traveling, which can result in not achieving a holistic view (Kreutzer 2014, p. 83, as translated by author).

The goal is to build a uniform and consolidated view of a company’s prospects and customers. This must be ensured by the necessary IT infrastructure. (Kreutzer, 2014, p. 83, as translated by author).


Organization, Management, and Control of Online Marketing and Sales Management






Cooperation with Service Providers


If service providers are involved in the online marketing process, the question of who has data sovereignty over the rights of use for the data collected on internet users during the cooperation must be clarified. For example, who owns the data generated online if an agency or IT service provider is responsible for obtaining information? Here, the contracting company is advised to settle this matter early and transparently. Otherwise, there is the risk of a legal dispute once the cooperation is terminated. If it only then becomes clear that the data acquired in the course of a cooperation that lasted several years belongs to the contracted service provider, often only expensive solutions for the return of the data usage rights can be found. It is for this reason that the question of who owns the prospect and customer data must be clarified early, transparently, and holistically across all ofﬂine and online perimeters (Kreutzer, 2014, p. 83, as translated by author).


9.2 Merging of the Database, Complaint Management, Dialogue and Online Marketing in CRM
Customer relationship management/marketing (CRM) requires the integration of all data relevant to customer relations to be computerized and extended to all customer-related processes of the company. CRM as a holistic solution includes the following points (Winkelmann, 2012, p. 249, as translated by author):

1. A philosophy of consistent customer orientation in all operational areas.
2. Integration of all customer processes with process optimization beyond the sales department (i.e., across the marketing, sales, customer service, and development departments).
3. Deﬁned sales cycles and service cycles are the basis for this integration (standard sales and service process).
4. Contact and sales channel integration (multi-channel marketing) as a decisive element alongside process optimization of CRM (linking of personal sales, call center, back ofﬁce, customer service contact, internet).	Comment by Translator: Alternatively: back-end
5. Use of the necessary databases and CRM software.
6. The goal of demonstrable value increases in customer/supplier relationships for mutual benefit (establishing win-win situations).
7. Another task is to generate in-depth knowledge of customer wishes and behaviors (customer insights).
8. Systems that enable lifelong learning and continuous improvement processes (CIP).

CRM consists of three key areas of competence (analytical, operational, and cooperative CRM). This is where sales tasks and methods coalesce into software applications, modules, and functionalities.	Comment by Translator: Research indicates that "collaborative CRM" is much more commonly used in English rather than "cooperative CRM".

Service provider
An important aspect of a cooperation with service providers in online marketing is the clarification of data sovereignty.










Analytical CRM 
This focuses on the customer
data.




Operational CRM 
This encompasses applications in direct customer contact.

Cooperative CRM Here, the sales channels are coordinated and
controlled.

In analytical CRM, customer insight is gained from customer data. The focus is on the data warehouse and the results of analyses are mirrored back to the front office departments to enable targeted actions based on the customer insight gained. The goal of analytical CRM is to individualize the customer approach and offers in the back office and as part of branding campaigns. This is because the field sales team always approaches customers individually. Analytical CRM is often positioned in market research or controlling.	Comment by Translator: Alternatively: front-end

Operational CRM encompasses all applications that are in direct contact with the customer. This means all solutions that support the dialogue between the customer and the company, and the business processes required for this, including the internet and other innovative channels.

Cooperative CRM entails all functionalities for controlling and coordinating sales channels and thus harmonizing the cooperation with sales partners. Consequently, cooperative CRM has a strategic, partnership, and technical dimension (Winkelmann, 2012, p. 256, as translated by author).

Some authors refer to cooperative CRM as collaborative CRM, wherein personal contact via the internet, letter, email, fax, telephone, and call center, as well as SMS, WAP, or UMTS are integrated. The underlying reason for this view is that external service providers are used for this task.	Comment by Translator: As above, research indicates that "collaborative CRM" is much more commonly used in English rather than "cooperative CRM".
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In practice, however, there is still a long way to go before fully implementing this CRM approach: “Most users only practice integrated sales management, as these are important areas of marketing. This is particularly the case with response marketing (customer dialogue) and corporate publishing (customer magazines, newsletters) that are still positioned outside of CRM” (Winkelmann, 2012, p. 250, as translated by author).


