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Abstract

Purpose — This study aims to build a systematic frame for ef-
fective marketing performances by prioritizing product type and
pertinent channel that are appropriate for digital channel
characteristics. FCB grid model was used to define a product
type, and Internet communication satisfaction index was consid-
ered as a marketing performance measuring tool for digital
channel.

Research design, data, and methodology — As systematic un-
derstanding for Digital marketing is still unfamiliar to even pro-
fessional marketer, the hypothesis was established based on
preliminary research by conducting a qualitative survey of mar-
keting experts who already experienced digital marketing in the
fields as well as existing related study literature. Through a pre-
liminary research, the degree for understanding for digital mar-
keting, current digital marketing (including product/channel mix)
execution status, and difficulties for marketers who had experi-
enced digital marketing were figured out. Based on preliminary
research, the main part of survey was designed to examine
which type of product would be effective for digital marketing
and which digital channel would be effective to achieve market-
ing performance in line with marketing objectives. To collect da-
ta, the questionnaire survey was conducted for professional mar-
keters who had experienced digital marketing in 10 different
fields including FMCG, cosmetics, distribution industry for one
month (July, 10, 2014~Aug, 10, 2014). A total of 90 ques-
tionnaire were distributed and 66 questionnaires were used for
the analysis, excluding the unanswered and insincere
questionnaires. The data were analysed using SPSS ver.18.0.
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Results — The analysis for product type which is pertinent to
digital marketing and prioritization for digital channel per digital
marketing performance type could be summarized as followings.
First, high involvement buying decision type of product and ra-
tional purchasing decision type of product in FCB grid are more
effective for digital marketing in terms of marketing performance.
Therefore, marketers in field would prioritize considering product
type before executing digital marketing.

Second, factor for sales increase, potential consumer creation
and brand awareness was represented respectively 31.25%,
21.9%, and 20.8% as a result of factor analysis in terms of dig-
ital marketing channel performance. Third, effective major digital
channel per digital marketing performance factor was differently
identified as each digital channel has its own peculiarity. For in-
stance, search engine is more effective for increasing sales
while social media such as facebook and Kakaotalk is more ef-
fective for encouraging consumer participation.

Conclusions — As a result of this study, product type and pe-
culiarity which were pertinently fit to digital marketing were iden-
tified by using FCB grid model, and also suggested framework
for decision making of digital channel selection in line with mar-
keting objectives for effective marketing performance. It also pro-
vided insight to professional marketer which type of product
could be effective for digital marketing execution as well as
which factors should be measured for digital marketing
performance.
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<Table 1> FCB Grid Attributes
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Factor FCB Grid Attributes Sources
It would cause a big loss if the brand is made a bad choice
Involvement It is interested in Information regarding this product FCB(Foote, Cone and Belding),

It is very important to decide purchase of this product

Joines et al.(2003), Roger &

Purchase decision is done by rational reasoning ;gfg;i;(\igg 1()1 985)
Intellectual Mode Purchase decision needs to have lots of thought Kim et al (2y007) '
Purchase decision is done by function of product Park(2006), ‘

Affective

My personality is reflected for Purchase Decision Making

Shim et al.(2000)

Mode Purchase decision is done by 5 Senses. (Observation, Taste, Touch, Smell, Voice)

<Table 2> Marketing Performance Evaluation Factor for Digital Channel

Factor Performance Attributes Sources
. Exposure for business and brand is strengthened
Strengthening P -
It is highly ranked in search word
Awareness - > -
It is contributed to increase brand awareness Lee & Mock( 2011),
New Business It has possibility to have a partnership for new business purchase Lee(2007),
Opportunities It is contributed to create potential consumers Park(2001),
Participation It is contributed to make consumers participate actively Nelson(1974),
of Consumers It is contributed to related traffic and subscribers regarding business and brand I(g)sr'g(rlr:]ltjirig:’:ion
It is contributed to understand consumers who have an interested in business or brand : ;
Understanding for It is contributed to explain business or brand in detail Satistaction Index).
Consumers - . — p Jang(2012),
It is contributed in increase brand preference Dolan &
Marketing expenditure could be saved vs mass media channel Moon(2000),

