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Revolutia digitald a schimbat §i schimba funda-
mental orice activitate umand, indiferent ca vorbim de
economie, inovatie, educatie, sandtate, administratie
etc., ritmul acesteia fiind intr-o continud crestere.
Internetul, telefoanele mobile sau orice alte instru-
mente care colecteazd, stocheaza, distribuie informa-
tia digitala, se raspandesc rapid in intreaga lume, atdt
in tarile dezvoltate economic, cdt si in cele in curs de
dezvoltare, iar mediul online, mediul mobil, crearea
de baze de date, extragerea datelor, automatizarea,
comunicatiile de la distanta si altele sunt cuvinte cheie
pentru noile tehnologii §i resurse. Procesele de
digitalizare influenteaza in intregime si semnificativ
modelele de afaceri, iar activitatea de marketing nu
este o exceptie. In acest context, capdtd o importantd
deosebita impactul pe care il are digitalizarea asupra
continutului  conceptului  modern de marketing,
beneficiile oferite companiilor si clientilor, domeniile
de aplicare a digitalizarii in activitatea practica cu
referintd la componentele mixului de marketing.

Cuvinte-cheie: digitalizare, tehnologii digi-
tale, marketing digital, marketing pe Internet, piata
virtuald, cercetare de marketing, mix de marketing.

JEL: M30, M31.

Introducere

Lumea in care trdim se caracterizeaza prin
schimbari fara precedent, care au provocat efecte
deosebite pentru prezentul si viitorul marketingului,
au modificat esential continutul conceptului modern
de marketing. Marketingul s-a digitalizat, devine tot
mai mult un amestec de strategie si tehnologie, iar
revolutia digitala, in ansamblu, a dus la aparitia si
dezvoltarea marketingului digital, care a influentat
aceasta sferd de activitate si continud sa o faca, deve-
nind un continut fundamental al acesteia prin opor-
tunitatile pe care le oferd. Si chiar daca nu putem sti
exact ce va urma, In masura In care se digitalizeaza
totul si peste tot, cu certitudine putem spune ca in
urmatorii ani utilizarea marketingului digital va
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The digital revolution has changed and con-
tinues to fundamentally change every human activity,
whether we refer to economics, innovation, educa-
tion, health, or governance, having an evergrowing
pace. The Internet, mobile phones or other tools
that collect, store, and distribute digital information
rapidly spread around the world, both in eco-
nomically developed and developing countries, and
the online and mobile environments, thus, database
creation, data mining, automation, remote commu-
nications, and others are keywords for modern
technologies and resources. The digitization pro-
cesses significantly influence the business models in
their entirety, the marketing activity being no
exception. In this regard, the impact of digitisation
on the content of the modern marketing concept, the
benefits for companies and customers, and the
practical application of digitisation with reference to
the components of the marketing mix are of parti-
cular importance.

Keywords: digitisation, digital technologies,
digital marketing, Internet marketing, virtual mar-
ketplace, marketing research, marketing mix.
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Introduction

The world we live in is characterized by
unprecedented changes, which had a special impact
on the present and future of marketing and have
essentially altered the content of the modern mar-
keting concept. Marketing has gone digital and is
increasingly becoming a mix of strategy and techno-
logy, whilst the digital revolution as a whole has led
to the emergence and development of digital mar-
keting, which has influenced this field of activity and
continues to do so, becoming its core part through the
opportunities it offers. Although we cannot exactly
predict the future, as everything is going digital, we
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creste considerabil. De mentionat si faptul ca, dato-
ritd dezvoltarii in ritm alert a digitalizarii, practica in
domeniul marketingului digital a mers inaintea abor-
darilor academice si stiintifice, ceea ce provoaca mai
multe discutii, cauzate de abordari diferite referitoare
la aparitia acestuia, de utilizarea corectd sau mai
putin corectd a unor termeni prin care se identifica
aspecte diferite ale marketingului digital, cum ar fi
canale de marketing, instrumente, tactici si strategii
de marketing, domenii de aplicare si, nu in ultimul
rand, de dilema: este sau nu marketingul digital un
nou tip de marketing.

Metode de cercetare aplicate

Rezultatele cercetarii expuse in prezentul
articol au fost obtinute prin folosirea unor metode
traditionale de cercetare, precum investigarea, siste-
matizarea si analiza complexd a literaturii stiintifice
atat teoretice, cat si aplicative, in format traditional,
dar si sub forma de publicatii electronice in dome-
niul marketingului, digitalizarii, evolutiei tehnolo-
giilor digitale, instrumentelor de marketing digital si
marketing. In situatia in care in literatura de specia-
litate exista o diversitate mare de abordari si inter-
pretéri referitoare la subiectele cercetate, a fost nece-
sard o analizd complexa si sistemicd a acestora, sis-
tematizarea si confruntarea, analiza comparativa a
diferitor opinii, iar aplicarea deductiei analitice a
permis expunerea unei viziuni proprii a autorilor
asupra unor subiecte ce tin de: aparitia si evolutia
conceptului de marketing digital; oportunitatile si
beneficiile oferite de acesta companiilor, clientilor si
digitalizarii si marketingului digital in mixul traditio-
nal de marketing al intreprinderilor, formularea unor
concluzii si recomandari.

Rezultate si discutii

Desi nu existd o datd exacta care sa marcheze
inceputul marketingului digital, in literatura de spe-
cialitate se mentioneaza mai multe inventii si inovatii
(marketingul, in toate timpurile, a avut tangente cu
inovatiile!) care au pus temelia la ceea ce numim noi
astazi marketing digital, in aceste publicatii [7, 25,
26] facandu-se, de regula, referinta la urmatoarele:

1. Inventarea radioului. Pentru prima data un
semnal radio, care avea la origine transmiterea sune-
telor prin unde electromagnetice, a fost emis in anul
1895, de catre fizicianul american de origine sarba,
Nicola Tesla (in unele tratate se face referinta si la
italianul Guglielmo Marconi sau rusul Alexandr
Popov), tot el fiind considerat si inventatorul de statii
radio cu emisiuni, prin crearea echipamentelor pentru
emisia si receptia semnalelor radio [8, 9]. In baza
undelor radio si in prezent functioneaza o multime de
dispozitive, precum telefoanele fara fir, transmisiu-
nile TV, telecomenzile, cuptoarele cu microunde etc.

2. Aparitia televizorului. Inceputurile televi-
ziunii dateaza din 1923, cand a fost inventat icono-

are confident that the use of digital marketing will
continue to expand considerably in the coming years.
It is also worth mentioning that, due to the fast deve-
lopment of digitisation, the practice of digital marke-
ting has outpaced academic and scientific approaches,
thus triggering several discussions, caused by different
approaches to its emergence, the proper or less proper
use of terminology in identifying different aspects of
digital marketing, such as marketing channels, tools,
marketing tactics and strategies, areas of applicability,
and, last but not least, the dilemma: whether or not the
digital marketing is the new marketing.

Research Methodology

The results of the research outlined in the
present article were obtained by using traditional
research methods, such as investigation, systema-
tization and complex analysis of scientific/specialised
literature, both theoretical and applied, in a tradi-
tional format, as well as in the form of e-publications,
in the fields of marketing, digitization, the evolution
of digital technologies, and digital marketing tools as
well as their use in the marketing activity. As there is
a great diversity of approaches and interpretations on
the topics under investigation, a complex and syste-
matic analysis of these topics, a systematization and
confrontation of different opinions, and a com-
parative analysis of different opinions was necessary,
and the use of analytical deduction allowed the
authors to present their own vision of the emergence
and evolution of the concept of digital marketing, the
opportunities and benefits it offers to companies,
customers and consumers, as well as the possibilities
of integrating digitalisation and digital marketing into
the traditional marketing mix of companies, and to
draw conclusions and make recommendations.

Results and Discussions

Although there is no specific date to mark the
beginning digital marketing, several inventions and
innovations are mentioned in the speciality literature
(marketing has always been about innovation!) that
laid the foundation for what we call today digital
marketing, in these publications [7, 25, 26]:

1. The invention of the radio. For the first time
a radio signal, which had its origin in the transmis-
sion of sound by electromagnetic waves, was emitted
in 1895 by Nicola Tesla, the American physicist of
Serbian origin (some treatises also make reference
to the Italian Guglielmo Marconi or the Russian
Alexandr Popov), also considered the inventor of
broadcast radio stations, by designing equipment for
the transmission and reception of radio signals [8, 9].
A lot of devices, such as cordless phones, TV trans-
missions, remote controls, and microwave ovens,
operate based on radio waves.

2. The advent of television. The origins of tele-
vision date back to 1923, when the iconograph was
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graful, un dispozitiv pentru captarea imaginii si con-
versia acesteia in semnal electric. In septembrie 1927
a fost realizatd prima demonstratie a unei transmisii
de televiziune [10].