9.3 Key Figures of Dialogue Marketing
Companies measure the following key figures to evaluate the achievement of goals and the performance of dialogue marketing (Mann & Rath, 2008, as translated by author):

· Response rate
· Cost per response
· Cost per inquiry
· Costs per order
· Profit and contribution margin
· Break-even









Most companies limit themselves to evaluating the response rates and costs for a dialogue marketing action. The effects on sales and profits often remain in the dark. Mann and Rath (2008) have developed a key figures model to map the value chain in dialogue marketing media.
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The key figures must be derived from the sales targets during this process. 
The following should also be noted:
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· Key figures must measure what is truly important.
· Avoid collecting too many key figures.
· What purpose these key figures serve and what assertions and insights can be derived from them must be made clear.
· Key figures must be deﬁned in such a way that the required data are clear and can be obtained with a reasonable effort.
· Key figures must be accurately interpreted. What are the comparison standards? What is “good” and what is “bad”? Simple time series comparisons are not always helpful.
· The key figures must be utilized: They are the subject of meetings and the planning of strategies or activities. The relevant employees are aware of these figures. Actions are derived to achieve improvements.


The key figures collected can be used on both the strategic and operational levels. At the strategic level, a sales scorecard (comparable to the balanced scorecard) enables the monitoring of whether and how the overall sales targets are being achieved.

As a supplement to the above, a suitable key figure or indicator is defined for each individual sales action to make clear whether the established targets are being achieved. A target/actual comparison completes the picture. If the goals are not achieved, the action must be improved or canceled.

However, the Dialogue Marketing Monitor 2015 (Deutsche Post, p. 56, as translated by author) finds that only every second company that sends out advertising mail also makes an effort to assess the impact and evaluate the performance of its mailings. The numerous possibilities for performance evaluation are not being fully exploited. Most companies limit themselves to recording the response, that is, counting how many customers respond to the dialogue offer in some way. Only 17% go one step further and also take costs into account, e.g., with specific efﬁciency measurements such as cost per order (CpO). The willingness to evaluate performance increases with the size of the advertising budget: Of the companies that spend more than 50,000 euros on fully addressed advertising mailings per year, at least three quarters carry out a performance evaluation.

The results of a survey on evaluating the performance of social media applications conducted by the Bundesverband Digitale Wirtschaft (BVDW) e.V. (German Digital Industry Association) among communications managers in companies confirm this insufficient performance evaluation. In 2014, only 53% of the respondents said that their company regularly evaluated the performance of social media applications using existing key figures. This is astonishing considering that much of the data is automatically available and does not require any additional collection.


Sales scorecard 
This monitors the achievement of the overall sales targets.







Performance evaluation 
Only a small number of
companies evaluate performance.
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The results of a survey conducted by the Institute of Marketing at the University of St. Gallen among company representatives regarding the metrics and key figures used to evaluate the performance of social media marketing also confirm the data. Around 52% of the companies surveyed measure key figures on user engagement such as likes, comments, shares, or retweets. It shows here that at least data on reach (fans, followers, etc.) are indeed tracked.
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Summary
The organizational integration of dialogue and online marketing should support the goal of building a holistic view of the customer. The merging of all information typically occurs within a CRM system.

When cooperating with service providers, data sovereignty must be clarified when drawing up the contract with the service provider. This avoids legal disputes and potentially high costs in the event of a change of service provider.

A CRM system consists of analytical, operational, and cooperative CRM, which brings all dialogue marketing activities together with all other customer processes and data. In practice, however, the implementation of this concept in practice is still incomplete.

Key figures enable the evaluation of performance as well as the achievement of targets in dialogue and online marketing. At the strategic level, a sales scorecard can be used to observe a long-term target achievement.









Unit 10
Legal Aspects and

Future Developments in Online Sales Management


STUDY GOALS

After completing this unit, you will know ...

... which legal aspects must be taken into account when designing dialogue and online marketing.
... where there is still a need for clarification by the legislator with regard to the legal situation in dialogue and online marketing.
... which trends will shape dialogue and online marketing in the future.
... which technological, societal, and economic trends will affect Sales 3.0.
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10. Legal Aspects and Future Developments in Online Sales Management
Introduction
How will sales develop in the future, which current trends and challenges are already shaping the sales of tomorrow? The legal aspects are considered before examining these questions. This is because legal aspects have a significant influence on the future development and design of Sales 3.0. And aside from this, technological, societal, and economic trends will also influence sales in the future.


10.1 Legal Aspects of Dialogue and Online Marketing I
Pending changes to the legal framework will have a significant impact on the development of online and dialogue marketing. Thus, knowledge of the current legal situation is of importance to sales management.
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Online marketing law
There is no single online marketing law.












Provider Identification
The name and address of website operators
must be stated.