Savings for Marketing

Expenditure )
vs mass media channel

Contents could be effectively reached to consumers who have interested in its communication

Amit & Sanjoy(2002)

Increasing Sales Sales increase opportunity could be increased




94 Ji-Young Han, Wan-Ki Kim / Journal of Distribution Science 13-5 (2015) 91-102

3.2 o7 7t

G 7Hde =arEQl CIX|E OpAHEel MitE H1sh| ot
MZEZ0 K9S MAESH7| 3t Z{e2, FCB Grid L9l0| et
Mg 542 256t CXE A OAE Mop 7 2018 1
25t CZat 20| g+ 7HdE M7 SiCh
<74 1> B0 CHgt #ol== CIX[E K9 DMIE' ‘gatof
g3r2 O/ ZAolct &, A0TIt 22 HEL2 &
o7t ¥2 MEELCH CIXE Dr?ﬂ%'el datof 28
Aol dar2 0j& Aol

<td 2> CIX|E xEel O E Mit= ME £40| 0|4=0|
Lf Zd&olLtof a2t Xto|7t A2 ZAo|ct NE &

E
g0| ol gHY+5 CIXE xEel OAHE datof 2

HMEOl Q&2 O|Al Zo|Ch

O 1L- oo=2

<7td 3> 7o CX|E 22 1Rel 540 Ao L=
7ItiElE OAIEel F=2 daks Xto|7h /S A0k
'='EH': CIXE=E SHo= of OIS Jatof 7[0f5}
= ME2= Y 7[go] QU= ZE E17h 28|
xr0| ojsier HOE FHo=z of OE dits &
2 0|Cjof 20| =apq e Z{o|C.

oj¢el 7tde #A33st7| flot TIXE Mo HME M
A 7ioidatel mE OXE ME e = o7 2
<Figure 1>1} ZC}.

33, ZATHY B MEZA

3.3.1. OfH| MEZA}
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20143 72 22 Korea Marketing Conference Z&7At 23 & Cf
Aoz MBI FGI(Focus Group Investigation)E& HHal, AAISIY
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reh ARl oIX] A A e, HE FI MH|A HE{o| M2

<Table 3> New Attribute for Product Suitability of Digital Channel

OFAIE =ate| Xto|, CX|E O E ME Z3HF0| s 225t
b Z=AR Z3h CIXE O E 2H(FehHAl ofs2 Hez XM,
CIX[E mi{ctol L, wOICI07F MRS ZE XF S50
Z3ME A MH|20| ChHer ofsiZt HX| ¥4, O|= els CIX|E Xy
=oj| CHet X} oAFEH™O| & CH= 7H(15'—# o|st, 20 OJgt O

) =M, Mezete| 21 A7 25510 HEH It 5| A
2 7|1E XH *E*’SOI ogiz & (8 1®t 50| s0EsF
CIXIE D20l CHer OfsH=7F MTiE =2 ot ofitof Chet &2l
2 27| ofECk= oG 03} 10 0|5 1E)0| MA| =[RALCK
J85ofl ITOfl Chet XM E XEHez YH0|E o= A RHAH
[fl— o|74 '=o| oloﬂ:f -'-El_# CEO:LC’ EH“OE '6|- AE'I_E_ 71‘1} |:|
X E OIS 2d2tE Qo Z30{0f 5h= 2F2 EMES| A
OlELt EEAE E-?A*QEH OAE 78t EMEC2= Web
Site(59%) > Facebook(50%) > Blog(41%) #+C=2 £ SEHsIeCt
CESH CEOQ| utHh4=0[2(56.5%)Y =2 CIX|E OFE0| 2t UCEH
1 SESIU=H ol= CIXE oEAEof theh 285 QA Erht=

CIXI8 OAEel 2atE £357| ofEtts doz 2ol

o
I-H

Draw an insight after findings based on digital channel
operation through related study literature, Preliminary
research based on professional marketers etc