3. Lansarea primului computer digital multi-
functional. In lucririle din domeniu se fac referinte
diferite la aparitia si lansarea primului computer din
lume. Totodata, primul computer electronic digital
multifunctional ENIAC — Electronic Numerical Inte-
grator and Computer — a fost lansat in SUA, in timpul
celui de al Doilea Rézboi Mondial si avea o lungime
de 30 de m, inaltime — 3,5 m, grosime — 1 m, greutatea
— 30 t si doar 5000 de operatii pe secundd. Deja in
anul 2014 Super Computerul ,,Tianhe — 2” (China)
avea un numar de operatii pe secunda de 30 cvadri-
lioane (33,86 pentaflopi. Un pentaflop este egal cu un
milion de miliarde!) [3, p.429]. Primul calculator
personal a fost lansat la 12 august 1981 (conform altor
date — 1975), de cétre compania IBM (International
Business Machines) si purta numele ,,JBM 5150 PC”
(IBM Personal Computer, numarul 5150), dotat cu un
sistem de operare MS DOS, creat de compania
Microsoft [11]. Computerele personale, initial, nu erau
altceva decat o noud generatie de masini de scris.

4. Trimiterea primului e-mail. Primul e-mail a
fost trimis in 1971, de cétre programatorul Roy
Tomlinson de la un computer Digital Equipment
Corporation DEC10 la un alt DEC-10, printr-un
program numit CYPNET [12]. In 1978 a fost trimis
primul mesaj de e-mail spam inregistrat vreodata, prin
expedierea catre aproximativ 400 de persoane [27].

5. Aparitia (oficial, 1983) si dezvoltarea rapi-
da a Internetului. Termenul ,Internet” provine din
impreunarea a doud cuvinte de origine engleza:
Linterconected”, ceea ce Inseamna ,,interconectat” si
,network”, ceea ce inseamnd ,retea”. Substantivul
HInternet” desemneazd o retea mondiala unitara de
calculatoare si alte aparate cu adrese computerizate,
interconectate conform unor protocoale (reguli) de
comunicare. Prima retea de computere interconectate,
sub numele de ARPANET, a fost creata in anul 1965
de catre Agentia pentru Proiecte de Cercetare a
Ministerului Apararii a Statelor Unite ale Americii.
La 01 ianuarie 1983, de catre ARPANET, a fost pre-
luat primul model de comunicare Intre calculatoare
(TCP — Transmission Control Protocol), cu privire la
modul in care datele puteau fi transmise prin retele
multiple, astfel, incepandu-se crearea si dezvoltarea
retelei de retele”, care mai tarziu s-a transformat in
ceea ce numim astdzi Internet [13].

6. Lansarea primului motor de cautare. Un
motor de cautare reprezintd un sistem software con-
ceput pentru a efectua cautari pe web. Chiar daca
primele motoare de cautare pe Internet au aparut ceva
mai devreme, se considerd ca primul motor de cau-
tare, bine documentat, care a cautat fisiere de con-
tinut, a fost Archie, lansat la 10 septembrie 1990 (de
la arhiva, fara ,,v’) [13,14], urmat de Altavista.
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invented, a device used for capturing an image and
converting it into an electrical signal. The first televi-
sion broadcast took place in September 1927 [10].

3. The launch of the first multifunctional
digital computer. There are various references in
works in the field to the emergence and launch of the
world’s first computer. Meanwhile, the first multi-
functional digital electronic computer ENIAC, The
Electronic Numerical Integrator and Computer was
launched in the USA during World War 1l and was
30 meters long, 3.5 meters high, 1 meter wide,
weight — 30 tons in and only 5000 operations per
second. In 2014, the “Tiahne — 2” Supercomputer
(China) performed 30 quadrillion operations per
second (33.86 petaFLOPS. One petaFLOP is equal
to 1,000,000,000,000,000 FLOPS) [3, p.429]. The
first personal computer was released on August 12,
1981 (according to other data in 1975) by IBM
(International Business Machines) under the name
“IBM 5150 PC” (IBM Personal Computer, No. 5150),
and it was equipped with an MS-DOS operating
system developed by Microsoft [11]. Personal com-
puters initially were nothing more than a new gene-
ration of typewriters.

4. Sending the first e-mail. The first e-mail
was sent in 1971 by programmer Roy Tomlinson from
the One Digital Equipment Corporation (DEC10)
computer to another DEC-10 through a program
called CYPNET [12]. In 1978, the first spam email
message ever recorded was sent by dispatch to about
400 people [27].

5. The emergence (officially in 1983) and the
rapid development of the Internet. The term “Internet”
is the result of the combination of two words of
English origin: “interconnected” and “network”. The
noun “Internet” denotes a unitary worldwide network
of computers and other devices with PC addresses,
which are interconnected pursuant to the protocols
(rules) of communication. The first network of inter-
connected computers under the name ARPANET was
created in 1965 by the Research Projects Agency of
the United States Ministry of Defense. On January 1,
1983, the ARPANET took over the first model of
communication between computers (TCP — Transmis-
sion Control Protocol) on how data could be transmi-
tted over multiple networks, thus initiating the creation
and development of the “network of networks”, which
later evolved into what we now call the Internet [13].

6. The launch of the first browser. A browser
is a software system designed to perform web searches.
Although the first Internet search engines were
introduced earlier, it is considered that the first, well-
documented search engine for content files was Archie,
released on September 10, 1990 (from the archive,
without the “v”) [13, 14], followed by Altavista.
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1. Aparitia World Wide Web (WWW) si lan-
sarea platformei Web 1.0. Termenul World Wide
Web numit scurt web, in engleza inseamnd panza
(de paianjen). Web-ul a fost inventat 1n 1989, la
Centrul European de Cercetari Nucleare din Geneva,
Elvetia, considerat a fi inventat de Tim Berners-Lee,
autorul lucrarii ,,Managementul informatiei: O pro-
punere” (1989), iar prima prezentatie publica s-a
facut in 1991 [24].

Lansarea platformei Web 1.0 (1990) este con-
sideratd, deseori, drept inceputul erei digitale [28].
Aceasta reprezenta un set de site-uri web statice, care
le oferea utilizatorilor posibilitatea de a gasi infor-
matiile pe care le cautau, dar nu le oferea si posibi-
litatea de a distribui aceste informatii pe Internet,
astfel, devenind o sursa de informatii si un ghid de
cercetare. Chiar dacd uneori aceasta platforma este
considerata a fi Internetul propriu-zis, intre acestea
nu poate fi pus semnul egalitatii, in masura in care
World Wide Web doar a dezvoltat oportunitatile ofe-
rite de noile tehnologii digitale, a facilitat accesarea
si transmiterea unor cantitati tot mai mari de date
online, a extins utilizarea Internetului, a noilor tehno-
logii informationale si instrumente digitale catre pu-
blicul larg si catre specialistii din domeniu. Se con-
siderd [13] ca valoarea proiectului World Wide Web
a crescut considerabil in urma crearii primului
browser (Netscape), in 1994, care a dus la cresterea
exponentiald a numarului de utilizatori de Internet.

De mentionat ca, de-a lungul timpului, canalul
World Wide Web s-a dezvoltat, trecind prin mai
multe etape, exploatand noi tehnologii si oferind noi
oportunltatl Astfel [2, pp.14-16]:

Web 2.0 ofera posibilitatea de a interactiona

cu alti utilizatori si este specific perioadei apa-

ritiei telefoanelor mobile inteligente, a table-
telor si consolelor cu posibilitatea conectarii la

Internet a blogurilor, a spatiului social media,

fiilor, 1nreglstrar110r audio etc., precum si po-

Sibilitate de comunicare bidirectionald, perso-

nalizarea continuturilor, targetarea segmen-

telor tintd, interactivitatea;

— Web 3.0 se considerd o continuare a Interne-
tului de continut, cu urmatoarele particula-
ritati: dezvoltarea aplicatiilor de inteligenta
artificiala, care ofera informatia fara ca utili-
zatorul sd o caute, reiesind din continutul se-
mantic al mesajelor prezente pe web si a unor
rationamente deductive ale motoarelor de
cautare; aparitia unor limbaje care permit
filtrarea si transmiterea informatiilor;

— Web 4.0 se referd la conceptul de web mobil,
care permite conectarea tuturor dispozitivelor
din mediul real si din cel virtual in timp real;

— Web 5.0 se considera a fi Internetul inteligent,
care il conecteaza pe utilizator la retea cu toate
cele cinci simturi, cu interactiuni emotionale

7. The emergence of the World Wide Web
(WWW) and the launch of the Web 1.0 Platform. The
term World Wide Web, shortened to the web, is
similar to the concept of a spider web (in English).
The web was coined in 1989 at the European Center
for Nuclear Research in Geneva, Switzerland, belie-
ved to have been invented by Tim Berners-Lee,
author of the paper “Information Management: A
Proposal” (1989), with its public launch in 1991 [24].

