Министерство образования Саратовской области

Муниципальное общеобразовательное учреждение Лицей №37

Фрунзенского района г. Саратова

ADVERTISEMENT IN THE INTERNET

Творческая работа

учащейся 11-в класса

Терехиной Анастасии Владимировны

___________________________________

(подпись ученика)

Научный руководитель

Гузева Наталья Владимировна

___________________________________

(подпись научного руководителя)
Саратов, 2008 год.

Annotation.


This work is devoted to the new approach in advertising in the new economy, namely to some problems of the use of advertisement in electronic commerce, its types and characteristics, some of the most successful methods and strategies of their online implementation.
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Introduction

The Internet is the fastest growing medium in history. In 1997, a study entitled "The Internet Advertising Report" (Meeker, 1997) examined the rate of Internet adoption against three traditional media: radio, network television, and cable television. Meeker examined the length of time it took for each to reach 50 million U.S. users. He found that the length of time it took for the Internet to reach 50 million users was about 5 years, which is remarkable considering that it took radio 38 years, television 13 years, and cable television 10 years. According to these statistics, the Internet is by far the fastest growing communication medium. Customers' awareness of this alternative advertising medium is growing rapidly. The largest U.S. advertiser, Proctor & Gamble, announced in 2000 that the company would shift a substantial amount of its advertisement budget to the Internet.

 According to the Internet Advertising Bureau (IAB) (iiih.net), the top categories for Web ad spending in 2000 were computers (25 percent), consumer products (25 percent), financial services (13 percent), telecom (14 percent), and news media (10 percent). All these data show how urgent the problem of study of the effective ways of implementing online the advertisement part of marketing is. It becomes necessary for entrepreneurs of different kinds to adapt their marketing plans account for the ever-growing number of people spending increasing amounts of time online. Customers, on the other hand, should be aware of all the possibilities this new type of market offers. The study of the existing experience of some foreign companies, to our mind, can be of great help for developing this type of commerce in our country, which inevitably will become the leading one in the nearest future. The main questions under study in this work are:

•  objectives of Web advertisement, its types, and characteristics.
•  the major advertisement methods used on the Web.
•   some  specific Web advertisement strategies.

For resources on Internet advertisement we used adage.com, hotwired.com.webmonkey, and the Internet advertisement and marketing books listed in the bibliography. The research on the use of advertising in the Internet by Meek in his work "The Internet Ad Report" contains some very useful statistics on the subject. “Marketing with E-mail” by Kinnard is full of  interesting examples just as well as some sites mentioned in the course of the work.


Chapter1.
1.THE INTERNET VERSUS TRADITIONAL METHODS 

The major traditional advertisement media are television (about 36 percent), newspapers (about 35 percent), magazines (about 14 percent), and radio (about 10 percent). Although Internet advertisement is a small percentage of the $120 billion-a-year industry (in 2004), it is growing rapidly. For example, in 1995 Internet advertising expenditures were about $43 million, this amount grew to over $1 billion in 1998 (itib.net) and close to $3 billion in 1999. The estimate for 2006 is $15 billion.

The Internet can be viewed as just another advertisement media with its own advantages and limitations.

2.WHY INTERNET ADVERTISEMENT? 

Advertisement is an attempt to disseminate information in order to affect a buyer-seller transaction. The objectives of advertising on the Internet are the same as those of any other type of advertising, namely, to persuade customers to buy a certain product or service. Thus, it is seen as an alternative medium to traditional advertising media. But in the traditional sense, advertisement was impersonal, one-way mass communication, which was paid for by sponsors. Telemarketing and direct mail were attempts to personalize advertisement in order to make it more effective. These direct marketing approaches worked fairly well but were expensive and slow. For example, a direct mail campaign costs about $1 per person. However, the response rate is only 1 to 3 percent. This makes the cost per responding person $33 to $100. Such an expense can be justified only for high-ticket items.
Besides, the Internet has redefined the meaning of advertisement. In direct mail advertising the advertisers knew very little about their recipients. The Internet has enabled advertisers to learn about customers and to interact directly with them. In interactive marketing, a consumer can click on an ad for more information or send an e-mail to ask a question. The Internet has provided sponsors with two-way communication and e-mail capabilities, as well as allowing them to target specific groups on which they want to spend their advertising dollars, Finally, the Internet enables a truly one-to-one advertisement. There are yet some more reasons why companies advertise on the Internet. 

