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Abstract: At present, the public, receiver of information and consumer of goods and services, 
migrates from traditional to online media, since a growing number of people appeals to 
specialized sites and even mobile devices to access the news anywhere anytime they want. The 
rapid adoption of new technologies affects and even transforms production, distribution and 
consumption, but one needs to act to optimize the online channels, while decisions have to be 
based on the key performance indicators.  
By means of mobile technology and web pages, a person or organization can present its to the 
world. These days, they look like newspapers, but are more complex thanks to their 
possibilities of content display. But, unlike television, radio or newspapers and web 
magazines, media is under the control of individuals. These “producers” create individual 
information content that can be used by many other people. Using the e-mail and mobile 
devices, these creators and producers can be in closer contact with the others. This leads to 
dynamic information and web-interactive market. 
In the process of adaptation to these market changes, marketers now have the opportunity to 
reach an entirely different target by means of online services and mobile devices, while 
Internet posting brings to organizations a competitive advantage particularly important, not 
only as an alternative to promote products, but also as an additional distribution channel. 
Keywords: marketing, online, communication, global, network. 

 
Introduction 

The dynamics of the research and development in the field of computer science has been very 
prominent lately, with so much news, that those who were trying to define this period as Web 2.0 are 
already exceeded by those who constantly innovate, hoping to rally the markets and increase revenues. 
The marketing communication is globalizing on the internet, so the motto “think global and act local” 
is no longer a valid one. 
 
The term “potency” is used because not even this medium automatically guarantees success, due to the 
fact that the possibilities of communication are globally perceived. Potency resides in original 
products, ideas and, in general, achievements which will be globally communicated. The more original 
and more easily transferred the local jurisdiction is, the greater the probability of obtaining a 
worldwide success [1]. 

 
1. The Shift from Traditional to Online Marketing 

The Internet offers many potential uses, depending on the user’s objectives and the skills, being: 
 a permanent source of up-to-date information;  
 an interactive communication tool; 
 a fast distribution channel for products and services. 
 
The Internet is not led by any organization; it is not the property of either. It gets developed when 
people build networks and connect them to others, creating a global system of communications, so that 
no one can deny the fact that every day the Internet is becoming a true means of mass communication. 
 
With the help of web pages, individuals and organizations can introduce themselves to the others, 
offering different possibilities for displaying their content. Therefore, the world-wide-web, as media, 
allows individuals to create content which can be used by many other people. For example, by means 
of e-mails, these messages creators may be in close contact with each other and this leads to a dynamic 
and interactive online information market [2]. 
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In particular, the flows of information on the Internet marketing are a challenge to all those who have 
the ability to create commercials, with a view to making them more attractive and more useful. In 
addition to its great power of innovation, the web is also characterized by the fact that it develops itself 
at an unprecedented speed, both from a quantitative-numeric and a qualitative point of view. Thus, in 
1994, the first advertising banners were launched [3], and communication became more organized and 
more professionalized. The sites, which, until recently, were only “a set of compiled data” [4], have 
become genuine virtual Windows and shops. 
 
But, in order to be successful on the Internet, marketers must know the fundamentals of marketing 
process, including the evaluation of people’s needs and desires, the market research, product policies, 
price, distribution and promotion (marketing mix), etc. Although online marketing is rooted in the 
traditional concepts of marketing, it is separated, however, from the latter by a new process – 
interactivity. Sellers can now have interactive relationships with their consumers in their own offices 
or homes at any time they want. Conversely, buyers can interact with vendors in a new way, 
communication being thus accomplished, in a double sense. 
 
However, the most striking contrast between online and traditional marketing is given by technology. 
The posts of communication through computers replace the paper by means of information, text, 
image and sound display on monitors. The principles of editing design and art should be reconsidered 
in this context. A company’s ignoring these advantages means losing the chance of taking advantage 
of its technology and tools with a view to enriching its messages. 
 
Online marketing has the advantage of being able to present interactive sales materials that meet the 
needs of each type of buyer. Marketers can create brochures that enable consumers to choose the 
information they wish to see and even individual presentations for sales to match each customer. On 
the Internet, the distinctions between the different forms of marketing (advertising, public relations, 
sales promotion, direct sale) become blurred, since the website of an organization is, in general, a 
combination of all of them. The presence on the Internet brings a very important competitive 
advantage to organizations, being not only an alternative for promotion of the products, but also an 
additional distribution channel. 
 
