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Abstract

The concept of "digital marketing tools" is gaining popularity in the
corporate sector and digital environment because of their unique character and
consistent attention to generating value for companies.

The birth of digital marketing technologies has revolutionized the corporate
visibility landscape by offering organizations innovative and diverse tools to
engage with their target audience and enhance their reputation.

Many companies have trouble getting the best results out of these tools, when
they have a lot of potential. This is because they don't understand how to use
them strategically. It is important for companies to use digital marketing tools,
which include many different tactics like search engine optimization and social
media marketing, in order to become more visible.

The main aim of this study is to examine the influence of digital
marketing tools on the level of company's visibility, with particular emphasis on
the higher school of management and digital economy. Through a combination
of quantitative methods, including observation and Key Performance Indicators
(KPIs), which will provide complete insights into the current techniques and
efficacy of digital marketing tools.

The findings highlight that digital marketing tools play a crucial role in
enhancing the school’s visibility, particularly through key benefits such as SEO,
SMO, and content creation.

Our study enables ESGEN's community managers to better understand their
roles and responsibilities, thereby facilitating the development of the techniques
and the approaches for digital marketing tools to the continuous improvement of
our school's visibility.



General introduction



The world has been shaped by business since human existence, and ruled by Simple
bartering systems which used to exchange goods and services for the human needs, so
business has always played a role in meeting our needs and wants.

With the growth of markets and society development, business has shifted from simple
trading systems to the complex ones of today.

During these years, there have been significant advances in various fields, such as
information and telecommunication technologies which make the world becoming more open
where online platforms serve as primary channels for consumer engagement; all of this
progress is a factor in the business's transition from traditional to digital forms called E-
BUSINESS.

Back in the days, Traders employed various methods to attract customers which is known as
marketing, including simple advertising through television, radio, newspapers and magazines.

Nowadays, the rise of the internet and digital technology has revolutionized the field of
marketing, and digital is now the company's main marketing channel with the majority of
investments going on digital marketing tools because they make their companies more visible.

In today's competitive market, companies face a significant challenge in making
themselves visible to their customers, our objective is to analyze how companies employ
digital marketing tools to raise their visibility in the market. By searching into this study, we
aim to gain a comprehensive understanding of the strategies and tactics employed by
companies to increase their presence in the digital sphere by resolving the problem in the
central question:

How can digital marketing tools impact a company’s visibility?

To gain a better understanding of our wide topic, it's important to ask other secondary
questions:

o How does the ESGEN support its strategies for digital marketing?
o How is the online presence of ESGEN?
o How digital marketing tools impact the ESGEN's visibility?

We reformulate hypotheses according to the questions In order to confirm or deny their
validity:

hypothesisl: ESGEN effectively uses a mix of diversified digital marketing tools.
hypothesis2: ESGEN benefits of strong online presence.

Hypothesis3: The digital marketing tools used by ESGEN have a positive impact on the
school's visibility.

The work that we are going to produce will be laid out in two primary chapters, and
each chapter will be divided up into sections.

For the theoretical chapter of our research, we make use of a descriptive strategy in our work.
Through consulting articles, books and is accomplished by examination of some appropriate
documentation.



For the second part of this work, we will be using an analytical approach to analyze the
implementation of theoretical concepts in the field during the internship. We will be using
research tools such as an observation and key performance indicators (KPIs) within the
school's online presence platforms. The study will be carried out using the quantitative
method, which will assist us in analyzing data in an easy and quick manner.

In the first chapter, the initial section will cover the comprehensive understanding of
marketing and its progression up to the concept of digital marketing.

In the second section, we will discuss the company's digital visibility in a more detailed
manner. We will describe the concept, its components, objectives, and emphasize the various
ways in which organizations establish their online presence.

In the last section we will talk about digital marketing tools from their specific marketing
strategies to their application techniques.

The second chapter serves as the central focus of our work and is named "case study of
digital marketing tools’ impact on company’s visibility." It will start with the first section,
which presents ESGEN, including its services, department, mission, and objectives.