To begin with television viewers are migrating to the Internet. The media follows, acknowledging that the goal of any advertiser is to reach its target audience effectively and efficiently. Numerous studies have found that over three-quarters of PC users are giving some television time to spend more time on their computers. Add to this the fact that many Internet users are well educated and have high incomes, it is only logic to conclude that Internet surfers are a desired target for advertisers.
Other reasons why Web advertising is growing rapidly include:

• Ads can be updated at any time with minimal cost; therefore, they are always timely.

• Ads can reach very large numbers of potential buyers, both locally and globally.

• Online ads are sometimes cheaper than television, newspaper, or radio ads. The latter are expensive since they are determined by space occupied, how many days they are shown, and on how many national and local television stations and newspapers they are posted.

• Web ads can effectively use the convergence of text, audio, graphics, and animation.

• Games, entertainment, and promotions can easily be combined in online advertisements.

• Web TV and Internet radio bring more people to the Internet.

• The use of the Internet itself is growing very rapidly.

• Web ads can be interactive and targeted to specific interest groups and individuals.

As of 1998, these factors began to convince large, consumer-products companies to shift an increasing amount of advertising dollars away from traditional media to Web advertisements; Toyota is a prime example of the power of Internet advertising. Saatchi and Saatchi, a major ad agency, developed Toyotas Web site (toyota.com) and placed Toyotas traffic-luring banner ads on other popular Web sites such as espn.com. 

Within a year, the site overtook Toyotas 800 number as its best source of sale leads. There is a trend to combine Internet advertisements with other media. For example, you view an advertisement on TV, but get additional product details and make an order on the Internet. Details can be easily found on  crq.com and microcast.com.




Chapter2


Advertisement Methods.

1.BANNERS

A banner is a graphic display on a Web page that is used for advertising. The size of the banner is usually 5 to 6.250 inches in length, 5 to 1 inch wide, and is measured in pixels. A banner ad is linked to an advertisers Web page. When a user "clicks" on the banner, he or she will be transferred to the advertiser's site.
Banner advertising is the most commonly used form of advertising on the Internet. As you surf your way through the Web, banners are everywhere.

Typically, a banner contains a short text or graphical message to promote a product. Advertisers go  great lengths to design a banner that catches consumers' attention. Banners with video clips and sound are also common. Banners contain links that, when clicked on, transfer the customer to advertisers home page or another page  advertising wishes to target. An important factor an advertiser needs to scrutinize is the size of die banner. Advertisers need to make sure that die image size the Web site uses is appropriate for the intended location and that die file size and animation limits are correct. The file size of the image should be about 7 kb to 10 kb. An image with a large file size or unlimited animation looping may require several minutes of ownloading time. This could prevent the remainder of the Web page from being displayed until the image is finished, resulting in impatient visitors who leave the site before the Web page is shown.

There are two types of banners: keyword banners and random banners. Keyword banners appear when a predetermined word is queried from a search engine. They are effective for companies who want to narrow their target audience. Random banners appear randomly. Companies that want to introduce new products (e.g., a new movie or CD) use random banners.

If an advertiser knows something about a visitor, such as the visitors user profile, it is possible to match a specific banner to that customer. Obviously such targeted, personalized banners are the most effective.

A 1998 study by AOL showed that 9 out of 10 people responded favorably to banner advertisements and about 50 percent of the viewers were able to recall ads immediately after seeing them.

2.BENEFITS AND LIMITATIONS

The major benefit of banner ads is that by clicking on them users are transferred to an advertiser's site. Another advantage of using banners is the ability to customize them to the target audience, at a minimum, an advertiser can decide which market segments to focus on. Also, "forced advertising" marketing strategy is utilized with banners, which means customers are forced to see banner ads before they can get free information or entertainment they like to see.

The major disadvantage of banners is the potentially high overall cost. If a company demands a successful marketing campaign, it will need to allocate a large percentage of the advertisement budget to acquire a high volume of CPM Another drawback of using banners is that a limited amount of information can be placed on the banner. Hence, advertisers need to think of a creative but short message to attract viewers.