First: There is no single “online marketing law.” Online marketing law encompasses an entire range of legal areas with its respective legal regulations. These include the following (Kreutzer 2014, p. 522, as translated by author):

· [bookmark: _Hlk94942582]Media law within the German Telemedia Act (TMG)
· The German Interstate Broadcasting Agreement or the State Treaty on Broadcasting Services and Telecommunication Media (RStV)
· Competition law within the German Unfair Competition Act (UWG)
· General civil law within the German Civil Code (BGB)
· Copyright law within the German Copyright Act (UrhG)
· Trademark law within the German Trademark Act (MarkenG)
· Data protection law within the TMG and the German Federal Data Protection Act (BDSG)


Corporate Website

With regard to the corporate website, the provider identification (“Legal notice”) is regulated in § 5 of the German Telemedia Act (TMG). For websites with journalistic-editorial content, it is also necessary to comply with the requirements of § 55 para. 2 RStV (designation of a person responsible under press law).

According to § 5 para. 1 TMG, the following information is required:

· Name or company name
· Address (summonable postal address: a P.O. box or email address is not sufficient).

The inclusion of third-party content on a company’s own corporate website entails legal risks. This is because third-party content, whether text, photos, or graphics, etc., may be subject to third-party rights, which may be infringed upon if it is included in without the consent of the respective rights holder. This applies to the borrowing or inclusion
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[bookmark: _Hlk94943315]of third-party text, images, photos, or graphics, etc. on the website to which the German Copyright Act (UrhG) is applicable. In the case of images of people, their consent must also be obtained before dissemination. The relevant legal basis here is the German Artistic Copyright Act (KUG) (Kreutzer, 2014, p. 525, as translated by author).

Hyperlinks (links for short) are located in an area of dispute between permitted content networking, which is essential for the functioning of the internet, and the unlawful assumption of third-party content. As such, links are legally permissible and in principle, even against the will of the linked party, if, at the very least the content on the linked websites is publicly accessible, i.e., not separately protected. One question that has not been conclusively clarified in legal terms is that of liability for linked content, i.e., the question of whether the provider of the link is liable for the linked content (Kreutzer, 2014, p. 527, as translated by author).

Since corporate websites can be accessed by users all over the world, the question arises as to which national legal system should be applied to assess the legality of individual website content and features. In principle, the applicable law is determined by the intended orientation of the website. Accordingly, it is not the law of each country in which the website is accessed that is relevant, but only the legal systems of those countries whose nationals are among the intended audiences of the website. It must therefore be clarified whether the dissemination of the website was not merely accidental but deliberate in the country in question. Answering this question is often difficult and is done by evaluating circumstantial evidence on a case-by-case basis. Evidence for a corresponding market orientation of the website can be, e.g., the language of the website, the specification of certain currencies, the top-level domain, or an advertisement for the website in the country concerned (Kreutzer, 2014, p. 528, as translated by author).

Advertisers should be clear about when an advertising activity is in the “gray” area and when it moves into the illegal area. There are also design options that can at least mitigate the risks, which sometimes cannot be ruled out entirely (Ulbricht, 2014, p. 770, as translated by author).

Affiliate Marketing

Affiliate marketing differentiates between one-tier and two-tier affiliate systems. In the one-tier afﬁliate system, there are direct contractual relationships between the supplier (provider of products and services) and its afﬁliates (sales partners). In the more common two-tier afﬁliate system, the supplier has only one contract with an afﬁliate network operator. This affiliate network operator maintains and coordinates the many individual contractual relationships with the afﬁliates. The supplier and afﬁliate thus have no direct contractual claims against each other in the two-tier system. This can be problematic in the case of breach of contract duty. If, for instance, commission payments fail to materialize, the afﬁliate can only turn to the afﬁliate network operator. The same applies in reverse for the supplier if, for example, their afﬁliates use illegal advertising measures or infringe upon third-party trademarks. In general, questions of liability relating to affiliate marketing need to be, but have not yet been, legally clarified in detail, i.e., in terms of their specific scope.

Inclusion of third-party content
This entails legal risks.


Hyperlinks
The liability for hyperlinks is not yet legally clarified.








Determining the applicable law 
This is difficult in international business.















One-tier affiliate system
This entails direct contractual relationships between the sales partners.










Two-tier affiliate system
There is only a contract between the supplier and the affiliate network operator.










Spam
The mass sending of emails with advertising (spam)
is prohibited.












Double opt-in procedure
 The user must reaffirm their registration by responding to a confirmation
email.

 (Kreutzer, 2014, p. 533, as translated by author). Forthcoming court decisions on this matter are yet to be rendered.

