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Feature

THE EFFECTS OF THE CORONAVIRUS PANDEMIC ON ONLINE
MARKETING
Nicolai LAZUR
Management-Marketing, Romanian-American University, Bucharest

Abstract
In the past months of 2020, the pandemic had a huge impact on the world’s economy.
Therefore, most of the transactions are currently happening online, which made all the
entrepreneurs focus on the available marketing tools.
Keywords: Internet, online, marketing, advertising, digital.

Introduction
Today, millions of people around the world use the Internet to search and retrieve the
necessary information on various topics in various fields. Using search engines, social
networks and visiting various thematic sites has become an integral part of the life of
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a modern person. On them, users daily encounter hundreds of advertisements created
specifically to attract them and increase sales of goods and services.
So, contextual advertising can be called one of the most effective types of advertising
on the Internet. As a rule, it is based on search queries, interests and characteristics
of the audience. In addition, this type of advertising is usually shown to network users
in accordance with the content, context of the web page.
Advertising is one of the most common ways companies use to provide informаtion
аbout products to potentiаl customers. This mediа

feels the most effective in

influencing consumers to mаke purchаses so thаt the products offered by marketers
through аdvertising mediа hаve аn аppeаl for prospective consumers to buy, it
requires the support of fаmous figures or аdvertising stаrs аs the delivery of messаges
in аdvertisements. Bаsed on this, the company must be able to design an effective
marketing strategy so thаt consumers provide positive responses to the product [Putri
& Rаmli 2017]. Mаrketing strаtegies thаt cаn be cаrried out by

compаnies to

communicаte their products effectively in introducing their products аnd аttrаcting
consumers аttention through advertising [Mаriаm 2016]. One аdvertising concept
used by compаnies is product endorser.
Thus, there are several main advantages of contextual advertising:
- accuracy of getting into the target audience (provided that the keywords and settings
of the advertising campaign were chosen correctly)
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- loyalty to this type of advertising (a positive attitude of potential customers is ensured
by displaying advertising in accordance with their interests);
- high speed of return (advertising starts working immediately after launching on the
network)
- wide audience reach (advertising is placed both in search engines and on numerous
thematic partner sites)
- profitability (a fee is charged for users clicking the link, or for displaying, or for the
user to perform a targeted action)
- plasticity of an advertising campaign (the ability to edit ads, a list of keywords, etc. at
any time)
- the ability to customize targeting (the ability to show ads to users depending on the
time of day, geographical location, gender, age, etc.)
- the ability to evaluate the effectiveness of an advertising campaign (the ability to
analyze the results of campaigns using contextual advertising systems, starting with
the user's requests and ending with the sites from which he made the purchase of a
product or service)
- monitoring statistics online (the ability to collect the necessary statistics on
advertising campaigns at any given time)
So, all of the above advantages of contextual advertising make it one of the most
effective forms of advertising on the Internet [Phil Barden 2013].
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As a rule, the following types of contextual advertising are distinguished:
1) Search advertising
Ads are shown in search results for a specific request user. They can be seen at the
beginning, after or on the right side of the page.
2) Thematic advertising
In this case, ads organically fit into the content of sites, currently viewed by the user.
Usually this kind.
Advertising focuses on data on human behavior on the Internet. These ads appear on
affiliate web property pages advertising network of contextual advertising providers.
Contextual advertising also has three main formats. So, they include:
- Text
- Text with image
- Video
In addition, there are many types of contextual campaigns themselves. However, each
individual provider offers its own classification similar services.
To understand in which case this or that kind of contextual will work better advertising
or which advertising campaign will be most effective is worth understanding the sales
funnel in more detail. A sales funnel is a model that describes a customer’s movement
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from the moment when the offer caught his attention even before making a purchase
[Nathan Williams 2016].

Figure 1. Sales funnel in contextual advertising
(Source: [Marquiste 2019])
1) Awareness
At this stage, consumers probably heard almost nothing about the product (service)
that could help them solve problems. They search for offers in search engines by
entering common queries, for example, “Smart scales” or “What can smart scales
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do?”. The main purpose of advertising is to inform the target audience about the
existence of the necessary product (service).
2) Interest
At this stage, the user becomes interested in the product (service), he is looking for
additional information, probably without the intention to purchase anything. He can
enter more specific queries into the search bar, for example, “What smart scales to
buy?”, “Best smart scales”, etc. In this case, it is necessary to warm up the user's
interest in the product and help him make a choice.
3) Desire
In the third step, a potential customer has a desire to purchase a product. He has
already made a choice and is looking for a very specific product (service) that he is
going to buy. Therefore, he introduces specific queries:“Samsung smart watch”, “Buy
Samsung Gear smart watch ”, etc. In this case, the user needs to be encouraged to
make a purchase, help determine the place of purchase of the desired product
(service).
4) Action
This is the final stage at which the user makes a purchase of a product (service). It
may take some time from the decision to purchase to herself. For example, a user can
add a certain product to the basket, but not place an order. All that is needed is to
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remind him of this through advertising. It is important that he goes to the order page
on the site.
Thus, it is worth noting that it is necessary to choose the type of contextual advertising
and create an advertising campaign based on what stage the user’s sales funnel is at.
Properly selected advertising will give the best result.
By tracking the actions that users perform at each stage of the sales funnel, you can
evaluate the quality and effectiveness of a particular advertising campaign as a whole.
This can be done using key performance indicators (KPI) for contextual advertising
[Nathan Williams 2016].