We will highlight in the second section the methodological and practical approach of our
study, as well as the last section we will focus on the data presented, analysis and results of
the work.



Chapterl:

The transformation of marketing in the digital age



Section 1: The marketing evolution
1. Origins of the marketing concept

"The term “marketing” evolved from the root word “market.” By first considering this
linguistic ancestor of the word “marketing,” it is possible for us to discover something about
the term marketing itself. The term market is used in essentially three different ways: (a) a verb

sense, (b) a place sense and (c) a people sense™*.

Marketing as a concept has evolved over centuries, adapting to changes in society and
business practices, it's essential to recognize that marketing as a discipline is the result of
cumulative contributions from countless individuals, and academics over time. While it's
challenging to attribute the founding of marketing to specific individuals in each era due to its
gradual development, we can identify key figures and milestones that contributed to its

evolution.

In the pre-industrial revolution era while not recognized as traditional marketers,
individuals in ancient civilizations engaged in early forms of marketing through bartering,
trading, and simple selling techniques. Examples include ancient traders along the Silk Road or
merchants in ancient Mesopotamia and Egypt who used basic marketing techniques to sell their

goods.

During the period of the industrial revolution era, the rise of mass production and
urbanization led to the emergence of more formalized marketing practices, Josiah Wedgwood?
is often credited as one of the pioneers of modern marketing. He utilized branding, direct mail,
and celebrity endorsements to promote his pottery business in England. Josiah Wedgwood,
while not primarily known for writing books, has had his life and work extensively documented

in various biographies and historical accounts.

In the early 20th century, This era saw the establishment of marketing as a distinct
discipline with the emergence of marketing theories and academic studies. One prominent
figure is Edward Bernays®, often referred to as the father of public relations. He applied
psychological principles to shape public opinion and influence consumer behavior through his

work with various clients and campaigns. As one of the pioneers of modern public relations and

L Ronald R Gist, 1971, Marketing and society: a conceptual introduction, Rinehart and Winston, New York,
chapter 1, page 5.

2 English potter, entrepreneur and abolitionist.

3 Austrian, American, psychologist, journalist, advertising, public relations.



marketing, Bernays had several insightful quotes. One of his notable ones is: "The invisible
government tends to be concentrated in the hands of the few because of the expense of
manipulating the social machinery which controls the opinions and habits of the masses. To
advertise on a scale which will reach fifty million persons is expensive. To reach and persuade

the group leaders who dictate the public's thoughts and actions is likewise expensive. "?.

In the mid-20th century, this period witnessed significant growth in consumerism and the
development of modern marketing techniques. Philip Kotler?, often regarded as the father of
modern marketing, contributed extensively to marketing theory and practice through his
writings and academic work, particularly in the areas of marketing management and strategic
planning. Philip Kotler is a renowned marketing author, and one of his most famous and
influential books is "Marketing Management: Analysis, Planning, Implementation, and
Control", this book has been continuously updated and revised over the years to reflect the
evolving landscape of marketing. According to his books, he claims that: "The marketing
concept holds that achieving organizational goals depends on knowing the needs and wants of
target markets and delivering the desired satisfactions better than competitors do. Under the
marketing concept, customer focus and value are the paths to sales and profits. It views
marketing not as “hunting,” but as “gardening.” The job is not to find the right customers for
your product but to find the right products for your customers. Customer-driven companies
research current customers deeply to learn about their desires, gather new product and service

ideas, and test proposed product improvements'™?.
2. Definition of marketing

"Largely as a point of departure, we will define marketing activities as those human activities
which are directed toward the satisfaction of either a felt or a latent demand for goods and

services. "4,

According to this definition, marketing encompasses how a company handles its
products, prices, promotions and distribution to ensure customer satisfaction and achieve its

objectives. The key is to understand what people want and find the best way to give it to them.