[bookmark: _Hlk94948681]Cases of attempted manipulation by afﬁliates with the goal of increasing their commission claims against the supplier are of a lesser significance. These manipulations include click fraud (afﬁliates clicking themselves), afﬁliates’ own bookings followed by cancellations, and what is known as cookie dropping or cookie stuffing. This form of cookie manipulation involves commission-relevant cookies being set on end-customer computers without the corresponding advertisement from the supplier being displayed. Such cases of fraud are regulated by the German Criminal Code (StGB).

Email Marketing

Unsolicited email advertising, i.e., spam, is generally prohibited. Email advertising is only legally permissible if the respective recipient has either declared their consent before it is sent (opt-in) or if the exceptional circumstance of § 7 para. 3 of the German Unfair Competition Act (UWG) applies. The latter specifies that email advertising is deemed reasonable in the context of business relationships under the narrow conditions regulated therein. The prior express consent of the respective recipient is required for an opt-in to be considered valid. For example, the simple entry of an email address in a directory or the use of an email address within a letterhead, on a business card, or within one’s own website is not considered sufficient consent. Likewise, there is no valid consent if a contest card signed by addressees contains the text addition “Please also inform me about further offers and opportunities to win by email (strike-through if not)” and this phrasing was not actually struck-through by the addressees. Opting into email advertising requires an active act of consent, e.g., by means of a checkbox or a separate signature (Kreutzer, 2014, p. 533, as translated by author).

In the case of electronically declared consent, particularly for newsletter subscriptions, the case law has not only come to view the so-called double opt-in procedure as sufficient, it is viewed as required. Double opt-in procedures require recipients to confirm their consent again after they have given their initial consent. This confirmation, mostly in the form of activating a confirmation link, is requested from the recipients in an email confirmation (what is sometimes referred to as a “check mail”) from the sender, which must not yet contain any advertising. By validating the consent a second time, misuse, e.g., entering a third-party email address when requesting a newsletter, should be prevented and the sender’s obligation to provide proof of consent is ensured. Furthermore, recipients must be informed before electronic consent is declared that their consent can be revoked at any time (Kreutzer, 2014, p. 534, as translated by author).

An exceptional case is the sending of advertising emails without the prior consent of the recipient within the scope of an existing business relationship (§ 7 para. 3, UWG). In this case, the recipient’s email address is used in connection with the sale of a
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good or service and the advertising contained in the advertising email relates to similar goods and services from the sender. It is also necessary that the recipient has not objected to the use of their email address for advertising emails and that they are clearly informed when the email address is collected. Likewise, each time an advertising email is sent, they must be clearly informed that they can object to the use of their email address at any time. Even so, the courts interpret this exception very strictly.

When sending advertising emails, neither the sender nor the commercial character of the message may be concealed in the header or subject line of the email (§ 6 para. 2 TMG). In addition, newsletters are subject to the legal notice obligation (§ 5 TMG). In addition, every advertising email must refer to the option to unsubscribe (Kreutzer, 2014, p. 535, as translated by author).


The use of what is referred to as email-based tell-a-friend functions, such as e-cards, product recommendations, etc. has not been conclusively clarified. While the courts have thus far unanimously regarded e-cards as illegal spam due to the lack of prior opt-ins, there are divergent decisions on product recommendations. As long as the product recommendations are not accompanied by further advertising from the provider and the provider does not offer users the prospect of financial benefits for sending them, such as vouchers, the courts tend not to assume that the email advertising is illegal (Kreutzer, 2014, p. 536, as translated by author).

Telemarketing

The legal situation with telemarketing has intensified in recent years due to cases of abuse and increasing public criticism. In active (outbound) telemarketing, the company or a commissioned agency calls intended audiences, whereby the activity originates from the company. Either products or services are sold over the telephone, or information is passed on or collected. Data protection regulations apply here. Passive (inbound) telemarketing involves the acceptance of customer telephone calls. Thus, the activity originates from the customer, which eliminates the legal restrictions. This means that companies can utilize an advertising activity that explicitly invites customers to call, which would then establish direct (inbound) contact (Holland, 2014, p. 359, as translated by author).

Mobile Marketing

There is also no specific case law for mobile marketing. Among other things, the legal framework involves data protection regulations (applicable to the handling and storage of personal data). § 4 of the German Federal Data Protection Act (BDSG), § 7 of the German Unfair Competition Act (UWG), and § 13 para. 1 of the German Telemedia Act (TMG) stipulate that the sending of mobile advertising campaigns requires the recipient’s consent. As above, this is with the exception of contract-relevant content. Even if consumers have provided data as part of a purchase and have not refused its use (opt-in), they must be provided with the 


Tell-a-friend functions
These are based on the email equivalent of word of mouth.