CTR (Click Through Rate)
Allows you to estimate what percentage of impressions ended with the transition by
advertising link. It is calculated by the formula:
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CPC (Click Price)
The amount that the customer pays for the transition that the user made on
advertisement. The cost of such a transition may depend, for example, from the time
of day, a specific keyword, etc. It is calculated by the formula:

CPM (Cost per thousand impressions (technically, “cost per mille”)
This is a metric that shows the cost of 1,000 ad impressions.
ads. In this case, the advertiser, regardless of whether someone clicks on
link or not, pays for its impressions. It is calculated by the formula:

5) Traffic
This is the number of visitors who visited the website for reporting period. Therefore,
we can say that the credibility and success of the site directly depends on the traffic.
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The larger it is, the greater the profit. It is also worth noting that High traffic has a
positive effect on CTR.
6) CPA (Target Action Cost)
Shows how much the target action cost the customer. Thus, the advertiser does not
pay for ad impressions or clicks on it, but for specific result, then the network for
targeted actions on the site (registration, sales, calls, applications, etc.). It is calculated
by the formula [DigitalAdBlog Staff 2014]:

It is worth noting that there are many other key performance indicators. Above were
considered only the basic KPI. With their help, you can analyze the results and
understand how effective one or another advertising campaign is, and how it can be
optimized for a better result.
To successfully promote a product or service, it’s not enough to simply study the target
audience, It’s important to communicate with her based on her digital preferences.
Digital advertising implies a personalized approach, which means that you should
have an idea of the needs, preferences, interests and other data of your potential client
[Lin and Lee 2012].
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Now you need to consider the contextual advertising systems themselves. To date,
the most popular are Google AdWords. Google AdWords is an advertising platform
designed to help users in placement of contextual ads. Advertising, in this case, is
shown either on partner network site, or on the SERP (search engine results pages)
page [JSTOR May 2012].
Google AdWords is a modern and constantly evolving platform. Thanks to the
convenient interface and the ability to use the many tools that Google offers, users
can create all kinds of advertising campaigns, and with them various announcements.
Google AdWords is a contextual advertising service. System gives the ability to
advertise on Google’s search results, so very often It is used for advertising campaigns
on the Internet. Google AdWords has a wide range of various tools that makes creating
advertisements on this site is very simple and convenient.
A company’s people can be the strongest source of competitive advantage. John
Thompson of Heidrick & Struggles advises: “Getfewer, smarter people to deliver more
value to customers faster.”
Jeff Bezos of Amazon says: “We look for people who have a natural inclination to be
intensely focused on the customer” [Philip Kotler 2003]. At the beginning of this year
it was again confirmed the continuous digital transformation supported by innovation
in marketing (digital media, technology, and data), as demonstrated by Digital
strategist Dr. Dave Chaffey (co-founder and Content Director of Smart Insights ), who
highlighted: the top five marketing techniques in the year ahead (content marketing,
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AI and machine learning, marketing automation, big data, conversion rate optimization
- CRO) [Ioan-Matei Purcarea 2019].
Despite early warning signs of a global economic slowdown, the possibility of a
recession is not keeping most advertisers up at night. Ad spending will continue to rise
across the globe, with digital driving most of the growth. That said, total media and
digital ad spending growth rates will be weaker than they were in 2018, but that’s
indicative of a market in transformation rather than budgets tightening.In 2019,
worldwide digital ad spending will rise by 17.6% to $333.25 billion. That means that,
for the first time, digital will account for roughly half of the global ad market [Jasmine
Enberg 2019].

Figure 2. Digital Ad Spending
Worldwide, 2018-2023
(Source: [Jasmine Enberg 2019])
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Coronavirus will dramatically change the forecast for 2020. Spending on mobile ads
in the second quarter will fall by no less than 6% and probably by more than 10%, and
the third and fourth quarters will remain well below pandemic expectations. We now
believe that any increase in advertising spending this year will be small, if at all.

How is mobile advertising spending split between formats?
Advertising spending on mobile ads rose 22.0% to $ 61.00 billion. Expenditures for
mobile video advertising are expected to increase by 28% to $ 26.21 billion. We expect
mobile search advertising spending to grow 18.5% to $ 39.51 billion.

How much of the mobile advertising expenses do the duo pay?
Google and Facebook had to capture 60.3% of mobile advertising money. Facebook
accounted for almost one in three mobile advertising dollars (33.1%). We adjusted our
model (including the base number in previous years) and reduced estimates for
Google, which now accounts for 27.2% of mobile advertising spending. Coronavirus
will dramatically reduce the advertising costs [Yoram Wurmser 2020].
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Figure 4. Ad revenues and CPM during the coronaviarus outbreak in the US
(Source: [Yoram Wurmser, 2020])

Conclusions
Based on the results of processing and analysis of all data, conclusions which can be
obtained are as follows: There will probably be a time when you are put under
pressure, you will not realize how important it is to continue your activity in the online
environment. Because people will start buying more online to avoid open spaces,
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paying with banknotes or leaving the house. People will have more time to browse the
internet and are aware that this situation will not be endless. The entire online
marketing industry has faltered a bit but is stable and recovering. In the end, let's be
optimistic and focus on making things right. This stage will pass, and small and large
businesses will flourish again. The most important thing is to learn from this. So you
can make a base with performance indices from this period, with what went very well
and what you had to change, maybe it will be useful in the future. Summarizing the
above, we can conclude that online advertising is very popular today among
entrepreneurs and companies, and necessarily contributes to more effective business
development on the Internet.
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Opinion

MARKETING OF THE FUTURE, THE RIGHT RESPONSE TO
ENVIRONMENTAL CHANGES
Anabella-Luana IACOB
Marketing, Romanian-American University, Bucharest