For a better insight into online marketing, the comparative approach on the features of the mass 
marketing and the electronic one is suggestive: 
• Mass Marketing needs an expanded market in order to survive; it reaches its consumers through 
television and magazines, conveying standard messages to a large and diffuse audience. It has the 
highest efficiency for food and pharmaceutical products, cosmetics, beer and cars. But it also has 
many disadvantages, including: no real-time interactivity, it lacks symmetrical feedback, reduced 
flexibility, the lack of control of the receiver regarding the message, the receiver is much more 
influenced by the offer of messages than his request for information. 
• Direct marketing needs a well defined market segment, reaching the consumers in general through e-
mail. It is effective for selling credit cards, travels, software, and catalogue supplies. Online marketing 
targets individuals via the Internet, being efficient for the sale of travel products, computers and 
software, etc. It has the advantage that the company can establish warm and future relations with its 
potential customers through direct communication, using personalized e-mails, welcome messages on 
web pages, while pursuing their interests, their previous orders, etc. (e.g. a flower shop can keep track 
of birthdays, holidays and anniversaries that a person celebrates and it may remember him/her of that 
some time before ordering flowers). 
 
On the other hand, using elements of the mix marketing as criteria of comparison, we can identify the 
main advantages of online over traditional marketing as follows: 
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Table no. 1 Advantages of online over traditional marketing 
CRITERION TRADITIONAL MARKETING ONLINE MARKETING                         

The segmentation Uses market segments based on socio-
demographic characteristics, or other 
similar characteristics. The similar 
characteristics are treated as identical. 

Uses data about the current behavior of 
consumers in order to identify its statistical 
models for assessing the value of the 
potential profit obtained from each 
individual. 

Advertising The communication techniques are 
created on the average of the target 
group characteristics. 

Communications are individualized being 
based on detailed information supplied by 
each consumer. 

Promotion policy Generally, for promotion, there are 
used the same techniques shared 
throughout the range of the company, 
the area being geographically defined. 

The promotion techniques are adjusted to 
the previous individual behavior of 
consumers. 

Price policy The price differences are left to the 
discretion of consumers. 

The price differences are based on the 
information about sensitivity towards the 
price of each individual. 

Sales management The data about consumers are generally 
extracted from the evolution of sales. 

Sales management has access to the 
consumer files that it can use to achieve the 
goals of the organization. 

Channels of 
distribution 

The distribution depends on both 
wholesale and other sales forces. 
 

The distribution is characterized by direct 
connections with consumers.  
When intermediaries are used, relations 
between them and consumers are 
administered together with the producing 
company. 

New products Are created on the basis of technology 
and the existing production system in 
the organization. 

New products and services are created on 
the basis of the discussions. 

Monitoring Monitoring aims the evolution of sales 
and profit and it is usually carried out 
periodically. 

Monitoring aims the cost of acquisition of 
the new customers and their value of life. 
Monitoring is generally continuous. 

 

Source: adapted from Gheorghe Orzan, Mihai Orzan, Cybermarketing, Uranus Publishing House,  
Bucureşti, 2007, p. 37-70 

 
Thanks to their presence on the web, organizations can make known their areas of activity, can expand 
their markets by attracting new customers and partners from around the world, they can have a 
constant contact with their representatives and, last but not least, they can sell their products. That is 
why the presence of companies on the web has become a necessity; no other existing advertising 
support can be less accessible, inexpensive, quick and economic. 
 
On the other hand, information has become in recent years one of the most important products in the 
industrialized countries. The modern marketing techniques are more and more focused on the 
interactive side of online commercial transactions, stressing the importance of communication skills 
(relational marketing, marketing-oriented to individual consumers, etc.). In fact, any transaction 
involves an intensive exchange of information, staged as follows: 
- dissemination of information; 
- informational contact; 
- exchange of information; 
- deliberation; 
- consensus; 
- exchange of traded products and/or services.  
 
As one can see, five of the six stages of a transaction are carried out at the level of information. 
Depending on the type of the supplied product/service, even the last stage can be turned into an 
exchange of information (text, images, sounds, software, electronic coin, etc.). 
 
Technology transforms business, even becoming a deal in some cases, while the Internet is an 
electronic alternative to the real market, which is not only viable, but also much more effective, since 
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it eliminates geographical boundaries and time zones where the barriers to entry are very low. 
 