Active (outbound) 
telemarketing
This is when the company calls customers or prospects.

Passive
(inbound) telemarketing
This is when the call comes from the customer or prospect.









opportunity to object (opt-out). This also applies to data that is to be transferred to third parties. For example, § 98 of the Telecommunications Act (TKG) is applicable to location-based services (LBS) and requires the prior consent of consumers for localization. This procedure serves to protect the private sphere and is intended to prevent misuse (§ 98 para. 1 TKG). Companies that reach out to young people are also subject to youth protection laws (Holland & Koch, 2014, p. 436, as translated by author).


10.2 Legal Aspects of Dialogue and Online Marketing II

Social Media

The communication and interaction capabilities for and with prospects, customers, and other internet users opened up by social media platforms such as forums, blogs, photo and video galleries, rating and comment features, or online communities on a company’s own corporate website not only generate added marketing value, they also involve legal risks. In addition to data protection issues, the main concern is the liability of the website operator for what is known as user-generated content, i.e., the content that is exchanged by users via social media and posted on the corporate website. If this user-generated content infringes upon the trademark, copyright, or personal rights of third parties, it violates competition law, or is otherwise illegal, or even liable to prosecution. In this case, the question arises as to whether and under what conditions the website operator can be held responsible for this and, in particular, be held liable for injunctive relief and damages. This is because it is often almost impossible for the rights holders concerned to enforce claims for injunctive relief and damages against the user who, e.g., has insulted another user in a forum, or uploaded photos to a photo gallery without the consent of the photographer, or the persons depicted, since it is rarely possible to determine the user’s identity. The fundamental rule of a website operator’s liability for user-generated content is derived from §§ 7 and 10 TMG, which state that the website operator has unlimited liability for its own content and only limited liability for third-party content. According to case law, the website operator’s own content for which they have unlimited liability not only includes the content created by the website operator itself, but also third-party website content that the website operator has incorporated as its own. Such a so-called “appropriation” of third-party content is deemed to exist if the website operator clearly assumes responsibility for the third-party content in a manner that is externally recognizable under the specific circumstances of the individual case. For user-generated content as third-party content originating from users, the German Federal Court of Justice (BGH) in its decision regarding “marions-kochbuch.de,” (judgment from November 12, 2009, Case No. I ZR 166/07), which concerned the posting of third-party recipe photos on a recipe platform in violation of copyright law, determined the assumption of responsibility for content by the website operator on the basis of three pieces of evidence:
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· The prior editorial control of user-generated content by the website operator,
· The creative integration of user-generated content into the corporate website, particularly by marking it with the website operator’s own logos,
· The commercial exploitation of user-generated content by the website operator through the website terms of use in which the user granted comprehensive rights of use.

In short, a website operator is therefore liable without limitation for user-generated content if they actively include it in their editorial content and/or commercially exploit it on their own. This is not the case if they simply passively adopt the third-party content that is still clearly recognizable as such, as is typically the case with user contributions and comments in forums and blogs. The website operator is only liable to a limited extent for such third-party content in accordance with the liability privilege established in § 10 of the German Telemedia Act (TMG) as this relates to claims for damages and possible criminal offenses, and also in accordance with what is referred to as the “law of negligence” (breach of duty of care) as this relates claims for injunctive relief. This means that the website operator is generally only liable once they become aware of clearly infringing user-generated content. This typically ensues through a corresponding warning from the rights holder that explicitly states the infringement (Kreutzer, 2014, p. 537, as translated by author).


[bookmark: _Hlk95058484][bookmark: _Hlk95058501]Legal requirements aside, transparency and authenticity are important criteria for (successful) social media marketing. Here, compliance is ensured by the German Unfair Competition Act (UWG). In most cases, advertising activities that are not recognizable as such are to be considered as anti-competitive. “ . . . the advancing trend that (editorial) content is increasingly mixed with advertising messages, or advertising is disguised, and/or corresponding advertising messages are no longer recognizable as such (even for the reasonably informed user) should be prevented” (Ulbricht, 2014, p. 770, as translated by author).

Social Media Guidelines

Regardless of whether companies start their own activities in or via social media, numerous German companies from a wide range of industries are currently introducing what is referred to as social media guidelines to provide employees with appropriate guidelines for safe use of this new internet media.

Social media policies and guidelines provide the company with a framework for implementing a social media strategy. They are the guardrails for the implementation of social media campaigns. These guidelines will have a direct influence on the performance of social media endeavors.