Abstract
Marketing developments will help shape the future business landscape. These
developments will be the response to the changes that business will make. This article
aims to analyze the guiding trends of macroenvironment, markets and consumers and
their impact on business and marketing. Both trends and their impact are presented
as they emerge from research carried out by numerous international and national
organizations, universities, scientists and from the practices of consulting and global
firms. They consist mainly of systematically addressing existing paradigm and
marketing practices aimed at maintaining the success of firms, and they must find the
appropriate professional response to every important challenge in the future.
Keywords: trend; innovative marketing; social marketing; sustainable marketing; new
technologies for the consumer; virtual supply chain.
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Introduction
The current and future situation of the world economy is constantly changing, and
preventive solutions are hard to come by. They will lead into a new state of business,
calling for a change in global perspectives and vision. I call for well-organised and
flexible strategic responses to support solutions from 'actors' involved in international
affairs. Environmental changes will always be constantly evolving and develop
numerous trends and dimensions. A key trend is to increase the level of connection
from local to global. This trend is fuelled by the use of many devices and the platform
that helps consumers communicate faster, easier. Their use will make communication
between people, businesses and economic sectors easier and allow for better
adaptation to wider globalisation.
These trends contribute to the acceleration of this process of change, making it
irreversible. They will continue to put pressure on smarter development based on
innovation and resources. Social responsibility is becoming an increasingly important
concern for consumers, and for this, business people will need new methods of
product marketing, a new strategy every time and even new business models. This
type of innovation must take into account not only technological innovation, but also
social, organisational, even marketing innovation. Marketing should take these
requirements into account in order to find innovative solutions and one of the directions
of action should be strongly supporting the use of devices, such as phones, or tablets,
for interactive and easily accessible communication.
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They enable the development of social networks that have a strong impact on
consumers. Marketing may use the product and communication model for the purpose
of consumer contribution. The importance of these issues is validated by numerous
researches carried out by structures of international organisations, such as the
Department for Economic and Social Affairs, the United Nations Environment
Programme, or the Centre of the European Commission. However, many scientists,
in turn, support their theoretical views and present the results of research on
developments and trends in environmental protection.

Future marketing trends
The events that have happened and have had a big impact on the global economy are
increasingly facing the dilemma of having economic growth or reducing debt. Saving
and generating sustainable growth, however, remains a challenge.
In fact, this experience shows that spending cuts are achieved faster than the
implementation and implementation of reforms that encourage development. This
problem is in both developed and developing countries. United Nations reports and
studies (UN, 2012), of national structures such as the US National Intelligence Union
(2008), and opinions of authors such as Kjaer (2010) and Pacek (2012) support the
idea that the crisis has accelerated changes in the economic power of countries. While
european states and the US have recorded significant declines that have had the
negative effect of destabilizing them, in China and India, for example, the effects of
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this crisis have been relatively harmless. In the future, emerging markets will reach the
level of developed countries. These emerging countries purchase half of the world's
exportsțand crude oil soldinternationally. In recent years, the growth rates of
developing countries have been higher than those developed with a ratio of 3 to 1, this
margin is even likely to gradually increase in the coming years (Pacek, 2012).
The world's population is likely to reach well over nine billion by 2050. While developed
countries will maintain the number of people, the poorest countries will grow by more
than 40%, from 5.9 billion could reach 7.9 billion. This step gives rise to challenges
related to the dynamics of the environment, food resources andinnovation (Grzegosz,
2012).
Global population growth will come with mass urbanization, with these trends
supported by organisations such as the World Bank, the United Nations (2010, 2011),
the World Economic Forum (2012). In 2010, urban areas had 3.5 billion people, about
50.5% of the world's population. If these trends are maintained, about 70% of the
population in 2050 will live in the urban area (Nassar, 2012).
In the future, the entire population growth is expected to be recorded in urban areas,
and the most pronounced will take place in developing countries, where the population
is expected to double.Technology will play an important role in the evolution and
development of marketing. New technologies will support marketinng, which in turn
will play a major role in technological decision-making.
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Success in the future will depend to the greatest extent on ongoing innovation, and in
this respect, the permanent digitisation that complements globalisation is the most
significant trend. It was digital technology that changed many things among humanity,
with organizations and people having possibilities they didn't have before (Grzegosz,
2012).
The Internet is the basic weapon in the development of communication technologies
that has democratized business (Czinkota, 2004). These types of technologies help
both consumers and traders communicate and solve problems between them.
Because of this, setting up a new business becomes much easier, the company's
ability to gain more economic and global marketing audienceist and the volume of
information available and at hand increases substantially. High-level technology will
become some of the determining factors in future marketing trends. New technological
solutions must also contain a type of technology that facilitates uses and makes them
easier to use, more convenient. Mainly, this technology must offer advantages when
needed and you can depend on it.
All these new innovations bring important economic benefits. The rapid lysing of costs
and the new value chain mean that online technologies, for example, can be used for
the purpose of enormous productivity gains. The same category of advantages bring
industrial software and control technology, which allow firms to operate with minimal
physical effort (Grzegosz, 2012). The focus of technology and its constant use seems
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to play an active role in the favourable evolution of marketing, these technologies and
the pace of innovation will shape the characteristics of the marketing strategy.
A significant trend is to increase and develop the role of governments in legal and
political terms, as they continue to prefer the achievement of domestic political
objectives, but can also interfere in domestic and international marketing. They will
allow for a free market orientation if it meets the needs of domestic policy. While this
behavior will lead governments to try to coordinate policies influenced by the marketing
environment, they will have difficulty reaching consensus (Czinkota, 2004). The
financial and economic crisis has already contributed to the growth of governments in
many countries and they have become more vigilant about more (Avi, 2012).
The Member States of the European Union are examples of trends that will be
maintained because they are trying to strengthen economies and change to the euro.
Collaboration between governments and businesses will become a possible part of
the political behaviour of governments, because of the problems that firms have,
among them problems such as global warming, pollution and sustainability.