The launch of Web 1.0 (1990) is often regar-
ded as the onset of the digital age [28]. The latter was
a set of static websites that offered its users the
ability to find the information they were looking for
without providing an opportunity to share this infor-
mation on the Internet, thus becoming a source of
information and a research guide. Despite the fact
that this platform is sometimes considered as the
Internet itself, the two cannot be equated, as the
World Wide Web has merely developed the oppor-
tunities offered by new digital technologies, facili-
tated access to and transmission of ever-increasing
amounts of online data, expanded the use of the
Internet, new information technologies and digital
tools by the general public and specialists in the
field. It is believed [13] that the overall value of the
World Wide Web project increased considerably
after the launch of the first (Netscape) browser in
1994, resulting in an exponential increase in the
number of Internet users.

It is worth mentioning that over time, the
World Wide Web has evolved, going through several
stages, exploiting innovative technologies and offe-
ring new opportunities. Thus [2, pp. 14-16]:

— Web 2.0 provides the opportunity to interact
with other users and is specific to the advent
of smart mobile phones, tablets and consoles
with Internet connectivity, blogs, and social
media environment, the possibility of sharing
texts, photos, video, and audio, as well as the
two-way communication possibilities, perso-
nalisation of content, targeting specific seg-
ments, and interactivity;

— Web 3.0 is regarded as a continuation of the
Internet of content, distinguished by the follo-
wing features: the development of artificial
intelligence applications, which provide infor-
mation without the user having to search for
it, based on the semantic content of messages
on the web and the deductive reasoning of
search engines; the emergence of languages
that allow information to be filtered and
transmitted;

— Web 4.0 refers to the concept of the mobile
web, which allows the real-time connection of
all devices in real and virtual environments;

— Web 5.0 is viewed as the intelligent Internet,
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intre oameni si computere, o platforma des-

centralizatd, in care utilizatorul va detine un

control total asupra identitatii proprii si a

datelor lor.

8. Crearea primului banner ad (advertising
banner), ca un tip de publicitate digitala, prin anunturi
creative dreptunghiulare, statice sau dinamice, afisate
in partea de sus, de jos sau In partea laterala a unui site
web, pentru a capta atentia consumatorilor i a genera
trafic cdtre site [16]. Se considerd cd primul banner
web pe care se putea da click a aparut in 1994, in
campania de promovare organizati de compania
americana AT&T, conform altor date [30], in 1993.

9. Implementarea tehnicilor de Search Engine
Optimization (SEO), pentru a imbunatati vizibilitatea
site-urilor (1997).

10. Lansarea motorului de cautare Google
(1998), MSN (2000, de catre Microsoft), Yahoo Web
Search (2000). in 2006 Google incepe si targeteze
reclamele in functie de interesele utilizatorilor.

11. Aparitia Social Media prin lansarea plat-
formelor MySpase, Skype, Linkedin, Facebook,
YouTube, la inceputul anilor 2000 (Linkedin — 2002;
Facebook — 2004; Twitter — 2006; Instagram — 2010;
Pinterest — 2010; Tik Tok — 2016). Odata cu dezvol-
tarea retelelor de socializare oamenii au devenit
foarte dependenti de dispozitivele electronice digi-
tale, inregistrindu-se schimbari de comportamente,
in deosebi, prin cautarea de informatii despre produse
si servicii prin folosirea motoarelor de cautare.

12. Lansarea de cdatre Apple a smartphone-
ului iPhone 1 (2007), care a devenit instrumentul digi-
tal principal pentru conectarea la Internet in lipsa
calculatorului.

13. Big data. Termenul Big Data (metadate) se
referd la extragerea, manipularea si analiza unor
seturi de date care sunt prea mari pentru a fi tratate
in mod obisnuit, din aceastd cauza, fiind folosite
software-uri speciale, in rand cu calculatoare, echipa-
mente si hardware dedicate [17]. Noile tehnologii de
stocare a datelor au facut posibila urmarirea compor-
tamentelor consumatorilor, in masura in care acestia
au Inceput sa plaseze tot mai multe date personale pe
platformele de social media, dar si urmarirea expe-
rientei clientilor, pentru a anticipa solicitdrile aces-
tora de produse si servicii, prin construirea unor mo-
dele predictive, in baza analizei de date pe anumite
subiecte concrete preluate din discutiile din cadrul
unor forumuri tematice, de pe retele de socializare,
pagini web, actiuni de testare a produselor si din alte
surse. Informatiile obtinute pot fi utile pentru a pla-
nifica, elabora, testa si lansa pe piatd noi produse, in
vederea ludrii altor decizii de marketing [18].

Din cele indicate mai sus, putem constata
faptul cad in evolutia sa, marketingul a parcurs o cale
foarte lunga, iar o contributie esentiala la aparitia si
dezvoltarea acestuia a avut-o lansarea Internetului,
trimeterea primului e-mail, aparitia instrumentului
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connecting the user to the network by all five

senses, with emotional human-computer inter-

actions and a decentralised platform where the
user will have full control over their identity
and data.

8. The creation of the first ad banner
(advertising banner) as a type of digital advertising,
through rectangular, static, or dynamic creative ads
displayed at the top, bottom, or side of a website, to
capture the consumers' attention and generate site
traffic [16]. It is stated that the first web banner,
which could be clicked, appeared in 1994 in the
promotion campaign organized by the American
company AT&T, however, according to other data
[30] it happened in 1993.

9. Implementing Search Engine Optimization
(SEO) techniques to improve website visibility
(1997).

10. The launch of the Google search engine
(1998), MSN (2000, by Microsoft), and Yahoo Web
Search (2000). In 2006, Google started targeting
advertisements based on user interests.

11. The emergence of Social Media with the
launch of MySpase, Skype, Linkedin, Facebook, and
YouTube platforms in the early 2000s (Linkedin —
2002; Facebook — 2004; Twitter — 2006; Instagram —
2010; Pinterest — 2010; Tik Tok — 2016). With the
development of social networks, people have become
very dependent on digital electronic devices, registe-
ring behavioural changes by looking for information
about products and services using search engines.

12. Apple’s launch of the iPhone 1 smart-
phone (2007) made it the key digital tool for connec-
ting to the Internet without a computer handy.

13. Big Data. The term Big Data (metadata)
refers to the retrieval, manipulation and analysis of
data sets that are too large to be managed in the usual
way, hence the use of special software, together with
appropriate computers, equipment and hardware [17].
New data storage technologies enabled the tracking
of consumer behaviours as customers increasingly
placed personal data on social media platforms, and
customer experience to predict consumer requests for
products and services by building predictive models
based on data analysis of specific topics gathered
from social media forum discussions, web pages,
product testing actions and other sources. The gathe-
red information could be useful in planning, deve-
loping, testing, and marketing new products in order
to make other marketing decisions [18].

According to the aforementioned, we can note
that marketing has developed over a very long period
of time, and an essential contribution to its emer-
gence and development was made by the launch of
the Internet, the sending of the first e-mail, the advent
of Google instrument and other browsers, which



ECONOMIE, BUSINESS S| ADMINISTRARE/ ECONOMICS, BUSINESS AND ADMINISTRATION

Google, dar si a altor motoare de cautare, care au
permis gasirea informatiilor despre companii si
produse, si folosirea in marketing a tehnicilor SEO.
La fel, o mare influentd au avut-o primele software-
uri de comunicare si platforme sociale, primul anunt
pe care se putea face click, aparitia site-urilor de
comert online, precum si primele vanzari online etc.
Termenul de marketing digital a Inceput sa fie folosit
la inceputul anilor *90 ai secolului trecut. Tot in
aceastd perioadd au aparut si primele publicatii de
marketing dedicate Internetului, primele studii teore-
tice si empirice cu referintd la marketingul digital.
Este adevarat si faptul ca, in ultima perioada, se inre-
gistreaza un adevarat boom in aplicarea digitalizarii
in toate domeniile de activitate economica si sociala,
jar marketingul nu este o exceptie. in acest context,
devine dificil sa facem unele previziuni si s spunem
Cce va urma.

in literatura stiintificd existi mai multe abor-
dari ale marketingului digital, printre care: marketin-
gul pe Internet, marketingul electronic, online-mar-
ketingul, web-marketingul, e-marketingul etc., cel mai
frecvent utilizat la nivel mondial fiind termenul de
marketing digital. Si chiar daca au multe asemanari,
marketingul digital si marketingul pe Internet nu sunt
unul si acelasi concept.

Astfel, marketingul pe Internet (Internet mar-
keting, marketing online, web marketing) tine de
folosirea exclusiva a resurselor web, adica a tot ceea
ce permite accesul la reteaua Internet, cu referinta la
canalele si instrumentele posibile de folosit: site-ul
companiei, retelele de socializare, promovarea SEO,
webinarele etc.

