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Ten Trends in Online Marketing

1. Brands, not clicks.  Banner clicks continue to decline, with industry averages now at .3% from .5%.  However, more companies are moving toward viewing the banner – and the company website itself -- as a branding tool rather than as a direct marketing tool.  A study by Engage indicated that users who recently saw an ad have a higher propensity to convert, indicating a causal relationship between the view and the version even when there is no click.  Thirty-two percent of all conversions, the study said, happen after an ad view without a click.  AdRelevance also reported that currently 63% of all banners are created for branding, not click-throughs.  The purpose of the online marketing program, then, is to drive traffic to areas of the site that reinforce the brand (deep applications insight) and generate higher quality leads as this traffic requests information/sales contact.

There’s another issue at work here.  Pets.com, drkoop.com and other high-profile web sites spent millions on Super Bowl ads and other promotional tactics designed to generate traffic and build their brands.  Yet, what are the sites that are doing well in the market and surviving?  Barnes & Noble, Wal-Mart and other bricks and mortar sites that have already spent years, even decades, building their brands.  While the failure of web businesses is certainly not as simplistic as suggesting that poor brand-building execution was to blame, it does suggest that companies, even when supported by dot-com frenzy and millions in venture capital funding, can’t expect to duplicate overnight the brand-building basics that take years to create.

2. Costs are declining.  Cost of online advertising is continuing to decline.  Average cost/M is now $33/M, according to AdKnowledge.

3. New types of banners.  Developers are experimenting with a variety of new types of banners to improve click-through rates.  Rich-media banners are the norm, and skyscraper banners are exploding in popularity.  Interstitial ads, which have always prompted a high click through, are moving aggressively from consumer to B2B.

4. New models, due to human limitations?  Independent exchange sites are having trouble surviving.  This may be due to a flaw in their business plans, or the fact that we as humans are having trouble absorbing the plethora of new technologies and methods of doing business.  This has implications for TestMart (which has already changed its reimbursement model) and VerticalNet, which is giving away storefronts in order to populate their communities.

5. Quality, not quantity.  Online programs are moving toward the goal of generating leads that can be added to permission marketing email campaigns.  On average, marketers get click-through rates of 10% on in-house lists;  of those who click-through, 2.5% make a purchase (Source:  Forrester).  The campaigns that work best are built around the dual concepts of permission and value (in terms of the offer).

6. Talk to ME.  Companies are still struggling to develop ways to personalize web experiences, even for email campaigns.  One company found that including the individual’s name in the subject line or even just including the topic of the main feature dramatically increased click-throughs, up to 300-400%.

7. Graphics before words.  There’s no such thing as text-email campaigns anymore.  If it’s not HTML, it’s not worth doing and is a negative reflection of the brand.

8. Match the brand.  Graphic look and brand consistency between literature, ads and web sites are now a requirement, no longer a goal.  Companies that have web development teams that are distinct and unconnected to a company’s marketing department are seen as suffering from poor execution.

9. How do you compare?  Users continue to seek out comparison pages and tools that help them provide independent evaluation and comparison of products.  Whether it’s cars.com or deja.com, users are insisting the web deliver to them an improved buying process, not merely an automated process, one that allows them to objectively compare similar products, specs and prices.  These sites won’t go away, and will only increase in popularity as they move from consumer to B2B.

10. Magazines, not portals.  While portal power (e.g. Yahoo!, eChips.com, e-insite.com) and other centralized industry sites were the focus of attention several years ago, banner statistics are continuing to show better performance on industry-specific magazine sites than on the general industry sites.  This applies even within a targeted industry;  the same banner placed on an industry portal, such as Cahners Publishing’s e-insite, which services the electronic engineering community, tends to perform less effectively than the same banner running on a Cahners magazine site that services the same audience.