The impact of the Internet on the marketing and general business of the organization can be 
summarized by [5]: 
  logistics: fast, cheap, close links with suppliers; 
  connection within organizations / web connections between branches, departments, located in 
different cities or countries, ensuring a prompt response to the changing needs of the customers; 
  sales: the greatest added value in this area until now. The cost of advertising a product on the web is 
only a fraction of the cost of advertising in print media, television and radio; 
  service: great impact, similar to the one of the sales marketing; 
  human resources: the Internet is a vast tool for recruitment and training of workforce; 
  technological development: quicker and more comprehensive interaction with the rest of the world. Thanks 
to the collaboration with other agents on the market, exchange of information, software, etc. is made; 
  shopping: advantages similar to marketing; 
  high speed of information transfer; 
  customizing the information: 
  interactivity: it helps the seller to fully understand the needs of the consumer, who can be easily 
involved in the design of products and services and thus his changing demands can be satisfied 
quickly.  For example, some of the sites of automobile manufacturers have an option called “Design 
your own car”, which is nothing but a way to collect customer preferences; 
  great feedback, firms being able to find out not only what customers buy, but also what they are 
interested in by looking at the pages on which they are operating; 
  current information can be updated;  
  flexibility; 
  removal of time and space limits; 
  the coverage of market niches, by promoting the products to very clearly defined target groups. 
 
The areas of expression of internet marketing are almost as extensive as in the real economy, the most 
common of them being [6]: 
- web-sites; 
- advertising on the Internet; 
- direct marketing via email; 
- permission-based marketing; 
- online marketing research;  
- online trade data; 
- online public relations; 
- marketing integrated on the Internet. 
 
The American Marketing Association has drawn up a code of ethics for the Internet marketing, which 
demonstrates its growing importance for the marketers’ activities. The code provides guiding 
principles and directions concerning the ethical responsibility in this dynamic field of marketing [7]. 
 
General responsibilities: marketers must assess the risks and be responsible for the consequences of 
their business on the Internet. Their professional behaviour must be guided by: 
- supporting the professional ethics in order to avoid damage by protecting the privacy, ownership and 
access rights; 
- compliance with all the effectual laws and regulations regarding the fact that they must not make use 
of illegal marketing, when being carried out by post, telephone, fax or other means; 
- acquisition of changes in the regulations related to the Internet marketing; 
- effective communication of the risks and policies regarding the internet marketing to the member 
organizations; 
- organizational commitment to the ethical practices on the Internet must be communicated to the 
employees, customers and major shareholders. 
 
Privacy: the information received from customers over the Internet must remain confidential and be 
used in accordance with the aims expressed.  All data, especially the confidential ones of the 
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customers, must be protected from unauthorized access. The applications specifically mentioned 
receiving unsolicited email messages must be respected. 
 
Property: usual information from sources on the Internet must be properly authorized and 
documented. The property of information must be protected and respected. Furthermore, marketers 
must respect the integrity and ownership of computers and networks. 
 
Access: marketers must treat the access to accounts, passwords and other information as confidential 
and they must also examine or disclose their content only with the consent of the responsible party. 
The integrity of the third parties information systems must be respected concerning the placement of 
information, advertisements and messages. 
 
The Internet meets all the advantages of media and all the commercial characteristics of direct 
marketing.  
 

2. Trends in Online Marketing 
The need to integrate online services in the mix marketing is important for the companies seeking to 
increase their sales. Fortunately, the Internet provides powerful tools for the marketers who want to 
expand their marketing program integrated in electronic environments. The online program should be 
integrated into the traditional marketing program goals, so that all the marketing activities support 
each other. Integrated marketing has three components: 
• consistency of message: the consumer finds the same message, regardless of the environment used. 
The colours, logo and characters are identical, so that their credibility and their connotations create a 
solid feeling of familiarity; 
• interactivity: consumers lead a very useful dialogue with the company, obtaining information that 
promptly, accurately and personally respond to their questions; 
• the mission of marketing: defining the organization and its purpose. 
 
The fact that the size of the organization is still an irrelevant detail on the Internet is another 
interesting issue. In a shopping mall, people can immediately notice the dimensions of these 
competitors on that market, on the Internet this is not possible. Small companies can compete with 
large ones, but this may change because many companies increasingly access the web, bringing the 
power of their famous brands names. New firms or the smaller ones can still establish a branded 
identity on the Internet. Moreover, in the world of online business, firms can be quickly surrounded by 
competitors that can offer the same product in similar conditions, being able to even do that 
immediately [8]. 
 
For marketers, a major change in the way of thinking on the value of the customer is also necessary. 
For a long time or for a too long time, the companies have treated their customers as “interchangeable 
goods”, instead of being concerned with their long-term value. 
 
Successful companies must persuade current customers to make additional purchases from the same 
source. Online marketing offers them this possibility, by creating messages for each client, by 
recording the preferences and non preferences of every person, and one’s purchasing patterns and by 
choosing how much power should be used to convince them. Personalized letters can be sent for 
describing new products, the statistics on the sales of the firm, information on the manufacturing 
technologies. It should be noted, however, that online marketing has not invented this process, but has 
made it easier and less expensive. 
 