! Edward L. Bernays, (1928), propaganda, Routledge, New York., chapter 1, page 37

2 American Marketing author, consultant and professor of International Marketing.

3 Tracey tuten, (2010), Study guide: principles of marketing 13'" edition, Pearson Education, New Jersey,
chapter 1, page 5.

4 Ronald R Gist, (1971), Marketing and society: a conceptual introduction, Rinehart and Winston, New York,
chapter 1, page 7.



"Marketing is the business function that identifies unfulfilled needs and wants, defines and
measures their magnitude and potential profitability, determines which target markets the
organization can best serve, decides on appropriate products, services, and programs to serve
these chosen markets, and calls upon everyone in the organization to think and serve the

customer"?.

This early definition by Kotler highlights its pivotal role as a strategic business function.
It emphasizes the importance of understanding and addressing unfulfilled consumer needs,
measuring their potential profitability, and identifying target markets. By tailoring products,
services, and programs to meet these needs, marketing fosters a customer-centric culture
throughout the organization. This comprehensive approach ensures businesses remain agile and
competitive in today's dynamic marketplace, ultimately driving sustainable growth and

profitability.

"Marketing is a societal process by which individuals and groups obtain what they need and
want through creating, offering, and freely exchanging products and services of value with

others."?

This later definition by Kotler succinctly captures the essence of marketing as a dynamic
process that operates within the framework of society. It emphasizes the central role of
individuals and groups in both consuming and contributing to the creation and exchange of
value. Furthermore, the mention of "freely exchanging™ underscores the voluntary nature of
transactions in a market economy, highlighting the importance of mutual benefit and consent
in marketing interactions. Overall, this definition provides a clear and comprehensive overview

of the multifaceted nature of marketing within the broader societal context.

Various authors have extensively defined the concept of marketing, each offering their
own unique interpretation. However, the definition most widely acknowledged and referenced
comes from The American Marketing Association (AMA), and the present description provided
by AMA is: "Marketing is the activity, set of institutions, and processes for creating,
communicating, delivering, and exchanging offerings that have value for customers, clients,

partners, and society at large".

Philip Kotler, (2003), Marketing Insights from A to Z: 80 concepts every manager needs to know, first edition,
John Wiley & Sons, New Jersey, Introduction xiii.

2 Philip Kotler, Kevin Lane Keller, (2016), Marketing Management, 15" edition, global edition, Pearson, New
Jersey, chapter 1, page 27.

3 https://www.ama.org/the-definition-of-marketing/ (consulted: 18/05/2024 at 12:05).
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Marketing is the lifeblood of any business and after all definitions we can say that
marketing is about identifying and meeting human and social needs profitably, and to be a good

marketer we should be a master of multiple channels.
3. Marketing Channels

"Marketing channels consist of distributors, retailers and others who connect the company to

its buyers".!

Marketing channels are like roads that products take to reach customers. There are different
types with each type of channel has its advantages and helps businesses reach customers in

different ways:

o Direct Channels: Products go straight from the manufacturer to the customer without
any middlemen.

o Indirect Channels: Products go through middlemen like wholesalers or retailers before
reaching the customer.

o Retail Channels: Products are sold in stores like supermarkets, convenience stores, or
online shops.

o Wholesale Channels: Products are sold in bulk to retailers or other businesses for resale.

o Distribution Channels: Companies use transportation, warehouses, and logistics to
move products from manufacturers to customers.

o Online Channels: Products are sold on the internet through websites, social media, or

online marketplaces.

In today's digital age, digital marketing has become essential for businesses of all sizes and
industries to connect with their customers, expand their reach and compete effectively in the
marketplace, so digital is now the main marketing channel with many businesses going through
it.

4. Evolution of digital marketing

4.1. Transformation from traditional to digital

Digital marketing has changed a lot over the years, it started with simple things like emails
and basic websites in the 1990s. When we examine the definition of marketing and compare

traditional marketing practices to their modern counterparts, we observe a significant role

! Tracey tuten, (2010), Study guide: principles of marketing 13th edition, Pearson Education, New Jersey,
chapter 1, page 7.



played by technology in facilitating this transition, "developments in technology and the
evolution of marketing are inextricably intertwined. Technology has underpinned major

milestones in the history of marketing since its inception™".?