Transparency and authenticity Advertising on the internet should not be disguised. Transparency and authenticity establish trust.







Social media guidelines
These are guidelines for employees who engage in social media.





















Employees They are valuable ambassadors for companies in the
internet.
















Part of the employment contract
Social media guidelines can be a part of an employment contract.
.

Whether in B2C companies or B2B companies, almost all employees use social media without considering the effects or the potentials of these media. Unfortunately, it is still often the case, for example, that employees log on to Facebook to be in private contact with their own friends and colleagues and are not aware of how quickly images, texts, quotes, or other content leave this private setting and become public. The industry association Bitkom advises in its brochure “Social Media Guidelines - Tips for Companies”: “With the help of social media guidelines, companies should precisely define the use of social media for employees and deﬁne in detail how and what content employees should and may communicate in social media on behalf of the company. After all, every employee is also a valuable ambassador for the company and its products in their private lives. In external communications, even when they express themselves privately, they are also frequently perceived in their role as an employee of the company. Thus, a statement can quickly be misunderstood as an ofﬁcial company position” (Bitkom 2013). Younger employees in particular are often unaware of the possible repercussions of what they say on social media. Here, social media guidelines provide specific instructions.

In problematic cases as well as in general, such guidelines help to create social media awareness among employees. Guidelines should remove the fear of using these media and motivate people to engage with them.

An example: The chip manufacturer Intel, a classic B2B company, has introduced “3 Rules of Engagement” (Intel Social Media Guidelines 2013):

· Disclose - Your presence in social media must be transparent.
· Protect - Take extra care to protect both Intel and yourself.
· Use common sense - Remember that professional, straightforward and appropriate communication is best.

These guidelines are therefore intended to show the path that the company aims to take in social networks. They provide employees with confidence in handling digital channels and should motivate them to explore with new things (Beck 2014, p. 476, as translated by author).

If the social media guidelines become part of an employment contract, they become legally binding, and violations can lead to warnings or even justified dismissals. Nevertheless: “The legal framework provided by the law offers a multitude of potential ‘stumbling blocks.’ Furthermore, it can be noted that many legal problems arising in social media marketing have not yet been conclusively clarified by the courts” (Ulbricht, 2014, p. 770, as translated by author).
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Social Plugins – A Problematic Case under Data Protection Law


Social plugins, such as Facebook’s Like button, offer companies interesting opportunities to benefit from a user’s private network. Nevertheless, when companies integrate such plug-ins into their own websites, they need to take data protection concerns into account. The Independent Center for Data Protection (ULD) in Schleswig-Holstein is of the opinion that Facebook’s Like button violates German and European data protection law because the user is not sufficiently informed about which traffic and content data is transmitted to the USA and how it is used there (Ulbricht, 2014, p. 771, as translated by author).

Data protection regulations always apply when personal data within the sense of § 3 para. 1 of the German Federal Data Protection Act (BDSG) are transferred or processed. It can be assumed that various personal data (such as the user’s IP address) are collected via the Like button and transferred to Facebook, including by visitors who are not even logged into Facebook. In the event that this button is integrated to a corporate website, the website operator itself will likely also be subject to duties which, at least in the case of German companies, are governed by German data protection law. Accordingly, the aforementioned transfer of such personal data is only permitted if the respective visitor has given their prior consent. In the absence of a sufficient data protection declaration (privacy policy), the integration of the Like button arguably constitutes a violation of German data protection law. What is referred to as the two-click button is currently being discussed as a solution that comes closer to being compliant with data protection law. Here, the actual functionality of the respective social plugin is only activated after the visitor has received an appropriate explanation and then clicks on the button. However, true protection will also not be achieved in this case since information regarding the specific, actual data transfer cannot be sufficiently clarified by some plug-ins. German and European data protection laws require sufficiently detailed and transparent clarification. In this respect, a general data protection notice that at least informs visitors that “any” data will be transmitted to Facebook will not be sufficient (Ulbricht, 2014, p. 772, as translated by author).

Big Data and the Challenges of Data Protection Law

[bookmark: _Hlk94966001]In Germany, personal and personally identifiable data is protected by the German Federal Data Protection Act (BDSG). According to § 3 para. 1 BDSG, personal data is legally deﬁned as “any information concerning personal or material circumstances of an identified or identifiable individual (data subject)”. In general, what is known as the principle of prohibition with reservation of permission applies. According to this, the collection, processing, and use of personal data is prohibited unless there is a legally defined reason for permission (legitimate interest) or express consent by the data subject is granted. Since there is no apparent legal privilege for most big data projects in the marketing environment, companies must obtain prior consent from the data subjects if personal data is involved. In this context, the formal requirements must be examined and complied with in each individual case. The possibility of conducting big data marketing

Social plug-Ins
These are, e.g., the so-called Facebook Like button.