Consumers and markets in the future
Consumers will be the first. The future evolution of the global population has several
growth trends in emerging countries and the increase in the middle class in these
markets will conclude by the emergence of more customers. New consumer steams
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will be created, they will become more important in global demand, and most will be
made up of younger consumers.
Derrick and VanAuken (2008) believe that these future generations are the ones who
are characterized by the syntagma "proposal to sell me", constituting together a genre
of transmitters and marketing to the limit. This generation is one that assumes
personal property between the consumer and the trader. It consists of people acting
as receivers but also as transmitters at the same time. Therefore, in the future,
marketing must be distinct but push accepted limits towards new values in socioeconomic and political tolerance. In this case, the preparation, but especially the
practice and development of a successful marketing, becomes much harder to control.
Segmentation of online markets and unstable future scans can lead to changes in
lifestyles and behaviour, regardless of consumer developments, with a positive or
negative impact.
Consumer behaviour will depend on trends that will allow them to "sit in the driver's
seat" (Muhtar, Consumer 2020: Reading the signs, 2012, Kjaer, 2012, Rettekye,
Hetesi, 2010., 2012).
New technologies and the internet that are found in mobile devices will develop and
revolutionize sectors that focus on consumers, even firms in this regard for better
development and implicit growth of the economy. The use of the Internet is in fact the
real revolution in terms of contacting and connecting both individually and at group
level with the population, without limits of development. Social media channels, such
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as Facebook, Twitter or even the blog, are technologies that provide people with a
massive platform to interact and communicate with each other. Mobile communication
will continue to facilitate consumers' increased access to information about both
businesses and products and prices, and will raise awareness of the problems that
arise and the withdrawals of some products or firms. Confidence, however, will
continue to remain a significant variable in the customer's purchasing decision (Muhtar
K. , 2012).
Because of the increased information that the Internet has and so rapid access to it,
more and more customers will be looking into these goods and services of the holding
firms. These types of customers call on companies to ensure the quality of goods and
services, prices, and business and marketing policies and procedures.
Young consumers can lose their fidelity much more easily in the short term, they are
constantly influenced by social networks, although businesses will depend much more
on the youth segments for better development and evolution. Because of this, they
risk losing their loyalty and value of the brand overnight if they are wrong.
The latter trend is complemented by the claim of many customers to play an active
role in the creation of goods and services, especially for companies to which they
believe they are loyal. On another level, consumers will want companies to move from
transmitting information and selling themselves, to listening to it, and working with
them.
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Markets with new requirements and opportunities
The global market offers much more opportunities and much better. This will be
achieved as a result of at least three main factors, namely population growth,
geographical expansion and its higher value. The most important trend of expansion
would be in the east and south, as suggested by (Avi, 2012), (Pacek, 2012) and Global
Trends 2025 (Council, 2008).
In addition to China and India, the group of countries also includes Germany, Poland
and Russia, as well as Latin American countries and Brazil in particular, which are
areas of major interest. Sales will increase substantially in developing markets as a
result of superior economic performance, but also through the difficulties they have
gone through to achieve growth and new opportunities (Pacek). Competition in global
markets will become more and more close.
To shape competition, developed countries will use systematic approach and focus on
developing markets, and this will be what multinational companies will deal with.
Another factor that will go bout of competition is the increase in the number of firms
with both regional and global ambitions.
These firms, however, should not be underestimated, only by their history through
North American and European firms, they also underestimated Japanese and
Taiwanese competition. The success of these competitors can be possible if they
maintain their competitive advantages, especially the quality and price ratio, through
lower margins and higher speed.
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By maintaining these advantages, multinational and global firms will face pressure on
their sales, margins and market shares, and in order to overcome these competitive
challenges, these firms must continue their innovation and development process. That
would mean maintaining the advantages at their disposal, so that they can overcome
competitive challenges and increase sales and profits more quickly. A studio run by a
consulting firm Deloitte, titled "Consumer 2020: Reading the signs" (Limited, 2012),
wants to refer us to the growth trends of the global middle class, which will reach nearly
two billion new consumers in the coming years.
This population, which has quite a high purchasing power, will help increase global
consumption and accelerate the rate of depletion of the necessary resources. Without
sustainable consumption, consumer expectations and aspirations will not be fully met.
These developments will focus on the action of certain factors, including the cost of
resources, the lack of options, habits. For these reasons, the innovative effort must be
sustainable.
However, this effort is the result of numerous pressures from competitors, growth
potential and the development of goods and services, which were aimed at several
segments of the market.
The main orientation of the Coorporatist and Marketing Strategies are primarily geared
towards sustainability. Achieving and maintaining it, becomes an increasingly difficult
task, as the demand for food will increase by 40-50% and for fresh water by 30-40%
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(Muhtar, “Trends in Sustainable Development: Towards Sustainable Consumption
and Production”, Department of Economic and Social Affaires", 2008).
The adaptability of both developing and developed countries will need to increase in
order to find solutions to the requirements of sustainability. From this point of view,
sustainability becomes a smart but difficult business.