Information and communication technology (ICT) has evolved significantly over the years,
transforming the way we communicate, work, and live. From the early days of basic telephone
systems and telegraphs, it has progressed rapidly with the advent of computers, the internet,
and mobile devices. These advancements have revolutionized communication and social media
interactions. As technology continues to advance, it is expected to play an even greater role in
shaping the future of our interconnected world.

Traditional marketing encompasses platforms and techniques that historically served as

one-way communication tools rather than interactive ones. Key historical tools include:

o Print marketing (newspapers, magazines)
o Direct Mail (catalogues, postcards)
o Broadcasting (television, radio)
o Home marketing (billboards, flyers)
o One-to-one marketing by making phone calls (telemarketing).
4.2. Rise of the internet
4.2.1. Origins of the internet

"The evolution of the internet, from its origins as the ARPANET in the late 1960s to the modern
day World Wide Web, represents a revolutionary advancement in communication, information
exchange, and global connectivity. Initially developed by the United States Department of
Defense for military communication, the ARPANET laid the foundation for what would become
the internet, connecting research institutions and universities. "The term ‘internet’ was first

used in 1974 by US computer scientist Vinton Cerf"

"In 1983 the ARPANET started using the TCP/IP protocol — a move that many consider to

signal the true ‘birth’ of the internet as we know it".3

As the technology evolved, the internet expanded exponentially, becoming accessible
to the general public in the 1990s with the advent of the World Wide Web. "The first web page

L Ryan Damian, Jones Calvin (2009), Understanding Digital Marketing: Marketing Strategies for Engaging the
Digital Generation, Kogan Page, London. Page 5 chapter 1.

2 |dem, Page 9 chapter 1.

% lbid , page 10 chapter 1



on the internet was built at CERN (European Organization for Nuclear Research in Geneva),
and went online on 6 August 1991. It contained information about the new world wide web,

how to get a web browser and how to set up a web server".!

This transformation facilitated the seamless exchange of information, the proliferation
of online commerce, and the emergence of social media platforms, revolutionizing various
aspects of modern life.

4.2.2. The World Wide Web

The internet is the network that connects computers and devices, while the World Wide
Web (Web) is the part of the internet where is a big collection of websites and pages you can
visit on the internet. It's like a giant virtual space where you can find information, videos,

images, and more, all accessible through web browsers like Google Chrome or Mozilla Firefox.

o Web chronological evolution

o Web 1.0 traditional web

It is a static, one-way information technology. It allows the individual to exist, to find and to
publish.

o Web 2.0 social web

It is an interaction technology that places the consumer actor at the heart of the creation of web

content. The purpose of this Web is to create, share, analyze and communicate. As an example
Wikipedia.

! 1bid, page 5 chapter 1



Table 01: Key Differences between Web 1.0 and Web 2.0

areas of Comparison

Web 1.0

Web 2.0

Period

1991-1999

2000-2009

Information Discovery

Read-only web
Search and browse
Stickiness

Read-write web
Publish and subscribe
Syndication

Information Retrieval

Transactional

Relationship

Information Aggregation

Commercial aggregators
Web forms

Directories (Taxonomy)

Micro-aggregators
Web applications
Tagging (Folksonomy)

Marketing and Selling

Push; Contextual
Page views

Low targeting

Conversational; Personal
Cost per click
Individual targeting

Content Control

Publishers
Singularity
Portals

Content authors
Collaboration

Really simple syndication

Content Structure

Domain and pages

Static site

Tagged objects

Dynamic site

Source: Page 9 Fundamentals of Digital Marketing Chapter 1

o Web 3.0 semantic web:

Web 3.0 is the next phase of the internet where data is not only presented for humans to read
but also structured in a way that computers can understand and use. This leads to more
intelligent and personalized online experiences, driven by technologies like artificial

intelligence, machine learning.