Principle of prohibition with reservation of permission According to this, the collection, processing, and use of personal data without permission is prohibited.












List brokers 
These rent or sell the addresses of companies and private individuals for marketing purposes.

without the consent of each individual data subject could arise through anonymization or pseudonymization of the data. In many of the cases shown above, valuable benefits can also be generated without reference to individuals. Nevertheless, it is important to formally examine whether the type of anonymization, and pseudonymization in particular, is suitable for complying with data protection requirements (Rossa & Holland, 2014, p. 286, as translated by author).

Address Lists and Data Protection

The amendment of the German Federal Data Protection Act (BDSG) on September 1, 2009, introduced many new features and stricter rules. A number of points relating to dialogue marketing and location were also redefined. This also affected processes that had been in common use for decades. In addition to new regulations on the collection and collation of (address) data, address and list management is particularly affected by § 28 of the amended law. It establishes regulations for transparent transfer. According to this, written, addressed advertising may continue to be sent to private individuals. However, where the dataset originates from must be clearly recognizable. The transparency required by law must be ensured by naming the responsible body (DDV, 2009, p. 8, as translated by author).

It is particularly important to distinguish between use and transfer. This means that traditional list broking, which involves use, but not transfer in the sense of data protection law, is still permitted. Thus, if a company arranges for its advertising to be sent to addresses on a specific list and the use is carried out by a data center, lettershop, or another service provider for this purpose on behalf of the list owner, the permission takes effect (DDV 2009, p. 8, as translated by author). This is because the client only receives the data of the persons who have responded to their offer. In contrast, the approach to B2B communication has hardly changed. Since the BDSG regulations only relate to individual persons, it has little impact on initiating contact with business customers. The tightened regulations following the latest amendment allow for exceptions, one of which is for B2B communications. The right to market address data is governed by the BDSG, where it is covered by what is known as the list privilege. According to this, address lists containing information on name, address, year of birth, occupation, and one other characteristic may be stored, transferred to third parties, and used for advertising purposes (§ 28 BDSG).

The provisions of the German Unfair Competition Act (UWG), which regulate the conduct of companies among themselves and in competition with each other, are even more important to B2B communication (Geiger, 2014, pp. 311-312, as translated by author).



Legal Aspects and Future Developments in Online Sales Management






10.3 Sales 3.0
Dialogue marketing is facing great challenges. These are mainly due to the turbulent changes in the social, economic, technological, cultural, and ecological circumstances and equally so with the rapid evolution from an industrial society to a multimedia, high-tech, and information society.

The advertising and information overload of consumers is continuing to increase and is posing the question for marketers as to what means of communication can still succeed in sustainably keeping the attention of their customers.

The development trends in dialogue marketing are as follows (Holland 2014, p. 26, as translated by author):

· Growth of dialogue marketing, even in economically difficult times
· Integration of communication channels
· Media convergence
· Optimization of selection through data mining
· Pull marketing through permission
· Recognition of the importance of dialogue marketing media at the “executive levels,” among management consultants and in research
· Online and mobile marketing customer retention management
· New segmentation models


Trends in Email Marketing

According to Schwarz (2014, p. 426, as translated by author), email marketing is the area in which most companies in the U.S. are expanding their future budgets. This involves both the expansion of address distribution lists as well as the provision of relevant content. Content marketing is playing a particularly key role in the acquisition of new customers in the B2B sector. Lead generation with white papers or webinars is standard in the U.S. while many companies in Germany are only just now discovering them.

From Web 3.0 to Sales 3.0

Following Web 1.0 (Web of Content), Web 2.0 (Web of Communication) is currently moving toward Web 3.0, the “Web of Participation,” at great speed (Zimmermann, 2014, p. 754, as translated by author).

Web 1.0 refers to the early phase of the internet: It was a loose, largely disconnected collection of websites. These websites were on the internet to be viewed or read. Web 2.0 means: That websites and their content are interactive. Any user can place content online, redistribute it, comment on it, etc. Examples of Web 2.0 are YouTube (the user consumes content, but can also create/upload content their self), Wikipedia, Facebook,









and many others that nearly everyone is familiar with by now. Web 3.0 is also known as the Internet of Things. In Web 3.0, machines (computers) will be able to understand content created by humans. Intelligent computers will be built into many everyday items and will be able to communicate with each other. These machines will be able to convey things to each other, as well as research and provide information independently without users having to do anything. Machines will therefore be able to independently think for themselves.



xRM This stands for “extended” or “any”
relationship management.