Marketingul digital include tot ceea ce Inseamna
marketingul pe Internet, la care se adauga si alte ca-
nale digitale offline de promovare si vanzare: aplica-
tii mobile, televiziune digitald, panouri publicitare
electronice, gadgeturi inteligente (ceasuri, bratari) si
alte dispozitive electronice. Totodata, unii specialisti
din aceasta sferd de activitate considera [19] ca mar-
ketingul digital include si promovarea prin canalele
traditionale, precum anunturi in ziare, pliante, alte
tiparituri, panouri publicitare, publicitate TV, in cazul
in care acestea indicd un cod QR, care redirectio-
neaza spre anumite site-uri.

Din cele mentionate, observam ca toate for-
mele de Internet marketing se refera si la marketingul
digital, dar nu si toate formele de marketing digital
pot fi numite Internet marketing. Astfel, publicitatea
prin televiziune digitald, panourile publicitare digi-
tale, publicitatea radio, mesageria text (SMS) etc. se
referd la marketingul digital, dar nu si la marketingul
prin Internet.

O definitie ,,mai de marketing” a marketin-
gului digital este oferitd de Asociatia Americana de
Marketing (AMA), drept: ,,activitdti, institutii si pro-
cese facilitate prin utilizarea tehnologiilor digitale 1n
vederea credrii, comunicarii si livrarii valorii catre

enabled information about companies and products to
be found and the use of SEO techniques in mar-
keting. Similarly, the first communication software
and social platforms, the publication of the first click-
able advertisement, the advent of e-commerce sites
and the early online sales had an essential impact.
The term digital marketing entered the mainstream
use in the early 90s of the last centuries. Also in this
period, the first marketing publications dedicated to
the Internet, and the first theoretical and empirical
studies with reference to digital marketing were
released. It is also true that lately, there has been a
real revolution, an explosion in the application of
digitalisation in all areas of economic and social acti-
vity, and marketing is no exception. Under these
circumstances, it is difficult to make predictions and
to say what will happen next.

There are several approaches to digital marke-
ting in the scientific literature, including Internet
marketing, e-marketing, online-marketing, and web-
marketing, the term digital marketing being the most
commonly used worldwide. Although they do share
multiple similarities, digital marketing and internet
marketing are not identical concepts.

Thus, internet marketing (Internet marketing,
online marketing, web marketing) refers to the
exclusive use of web resources, that is, of everything
that allows access to the Internet network, with
reference to the channels and tools available for use:
company website, social networks, SEO promotion,
and webinars.

Digital marketing includes everything that
entitles internet marketing, adding other off-line
digital channels of promotion and sale: mobile appli-
cations, digital television, electronic billboards, smart
gadgets (watches, bracelets) and other electronic
devices. At the same time, professionals in this field
of activity argue [19] that digital marketing also
comprises promotion via traditional channels, such
as newspaper advertisements, leaflets, other prints,
billboards, and TV advertising, if they have a QR
code required, which redirects to certain sites.

Based on the above-mentioned, we argue that
all forms of Internet marketing refer to digital mar-
keting as well, however, not all forms of digital mar-
keting can be called Internet marketing. Therefore,
digital television advertising, digital billboards, radio
advertising, and text messaging (SMS) refer to digital
marketing but do not refer to Internet marketing.

A “more marketing” definition of digital mar-
keting is provided by the American Marketing Asso-
ciation (AMA) as “activities, institutions, and pro-
cesses facilitated through the use of digital techno-
logies to create, communicate, and deliver value to
consumers and other stakeholders” [23]. Thus, the
definition is almost identical in content to that of
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consumatori si alti stakeholderi” [23]. Dupa cum
observam, continutul definitiei este aproape identic
cu cel al marketingului traditional (crearea si livrarea
valorii catre consumatori, comunicarea etc.) cu pre-
cizarea folosirii in activitatile ce tin de acestea a teh-
nologiilor digitale. De mentionat ca tehnologia prece-
dentd, cea analogica (analogic Inseamna ,,identic”, ,,la
fel”) presupune prelucrarea semnalelor electrice asa
cum sunt receptionate de la diferiti senzori sau emita-
tori. Semnalele electrice sunt initial modulate, pentru a
fi transmise prin cablu sau unde radio, iar ulterior,
demodulate si transformate din nou in semnale elec-
trice. In echipamentele digitale, semnalul electric este
procesat numeric, fiind reprezentat prin valorile 0 si 1,
pentru care sunt specifice doud niveluri de tensiune,
semnalul digital fiind obtinut prin esantionarea (digi-
talizarea) unui semnal analogic [2, p.31].

Si chiar daca marketingul traditional, inclusiv
cel bazat pe folosirea televiziunii, radioului, postei
etc., mai ramane a fi predominant in activitatea de
marketing, companiile se orienteaza tot mai mult spre
folosirea unor strategii bazate pe e-mail marketing,
social media marketing, marketing de continut
s.a.m.d., avand drept scop atingerea unor obiective
similare cu cele specifice marketingului traditional
(atragerea atentiei potentialilor clienti si cumparatori,
cresterea notorietatii brandului, atragerea de noi
clienti, fidelizarea clientilor actuali etc.) [2, 6].

Dezvoltarea rapida a marketingului digital se
datoreaza beneficiilor pe care acesta le aduce atat
clientilor, cat si companiilor, printre acestea numad-
rdndu-se [2, 4, 20, 21, 29, 30]:

1. Pentru companii:

— noi oportunitati de dezvoltare a afacerilor,
prin posibilitatea promovarii (produselor, mar-
cilor) si vanzarii produselor, si serviciilor in
intreaga lume, atragandu-se, astfel, mai multi
clienti potentiali atat din tara de origine, cat si
din afara, indiferent de distante. La fel, are
loc o crestere a vizibilitatii si a vanzarilor, In
masura in care cea mai mare parte a populatiei
lumii este, deja, conectatd la Internet si un
numar tot mai mare de indivizi incep sa faca
cumparaturi online. Conform unor date [22],
Internetul este folosit in prezent de mai bine de
5,2 miliarde de oameni, numarul de utilizatori
activi fiind in continud crestere. Astfel spus,
cresterea notorietdtii marcilor este importantd
nu doar in marketingul digital, dar si in Intreaga
sfera a marketingului, datoritd impactului pe
care-1 are asupra perceptiei brandului si al
procesului decizional al consumatorilor;

— comunicarea bidirectionald cu clientii efectivi
si potentiali, cu furnizorii si distribuitorii, prin
organizarea de conferinte, trimiterea de mesa-
je, oferte, comenzi, facturi, cupoane etc., in
masura in care oamenii folosesc astdzi un
numar mare de gadgeturi conectate la internet:
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traditional marketing (creating and delivering value
to consumers, communication, etc.) with the speci-
fication of the use of digital technologies in these
activities. It is worth mentioning that the previous
analogue technology (analogue meaning “identical”,
or “the same”) involves the processing of electrical
signals as they are received from different sensors or
transmitters. Electrical signals are initially modulated
to be transmitted by cable or radio waves and then
demodulated and converted back into electrical
signals. In digital equipment, the electrical signal is
processed numerically and represented by the values
0 and 1, for which two voltage levels are specified,
thus, the digital signal is obtained by sampling (digi-
tising) an analogue signal [2, p.31].

Although traditional marketing, including the
use of TV, radio, mail, etc., is still predominant in
marketing activity, companies are increasingly swit-
ching to the use of strategies based on e-mail marketing,
social media marketing, and content marketing, etc.
aiming to achieve similar objectives as traditional
marketing (attracting potential customers and buyers,
increasing brand awareness, bringing in new customers,
keeping existing customers, etc.) [2, 6].