Table 02: Web 3.0 characteristics.

Web 3.0 Description

Period 2010-xx

Focus Connect knowledge, oriented towards the individual in their
context.

Object Consolidate and integrate dynamic content.

Concept Curation - understanding and exploitation of data.

Data Transforming the web into a giant database, divided into groups

with a multitude of links between them to cross-reference the data.
Integration of metadata into resources accessible everywhere,

anytime, and on any device.

Content User generated content - augmented reality.

Communication tools | All previous tools adapted to mobile internet (tablets, smartphones)
+ cross-media tools such as QR codes, RFID (radio frequency
identification).

Marketing tactics Contextual data marketing, advertainment, some "power users" or
influential internet users become brand ambassadors, monitoring

and online reputation.

Marketing focus Customer interest and preference-oriented.

Source : https://c-marketing.eu/du-web-1-0-au-web-4-0/

o Web 4.0 smart web

Web 4.0 is the next stage of the internet, where things get smarter, more connected, and more
personalized. While not yet widely recognized or defined, some speculate that Web 4.0 could
represent further advancements in internet technology, possibly integrating emerging
technologies like the internet of things (1oT) which refers to the network of physical objects

items like refrigerators to industrial machinery, augmented reality (AR) and virtual reality (VR).

10
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Table 03: Web 4.0 characteristics

Web 4.0 Description
Period 2020(?)-xx
Focus Connect intelligence, focused on interaction between

individuals/objects.

Object Innovate through intelligent connections.

Concept Real/virtual interconnection, collective intelligence

Data Evolution towards open standards, towards a universal language.
Marketing focus Every consumer is different.

Source: https://c-marketing.eu/du-web-1-0-au-web-4-0/

4.2.3. Internet stats

e Global stats

o The demographic figures of different nations indicate that 8.06 milliards of people live
on earth in October 2023.

o The latest data shows a total of 5.60 billion unique mobile subscribers worldwide today,
with 69.4% of the total population.

o The number of internet users increased to 5.30 billion in October 2023. This figure is
equivalent to 65.7% of the world's population.

o Active user profiles on social media reached 4.95 billion as of early October 2023,
equivalent to 61.4% of the total global population

o Source: https://wearesocial.com/fr/blog/2023/10/digital-report-les-derniers-chiffres-

du-numerigue-octobre-2023/

11
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Figure 1 : Global internet stats
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Source : https://wearesocial.com/fr/blog/2023/10/digital-report-les-derniers-chiffres-du-numerique-
octobre-2023/

e Digital in Alegria
o Algeria’s total population was 45.26 million in January 2023.
o There were 32.09 million internet users in Algeria in January 2023.

o Algeria’s internet penetration rate stood at 70.9 percent of the total population at the
start of 2023.

o Source: https://datareportal.com/reports/digital-2023-algeria

12
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Figure 2 : Algeria internet stats
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Source : https://datareportal.com/reports/digital-2023-algeria
4.3. Growth of ‘E’ concepts

To gain a deeper understanding of the concepts and recognize the distinctions between them,

we better follow our reference and take the explaining method for the concepts
4.3.1. E-business and e-commerce

"In all these cases, ‘E’ stands for ‘Electronic Networks’ and describes the application of
electronic network technology—including internet and electronic data interchange (EDI)—to

improve and change business processes. "?

"The term ‘e-business’ was coined by IBM’s marketing and internet teams in 1996 and was
looked at as a key differentiated market offering. It involved application of information and
communication technologies (ICT) to support all the physical processes and activities of any

business looking to go virtual. "2

"E-commerce is considered to be the sales aspect of e-business and involves a wide variety of

internet-based business models."?

According to the reference E-business and e-commerce are related concepts but have

distinct meanings, E-business (electronic business) refers to the broader concept of using

! Bhatia Puneet Singh (2017), Fundamentals of Digital Marketing, Pearson, India..Page 11
2 |dem, Page 11
3 |dem, Page 11
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electronic technology and the internet to conduct various business processes, including buying
and selling goods and services, marketing, customer service, collaboration with partners and

internal business operations. It encompasses all aspects of running a business electronically.