Another limitation of banners has been the declining click ratio over time, It looks as though many viewers have developed an immune system. They simply do not notice banners. Therefore, it is important to decide where to place banners. For example, a study of Web ads done by the University of  Michigan for Athenia Associates showed that ads placed in the lower right-hand corner of the screen, next to the scrollbar, generate 228 percent higher click-through than ads at the top of the page. The study also found that ads placed one-third of the way down the page increased click-through 77 percent over ads at the top of the page, where ads are usually positioned. Andrew Kind, Athenia’s Webmaster, attributed the higher click-through to die ads' positioning in the "click zone," where a user's mouse is naturally drawn.

Banners are generally more effective when they are placed on popular sites. But this can be an expensive option for companies with small advertising budgets.

3.BANNER SWAPPING

Banner swapping means that company A agrees to display a banner of company B in exchange for company B displaying company A`s advertisement. This is probably the least expensive form of banner advertising to establish and maintain, but it is also difficult to arrange, A company must locate a site that could generate a sufficient amount of quality traffic. Then, the company must contact with the Webmaster of the site and inquire if they would be interested in a reciprocal banner swap. Since individual matching may be difficult, many companies use banner exchanges.

4.BANNER EXCHANGES

When several Web sites are interested in banner swapping, a multicompany match may be easier to arrange. For example, out of three companies, A can display Bs banner, but B cannot display as banner optimally. 
However, B can display C's banner, and C can display A’s banner. Such bartering may involve many companies. Banner exchange organizers arrange for trading among three or more partners. It works similarly to an off-line bartering exchange. A firm, which is willing to display others' banners, joins the exchange. Each time a participant displays a banner for one of the other exchanges members, it receives a credit. 

After a participant has "earned" enough credits, its own banner is displayed on another embers desired site. Most exchanges offer members the opportunity to purchase additional display credits. Some exchanges also permit the participants to specify what type of site the banner should be displayed on; thus allowing the advertisers to target what type of audience will see the banner ad.

Most exchanges offer a credit ratio of approximately 2:1. This means for every two banners displayed on a company's site, that company's banner will be displayed once on an equivalent site. You may wonder why the ratio is not 1:1. 

The banner exchange company must generate revenue to cover its operating expenses and to offer additional services, so they take the credit of about 50 percent of all banners and sell it. For example, one banner exchange, net (net.com), offers help with banner design, provides membership in newsgroups, delivers HTML tutorials, and ever runs contests. Bcentral.com, via its Link Exchange, acts as a banner ad clearinghouse for several hundred thousand small Web sites. The site is organized into more then 1,600 categories.

Some banner exchanges will not allow certain types of banners; hence, the decision of whether or not to participate is important. Another problem is the tax implications of bartering. Overall, banner exchanging can be very valuable and should be considered by advertisers.

5. STANDART AND CLASSIFIED ADS.

On February 26, 2001, the Internet Advertising Bureau, the industry trade group-adopted five standard advertising sizes for the Internet. These ads are larger and more noticeable than banner ads. Therefore, in preliminary tests, it was found that users read these ads four times more frequently than banners. Some of these ads are interactive; users can click on a link inside the ad for more information. These ads, which are also called micro-site ads, are read on the same page that was originally clicked. Publishers, like the New York Times online, nytimes.com and snowball.com, publish these ads, sometimes four on one Web page. These ads look like the ads in a newspaper or magazine, so viewers and advertisers like them. The ads appear in columns. A full column deep ad is popular and called a skyscraper ad. They appear also as boxes.

Another type that resembles a newspaper ad is the classified ad. There are special sites for such ads, like classifieds2000.com, and they also appear in newspapers online, exchanges, portals, and so on. In many cases, posting regular ads is free, but placing them in a larger size or with some noticeable features is done for a fee.

6. E-MAIL 

A popular way to advertise on the Internet is to send company information to people or companies listed in mailing lists. E-mail messages may be combined with brief audio or video clips promoting a product with on-screen links target users can click on to buy (see aceconcept.cojn). The advantages of the e-mail approach are its low cost and the ability to reach a wide variety of targeted audiences. Most companies have a database of customers to which they can then send e-mail messages. However, using e-mail to send ads may be considered 
spamming.

E-mail is emerging as a marketing channel that affords cost-effective implementation and better, quicker response rates than other advertising channels. Therefore, marketers are embracing this medium. 

Furthermore, it is an interactive medium and it can combine advertising and customer service. What happens, though, when every marketer starts inundating prospects and customers with e-mail? How much e-mail will result? How will consumers deal with it? What areas must marketers focus on to ensure e-mail marketing success?