The rapid development of digital marketing is
entirely attributable to the benefits it brings to both
customers and companies, among them being
mentioned [2, 4, 20, 21, 29, 30]:

1. For the companies:

— new business development opportunities
through the possibility to promote (products,
brands) and sell products and services world-
wide, thus attracting more potential customers
locally and abroad, regardless of the distances
that divide them. Furthermore, there is an
increase in visibility and sales, to the extent
that most of the world's population is already
connected to the Internet and an increasing
number shop online. According to data [ 22],
the Internet is currently used by more than
5.2 billion people and the number of active
users is continuously growing. In other words,
increased brand awareness is important in
digital marketing, and in marketing at large,
given its impact on brand perception and
consumer decision-making;

— two-way communication with existing and
potential customers, suppliers, and distri-
butors, through conference invitations, sen-
ding messages, offers, orders, invoices, and
coupons, as people today enjoy an extensive
use of internet-connected gadgets, namely
computers, mobile phones, laptops, tablets,
smart TVs, bracelets, smart watches, as well
as other devices;

— receiving consumer feedback on products,
including opinions, attitudes, and suggestions,
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calculatoare, telefoane mobile, laptopuri, table-
te, televizoare inteligente, bratari, ceasuri inte-
ligente etc.;

obtinerea de feedback-uri de la consumatori
cu privire la produse, sub forma de opinii,
atitudini, sugestii, de rand cu posibilitatea de a
raspunde mai usor unor eventuale intrebari ale
clientilor, prin Intocmirea de liste de intrebari
formulate frecvent, care pot fi descarcate de
catre clienti;

motionale, de identificare si adresare catre
publicul tinta, si de a oferi clientilor produse si
servicii personalizate;

gestionarea mai eficienta a relatiilor cu clientii
actuali si potentiali,

posibilitatea desfasurarii non-stop a actiunilor
de marketing, prin automatizarea proceselor;
rapida a tacticilor de marketing (mai multa
flexibilitate);

posibilitatea de a analiza cu usurintd: efectele
actiunilor de marketing, pentru a intelege daca
acestea sunt eficiente ori nu; modul in care
vizitatorii interactioneaza cu site-ul companiei,
scopul fiind de a se insista, ulterior, pe cele
mai eficiente tactici de marketing, prin folo-
sirea mai multor indicatori cheie de per-
formanta (KPI), in dependentd de specificul
campaniei, printre care: modul in care oamenii
gasesc site-ul (surse de trafic web folosite
pentru a face prima vizitd pe site); revenirea
vizitatorilor pe site (aceasta inseamna ca vizi-
tatorii doresc mai multd informatie sau inten-
tioneaza sd Intreprinda o actiune); numarul total
de vizite pe site; rata de clic (CTR — procentul
din vizitatori care au facut clic pe butonul de
apel la actiune sau pe link); durata medie de
timp pe care vizitatorii o petrec pe pagina;
rentabilitatea investitiei (ROI — veniturile gene-
rate de campania de marketing comparativ cu
costurile suportate si se apreciaza prin raporta-
rea diferentei dintre veniturile generate de
vanzari si costurile generale de marketing la
costurile totale de marketing); costul de achi-
zitie al clientilor (CAC — se calculeaza prin
impartirea costurilor de achizitie de clienti la
numarul de clienti noi atrasi in perioada de
referintd); rata de retentie si abandon; alti indi-
catori. Google Analytics, Google Tag Manager
ofera astazi toate informatiile de care avem
nevoie pentru un marketing eficient, incepand
cu principalii indicatori cu referinta la campa-
niile de marketing digital si pana la compor-
tamentele consumatorilor/utilizatorilor;
posibilitatea de a utiliza ansamblul de instru-
mente necesare pentru a face cercetari de piata,

in addition to enabling customers to receive
answers to any questions they may have via
frequently asked questions lists available for
download:;

possibilities to personalize promotional mes-
sages, identify and address a target audience,
to provide customers with customized pro-
ducts and services;

managing relationships with existing and
potential customers more effectively;

the possibility of non-stop marketing via auto-
mated processes;

greater potential for rapid modification and
adjustment of marketing tactics (more flexi-
bility);

the opportunity to easily measure the marketing
effects, in order to determine whether they are
effective or not; the way visitors interact with
the company’s website, the purpose being to
insist later on the most effective marketing
tactics, by using several key performance
indicators (KPIs) tailored to the specifics of the
campaign, namely: how way people find the
site (the sources of web traffic needed for their
first visit to the site), returning visitors to the
site (meaning that users want more information
or intend to take an action), the total number of
visits to the site, the click-through rate (CTR —
is the percentage of visitors who clicked on the
call-to-action button or link); the average time
visitors spend on the page, the return on invest-
ment (ROl — is the revenue generated by the
marketing campaign compared to the costs
incurred and measured by the difference
between the revenue generated by sales and the
overall marketing costs), the cost of customer
acquisition (CCA — is calculated by dividing
the cost of customer acquisition by the number
of new customers gained during the reference
period), retention and abandonment rates, as
well as other indicators. Today, Google
Analytics and Google Tag Manager provide all
the information needed for efficient marketing,
from key metrics for digital marketing cam-
paigns to consumer/user behaviour;

the possibility to make use of the tools set for
market research, including gathering informa-
tion about competitors to develop one's own
competitive advantages;

the Internet offers the possibility to easily
gather information about consumers/users and
their behaviour, such as age, occupation, place
of living, income, needs, interests, online
activities performed, and advertising sources
used to switch sites, as in the digital environ-
ment, all user actions are recorded by ana-
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inclusiv pentru a obtine informatii despre con-
curenti, cu scopul de a-si dezvolta propriile
avantaje competitive;

posibilitatea de a colecta cu usurintd informa-
tii, prin intermediul internetului, despre con-
sumatori/utilizatori si comportamentul acestora,
cum ar fi: varsta, ocupatia, locul de trai, veni-
turile, nevoile, interesele, activitatile online
practicate, sursele de publicitate folosite pen-
tru tranzitie catre site-uri etc., tindnd cont ca
toate actiunile utilizatorilor In mediul online
sunt inregistrate de sistemele analitice si folo-
sirea acestor date face posibila intelegerea
corecta a preferintelor si opiniilor, comporta-
mentelor de cumparare si consum etc.;
oportunitatea de reducere a costurilor pentru
aprovizionare, prin obtinerea cu usurintd a
informatiilor despre furnizorii potentiali, pro-
dusele acestora, efectuarea de analize compa-
rative, alegerea preturilor celor mai mici si a
reducere a stocurilor de produse si materii
prime, componente, subansamble, datorita
partenerii de afaceri-participanti la lanturile
logistice in timp real, de asemenea, se pot
diminua si costurile pentru promovare, tranzac-
tionare, administrare etc., prin care vanzarile
online devin mai profitabile (in cazul mentinerii
pretului de vanzare) sau mai competitive dupa
pret (in cazul micsorarii pretului de vanzare);
publicului tintd, prin distribuirea de continu-
turi despre produse, despre oportunitatile pe
care le oferd si problemele pe care le pot
solutiona etc.

2. Pentru consumatori:

economisirea timpului si eforturilor pentru a
gasi informatii despre orice companie si produs;
accesul la o varietate mai mare de produse,
din orice parte a lumii, prin posibilitatea de a
le comanda pe Internet. Suntem martorii unei
»explozii a libertatii de a alege” [6, p.19] in
urma deschiderii pietelor;

ofertele 1intreprinderilor producétoare si de
comert dupa principalele caracteristici: cali-
tate, pret, recenzii, doar prin accesarea site-
urilor acestora sau a unor site-uri specializate,
precum si a retelelor de socializare;
posibilitatea de a comunica direct cu intreprin-
derile producatoare si/sau de comert despre
cerintele pe care le au, preturile pe care le pot
achita, acordul/dezacordul de a primi mate-
riale si informatii publicitare etc., dar si cu alti
cumpdratori prin intermediul comunitatilor
virtuale si a forumurilor de discutii;
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Iytics systems and are used to better com-
prehend existing and potential customers pre-
ferences and opinions, their buying and con-
sumption behaviours, etc.;

the opportunity to reduce procurement costs
arises, through easy access to information on
potential suppliers, their products, benchmar-
king, the choice of the lowest prices and most
suitable quality, the opportunities to reduce
stocks of products, raw materials, components,
and sub-assemblies, all due to greater possi-
bilities to interact with business partners as
real-time participants in supply chains, the
costs for promotion, trading, and administra-
tion, thereby making online sales more profi-
table (in case of price maintenance) or more
price competitive (in case of a price reduction);
opportunities to engage in market and target
audience education by disseminating content
about products, the opportunities they offer,
the problems they can solve.

2. For the consumers:

saving time and effort in finding information
about any company or product;

access to a wider variety of products from
anywhere in the world by being able to order
them on the Internet. We are witnessing an
“explosion of freedom of choice” [6, p.19]
following the opening of markets;

increased possibilities to compare the offers
of manufacturing and trading companies by
their key features, quality, prices, and pro-
vided opinions, via visiting their websites or
other specialised websites, as well as social
networks;

the opportunity to directly interact with manu-
facturing and/or trading companies regarding
their requirements, the prices they can afford,
and their agreement/disagreement to receive
advertising materials and information, as well
as with other buyers via virtual communities
and online forums;

the possibility to benefit from personalized
offers, etc.

Certainly, there are some impediments gene-

rated by digital marketing that cannot be avoided,
both for producers and especially for consumers,
namely, for example [2, 20]:

transaction security/safety;

the loss of personal data privacy;

the inability to physically examine products
before purchase;

the low consumer
shopping;

the purchased product may not meet buyers’
expectations, including the price-quality ratio;

confidence in online
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— posibilitatea de a beneficia de oferte persona-
lizate etc.