Conclusions
This article wants to highlight the most significant changes of the moment and future
trends that will have a major impact on both the environment and consumers. The
results of this analysis should provide an opportunity to provide the defining
characteristics of future marketing. The most important feature, which suggests the
other dimensions of marketing, is more concerned only with the multidimensional one
which is both socially and sustainably and scientifically.
Firstly, for these characteristics to be for businesses and their evolution, they should
be socially responsible and sustainably, more than ever. Firms that know how to treat
their customers will be considered superior in many ways. They should transform the
themes of the corporate social response that are important to consumers and provide
ideas for more sustainable and innovative events.
Secondly, these firms need to pay attention to social media, being a powerful
communication tool. Consumers who are sustainable, prefer to search for and
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overheat products in the digital space. Because of this, companies need to have a
close-up and digital, to create a fan database on different social networks with a strong
impact of people, creating their own web site.
Thirdly, firms need to increase the share of goods and services in order to increase
sales. They should take pride in their sustainable brands. The firm will take all of these
measures as a result of information on the trend of increasing the number of people
who prefer to live in a sustainable environment, both now and in the future.
All future marketing solutions will be successful if they succeed in solving all future
marketing paradigms.
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Opinion

IS HALLYU SOUTH’S KOREA GREATEST MARKETING TOOLS?
Alexandra DUNAVĂȚ
Management-Marketing, Romanian-American University, Bucharest

Abstract
Over the last few years, the entire world witnessed the rising of Hallyu, South Korea’s
cultural wave. However, what is Hallyu and how exactly did it manage to conquer the
world? What are its political implications and how is it able to mesmerize so many
countries? This article focuses on the birth of Hallyu and the emergence of its effect
on the Korean industry. From music to tourism and Korean cuisine, the South Korean
government plays an important role in promoting, developing and spreading the
Korean pop culture, which seems to attract more and more people.
Keywords: soft power, marketing, Hallyu, culture, South Korea
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Introduction
Hallyu, literally meaning the Korean Wave in Chinese, is a term referring to the
phenomenal increase in popularity of South Korean culture around the world in the
past years. This is mainly due to the Korean entertainment industry, especially Kdrama and K-pop. However, Hallyu is a collective term encompassing everything the
popular Korean culture stands for: music, TV series, movies, Korean cuisine, Korean
beauty (K-beauty), tourism (Hallyu tourism), you name it! (ROLL, 2018).

Soft power and political influence
Culturally, South Korea has been deeply influenced by China through Confucianism
and its culture, by Japan’s modernism and by the US pop culture. In terms of cultural
identity, South Korea does not have a rich history due to colonization. From 1910 to
1946, the country was occupied by Japan, a period in which the Korean language was
banned. Following the Japanese occupation, starting in 1950, the country had to
rebuild itself and recreate its cultural identity.
The Hallyu phenomenon originated in 1992, following the establishment of diplomatic
relations between South Korea and China (HONG, 2014). Hallyu established itself with
the success of the Korean drama What is love? in China, in 1997, when cultural
exchanges between the two countries were not exactly favorable. Henceforth, Korean
dramas have grown in popularity, as has Korean pop music. The first wave of Korean
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pop music reaching international acclaim started in 1997 with the boyband H.O.T.
Aware of this success, producers in the entertainment industry began to diversify the
content of media products.
The concept of soft power, developed by political scientist Joseph Nye, represents a
country's ability to obtain what it wants, not through coercion or the power of money,
but through its ability to attract, most often through cultural means or policies. (NYE,
2004) The definition of soft power is in opposition to hard power; namely the use of
force and the power of money in international negotiations. Soft power seduces, while
hard power constrains. Joseph Nye stated that "seduction is always more effective
than coercion, and many values such as democracy, human rights and individual
opportunities are deeply seductive" (NYE, 2004).
Korean culture as a form of soft power is mentioned in the autobiography of Kim Gu,
a Korean politician who spent his life fighting for Korea's independence and unification,
and dates back to 1948. "I want our nation to be the most beautiful in the world. By
this, I do not mean the most powerful nation. Because I have felt the pain of being
invaded by another nation, I do not want my nation to invade others. It is sufficient that
our wealth makes our lives abundant; it is sufficient that our strength is able to prevent
foreign invasions. The only thing that I desire in infinite quantity is the power of a noble
culture. This is because the power of culture both makes ourselves happy and gives
happiness to others." (KIM, 2018) Through Hallyu, the politician's wish came true, the
magnetism of the Korean Wave becoming unstoppable and South Korea being
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considered today one of the most vibrant countries, young people around the world
dreaming of living there.
Jeff Yang, a famous American journalist of Chinese origin for The Wall Street Journal
Online, speaks in his article, Is S. Korea the coolest place on earth?, about the rise of
the Korean Wave. Also about the decline of Chinese and Japanese pop culture:
extremely popular 10-20 years ago. Yang argues that the phenomenon of "k-pop
transcends borders, culturally and otherwise." The journalist believes that Hallyu can
remain a king of pop culture, because the South Koreans prepared 20 years for this
and due to the financial support of its government: “... it's the first country in history
that has made being cool a massive policy priority, backed by the Korean government
to the tune of billions of dollars” (YANG, 2014). The Wall Street Journal columnist
considers that Hallyu is one of the greatest marketing tools, due to the fact it can sell
anything when it comes to Korean services and goods: “The fact is, the machine of
Korean pop culture is as sleekly designed, systematically engineered and massively
marketed as any Samsung gadget. It's not just a gigantic money-making industry, it's
also the primary source of "soft power" by which the nation seeks to shorten its path
from war-torn, third-world country to the top ranks of world influencers” (YANG, 2014).
Hallyu is considered the main source of soft power through which South Korea, once
decimated by wars and part of the third world, aspires to become one of the most
influential nations.
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At the end of the Asian economic crisis, President Kim invested in the creation of the
Cultural Content Office. The initial budget was about 50 million US dollars, today it is
estimated at about 500 million. Choi Bokem, director of the popular culture industry
division of the Korean Ministry of Culture, Sports and Tourism, considers the Cultural
Content Office today to be "the core of Korea's soft power strategy" (HONG, 2014).
The success of the Korean Wave is still supported by the government, which is
investing heavily in this cultural product and is sold all over the world. "In the 21st
century, culture is power," said Park Geun-Hye, the former president of South Korea
(YUN, 2013).
Today, the South Korean government considers Hallyu to be one of the best and most
profitable export products in the country. Choi Bokem states that Hallyu is not led by
the Korean government, but rather has a coordinating function.