FCB Model . —
Application ICSI Application

Evaluation on effectiveness for
Evaluation on suitability + | marketing performance of each

for digital channel per products digital channel

in line with marketing objectives

¥

3 F.A & ANOVA
(SPSS)

Analysis for priority based on product/channel suitability
for professional marketers

¥

4 Priority Selection

Product type analysis based on FCB model and digital
channel priority analysis for marketing objectives

<Figure 1> Research Model for Decision Making of Digital Marketing
Priority

Factor Code* Product Suitable Attribute by FCB Grid Method Remark
P-1 It would cause a big loss if the brand is made a bad choice
Involvement P-2 It is interested in Information regarding this product
P-3 It is very important to decide purchase of this product
P-4 Purchase decision is done by rational reasoning FCB Grid
Intellectual Mode P-5 Purchase decision needs to have lots of thought Attributes
P-6 Purchase decision is done by function of product
Affective P-7 My personality is reflected for purchase decision making
Mode P-8 Purchase decision is done by 5 Senses(Observation, Taste, Touch, Smell, Voice)
Brand Awareness P-9 The brand in relevant category is well known to consumers L
/Satisfaction P-10 The consumer satisfaction of brand in relevant category is high Preliminar-y
- - survey result
. P-11 Many consumers have experienced the brand in relevant category
Brand Experience - . added
P-12 Only a few consumers have experienced the brand in relevant category

* Code : Product Suitability
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<Table 4> Case Processing Summary
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<Table 5> Reliability Statistics

N % Cronbach's Alpha N of Items
Valid 66 100.0 .807 5
Cases Exclude data 0 .0
Total 66 100.0

<Table 6> Reliability Test Result for Effective Product Category to Digital Channel-ltem Total Statistics

FCB Attribute | Scale Mean if Item Deleted | Scale Variance if Iltem Deleted | Corrected Item-Total Correlation | Cronbach's alpha if Item Deleted
P-1 14.30 10.307 495 .807
P-3 13.83 9.741 617 .764
P-4 13.59 10.461 .692 744
P-5 13.50 10.962 595 771
P-6 13.62 10.700 611 .766

<Table 7> Effective Product/Category Atftributes for Digital Channel

Factor Code Product Suitable Attributes by FCB Grid Method
Involvemnent P-1 It would cause a big loss if the brand is made a bad choice
P-3 It is very important to decide purchase of this product
P-4 Purchase decision is done by rational reasoning
Intellectual Mode P-5 Purchase decision needs to have lots of thought
P-6 Purchase decision is done by function of product
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<Table 8> Result of Factor Analysis — KMO and Bartlett's Test

KMO & Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling .781
Approx. Chi-Square 111.096
Bartlett's Test of Sphericity df 10
Sig .000

<Table 9> Total Variance Explained

Component Initial Eigenvalues Extraction sums of Squared Loadings
P Total % of Variance Cumulative % Total % of Variance Cumulative %
1 2.889 57.787 57.787 1.905 38.095 38.095
2 .793 15.855 73.643 1.777 35.548 73.643
3 .584 11.672 85.314
4 458 9.168 94.482
5 .276 5.518 100.000
<Table 10> Factor Loading by Varimax
C t
Code Product suitable attributes by FCB Grid method ’ omponen 5
P-5 Purchase decision needs to have lots of thought 913 .155
p-4 Purchase decision is done by rational reasoning .842 329
P-1 It would cause a big loss if the brand is made a bad choice .100 .849
P-6 Purchase decision is done by function of product 327 .753
P-3 It is important to decide purchase of this product 496 597
<Table 11> Regression Analysis Result : Digital Marketing Effect by Product Type - Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson
1 6177 .380 .361 .928 2275
a. Predictors: (Constant), Intellectual Mode, Involvement
b. Dependent Variable: Effect of Digital Marketing Score
<Table 12> Coefficient *
Model Unstandardized coefficient Standardized coefficient ¢ si
B Standard error Beta 9
(Constant) .203 531 .383 .703
1 Involvement 454 143 .363 3.161 .002
Intellectual Mode 464 153 .348 3.028 .004
<Table 13> Anova °
Model Sum of Square df Mean Squre F Sig
Regression 33.284 2 16.642 19.327 .000°
1 Residual 54.246 63 .861
Total 87.530 65

a. Dependent Variable: Effect of Digital Marketing Score
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<Table 14> Attributes Regarding Marketing Performance Evaluation of Digital Channel