While E-commerce specifically refers to the buying and selling of goods and services

over the internet. It is a subset of e-business and focuses solely on online transactions
4.3.2. E-marketing and online marketing

"By definition, e-marketing involves utilization of electronic medium to perform marketing

activities and achieve the desired marketing objectives for an organization.'!

"Before we move on to explain ‘Online Marketing,” we should understand how it differs from

e-marketing.

e-marketing has a broader coverage which includes not only online/internet marketing aspects
but also more enterprise-specific marketing areas like e-CRM, digital customer data, which

gives it a broader scope than both of them. "2

"Online/Internet marketing started with reference to the internet and e-mail-based aspects of
physical marketing and went on to grow and represent activities aimed at transitioning all
marketing activities to web and online platforms— most primary of them being web-portals, e-

mails, and blogs. "

Same with E-marketing and online marketing are terms often used interchangeably, but they
have subtle differences, e-marketing covers a wide range of digital marketing efforts, including
online marketing and focuses on marketing through electronic devices (including both online
and offline methods). While online marketing specifically refers to marketing activities

conducted over the internet like advertising on websites, using social media, or sending emails.
5. Digital marketing definition

"The growth of online marketing and proliferation of new media platforms and communication
channels have led to the evolution of marketing to its present form most commonly known as

digital marketing."

Yldem, page 15
2 |bid, Page 15
3 Ibid, Page 15
4 Ibid, Page 15
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Consequently, digital marketing encompasses all marketing efforts that utilize digital
channels. It includes e-marketing and online marketing, but also extends to other digital

channels with their tools.

After conducting our research, we have the ability to use these definitions as a reference,
according to INSEE (National Institute of Statistics and Economic Studies)

"Digital marketing therefore involves various techniques and levers deployed on digital
channels to more effectively reach a specific target. Offline marketing and digital marketing

have the same commercial purpose, namely meeting the needs and expectations of consumers.

Note that the concept of web marketing is often mentioned and compared to the notion of digital
marketing. However, web marketing strategies are only designed for the internet, while digital

marketing uses all information and communication technologies. "*

"Digital marketing is one of the most popular and powerful ways to generate awareness,
interest and sales for your products or services. As the name implies, digital marketing is
conducted via digital avenues, including social media, websites, search engines, email and text

messaging. "
6. Consumer behavior evolution

The transition from traditional to modern marketing is influenced by various factors. Firstly,
there has been a shift in power from businesses to consumers attributed to availability of a wide
variety of product choices, giving consumers more control over their purchasing decisions.
Additionally, as the number of communication channels grows, clutter increases, prompting

brands to shift from traditional mass marketing to personalized online strategies.

Consumers now prefer interactive mediums over traditional ones like newspapers and TV,
which provided one-way communication. Furthermore, consumers seek validation through
recommendations from trusted influencers and social interactions. They also desire
comparisons of product benefits to make informed decisions, requiring multiple messages to be

heard, understood and trusted.

L https://www.inseec.com/fag/definition-du-marketing-digital/ (consulted: 18/05/2024 at 12:50).

2 https://www.forbes.com/advisor/business/what-is-digital-marketing/ (consulted: 18/05/2024 at 12:51).
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6.1. The traditional consumer behavior

"According to ‘Schiffman and Kanuk’, the leading authority on Consumer behavior, this
marketing field is defined as “the behavior that consumers display in searching for, purchasing,
using, evaluating and disposing of products and services that they expect will satisfy their

needs.”

It would be important here to understand that it is not only the consumer’s personal thoughts
and dispositions which matter during product selection but also the influences and interplay of
external forces like people, ideas, environment (social, political and economic), which impact

a consumer’s mindset towards a particular product interaction”. !