In conclusion, the first step in initiating the Internet marketing strategy involves careful consideration 
of the characteristics of this communication environment/field and correct identification of the 
opportunities offered. Operations on the Internet should be treated as an independent strategic unit to 
be designed, implemented and managed in accordance with the specifics of the organization. The 
marketing strategy implemented on the Internet must be compatible with the organization's strategic 
portfolio, taking into account the long-term plans and relying on: 
 clear targets;  
 medium and long-term planning; 
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 appropriate knowledge and understanding of the rules and possibilities specific to the Internet;  
 ongoing assessment of performance;  
 predicting the new economic and technological trends;  
 adequate allocation of the required human and material resources.  
 
The Internet from the future will be more interactive, people around the world being able to work 
together on the same project, while instruments can be improved by the online contribution of all the 
people. The contents are also developed: the users can access a large area of information, they can 
process it, and then offer it under a new form to the other users. On the other hand, the most important 
thing is that there will be created limitless possibilities for the existing or the potential investors. Many 
new companies are based today on the success of those who are already famous (Flickr, MySpace, 

Wikipedia, etc.), but also exceed them by means of creativity and interesting instruments [9]. 

 
3. Advertising via Mobile (Telephony) 

The phrase “mobile marketing” includes all the procedures of promotion that use mobile means of 
communication, especially the mobile telephony. 
 
For legislative reasons, gambling, cigarettes, alcoholic beverages and some clubs cannot be promoted 
by classical channels: some only between certain time intervals slots or, others, not even then. For 
these ones, and also for the companies with small budgets for promotion, mobile advertising, properly 
used, is sometimes the most plausible variant of promotion. 
 
In most European countries, advertising by means of fixed telephony is prohibited, which means that 
for the mobile marketing it works the rules of permission marketing (current or potential customers 
give their consent, after filling out a form, to receive advertising messages on the phone). 
 
According to the Law 677/2001, the persons listed in a database have the right of access, the right of 
intervention, the right of opposition, the right of not being subjected to an individual decision, the right 
of complaint, the right of addressing to the justice and the right of information. In Romania, The 
National Supervisory Authority for Personal Data Processing is the institution that ensures the respect 
for the rights of those enrolled in the databases and the institution has received a low number of 
complaints so far.  
 
After Google, Apple and Microsoft have become stronger in the area of mobile advertising, recent 
studies show that the revenue of this industry will increase at least five times over the next five years. 
The estimates relate to the announcement made by Google, according to which, in three years’ time, 
there will be more online users on the phone than on computers [10]. Google expects that the income 
from the advertising on mobile phones will reach and exceed the value of online advertising. Five 
countries in Europe will pass the threshold of the billion dollars in 2015, respectively United 
Kingdom, France, Italy, Spain and Germany. Collections are now in millions of dollars [11]. 
 
In the U.S.A., the market was expected to grow from one year to another with 80% by 2013[12] when 
it would exceed the limit of $3 billion (EUR 2.3 billion), compared to 160 million dollars (125 million 
euros) in 2008, according to “The Kelsey Group” market research company. 
 
In Romania, the advertising on mobile was released in 2007, but has not experienced a dramatic 
development and only now, in crisis conditions, there are opinions that this type of promotion, better 
targeted to the public, could help the companies facing reduced budgets in promotions. In 2010 the 
number of customers of mobile advertising doubled in Romania, after the advertising market on the 
mobile phone had been estimated at 4.5 million euro [13] in 2009.  
 
According to Eurostat [14] the rate of the Internet penetration in our country is 42% of all dwellings, 
much below the European Union average of 70%. The percentage is double compared to 2007 and 
Romania is among the world champions at the average speed of internet connections.  
 
Smartphone users from Romania spend an average of 422 minutes surfing on the internet and 531 
minutes on voice calls [15]. 
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The mobile phone is a very personal object and is also a symbol of status and personal style. The 
strong attachment of some of the consumers to this object has led to customizing it by means of 
jewellery for phones, screen savers, personal pictures, etc., the mobile phones becoming genuine 
mobile entertainers. According to a study[16] made by Intel in Romania and other 15 countries in 
Europe, Middle East and Africa, 33% of the Romanians would rather give up chocolate or sweets than 
live for a week without their favourite gadget. The emotional connection with mobile devices is so 
strong that it would not be an exaggeration to call it addiction. 
 