Factor Code* Performance Attributes Sources
_ C-1 Exposure for business and brand is strengthened.
Strengthening C-2 |It is highly ranked in search word.
Awareness
C-3 |It is contributed to increase brand awareness.
New Business C-4 | It has possibility to have a partnership for new business Purchase.
Opportunities C-5 |t is contributed to create potential consumers.
Participation C-6 |It is contributed to make consumers participate actively.
of Consumers C-7 |lt is contributed to related traffic and subscribers regarding business and brand. Lee & Mock(2011), __
ICSI(Internet Communication
' C-8 |t is contributed to understand consumers who have an interested in business or brand. | Satisfaction Index),
Understanding for ™=~ o ™% " ontributed to explain business or brand in detail. Jang(2012)
Consumers
C-10 | It is contributed in increase brand preference.
Savings for C-11 | Marketing expenditure could be saved vs mass media channel.
Market'ing c-12 Contents could be effectively reached to consumers who have interested in its
Expenditure communication vs mass media channel.
IncSrc:zsslng C-13 | Sales increase opportunity could be increased.

* Code : Marketing Performance by Channel
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<Table 15> Factor Analysis Results for Digital Channel Marketing

<Table 17> Factor Loading by Varimax

Performance — KMO & Bartlett's test Component
KMO & Bartlett's Test 1 2 3
Kaiser-Meyer-Olkin Measure of Sampling .745 C-2 .796 -.091 .298
Approx. Chi-Square | 188.324 C-11 .766 116 A77
Bartlett's Test of Sphericity | df 28 c9 761 219 137
Sig 000 c8 708 377 000
C-5 242 .869 .000
C-6 .000 .868 169
<Table 16> Total Variance Explained
' Pl c13 124 128 911
Extraction sums of Squared | Extraction sums of Squared C-12 349 128 814
Compo- Loadings Loadings
nent % of | Cumulative % of | Cumulative
Total 3 ® Total ] 2
Variance % Variance % « Increase related traffic and subscriber for business and brand
Factor 1 < H high feasibility les i
1 | 3576 44697 | 44.697 | 2500 | 31255 | 31.255 A PRI . | cocc particpation levl of active consumers
2 1.305 | 16.311 61.009 1.753 | 21.911 53.166 Sales Increase (31.25%) + Increase feasibility to reach to consumer who are interested in
3 1.041| 13.012 | 74021 [1.668 | 20.854 | 74.021 contents of commurication
4 <Factor 2 > * Be useful to create potential consumers
Potential Consumer Creation  Be useful to understand consumers who are highly interested in
5 ) business and brand
6
7 <Factor 3 > § .
[ OSSN PERAVATS  « Contribute to increase for brand awareness
8 (20.8%) « Contribute to increase for brand preference
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<Table 18> Reliability Test Result for Digital Channel Marketing Performance - ltem Total Statistics

Scale Mean if Item Scale Mean if Corrected Item-Total Squared Multiple Cronbach's alpha if Item
Deleted Item Deleted Correlation Correlation Deleted
C-2 27.18 15.166 562 519 .796
C-5 27.30 14.984 511 499 .801
C-6 27.45 14.867 409 420 817
Cc-8 27.94 13.473 615 456 .786
C9 27.38 13.839 .601 479 .788
C-11 27.26 14.225 571 459 792
C-12 27.38 14.024 .585 524 .790
C-13 27.55 15.144 465 440 .807
<Table 19> Case Processing Summary <Table 20> Reliability Statistics
N % Cronbach's alpha el eils A_Ipha SRR @ N of Items
Valid 66 100.0 Standardized Items
Cases Exclude. d. 0 0 818 -820 8
Total 66 100.0
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