Undoubtedly, the quantity of e-mail that consumers receive is exploding. According to a study by Jupiter Communications, the annual number of messages per consumer  increased from 1,166 in 1998 to 1,606 by 2002. In light of this, marketers employing e-mail must take a long-term view and work toward the goal of motivating consumers to continue to open and read messages they receive. This is especially important as even now nearly one-third of consumers read e-mail only from senders with whom they have a relationship. As the volume of e-mail increases, consumers' tendency to screen messages will rise as well. Several e-mail services permit users to block, forever, messages from specific sources (e.g., see hotmail.com).

When considering who they should target, marketers must supplement existing database information with data relevant to e-mail campaigns. When deciding what to include in an e-mail, marketers must integrate inbound customer service e-mail solutions with their outbound marketing efforts. Finally, with regard to the "how," or the execution, of the message, marketers must develop e-mail-specific copy writing skills and the ability to deliver multimedia-rich e-mail.

A list of e-mail addresses can be a very powerful tool because a company can then target a group of people it knows something about, for information on how to create a mailing list consult oitstist.com or topiat.com. E-mail advertisement is considered a success by many, and Forrester Research estimates its volume to reach 200 billion messages and $5 billion by 2004. E-mail can also be sent to PDA devices  or to mobile phones.

7.CHAT ROOMS

Electronic chat refers to an arrangement where multiple participants exchange messages over the Internet in real-time. The software industry estimates that several hundred thousand Web sites have millions of chat rooms.

A chat room is a virtual meeting ground where groups of regulars come to gab. The chat rooms can be used to build a community, to promote a political or environmental cause, to support people with medical problems, or to let hobbyists share their interest. And since customer-supplier relationships need to be sustained without face-to-face meetings, online communities are increasingly being used to serve business interests, including advertising Vendors requently sponsor chat rooms. Chat capabilities may be added to a business site for free by letting software chat vendors host a session on the site. 

The company simply places a chat link on its site and the chat vendor does the rest, including the advertising that pays for the session. The advertisement in a chat room merges with the activity in the room and the user is conscious of what is being presented.

The main difference between an advertisement that appears on a static Web page and one that comes through a chat room is that the latter allows advertisers to cycle through messages and target the chatters again and again. Also, advertising can become more thematic. An advertiser can start with one message and build upon it to a climax, just as an author does with a good story. Chatters are used to seeing multiple ads on their screens, so they are bound to take notice. For example, imagine you are a toy maker and you have a chat room dedicated to electronic toys. You can use the chat room to pose a query such as: ''Can anyone tell me about the new Elector R3D3; " When chatters respond, perhaps telling you that the product is not working well, you can ask "Why is this so?" Of course you can do the same in your competitors' chat room.

It is estimated that in 2001, Internet chats generated over 10 billion hours of online use, leading to about $1 billion in advertising revenue worldwide. Chat rooms are also used as one-to-one connections between a company and their customers. For example, Mattel sells about one-third of its Barbies to collectors. These collectors use the chat room frequently to make comments or ask questions that are then answered by Mattel's staff.

8. OTHER FORMS OF ADVERTISEMENT. 

Online advertisement can be done in several other ways ranging from advertisements in newsgroups to the use of kiosks. Advertisement on Internet radio is just beginning, and soon advertising on Internet television will commence. Advertorial is material that looks like editorial, or general information, but it is really an advertisement. Of special interest is advertisement to Internet communities' members. Community sites, such as geocities.com, offer direct advertisement opportunities, and members can usually buy the advertised products at a discount. There are also ads that link users to other sites that might be of interest to a type of community member. Targeted ads can also go to the members' portals. Finally, the domain name itself can be used for brand recognition. This is why some companies are willing to pay millions of dollars for certain domain names (see alldmnains.com).

Chapter3.

ADVERTISEMENT STRATEGIES
Several advertisement strategies can be used over the Internet.

1.PULL (PASSIVE) STRATEGY

Usually, customers will look for and visit a site only if it provides helpful and attractive content. The strategy of waiting for a customer's passive access is referred to as pull strategy. The pull strategy is effective and economical when advertising helps to open, unidentified potential customers worldwide. However, since there are so many Web sites open to all customers, directories are needed that can guide customers to targeted sites. Directories are available on many portals for shopping and business opportunities (e.g., yahoo.com).
A site may be either a pure advertisement site, which means it does not offer order taking or payment capabilities, or it may be a complete retail storefront. The ads in the latter case can be directly linked to sales. Another option is an e-mail, where customers can use the e-mail's own directory and search engines to locate desired products and services.

