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Americans spend eleven hours or more on electronic devices every single day. 

Marketing is about where our attention is; it is where our eyes are focused. Traditionally, 
billboards along highways, inserts in newspapers, and ads on radio and TV were effective 
marketing mediums because that was where our attention was focused. Not now. 

Digital marketing is advertising delivered through digital channels such as social media, mobile 
applications, email, web applications, search engines, websites or other new digital channels. It 
is any form of marketing products or services that involves electronic devices. 

For the purpose of our discussion, we must establish that the two main pillars of digital 
marketing. They are online marketing and offline marketing. 

Search engine marketing is the practice of marketing a business using paid advertisements that
appear on search engine results’ pages. Advertisers bid on keywords that users of services such
as Google and Bing, for example, might enter when looking for certain products or services,
which gives the advertiser the opportunity for their ads to appear alongside the results for
search queries. 

Search engine optimization is the process of optimizing your website to get organic, unpaid
traffic from a search engine’s results page. SEO involves making certain changes to your website
design and content that makes your site more attractive to a search engine. 
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Email Marketing 

Affiliate Marketing 

Content Marketing 

Pay-per-click Advertising (PPC) 

Social Media Marketing (SMM) 

Enhanced Traditional Marketing Media 
Enhanced traditional marketing media is a form of marketing that utilizes digital devices to
enhance traditional marketing strategies. One example is the use of tablets for customers to 

Pay-per-click advertising is a model of internet marketing in which advertisers pay a fee each
time one of their ads is clicked. Essentially, it’s a way of buying visits to your site, rather than
attempting to “earn” those visits organically. 

Search engine advertising is one of the most popular forms of PPC. It allows advertisers to bid 
for ad placement in a search engine's sponsored links when someone searches on a keyword 
that is related to their business offering. 

Email marketing is the act of sending a commercial message, typically to a group of people,
using email. It usually involves using email to send advertisements, request business, or solicit
sales or donations, and is meant to build loyalty, trust or brand awareness. 

Affiliate marketing is the process by which an affiliate earns a commission for marketing
another person’s or company’s products. The affiliate simply searches for a product they enjoy,
then promotes that product and earns a piece of the profit from each sale they make. 

Content marketing is a strategic marketing approach focused on creating and distributing
valuable, relevant and consistent content to attract and retain a clearly-defined audience—and,
ultimately, to drive profitable customer action. 

Instead of pitching your products or services, you are providing truly relevant and useful 
content to your prospects and customers to help them solve their issues. It is through this 
built-up customer loyalty that they will use your products or services. 

Social media marketing is the use of social media platforms to connect with your audience to
build your brand, increase sales, and drive website traffic. This involves publishing great content
on your social media profiles, listening to and engaging your followers, analyzing your results,
and running social media advertisements. 

The major social media platforms (at the moment) are Facebook, Instagram, Twitter, LinkedIn, 

OFFLINE MARKETING 
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enter their food orders and pay their bills. Included in this transaction is an opportunity to
advertise. 

A second example is the continued use of billboards upgraded with new technology. Electronic 
billboards allow the billboard owner to change the messaging quickly and to allow multiple 
advertisers to participate all at the same time. 

Finally, the biggest and fastest-growing area of offline marketing is mobile or phone marketing.
Currently, over 80% of internet users own a smartphone. Since 2014, more people are 
accessing the internet from their phone than via a desktop PC or laptop. In 2016, the amount
spent on mobile marketing exceeded the amount spent on desktop ads. And in 2020, as much
money will be spent on mobile marketing as is now spent on TV advertising. 

Amazingly, television is still a favorite marketing medium. TV ads have been around for more
than half a century, and the average American watches four hours of TV each day? 

When we talk about the future of TV, however, we need to understand that it is not just a piece 
of hardware sitting in a living room. Today, TV is video content that can be streamed on any 
device in a home or office. These fully connected TV devices are creating a huge shift in how 
marketers reach and connect with people. Tried and tested approaches in TV advertising are no 
longer failsafe because technology and viewership behavior are evolving. 

Content providers are now challenged to rethink the viewership experience for both the viewer 
and the advertiser in an industry that is experiencing an explosion of ad-free platforms like 
Netflix and Amazon Prime. Eventually, we will see technological investments to allow ad-
supported content providers that shift from direct selling to programmatic environments. Add 
the upcoming 5G technology, and advertising will shift to deliver smarter, more relevant 
content to consumers in their TV platforms. 

Radio still reaches 85% of the US population every week, with followers averaging two hours of
listening per day. More than 40% of dollars spent on radio comes from the US advertisers. 

What is new is that about half the US population listens to internet radio at least once a month. 
Thanks to Pandora and similar platforms, 80 million users listen to internet radio, resulting in $4 
billion in profits each year. 

Radio 

Television 

Mobile Marketing 



1. 

3. 

2. 

4. 

From the list of digital methods discussed, identify the top three you believe might be meaningful for
your type of business. What would you consider to be measures of success for each? What would be
your concerns? 

__________________________________________________________________________________________________________ 

__________________________________________________________________________________________________________ 

__________________________________________________________________________________________________________ 

__________________________________________________________________________________________________________ 

What steps might you take this month to test out some of those top three options on your list?

__________________________________________________________________________________________________________

__________________________________________________________________________________________________________

__________________________________________________________________________________________________________

__________________________________________________________________________________________________________ 

Which digital media marketing methods have you used in the past? Describe your level of satisfaction
with each. 