Desigur ca nu putem sd evitim si unele impe-
dimente generate de marketingul digital atat pentru
producatori, cat si pentru consumatori, in special, de
exemplu [2, 20]:

— securitatea/siguranta tranzactiilor;

— pierderea confidentialitatii datelor personale;

— imposibilitatea examinarii fizice a produselor
inainte de achizitie;

— increderea scazuta din partea consumatorilor
in comertul online;

— este posibil ca produsul cumparat sd nu cores-
punda asteptarilor cumparatorilor, inclusiv din
punct de vedere al raportului calitate-pret;

— dificultati mari pentru consumatori in alege-
rea uneia dintre multiplele de optiuni oferite;

— aparitia de noi tipuri de intermediari online, in
locul celor care dispar;

— multi consumatori sunt inca indiferenti fata de
acest tip de comert;

— interactivitatea oferitd prin intermediul web-
ului nu poate inlocui experienta interactivitatii
din mediul offline;

— devine frecventd Inlocuirea de citre utilizatori
a cautdrii online cu cea traditionala.

Chiar dacd marketingul digital este perceput,
mai ntai de toate, ca fiind folosit in activitati de pro-
movare, acesta reprezintd mult mai mult, influentand
considerabil activitatea de marketing in intregime.

in primul rand, marketingul digital reprezinta
una din schimbarile majore in marketingul traditio-
nal si a adus o contributie deosebita la dezvoltarea
marketingului sub aspect conceptual, I-a improspatat
si i-a dat o noud viatd, in situatia in care multi ii
preziceau deja sfarsitul.

La fel, mediul de marketing online capata un
caracter tot mai interactiv, o importantd deosebitad
avand calitatea informatiilor transmise Intre parte-
nerii de afaceri si componentele mediului extern de
marketing al intreprinderii.

Datoritd dezvoltarii marketingului digital si al
vanzarilor electronice, a aparut o noud categorie de
piatd, cea de piata virtuald, care are urmatoarele
caracteristici:

— fard conditionare spatiala (fara hotare geo-
grafice), unde companiile, atat cele mari, cat
si cele mici, pot sa ajungd la clientii aflati in
orice colt al lumii;

— fara bariere la intrare, in masura 1n care spatiul
geografic si dimensiunea firmelor nu mai
constituie obstacole 1n prezenta firmelor pe
piata virtuald, incurajand, astfel, intrarea unor
firme noi si crearea unui mediu mai competitiv;

— se bucurd de consumatori bine informati des-
pre companii, produse si marci. De mentio-
nat si faptul cd majoritatea companiilor sunt

— great difficulty for consumers in choosing one
of the multiple options on offer;

— the emergence of new types of online interme-
diaries instead of those that disappear;

— many consumers are still not interested in the
interaction with online companies;

— the interactivity offered by the web cannot
replace the experience of the off-line environ-
ment;

— consumers frequently replace the Internet
search with the traditional one.

Even though digital marketing is primarily
perceived as being used only for promotional acti-
vities, it is much more than just promotion and,
therefore, considerably influences the marketing
process as a whole.

First of all, digital marketing is one of the
major changes in traditional marketing and has made
a special contribution to the development of marke-
ting as a whole in conceptual terms, has refreshed it
and given it a new lease of life in the situation where
many were already predicting its end.

Similarly, the online marketing environment
becomes increasingly interactive, with particular impor-
tance attached to the quality of information transmitted
between business partners and the components of the
company’s external marketing environment.

Due to the development of digital marketing
and e-sales, a new market category, the virtual
market, has emerged, which has following charac-
teristics:

— no spatial conditioning (no geographical boun-
daries), allowing both large and small compa-
nies to reach customers anywhere in the world;

— no entry thresholds, as the geographical space
and size of businesses are no longer barriers
to the presence of firms in the virtual market,
thus encouraging the entry of new companies
and creating a more competitive environment.

— deal with customers who are well-informed
about companies, products, and brands. It is
also worth noting that most companies today
are present in both physical and virtual
markets.

Digital marketing has generated new buying
patterns within the market, namely:

— hybrid shopping, where the information is
online, and the purchase is made offline;

— hybrid purchase, where the search and the
information are offline and the purchase is
made in online shops;

— pure online shopping, where the entire buying
process, including information gathering,
research and purchase, takes place online.
Under these circumstances, the research on

the features of online shoppers and their lifestyles,
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prezente astazi atat pe pietele fizice, cat si pe

cele virtuale.

Marketingul digital a generat noi modele de
cumparare n cadrul pietei, fiind vorba despre:

— cumpdrarea hibrida, in care informarea se face
in retea, iar cumpararea in mediul fizic;

— cumpararea hibrida, in care informarea si cau-
tarea se face In mediul fizic, iar cumpararea
din magazinele online;

— cumpararea online purd, in care tot procesul
de cumpirare, incepand cu informarea, cauta-
rea si, in final, achizitia propriu zisa, are loc in
mediul online.
in aceste conditii, devine importanti cerce-

tarea caracteristicilor cumparatorilor online si a stilu-
rilor de viatd ale acestora, a motivatiilor, a astepta-
rilor, a perceptiilor mediului online, dar si a proce-
sului de luare a deciziilor de cumparare.

Marketingul digital permite organizarea de
cercetari si previziuni de marketing cu eforturi si
costuri mult mai mici, atat cu referinta la piata, con-
curentd, consumatori si ale lor perceptii, atitudini, si
grad de satisfactie, cat si la efectele actiunilor de
marketing digital.

Astfel, multe din informatiile secundare, de care
au nevoie companiile in vederea elabordrii strategiilor
proprii de marketing pot fi gasite lejer pe Internet,
folosind motoarele de cautare (Google, Bing, Yahoo!,
Baidu, Yandex etc.), prin introducerea cuvintelor cheie,
dupa care se face cautarea. La fel, se poate apela la
site-uri cu meta-cautari, care cautd, in mod simultan,
in principalele motoare (WWW.metacrawler.com,
WWW .savvysearch.com si altele) [5, p.24]. Este posi-
bild si abonarea la diverse liste de date, si receptiona-
rea informatiilor solicitate prin intermediul adresei
electronice. Motoarele de cautare reprezintd un instru-
ment important in vederea identificarii website-urilor
entititilor concurente, respectiv obtinerii de informatii
despre acestea.

Pentru realizarea cercetarilor directe de marke-
ting atat calitative, cat si cantitative, poate fi folosita
pagina proprie a companiei, e-mailul, cercetarea auto-
mata, precum si alte instrumente de digital marketing.

Astfel, prin crearea unor forumuri pe site-ul
companiei pot fi obtinute, din partea vizitatorilor
(consumatori actuali sau potentiali), informatii despre
produsele si serviciile companiei sub forma de co-
mentarii, opinii si sugestii, utile in vederea imbunata-
tirii calitatii acestora, pot completa diferite formulare,
chestionare cu intrebari inchise sau deschise, ale
caror raspunsuri pot influenta semnificativ luarea
unor decizii de marketing, ce tin de modernizarea
produselor, stabilirea unor preturi mai adecvate, ela-
borarea strategiilor proprii de marketing.

E-mailul organizatiei poate fi folosit In sco-
puri de comunicare cu clientii efectivi sau potentiali,
pentru a expedia diferite materiale cu continuturi
informationale, dar si in scopuri de cercetare, prin
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motivations, expectations, perceptions of the online
environment and the process of making purchasing
decisions becomes incredibly important.

Digital marketing enables marketing research
and forecasting to be undertaken with significantly
less effort and cost, both with reference to the
market, competition, consumer perceptions, attitu-
des, and satisfaction and the impact of digital mar-
keting initiatives.

Therefore, much of the secondary information
that companies require in order to develop their
marketing strategies can easily be found on the
Internet via search engines (Google, Bing, Yahoo!,
Baidu, Yandex) by typing in the keywords. Likewise,
one can turn to sites with meta-searches, which
simultaneously search via the main engines
(WWW.metacrawler.com, WWW.savvysearch.com
and others) [5, p. 24]. Subscription to various mailing
lists and receipt of requested information via e-mail
is also available. Search engines are a valuable tool
in identifying competing companies’ websites and
obtaining competitor information.

Both qualitative and quantitative direct mar-
keting research can be carried out on the company's
website, email, automated research, and other digital
marketing tools can be used.

Thus, by establishing forums on the corporate
website, visitors (existing or potential consumers)
can be informed about the company's products and
services through comments, opinions and sugges-
tions, useful in improving their quality, they can also
complete various forms and questionnaires, with
either closed or open questions, their answers being
of great importance in terms of making marke-
ting decisions related to product upgrading, setting
more appropriate prices, developing their own mar-
keting strategies.