2.VIRAL MARKETING

Viral marketing refers to word-of-mouth marketing, which has been used for generations, except that now its speed and teach are multiplied many fold by the Internet. This ad model can be used to build brand awareness at a minimal cost. It has long been a favorite strategy of 
online advertisers pushing  youth-oriented products.
The idea is to have people forward messages to friends, asking them, for example, to "check this idea out." Advertisers can distribute a small game program,  which is embedded with a sponsor's e-mail, that is easy to forward. By releasing a few thousand copies of the game, vendors hope to reach hundreds of thousands of consumers. For example, Coshopper.com, a Singapore auction site, allows users to type in friends' e-mail addresses; Coshopper then e-mails those friends with details about its service. In the 2000 U.S. presidential election, the Bush campaign Web site urged supporters to bring in new backers via e-mail. The person in each state that recruited the most supporters won an autographed picture of Governor Bush and a commemorative Bush-Cheney 2000 jacket. In July 2000, die promoters of Lee Jeans posted fictitious home pages of three dorky people on its site, hoping that people would forward the funny picture to others. Then, the company began to use the same characters in its printed ads. This approach was used by the founder of Hotmail, a free e-mail service, which grew from zero to 12 million subscribers in just 18 months. Each e-mail sent via Hotmail carried an invitation for free Hotmail service. Known also as "advocacy marketing" this innovative approach, if properly used, can be both effective and efficient.

One of the downsides of this strategy is that several e-mail hoaxes have been spread this way. Also, another danger of a viral advertisement is that a destructive virus can be added to an innocent advertisement-related game or message.

3.INTERACTIVE AD STRATEGIES

Internet ads can be passive or interactive. Interaction may be executed online-through the use of chat and call center services or asynchronously using Web screens. These interactions can be used to supplement passive Web pages. One of the major advantages of the Web is its ability to provide various types of interactive options at a reasonable cost. There are several methods of interaction ranging from animated characters to online quizzes.







                                    

Conclusion

All the facts considered let us state that

1. Advertising on the Internet (as compared to traditional advertising media) is growing so rapidly because

a) it has the unique ability to customize ads to fit individual viewers;

b) it provides  two-way communication and e-mail capabilities;

c) it allows targeting specific groups to spend their advertising dollars on;

d) it enables a truly one-to-one advertisement;

2. The main methods of Web advertising vary from advertisements in newsgroups to the use of kiosks. The major ones are

a) banner advertising  (with the help of either keyword or random banners)

b) banner swapping

c) banner exchange

d) standard Ads

e) classified Ads

f) e-mail advertisement

g) chat rooms.

They provide cost-effective implementation and better, quicker response rates than other advertising channels, allow combination of advertising and customer service, low cost and the ability to reach a wide variety of targeted audiences. 
Besides they afford cost-effective implementation and better, quicker response rates than other advertising channels. Furthermore, interactive media can combine advertising and customer service. Therefore, marketers are embracing them.

3. The main strategies such as

a) pull strategy

b) viral marketing

c) interactive ad strategies

are effective and economical, help to open, unidentified potential customers worldwide, can be used to build brand awareness at a minimal cost.  Interactive ad strategies  (ranging from animated characters to online quizzes) provide various types of interactive options at a 
reasonable cost.

 4. At the same time the existing state of electronic advertisement reveals numerous opportunities and ways of its further development and perfection:

a) further development of banners to lessen the number of impatient visitors who leave the site before the Web page is shown;

b) elaboration of the forms of targeted, personalized banners as the most effective ones;

c) the number of types of banners allowed in banner swapping and banner exchanges should be increased;

d) marketers must develop e-mail-specific copy writing skills and the ability to deliver multimedia-rich e-mail;

e) anti-virus defence should be developed to protect advertisement-related games and messages;

f) directories that can guide customers to targeted sites need further development.

No doubt, numerous other ways of transforming and developing advertising in electronic commerce will be found in near future. More and more large consumer-products companies will shift an increasing amount of advertising money away from traditional media to Web advertisements. Electronic commerce is the main form of the commerce in future.
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