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ESSENCE OF THE CONCEPT OF MARKETING ACTIVITIES USING
INTERNET TECHNOLOGIES

With the rapid development of informatization and globalization, digital
marketing has become one of the important means of overseas marketing for many
trading companies. Relying on the improvement of Internet technology, digital
marketing has gradually changed from traditional offline direct sales, exhibitions and
expos, email marketing, etc., to digital channels such as the Internet, social media,
mobile applications, etc., to convey the products, services, brand image and other
information of enterprises to target customers, thus improving the competitiveness
and brand awareness of trading companies in the market.

According to the European Marketing Confederation (EMC), digital marketing
is a form of marketing that digitizes the process of marketing, selling and delivering
products and services through the use of digital technologies. The biggest difference
between digital marketing and traditional marketing is that digital marketing uses
digital channels and digital tools to target, market and deliver in a more precise way,
thereby improving efficiency and effectiveness. The purpose of this paper is to

explore different approaches to the definition of the concepts of “internet marketing

and "digital marketing " and to and compare traditional marketing methods and
digital marketing methods.

KimmoTaiminen and Chatura Ranaweera in their 2019 book Flourishing
digital content marketing communication: engaging consumers with attractiveness,
benevolence, and cogency points out that digital content marketing helps B2B
enterprises build trustworthy brand relationships by providing relevant topics and

ideas to solve problems. Use a range of useful brand behaviors such as explaining,
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analyzing, and illustrating topics to increase customer value, promote brand
engagement, and build relationships. According to the research of Zheng Hehe and
Yang Di (2018), digital marketing in overseas markets mainly adopts two methods:
search engine optimization and keyword bidding ranking. Through search engine
optimization, the website can get a higher ranking in the search engine, improving the
likelihood of target customers to find the website; Through keyword bidding ranking,
advertisers can make marketing ads appear faster in front of target customers through
bidding. Therefore, through the analysis of various forms of scientists' analysis of
Internet technology and digital marketing concepts (Table 1), we can draw the
conclusion that there are relatively few researches on digital marketing in some
specific industries at home and abroad, such as the relevant researches on digital

marketing in overseas markets of China Aluminum Industry.

Table 1
Analysis of the term "Internet Technology' and "'Digital Marketing"
Internet Technology
Author Definition Key words
Under the network protocol, the device terminal is connected to
X e ) Network
. the mobile communication network and the wireless network, .
Zhang Ligang . - . . . connectivity,
so that a variety of information data such as videos and pictures | . .
[5] . distributed
can be transmitted and shared between the Internet .
) . i architecture
environment and various devices.
On the basis of following the network protocol, the terminal
devices are integrated and connected with different terminal | Open
devices in the network. Through Internet technology, pictures, | standardization,
videos and text data are transmitted in different ways. Only by | multimedia
Zhang Su [4] . . . L . ) .
realizing information sharing and transmission in various integration,
media can a perfect network technology be gradually formed, | interactivity
and Internet technology is the basis for realizing global and immediacy
information interconnection.
Digital Marketing
American Use digital technologies to market products and services,
Marketing including various digital mediums such as the Internet, mobile
J . . . - Internet
Association phones and digital display advertising.
[2]
Kotler Not only a technology or channel, but also an upgrade of .

. . AR . . Personalized,
Consulting marketing strategic thinking, especially through big data convenient
Group [1] technology to obtain a global perspective and business insight.

European A form of marketing that uses digital technology to digitize the
Marketing marketing, sales, and delivery of products and services. The High efficiency
Confederation | biggest difference between digital marketing and traditional
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[2] marketing is that digital marketing uses digital channels and
digital tools to target, market and deliver in a more precise
way, thereby improving efficiency and effectiveness.

Canadian Promote products or services in an interactive, personalized
Marketing and targeted manner through digital media such as the Internet
Association | and mobile devices to achieve brand recognition, product sales
[3] or user conversion goals.

Interactive

Wang Xiaoke (2018) pointed out that search engine optimization (SEQ) is a
job that includes four aspects. These four aspects include website design
optimization, keyword design, web link design and bidding ranking, SEO is a
comprehensive work, need to be optimized in many aspects to achieve better
marketing results. To better understand the application and impact of digital
marketing using Internet technology in a specific industry, it is necessary to conduct
in-depth research and analysis on the digital marketing behavior of a company in the
industry [5]. However, with the advent of the digital age and the rapid development
of Internet technology, digital marketing has become one of the important means of
modern enterprise competition. Many companies have made digital marketing a
strategic planning priority to engage customers, drive sales and increase brand
awareness through multiple digital channels. However, due to the differences
between different industries and different companies, there are also many differences
in the specific application of digital marketing. Therefore, the research in the field of
digital marketing also needs to formulate corresponding strategies according to
different actual situations.

Digital marketing refers to a marketing method that uses various Internet
technologies and digital tools through the Internet and digital channels to meet
consumer needs and increase sales revenue. Digital marketing is based on traditional
marketing, the Internet, mobile Internet, social media, search engines and other
digital channels into the marketing strategy, in order to achieve omni-channel
marketing, improve marketing efficiency and effect. Digital marketing involves many
aspects, such as social media marketing, email marketing, search engine marketing,

mobile app marketing, etc [4]. Through digital technology and tools, digital
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marketing can achieve more personalized marketing, improve marketing effect and
user experience, and also achieve more accurate target customer positioning and
market analysis, better meet consumer needs and enhance brand value,

Compared with traditional marketing methods, digital marketing has the
following characteristics.

1. Digital marketing has a broader and more accurate audience positioning
ability. Digital marketing can be accurately positioned according to the user's
attributes, behaviors, interests and other data, accurately find the target audience,
improve the effectiveness of advertising, and reduce advertising costs.

2. Digital marketing has better interactivity and personalized customization
capabilities. Digital media has good interactivity, users can interact with the brand in
real time, provide feedback and suggestions, the brand can also respond to user needs
in a timely manner, strengthen the interactive experience between the brand and the
user. At the same time, digital marketing can provide personalized products and
services according to users' individual needs and preferences, increasing user loyalty
and satisfaction.

3. Digital marketing has a more intuitive and measurable ability to evaluate the
effect. Through data analysis and monitoring, digital marketing can comprehensively
monitor and evaluate the advertising effect, brand influence, user conversion rate and
other aspects, timely find problems and improvement plans, and improve the
advertising effect and brand influence.

In short, digital marketing, as a new marketing method, has the characteristics
of more accurate, interactive, intuitive, flexible and sustainable, which can help

enterprises achieve the goals of brand publicity, product promotion and sales growth.
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THE IMPORTANCE OF PLANNING IN THE MANAGEMENT
PROCESS

Planning is one of the key stages in the management process, ensuring a clear
definition of objectives, ways of achieving them and the optimal allocation of
resources. In today's market conditions, the processes of planning, motivating and
controlling must be effective and efficient in order to ensure competitiveness and
achieve organisational goals. This means that all management actions should achieve
the set goals with the least amount of resources and produce real, measurable results
that contribute to the long-term development and stability of the organisation. It helps
to minimise risk, increase the efficiency of resource use and secure a strategic
competitive advantage. Planning provides managers in different areas with the
opportunity to clearly articulate goals and develop ways to achieve them[1]. It serves
to reduce uncertainty by minimising all possible risks, as it involves the development

of alternative scenarios. In addition, planning ensures effective coordination between
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