Company e-mail may be used for commu-
nication purposes with existing or potential custo-
mers, in order to send various informational mate-
rials, as well as for research purposes, enclosing
questionnaires to be completed (or using various
available platforms) and returned via e-mail. In this
regard, a database of mail addresses of the respon-
dents to be interviewed and their consent to receive
messages is of particular importance. Among the
main benefits of using e-mail as a research tool are
the low cost of delivering a high number of ques-
tionnaires, the speed at which information may be
provided, the lack of geographical restrictions (the
target audience may be anywhere in the world), and
the high return rate of completed questionnaires, as
respondents are given the time and convenience to
complete them. At the same time, the quality of the
opinions collected may be questionable.
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atasarea de chestionare care urmeaza a fi completate
(sau folosind diferite platforme disponibile) si retur-
nate inapoi, la fel, prin intermediul postei electronice.
In acest context, este importanta detinerea unei baze
de date cu adresele postale ale celor care urmeaza a fi
chestionati, dar si acordul acestora pentru a primi
mesaje. Printre beneficiile principale ale adresei elec-
tronice, ca instrument de cercetare, se numara: costu-
rile mici pentru expedierea unui numar mare de
chestionare, viteza cu care pot fi furnizate informa-
tiile, lipsa de restrictii geografice (publicul tinta se
poate afla oriunde in lume), dar si rata mare de resti-
tuire a chestionarelor completate, in masura in care
respondentii pot beneficia de timp si confort pentru a
le completa. Totodata, pot exista si suspiciuni cu
referinta la calitatea opiniilor recoltate.

Internetul oferd si servicii automate online
de cercetare a pietei. Astfel, Insight Express
(www.insightexpress.com) [5, p.33] permite compa-
niilor (initial — din Statele Unite, cu extindere in
prezent la nivel international) sd compund un ches-
tionar in baza modelelor oferite, efectucaza expe-
dierea chestionarelor unui grup relevant si reprezen-
tativ de potentiali respondenti (care sa facd parte din
publicul tinta), iar raspunsurile pot fi obtinute in
intervale foarte scurte de timp.

De mentionat ca cercetdrile de marketing, cu
folosirea diverselor instrumente digitale, pot fi rea-
lizate atat cu fortele proprii ale companiilor, cat si
prin intermediul unor agentii specializate in domeniu
care, de reguld, dispun de personal calificat si baze
de date relevante.

Chiar daca se considera si, de reguld, se face
referintd la importanta marketingului digital pre-
ponderent in scopuri de promovare si comercializare
a bunurilor si serviciilor, trebuie sa ludm in con-
siderare importanta acestuia pentru desfasurarea
tuturor activitatilor de marketing, cu referinta la
toate componentele mixului de marketing, cum ar
fi [2, 4,5, 15]:

1. Cu referinta la politica de produs:

— creste viteza cu care produsele noi pot sa
apara pe piata (proiectdri mai rapide, testarea
imediatd a diferitor optiuni, oferirea prompta
de informatii despre produse si modul de
folosire al acestora, oferirea detaliilor despre
lansarea pe piata, dar si vitezd mai mare a
feedback-ului din partea clientilor);

— se accelereaza procesul cercetarii de mar-
keting cu privire la produse;

— in situatia unei diversificari si diferentieri exa-
gerate a produselor, dar si a reducerii marimii
segmentelor tintd, in elaborarea si lansarea
pe piatd a produselor noi, intreprinderile do-
resc tot mai mult sd ia In calcul trasaturile
unice ale clientilor si evolutia acestora in
timp, concentrandu-se mai intens asupra ciclu-
lui de viata al acestora si mai putin pe ciclul
de viata al produselor;

The Internet also offers automated online
market research services. For instance, Insight
Express (www.insightexpress.com) [5, p. 33] allows
companies (initially in the United States, now expan-
ding internationally) to compile a questionnaire from
the templates provided, further, it sends out ques-
tionnaires to a relevant and representative group of
potential respondents (part of the target audience),
and the responses are received within a very short
period of time.

It should be noted that marketing research
with the use of various digital tools can be conducted
both by the companies’ own efforts and by specialist
agencies, typically with qualified staff and relevant
databases.

While the importance of digital marketing is
considered, and usually referred to, predominantly
for the purposes of promotion and marketing of
goods and services, we must consider its importance
for the conduct of all marketing-related initiatives,
with reference to all components of the marketing
mix, for example [2, 4, 5, 15]:

1. With reference to product policy:

— increases the speed at which new products can
enter the market (faster design, immediate
piloting of different options, prompt infor-
mation sharing on products and usage,
providing details about the market launch,
better customer feedback);

— process of product marketing research is
accelerating;

— amidst an exaggerated diversification and
differentiation of products and a reduction in
the size of target segments, companies increa-
singly seek to address unique customer traits
and their evolution over time when develo-
ping and marketing new products, thus increa-
singly focusing on the customer life-cycle and
less on the product life-cycle;

— web pages enable customers to participate in
product design (Dell computers, homes, cars,
furniture) by selecting from a menu of com-
ponent attributes, features, and pricing, in
cases of wide differences in the needs of
potential consumers;

— new products are promoted much faster and at
lower cost;

— brand awareness is of particular importance.

2. With reference to price policy:

— greater price transparency of competing pro-
ducts on the market, including the existence of
dedicated product features and price com-
parison websites;

— greater consideration is given to competitors'
prices when deciding on pricing;
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paginile web permit clientilor sé participe la
proiectarea produselor (calculatoare Dell,
locuinte, automobile, mobild), alegdnd dintr-
un meniu de atribute componente, caracte-
ristici, preturi etc., in situatia in care existd
diferente mari in nevoile clientilor potentiali;
produsele noi pot fi promovate mult mai rapid
si cu cheltuieli mai mici;

o importanta deosebita se atribuie notorietatii
brandurilor.

2. Cu referinta la politica de pret:
transparentd mai mare a preturilor produselor
concurente in cadrul pietei, inclusiv datorita
existentei unor site-uri specializate In compara-
tii ale caracteristicilor si preturilor produselor;

o atentie mult mai mare in luarea deciziilor
referitoare la pret se acorda preturilor practi-
cate de concurenti;

devine si mai posibila testarea acceptabilitatii
preturilor de vanzare;

preturile sunt mult mai flexibile;

aparitia unor noi strategii in domeniul pretu-
rilor, cum ar fi practicarea unor preturi dina-
mice, cu schimbari foarte frecvente ale aces-
tora (companiile aeriene, hotelurile), stabilirea
pretului de vanzare prin organizarea de licita-
tii pe pietele electronice (vinderea de flori, de
animale). Multe dintre magazinele mari fac
modificari atat la preturi, cat si la gama de
produse, in functie de platforma de pe care
face cumparaturi clientul — telefonul mobil
sau calculatorul personal [1, p.58];

necesitatea ludrii In considerare a unor costuri
suplimentare care tin de returnarea marfurilor,
livrare si transportare;

clientii pot propune preturi pentru anumite
bunuri (de exemplu, camere in hotel, mobila,
apartamente etc.) pe care producatorii sau
vanzatorii le pot onora prin adaptarea ofertelor
la pretul solicitat de potentialul cumparator;
pentru sporirea increderii intre cumparatori si
vanzatori, devine importantd acordarea de
garantii cu referintd la renuntarea la comanda,
rambursarea platii, alte clauze.

3. Cu referinta la politica de distributie:
diminuarea importantei distantei dintre produ-
catori si intermediari in procesul de distributie
si accesul pe piata globala, indiferent de loca-
lizarea productiei;

deschiderea unor noi canale de distributie, iar
Internetul devine canalul de retail cu cea mai
mare crestere a vanzarilor;

deschiderea de saloane virtuale de prezentare
a produselor;

devine posibild vdnzarea online cu ridicarea
bunurilor de la postd sau din locuri special
amenajate (puncte de ridicare in locuri pu-

assessing the affordability of selling prices
becomes more feasible;

greater price flexibility;

the emergence of new pricing strategies, such
as dynamic pricing with very frequent price
changes (airlines, hotels), setting the retail
price by auctioning on electronic markets
(selling flowers, animals). Most large stores
adjust both prices and product range depen-
ding on the shopping platform that the cus-
tomer uses — mobile phone or personal com-
puter [1, p. 58];

the need to consider additional costs related to
goods return, delivery, and freight;

customers might suggest prices for certain
goods (e.g., hotel rooms, furniture, apart-
ments, etc.) that manufacturers or retailers can
honour by adjusting their offers to the price
requested by the potential buyer;

in order to increase buyer-seller trust, war-
ranties are essential for order cancellations,
refunds and other clauses.