In sales, Sales 2.0 is spoken of in terms of “selling with social media” or of social selling. In the meantime, there is also talk of Sales 3.0 as a new form of competition in which the driving forces are not the suppliers, but rather the consumers (Cole 2012). This means that it is not the companies, and thus the sales staff, who decide which channels they use to communicate with the customer. Instead, the decision-making power lies with the customers, who want to be approached through every channel. If companies fail to do this, customers will go elsewhere (Dietzel 2012). This also has consequences for CRM, which had its birth in 1999 and is transforming into xRM, where x stands for “extended” or “any.” Here, “any relationship management” is viewed as a natural further development of CRM. What is meant by this is that CRM is no longer just about the customer, it is about the “x” meaning any network of relationships.

These advancing requirements and relationship dimensions for the new orientation of CRM beyond sales are illustrated with the following examples (Schwetz 2014):

· A baby food manufacturer aims to map the complex network of pediatric clinics, obstetricians, midwives, gynecologists, maternity wards, departments, clinicians, nurses, pediatricians, specialists, physician assistants, etc. in a clear and navigable way.
· The construction industry involves a multifaceted interaction of owners, developers, builders, craftsmen, building authorities, architects, structural engineers, construction managers, and building applications, as well as construction plans, calls for tenders and objects that can all be regulated with the help of xRM.
· Energy suppliers increasingly want to use xRM applications to not only manage current collectors, but also meters, meter readings, and accounts.

Trends that will influence sales in the future

McKinsey (2014) identifies six megatrends that will significantly influence sales in the future:

1. Technology: Consultants predict that, due to the expected wave of data resulting from increasing connectivity, companies will spend up to 287 billion US dollars on big data in 2019.	Comment by Translator: The McKinsey content appears to have originally been in English.  As shown under the link, companies will spend 282 billion US dollars on big data by 2019.  https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/infographic-megatrends-for-sales
2. Demographics: An increasing number of people will live in large cities and exhibit a changed consumer behavior. In addition, Baby Boomers and Generation X will exhibit a high level of social media use.	Comment by Translator: As above, it appears that Millennials and Generation X will have the highest social media use.
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3. Increasing cost-effectiveness of testing and experimentation: In 2011, Google conducted 7000 A/B tests (testing method for advertising testing purposes, where an original version of an advertisement is tested against a modified version). This resulted in higher advertising efficiency due to increasing leads.
4. Growth of the sharing economy: The sharing economy is leading to new business models and the increasing significance of services. Example: Airbnb now has 500,000 listings in 35,000 cities in 192 countries.
5. Changing buyer behavior: An increasing number of customers, both private individuals and business customers, are using social media to make their purchasing decisions. McKinsey assumes that in the future, online media will be the second most important source of information for researching products, providers, or suppliers in B2B business. These comparatively low costs for transmitting information will revolutionize go-to-market strategies and 35% of pre-purchase activities will take place via digital or social channels. When it comes to the actual purchase, new digital sales tools will offer new opportunities. And after-sales support and corresponding service offers will also be optimized by automated sales tools.
6. Customer experience and cross-channel consistency: On average, customers use six different channels to find information (mobile, online, telephone, personal contacts, printed materials, and traditional media). Frustration particularly arises when the information conveyed there is inconsistent.

Despite all the progress made in automation, the following still applies in Sales 3.0: “Selling is from person to person” (Buhr, 2011, p. 231, as translated by author).


Summary
Legal aspects are significant in the use of online and dialogue marketing. Upcoming changes in the legal framework will have an impact on the future design of online and dialogue marketing media.

When designing the corporate website, the inclusion of third-party content, e.g., through hyperlinks, is problematic from a legal point of view. Litigation in afﬁliate marketing often involves liability issues. With email marketing, as well as telephone and mobile marketing, the opt-in, i.e., the consent of the addressee, is essential. In the area of social media marketing, it is again a matter of liability issues relating to user-generated content, particularly when company employees publish content that is associated with the company. Here, social media guidelines provide a point of reference for employees.

Sales 3.0 means that in the future, companies will no longer determine which channels they use to approach their customers, but rather the driving force will come more strongly from the customer. Accordingly, the CRM is developing into an “extended or “any relationship management.”











CRM is no longer only about the customer, but about the “x” that can mean any network of relationships that is relevant for customers’ purchase decisions.
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