__________________________________________________________________________________________________________ 

__________________________________________________________________________________________________________ 

__________________________________________________________________________________________________________ 

As a business owner, how do you feel about the different choices available to you?

__________________________________________________________________________________________________________

__________________________________________________________________________________________________________

__________________________________________________________________________________________________________

__________________________________________________________________________________________________________ 
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DISCUSSION QUESTIONS 

BIBLICAL APPLICATION OF DIGITAL MEDIA MARKETING 
While digital media marketing sounds like a marketing professional’s dream, in reality, it is
fraught with problems. For the Christian businessperson, the problems fall into three
categories. 

Many of the digital media marketing opportunities do not provide the opportunity to select
your ad placement and provide only limited opportunities to manage the recipients of your ad. 

1. Neighboring Ads 
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Secondly, is the proliferation of fraudulent activities in digital media marketing and the chance
your advertising dollars are not entirely spent promoting your product. 

Over the past decade, an influx of new technologies has dramatically changed the way 
advertisers, marketers and consumers experience the web. Most notable is the troubling 
vulnerability of ad fraud. Fraudulent ads negatively impact a consumer’s online experience and 
often falsify a brand’s marketing performance. According to industry analysts, the amount lost 
from fraudulent online ads is expected to reach $10.9 billion by 2021. 

To protect yourself from fraud, advertisers must demand transparency and adopt better 
campaign optimization. Advertisers need to rely on only marketplaces where high-caliber 
publishers offer quality ad inventories. Furthermore, marketers must pay attention to a 
website’s traffic volume to determine if there’s bot traffic that has the potential to drive 
advertising fraud. 

Do you want your ad prominently displayed in a Google search next to dating websites, sales of
vaping products or offerings of pornographic materials? 

It is possible to manage your ads and separate yourself from undesirable ads, but it requires 
diligence and constant monitoring. 

Finally, a 2014 Pew Research survey found that 91% of Americans “agree” or “strongly agree”
that people have lost control over how personal information is collected and used by all kinds 
of entities. Some 80% of social media users said they were concerned about advertisers and
businesses accessing the data they share on social media platforms, and 64% said the
government should do more to regulate advertisers. 

The security concerns in digital media marketing are much the same for anyone whose personal 
information goes through digital business pathways and platforms. What differentiates digital 
media marketing from other internet platforms is that cybersecurity threats tend to 
concentrate on the most lucrative and data-rich targets frequented by digital marketers. 
To protect privacy, digital marketers must focus on protection against malware, secure data 
backups, and employee education. Marketers must secure their networks and safeguard their 
network connections by using a firewall and encrypting tools. In addition to heightened 
security, marketers should rely on internet providers that can block outside internet access 
based on geographic locations. 

3. Privacy 

2. Advertising Fraud 
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Contribution of Digital Marketing in God’s Creation 
The truth Is, digital technology is here to stay. But, as Christians, we need to be asking 
questions. What burden does digital technology pose for our human well-being? To what 
extent does digital media marketing add to our human flourishing? 

Consider the following statistics: 

People now spend an average of 2 hours daily on the mobile web. 

Individuals devote 1.8 hours to social networking, 30% of their daily online time. 

Digital natives spend on average more than 7 hours per day on their smartphones or on

multiple digital devices (often at the same time). 

The average “frequent user” is young, male, well-educated, and with one child. 

As of the fourth quarter of 2019, Facebook had 2.375 billion active users. 

WhatsApp users grew from 700 million worldwide in 2015 to 1.5 billion by February 2017. 

WeChat dominates social media in China, with over one billion users in 2019. 

The average user is bombarded by more than 1,700 banner ads per month. 

Although it is expressive of our God-given creativity, technology has also provided the means 
for us to feel more self-sufficient and less dependent on God. For example, many parents are 
relying on digital devices to replace a human babysitter and occupy the attention of their small 
child—which is now known to contribute to many developmental problems in children. 
As a solution, we need to remember our humanity. Gifts from God, such as being able to create 
technological advances, are tools and accessories. Digital media marketing does not replace 
the time-tested method of relationship building. Marketing is about selling your products and 
services to people, and that is done through one-on-one conversations and building trust. 



2. 

1. 

3. 

4. What action plans should you develop to address any concerns for your current digital marketing
processes? What about your future marketing plans might require additional protection? 

What decisions and actions can you take that will protect you from fraudulent activities and privacy
breaches in your digital marketing? 

As a business owner, you have legal and moral imperatives to protect your customers from fraudulent
activities and privacy breaches from your digital marketing efforts. What are some of your perceived
risks and how might you mitigate those risks? 

Have you experienced fraudulent activity through your electronic devices? If so, how did it happen, 
and what were the results? How did it make you feel? 

_________________________________________________________________________________________________________ 

_________________________________________________________________________________________________________ 

_________________________________________________________________________________________________________ 
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DISCUSSION QUESTIONS 

_________________________________________________________________________________________________________ 

_________________________________________________________________________________________________________ 

_________________________________________________________________________________________________________ 

_________________________________________________________________________________________________________ 

_________________________________________________________________________________________________________ 

_________________________________________________________________________________________________________ 

_________________________________________________________________________________________________________ 

_________________________________________________________________________________________________________ 

_________________________________________________________________________________________________________ 