HALLYU 1.0 – Korean Dramas
Hallyu 1.0 focuses on Korean dramas and movies. K-dramas or Korean dramas are
series, more precisely mini-series, consisting of 12 to 24 episodes 60 minutes each.
The word drama in their name does not refer to the category to which the series
belongs (e.g. comedy, drama, action), but to its affiliation to the dramatic genre.
The major impact of Korean dramas internationally was felt with the broadcast of the
drama What is love? on the Chinese Central Television (CCTV) TV channel, China,
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with a rating of 4.2%, which means that it was watched by over 150 million Chinese
viewers (Hallyu (Korean Wave), 2018). With the success of this series the Korean
Wave, Hallyu, was born.
A similar success story was that of the K-drama, Winter Sonata, which reached a rating
of 10% and 14% in China and Japan, respectively. The phenomenon has grown due
to the image of the Korean Prince-Charming, so that many women in Japan and China
have shown preferences for Korean men, following the major success of the dramas
What is love? and Winter Sonata. This created image has increased the rate of
international marriages between Koreans and Japanese and Korean-Chinese people.
Another effect of K-dramas is that it has managed to diminish the anti-Korean
sentiment in Japan, and even turn it into a positive one (MARINESCU, 2016).
The Korean dramas represent the soft power in action: they subtly and openly promote
to the international public the values, tastes and image of popular Korean culture
(HONG, 2014).
The K-drama phenomenon is known for being addictive, due to several reasons:
beautiful actresses and handsome actors, cultural appeal, rocking music and
mouthwatering food are only some of the reasons the k-dramas are so appealing to
the public (BACON, 2019).
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HALLYU 2.0 or the k-pop culture
K-pop is an abbreviation of Korean pop, a musical style combining a multitude of
audiovisual elements. The term includes all genres of Korean folk music, but is mainly
used to define a modern form of the Korean pop genre, which includes dance-pop,
pop-ballad, hip-hop, electronic, rock and r & b influences. The K-pop genre is similar
to American and European pop, but the differences are significant due to cultural
differences. K-pop is characterized by a complex choreography, mixed with simple
movements that can be easily imitated by fans. The genre addresses various topics,
the most common being love. Although popular Korean pop music was born after the
end of the Korean War, the internationally known genre today has its origins in 1992,
with the appearance of the first K-pop band, Seo Taiji and Boys (ROMANO, 2018).
After their debut, MTV said the K-pop genre would never be the same again.
Henceforth, one of the highest paid Korean industries: the K-pop industry, was born.
The success of Korean music was heavily publicized when, at the Billboard Music
Awards 2017, on May 21, 2017, the Korean band BTS won the Top Social Artist award,
surpassing artists such as Selena Gomez, Justin Bieber and Ariana Grande. Although
racist comments were not long in coming, experts believe Korean Wave is on the rise
in the United States (LIPSHUTZ, 2017). On October 4, 2017, BTS became the first Kpop band to enter the Billboard Top 40 Hot 100, achieving 67th place (TRUST, 2017).
The artists broke their own record the following December by entering the Billboard in
28th place, with DNA piece. The artists were named by the international press The Kpop Kings. On February 20, 2011, the TV program Monocle broadcast on Bloomberg
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TV made a special report about the Korean music industry (KOLLECTIVE, 2011). The
show analyzed three key issues that define K-pop success: that k-pop genre is a real
industry, with great export potential; social media plays a key role in the success of
the Korean pop; k-pop is not just music, but also a combination of audio-visual aspects.
What appeals to the fans the most are the lyrics that catch the audience, the simple
choreography and the flawless image of the artists, with their doll-like faces and fancy
fashion styles. The K-pop sensation is not just music, but a real marketing platform,
through which products are sold that bear the signature of the k-pop idols. Such as
magazines, cosmetics, as well as advertising for brands like Samsung, Hyundai, Line,
Kakaotalk, Microsoft, etc.