The advertising via mobile telephony can use: SMS, MMS, transmission of audio-video messages via 
infrared or Bluetooth. Also, the WAP format (Wireless Application Protocol) is a standard method by 
which a mobile phone communicates with a server installed in the mobile network) or the W-LAN 
networks (Wireless Local Area Network devices use electromagnetic waves and thus transmit and 
receive data over the air, eliminating the need for cables) may serve the advertising purposes. The 
most widely used tool for mobile promotion is the messaging one, because it is the most accessible for 
the user. 
 
The SMS may take many forms [17]: it may include an interactive link that the user can access in 
order to be directed to a phone number, it can be a SMS to which the customer interested in such a 
service/product may give a “reply”, it may contain a coupon code or one can talk about the question 
and answer type of campaigns (“bounce back campaigns “). 
 
The objectives of promoting via mobile telephony are[18]: 
-innovation of advertising;  
-gaining new customers; 
-retention by means of interactive services; 
-increased sales. 
 
Most of the messages on mobile phone are: 
- advertising messages of the mobile operators that have created databases; 
- information about games and competitions; 
- information about road traffic;  
- information about the advertising offers;  
- local information (promotion of cinema or theatre programs, restaurants, etc.);  
- presentations of films and other entertainment offers.  
 
Vodafone Romania has a base of 4.5 million customers [19] who have agreed to receive advertising on 
their mobile phone. The customers of mobile advertising services belong to areas of activity such as: 
banks and insurance, retail, auto, FMCG and services, in recent years they have resorted to mobile 
marketing applications by means of pull SMS campaigns (SMS with promotions for brands from 
different areas). 
 
Such an example is the campaign of Petrom "A fill every 15 minutes", developed by iLeo together 
with Vodafone, which has also integrated a mechanics of sending targeted SMS/MMS[20]. The 
validation of the results was made by a random dividing database and the comparing of the effects of 
the mobile components coexisting with other environments. While all the other media have had 
similar effects, the presence of SMS/MMS has generated almost a doubling of the rate of response. 
 
Advertising via Bluetooth allows a company to send advertising messages to the mobile phones in the 
same vicinity. This type of promotion is attractive to consumers and very easy to use. At the same 
time, advertising via Bluetooth is the quickest and most effective method to promote, from the point of 
view of the costs; in addition, it can reach a large number of gadgets at the same time.  
 
The advantages of mobile advertising are: 
• large number of mobile users;  
• communication is personal and interactive, with a precise quantification of the communication 
process by converting to the act of selling the promoted product/service;  
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• the majority of consumers have mobile phone and consider it as the most convenient means of 
communication; a mobile marketing campaign can address all potential clients, as opposed to a 
classical media campaign; 
• the message transmission speed is much higher compared to the ATL advertising; 
• relatively low costs; 
• direct dialogue between companies and consumers, information reaches them directly, this 
constituting a significant advantage for the publicity; 
• the rates of response from mobile marketing campaigns, whether we refer to promotion via 
banners/text on mobile internet sites or sending messages on mobile, are great. The click rate is of 
1-3%[21], much higher than the click rate of the banners on web sites, and the conversion rates of the 
communication campaigns via SMS excess 10% in the case of a well done campaign. 
 
There are also disadvantages of this type of advertising, such as: 
 limited space in which you can communicate your message, respectively 160 characters. This 
drawback may be avoided if in those 160 characters there is sent a wap or web mobile link and after 
accessing it, the consumer can get much more content and information; 
 unwanted interference via Bluetooth; 
 the costs of using the Internet are quite high for the mobile telephony; 
 the mobile phone is viewed in a very personal way by its users and, in the case of abusive and 
irrelevant information, submitted at the wrong time (e.g., at night), the reactions can be very tough 
against the company that initiated the communication. 
 
Important voices in the mobile telephony industry estimate that in a few years, around the world, there 
will be over 50 billion devices connected to the internet and not all of them will be phones or 
computers. The fridge, the TV, the electrical grid, the house itself will be permanently connected to 
the global network and will ease the lives of all. After the world was conquered by mobile phones, the 
focus is now on the expansion of the broadband mobile Internet, which will allow the evolution of the 
interconnected society. 

 
Conclusions 

Everyone who has been involved in online and mobile marketing in recent years has been impressed 
by the wide range of opportunities available that can help a company stand out in front of its 
consumers. From websites design, blogs and searching engines to online advertising and email 
marketing, the various techniques available to marketers are an important element in the „fight” for 
competition on the market. However, the Internet has changed the way marketers manage their 
business and in which consumers process information and communicate, via online and mobile 
marketing. 
 
The best marketers are not only those who have the best advertising ideas and the most attractive 
campaigns in the field, but also those who can best exploit the new principles of online and mobile 
marketing and apply them in their work. 
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