3. With reference to the distribution policy:
reduction in the distance between producers
and intermediaries in the distribution process
and access to the global market regardless of
the manufacturing location;

access to new distribution channels, with the
Internet as the retail channel with the highest
sales growth;

virtual product showrooms;

online sales are made available with the
possibility of collecting the goods at the post
office or at specially equipped pick-up points
(pick-up points in public places, commercial
premises, petrol stations, etc.);

the cross-distribution possibility, by directing
visitors from one's own site to partner
websites;

establishing vertical distribution partnerships
through affiliate programs (placing links on
other websites and collecting commissions for
affiliate sales);

the role of intermediaries in the distribution
process is limited and can easily be elimi-
nated,;

the emergence of new categories of interme-
diaries, information intermediaries, providing
price quotations;

there is a potential for conflicts arising bet-
ween the manufacturing company and tra-
ditional commercial intermediaries in ca-
ses where producers sell both traditionally
through intermediaries and online, particu-
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blice, unitati de comert, statii de alimentare cu
petrol etc.);

posibilitatea distributiei incrucisate, prin orien-
tarea vizitatorilor de pe site-ul propriu spre
site-urile partenerilor;

crearea de parteneriate verticale de distributie,
prin intermediul programelor de afiliere (pla-
sarea de link-uri pe alte site-uri si primirea de
comisioane pentru vanzari prin intermediul
acestora);

rolul intermediarilor in procesul de distributie
devine limitat, unii dintre acestia putand fi
eliminati cu usurinta;

aparitia unor noi categorii de intermediari, a
celor informationali, care oferd comparatii
intre preturi;

posibilitatea aparitiei unor conflicte intre Intre-
prinderea producatoare si intermediarii comer-
ciali traditionali, in situatiile in care produca-
torii practica atat vanzari traditionale, prin
intermediari, cat si online, in mod deosebit, in
cazul distributiei selective sau exclusive.

4. Cu referinta la politica de promovare

(comunicare):

oferd o varietate foarte larga de optiuni (tehnici,
metode) de promovare, atat platite, cat si orga-
nice (fard platd): pagina web, e-mailuri, SEO,
Pay-Per-Click, interstitii (inline, pop-ups, pop-
under), publicitate plutitoare, publicitate pe harti,
marketing viral, marketing afiliat, social media
marketing, bloguri si microbloguri, marketing
prin comunitatile online etc.;

internetul permite diferite optiuni de comuni-
care: de la unul catre multi (one to many), de
la unul cétre cativa (one to some), de la unul
catre unul (one to one), comunicarea multi
catre multi (many to many);

obiectivele comunicarii pot fi diferite de cele
offline si se pot referi la generarea traficu-
lui, cresterea notorietatii site-ului, generarea
unui anumit numar de vizitatori ai site-ului,
conversia vizitatorilor (a-i face sa treaca la actiu-
ne, incurajarea cumpadrarilor repetate, atingerea
unui anumit procent din vanzari online etc.);
bazele de date despre clienti permit personi-
ficarea mesajelor promotionale;

cumpadratorii devin proactivi in selectia mesa-
jelor, pot accepta sau renunta sd mai primeasca
mesaje promotionale trimise prin e-mail;
devine posibila crearea de relatii pe termen
lung cu clientii, prin intermediul adresei de e-
mail, a mesajelor individualizate;

in unele cazuri, clientii au posibilitatea sa soli-
cite oferte promotionale, cupoane, mostre gra-
tuite de produse de la producatori sau inter-
mediarii comerciali;

posibilitatea folosirii unor noi instrumente
specifice relatiilor publice (site-ul companiei,

munic

incred

larly in the case of selective or exclusive
distribution.

4. With reference to the promotion (com-
ation) policy:

provides a wide variety of promotion options
(techniques and methods), both paid and
organic (“no pay”): website, emails, SEO,
Pay-Per-Click, interstitials (inline, pop-ups,
pop-under, floating advertising, map adver-
tising, viral marketing, affiliate marketing,
social media marketing, blogs and microblogs,
and online community marketing;

the Internet enables a variety of communi-
cation options: one-to-many, one to some,
one-to-one, and many to many;
communication goals can differ from off-line
goals and could relate to generating traffic,
increasing site awareness, generating a spe-
cific number of site visitors, converting visi-
tors (getting them to act, encouraging repeat
purchases, and reaching a certain percentage
of online sales);

customer databases enable the personalisation
of promotional messages;

shoppers become more initiative-taking in
selecting messages, thus, they can accept or
unsubscribe from receiving promotional messa-
ges via email;

long-term customer relationships can be built
through email and indivialized messages;

in some instances, customers may request pro-
motional offers, coupons, and free product
samples from manufacturers or commercial
intermediaries;

the opportunity to leverage new public rela-
tions tools (company website, links to other
relevant websites, blogging, podcasts, online
sponsorship; advertorials (hidden advertising,
regarded as expressing the editorial team’s
point of view);

reduced costs of developing and distributing
promotional materials (catalogues, leaflets,
flyers, etc.).

Conclusions

1. Digital marketing constitutes a new and
ibly important stage in the evolution of the

modern marketing concept, geared towards meeting

marke

the needs of consumers, producers, shareholders and
society as a whole;

2. Digital marketing activities are subject to

the same principles and theories of the traditional

ting concept (customer orientation, satisfying

the customer's needs, in an environment of increasing

competition and optimal profit), further substan-
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linkuri pe alte site-uri relevante, crearea de

bloguri, podcasturi, sponsorizarea online;

advertoriale, publicitate ascunsd, consideratd
ca exprima punctul de vedere al redactiei);
— reducerea costurilor de elaborare si distribuire

a materialelor promotionale (cataloage, pli-

ante, fluturasi etc.).

Concluzii

1. Marketingul digital reprezintd o noua etapa,
una foarte importanta, in evolutia conceptului mo-
dern de marketing, orientat spre satisfacerea nevoilor
consumatorilor, producétorilor, actionarilor, societatii
in ansamblu;

2. Activitatile de marketing digital se supun
acelorasi principii si teorii specifice conceptului de
marketing clasic (orientarea spre client, satisfacerea
nevoilor acestuia intr-un mediu cu o concurentd in
continua crestere si in conditiile unui profit optim),
completandu-le si dezvoltandu-le corespunzator tim-
purilor in care traim;

3. Desi marketingul digital isi propune ace-
leasi obiective ca si marketingul traditional, are totusi
unele trasaturi specifice, in dependenta de situatie, ca
de exemplu: cresterea interactiunii vizitatorilor cu site-
ul companiei sau cu anumite continuturi ale acestuia;
cresterea timpului de vizitare a site-ului de catre vizi-
tatori; interactiunea prin intermediului postei elec-
tronice cu un anumit numar de clienti efectivi sau
potentiali; sporirea recunoasterii si notorietatii marcii,
a imaginii percepute de clienti, prin actiuni de mar-
keting digital; atingerea unui anumit procent din van-
zarile totale prin vanzarile online etc.;

4. n conditiile in care impactul strategiilor cla-
sice de marketing s-a redus considerabil, marketingul
digital a venit cu noi solutii, care presupun folosirea mai
activa a Internetului si dispozitivelor electronice: com-
putere, laptopuri, smartphone-uri, tablete etc.;
de promovare a produselor, acesta a schimbat con-
siderabil continutul si formele de realizare a publi-
citatii si a altor forme de promovare. Publicitatea spe-
cifica marketingului traditional continua sd-si mentina
importanta, fapt demonstrat si de catre datele statistice
referitoare la piata serviciilor de publicitate;

In conditiile in care industria digitala si mar-
ketingul digital sunt in continuad schimbare si dezvol-
tare, iar cererea de specialisti in domeniu este foarte
mare si creste cu ritmuri rapide, o importantd impu-
natoare capatd pregatirea de personal calificat in
aceasta sfera, profesionisti care sa detina noi compe-
tente, fiind necesard in acest scop modificarea si
adaptarea curriculumului universitar la cerintele pie-
tei muncii, prin includerea de cursuri specializate de
marketing, care sa se axeze pe digitalizare, pe dezvol-
tarea de programe noi de licenta si masterat, pe extin-
derea cercetarilor stiintifice si elaborarea de teze de
doctorat In domeniu.
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tiating and developing these theories in line with the
challenges of our times;

3. Although digital marketing pursues the
same objectives as traditional marketing, it still has
some specific characteristics, depending on the situa-
tion such as: increasing visitor interaction on the
company website or specific content, extending the
time visitors spend on the website, interacting via e-
mail with a certain number of existing or potential
customers, enhancing brand recognition and aware-
ness, improving the image perceived by customers
via digital marketing initiatives, and reaching a cer-
tain percentage of total sales through online selling;

4. As the impact of traditional marketing
strategies reduced considerably, digital marketing
introduced new solutions, involving more active use
of the Internet and electronic devices, such as com-
puters, laptops, smartphones, tablets and others;

5. Despite the fact that the Internet offers
new promotional possibilities and has considerably
changed the content and the forms of advertising or
other promotional activities. Traditional marketing
advertising continues to maintain its importance, as
demonstrated by statistical data on the advertising
market.

Given the fact that digital marketing are con-
stantly changing and developing, and the demand for
specialists in the field is high and growing at a rapid
pace, it is of particular importance to train qualified
professionals in the this field who possess new
competencies. To this end, it is, therefore, necessary
to amend and adjust the university curricula to the
requirements of the labour market by introducing
specialised marketing courses, focussing on digiti-
sation, developing new Bachelor’s and Master’s pro-
grammes, expanding scientific research, and writing
PhD theses in the field.
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