HALLYU 3.0 – K-beauty, tourism and k-food.
The Korean beauty industry is among the most popular out there. An online BBC News
article shows that Korean women spend the most on cosmetics, more than any other
country (ARTHUR, 2016). Equally, Korean men spend more on skin care products
than any other nationality in the world. South Korea is the first in terms of research
and development of new skin care products, their exports growing considerably from
year to year. In 2019, more than $625 million worth of Korean cosmetics were
exported only to the United States and the numbers are growing (SINDYUKOV, 2020).
Due to their interest in Hallyu culture and the impeccable image of Korean artists, fans
became extremely interested in Korean cosmetics; thus, the Hallyu Wave was
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integrated with the K-Beauty concept, a concept launched by the Americans and later
taken over by the rest of the countries. South Korea is the country that has launched
and established products such as BB Cream or CC cream. Many European or
American brands have tried to mimic the texture of BB Cream, but cannot compete
with the extremely good value for money of Korean products. Even cheap makeup
products contain quality ingredients and are made of formulas that do not irritate the
skin. According to statistics, Korean beauty technology is considered to be up to 14
years ahead of its American counterpart. Also, Korean companies launch between 20
and 30 cosmetic products per month, while American and European brands launch up
to 30 new products annually. It is easy to understand why South Korea is a world
leader when it comes to the cosmetic industry (Technavio, 2020).
Probably the Korean cosmetics industry would not have been as popular and not have
managed to grow as much, although the products are of high quality, if the genres kpop and k-drama had not directly and indirectly promoted skin care and makeup
products. That is why many Korean companies use k-pop idols and famous actors as
brand ambassadors. Korea has understood the impact of associating k-pop and kdrama stars with the cosmetics industry, so sites like www.visitseoul.net have special
sections dedicated to promoting Hallyu makeup classes, as well as articles such as
Korean brands recommended by Hallyu idols (VISITSEOUL.NET, 2019).
Even Korean cuisine is a symbol of the popular k-culture and part of Hallyu 3.0. The
popularity of Korean dramas has spread to the culinary part: fans want to eat what
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their favorite stars eat. Kimchi is one of the most popular Korean dishes: it is present
in any home, be it poor or rich. The product is actually a garnish, based on fermented
napa cabbage (Chinese cabbage). There is not a single Korean drama where the
actors do not happily eat kimchi and other Korean dishes, like bibimpbap, japchae, or
the famous Korean barbeque, samgyeopsal. Today, Hallyu fans have the opportunity
to prepare dishes that appear in K-dramas or in entertainment programs. The website
www.visitseoul.net offers the opportunity to take part in cooking lessons, aimed at
foreigners, directly in South Korea. The site calls this activity Hallyu cooking lessons
(Hallyu cooking).
In 2017, CNN Travel published the online article Best Korean dishes: 40 food we can’t
live without (KIM V. , 2018), an article which lists the most popular Korean dishes,
including: kimchi, samgyeopsal, jajangmyon, and others. Another extremely popular
side of Korean cuisine is the Korean street food (TANG, 2015). Dishes such as
tteokbokki, bungeoppang (fish-shaped donut with various fillings, from Japan), dakkkochi (chicken skewers) and sweet potatoes, are extremely popular, being sold in
carts or cars placed on the street side. Street food has its origins in the Joseon Dynasty
(1392–1897), and it is now very popular with tourists. Of course, anyone who has ever
seen a k-drama will most likely eat delicious Korean street food and drink Soju, a
famous Korean alcoholic drink, under the famous pojangmacha tent bars.
K-pop fans are huge fans of Korean food because they want to eat what their idols
eat. Korean food is popular across Europe, United States and Australia.
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Another area strongly impacted by the Korean Wave is the tourism, which had a
substantial growth in recent years. In addition to participating in organized tours so
that tourists can experience the popular culture, Korea also offers a new type of tourist
experience, called Hallyu Tourism. Visitors can enjoy guided tours to participate in
Hallyu-related activities. This type of tourism emerged in the 1990s, when Korean
dramas became popular, and Japanese and Chinese tourists began to visit the
locations where the filming took place.
In recent years, competition for tourist destinations has grown exponentially, with the
tourism industry relying on media to promote itself in the entertainment area
(MARINESCU, 2016). A wide variety of Korean dramas and k-pop music has
incorporated many traditional Korean historical and cultural elements, so they have
come to be recognized by fans as Hallyu symbols. It turns out that many travel
companies promote traditional cultural elements associated with Hallyu in their
marketing campaigns, in order to tempt and attract K-culture consumers. Hallyu fans
are initially drawn to k-pop music and k-dramas; they later become interested in
fashion, makeup, Korean food, language and culture. So, many come to visit South
Korea for one or more activities: attending concerts, food tastings and food festivals,
shopping, because they are extremely interested in the fashion and life style of their
idols and the language and traditional Korean culture.
Important Korean tourism sites such as www.visitkorea.or.kr or www.visitseoul.com
have huge sections dedicated to Hallyu, inviting fans to visit Seoul and Korea to be
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with their idols, mentioning the cafes and locations where they might meet their idols.
Big record labels like SM Entertainment offer fans unique experiences to attract them.
SMTown Coex Atrium is an SM Entertainment location, presented as a place that must
be visited by K-Pop lovers. Fans have the opportunity to buy official goods launched
by SM Entertainment artists, as well as their artists' favorite products. Among the
goods for sale are figurines representing their favorite artists, pillows, photo cards,
shoes, posters, jewelry, etc. SM TOWN offers fans live concerts or holograms, as well
as meetings with SM Entertainment stars and autograph sessions. Hallyu tourism has
led to a major increase among people who want to learn the Korean language
(MARINESCU, 2016). South Korea offers a wide range of Korean language and
culture courses, organized and customized according to availability, so there are
intensive language courses lasting from 3 weeks - a month, but also language courses
that require obtaining a study visa, which may extend for periods of one year or more.
Also, many universities across the world have a huge demand for Korean language
classes, many of them having native Korean teachers (PICKLES, 2018).

Conclusions
The Korean pop culture also known as Hallyu is an excellent marketing tool when it
comes to selling k-culture goods and services, if not the greatest. Its flawless strategy
when it comes to advertising makes South Korea one of the greatest countries to be
in. Hallyu fans want to eat what their idols eat, want to dress like them, want to use the

44  Research Focus, 2, Special Issue - Marketing, 2020

Research Focus
International Open-Access Scientific Journal for Students and Graduate Students
ISSN: 2668-4675
www.researchfocus.org