So, consumer behavior is the study of how individuals or groups select, purchase, use or dispose
of goods or services to satisfy their needs and wants. It involves understanding the various
factors that influence consumers' decision making processes, including psychological, social,

cultural, and economic factors.

Table 04: Traditional consumer behavior models

traditional models definition

Economic Model Believes that man being self-interested, makes decisions based upon

his ability to maximize utility while expending minimum effort

Learning Model Marketers develop association of products with strong drivers and

cues which lead to positive reinforcement through learning

Psychological Model | Based on concepts of psychology, this view believes that behavior is
subject to instinctive forces or drives which act outside conscious
thoughts. The biggest contribution to this model has been the theories
of Sigmund Freud with his concepts of Id, Super Ego, and Ego

Sociological Model | This model believes that an individual is part of an institution called

society which influences his thoughts and actions and he, in turn, also

influences society

Source: Fundamentals of Digital Marketing page 85
"Once upon a time consumers were quite happy to sit in front of passive broadcast media,
accepting whatever was being peddled their way by editors and programme schedulers. Yes,

there was an element of choice — you could buy a different newspaper, listen to a different

1 Bhatia Puneet Singh (2017), Fundamentals of Digital Marketing, Pearson, India page 84
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station or choose a different channel — but the ultimate decision in terms of the content available
to you rested with somebody else".

According to this quote, the traditional model of consumer behavior, where individuals were
passive recipients of content and advertising delivered through broadcast media such as
newspapers, radio, and television. Consumers had limited control over the content they

consumed, relying on editors and program schedulers to dictate their choices.

Figure 3: Traditional Areas Impacting CDP (Consumer Decision Process)

[ Passveinfiuence |  iiagiional modelhad few] [ Actvelnfiuence |

T ! influencing opportunities !
onsumer sgesan | 0 t--——mmmm e
Consumer discusses

advertisement on
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Behavior
Consumer reads an

Consumer checks a
article on the brand fashion store
in a magazing

Source: Fundamentals of Digital Marketing page 88

6.2. Consumer 2.0 behavior

"Then along came the web and changed all the rules. Now, with Web 2.0, broadband and rich
media content, today’s consumers are in control as never before. They can choose the content
they want, when they want it, in the way that they want it. They can even create their own and
share it with their friends, their peers and the world for free. ‘Consumers are becoming better
informed, better connected, more communicative, and more in control than ever’, highlights

Julian Smith, an analyst with Jupiter Research writing for the ClickZ network. "?

So we can see the impact of the internet's evolution, on consumer behavior. It highlights how
consumers today enjoy unprecedented control over their media consumption, able to select and

engage with content at their convenience, thanks to rich media content.

! Ryan Damian, Jones Calvin (2009), Understanding Digital Marketing: Marketing Strategies for Engaging the
Digital Generation, Kogan Page, London. page 15
2 1bid, page 15
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Moreover, the rise of user-generated platforms empowers consumers to actively participate in

content creation enhancing their influence and connectivity in the digital realm.

Figure 04: Impact of digital technology on CDP (Consumer Decision Process)
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Source: Fundamentals of Digital Marketing page 89

Consequently, Consumer 2.0 refers to the modern consumer who is highly empowered, digitally
connected, and actively engaged in shaping their consumption experiences. Unlike traditional

consumers, who were passive recipients of marketing messages and content.

18



Section 2: the field of company's visibility in its digital presence
1. The concept of the company’s visibility

A company’s visibility is key to growing our business. Customers must be aware of our
business to engage with it effectively. Improving visibility is usually the primary goal of

marketing efforts and can involve different focus areas depending on the objectives.

Company visibility refers to how easily a business can be found and recognized by its target
audience. It involves factors such as brand awareness, online presence, reputation, overall
recognition within the industry by industry events and offline Presence through physical
locations and involvement in community events. All factors are interconnected and collaborate

towards the common objective of enhancing company visibility.

Visibility is often categorized as high visibility and low visibility, high visibility means that
the company is easily noticed and remembered by potential customers, while low visibility
indicates the opposite, where the company ma