same smart phones, to have the same skin care routine and the same beauty products
or clothes.
The Korean music industry has successfully established a niche market to sell and
promote their products, as each k-pop group has its own fan base, split into different
categories based on their purchasing power. It is undeniable that after a period of over
two decades Hallyu continues to conquer the world, its last great success being at the
end of 2017, when the band BTS conquered the United States of America. Since then,
many other Korean artists released songs featuring western artists like Black Pink feat.
Dua Lipa (Today, 2019), Monsta X feat. French Montana, BTS X Psy feat Snoop Dogg
and others. The k-culture can literally sell anything: from k-pop merchandise to k-food
ingredients and Korean cutlery, you name it! Due to the popularity of Korean beauty
products, many foreigners became interested in the skin care and make up products
that Korean people are using, therefore many Korean makeup artists or YouTubers
became famous, which led to many collaborations; like Pony Park, a famous Korean
makeup artist and MAC. A large selection of k-dramas are currently on Netflix, one of
the biggest streaming services, many of them produced by Netflix itself (Netflix
Originals). Even when it comes to the big screen movies, Korea does not disappoint;
in 2019, the Korean director Bong Joon-ho conquered the world with his Cannes
award-winning film Parasite.
Hallyu’s success across the world changed the attitudes of other nations about South
Korea, what I consider one of the most successful rebranding campaigns.
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Abstract
Digital marketing is a complex term that encompasses all activities associated with
marketing. Whether it is the internet or an electronic device, regardless of their size,
companies use digital resources such as search engines, the most accessed of which
is Google. Some examples of tools used today for digital marketing would be: social
media (Facebook), email, e-commerce, collaborative or presentation platforms such
as Wordpress. All these are made available to companies of different sizes for the
activity called digital marketing, to be connected with potential customers or of course,
current customers.
Keywords: publicity, internet, marketing, technology, sources, effects, strategies.
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Introduction
Marketing, as a form of promitng selling, has been used since ancient times. As a
result of the development of technology, marketing has taken many different forms,
one of the most important being online marketing, which proved to be a highly
successful endeavour.
In recent years, the evolution of digital technology has rapidly changed the way people
conduct their daily activities and businesses (Rust, 2019). Nowadays, relationships
and interactions between humans are more and more transfered in the virtual world,
which has led to the creation of a multitude of online communities made up of people
from all over the world. This transition to digital allows people to share knowledge,
have fun and promote different traditions and cultures (Tiago & Verrissimo, 2014).
In 1999, Kotler said that companies need to adapt to the new changes, to the new
digital age that was already beginning to manifest, otherwise they may risk bankruptcy
(Kotler & Armstrong, 1999, p. 98).
Many industries have developed thanks to the Internet, but marketing witnessed a
dramatic expansion. Due to collaborative platforms and social media, online shopping
has become the most widespread activity in the online environment. For example, in
2019 the online commerce (e-commerce) in Romania increased by 3.5 billion euro
compared to the previous year.
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The e-commerce market is currently the most widespread in the total retail market,
with mobile phones alone generating over 70% of online store traffic.
Digital marketing is perfectly adapted to the present days activities and requirements
compared to traditional advertising such as radio or TV.
According to the Institute of Digital Marketing, online marketing is “using digital
technology to create an integrated, targeted and measurable communication that
helps acquire and retain customers in deeper relationships with them” (Wymbs, 2011).
A vision of digital marketing is provided also by Kotler and Armstrong (1999), who
argue that this is a form of direct marketing that connects consumers with sellers
through technologies such as email, websites, online forums, and so on.

Why digital marketing?
With the help of the digital marketing concept we can highlight and know the
preferences of consumers, which is the most important thing for any successful
marketing activity. The channels through which information about customers’
preferences circulates are public, and people have to accept the merchant’s terms and
conditions for sharing personal data in order to receive personalized advertisemnet
and offers.
Underlying this concept are marketing tools that help shape advertising strategies.
Dynamic content, promotions, analysis and basic factors for relevance for the first
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pages in search engines decide how strong the "brand" is and how much interest it
represents for the consumer.
In 2001, the first marketing campaign appeared on a mobile phone, a revolutionary
step for digital marketing. Over the years, technology has significantly advanced, as
have the tools for digital marketing. In 2012, the term SEO SEMANTIC (Search engine
optimization) is introduced, referring to how websites should be optimized to obtain
maximum traffic. In 2019, we can talk about more advanced things such as machine
learning, voice search and the speed of loading applications on different devices.
Living in the digital age, when almost everyone has access to the Internet, it is logical
to switch to this type of marketing and intensive use of companies. These days the
emphasis lays on reputation management, i.e. making a decision based on customer
feedback, which is evaluated by the merchant and then assimilated, on full
presentation of services, the consumer is initially attracted by the type of bait, the next
step will be to present him a full set of specific source of search information,
communication is a key element, as a specific monologue of the campaign initiated by
the company is removed and the dialogue is established through social platforms,
brand recognition.
It is increasingly important for companies to have an online presence and analyze
what is happening on social media, such as brand communities. Defective products or
services that occur in one part of the world cannot be hidden from the rest of the world
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because customers have more access, more power, and more ways to express their
satisfaction or dissatisfaction now more than ever before.
For most organizations, the "information highway" offers a wide variety of
opportunities. The Internet, in particular,offers America an extensive and vast network
of communications that leads to the formation of a huge global electronic marketplace
(Pallab, 1996).
Information technology, online business, computer networks and communication
networks have had and continue to have spectacular evolutions. They are placed at
the center of any activity, and the role of information as a source of potential and
decision-making power is increasingly dynamic in the external environment (Stoica,
2014, p. 7).
Balaure et al (2002, p. 429) consider that the largest form of distribution worldwide is
the one made through the Internet, namely the World Wide Web. Progress, they say,
has revolutionized marketing and distribution. Offering facilities to the customer 24/24
or between organizations is the new way of conducting transactions. Traders face
many challenges because customers need to be 100% sure that the information
provided remains confidential.
Companies rely on communication with customers, thus encouraging them to issue
feedback, positive or negative, and the company will increase market share if it
manages to meet consumer requirements. "Customers have the ability to easily
access information about the product of interest: watching commercials, reading
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product specifications, finding price conditions, packaging and delivery, finding out the
latest product launches" (Pelau and Bena, 2010).
The relationship between customer satisfaction, customer loyalty with the intention to
pay shows the direct link and especially through the indirect effect with the help of path
coefficients. Marketing can benefit from variables that can be: direct and indirect
identification that influences online marketing (Durkasree and Ramesh, 2011).

What are the trends in digital marketing?
Customer-friendly content or personalized content is one of the decisive factors for a
good user experience. This trend is also called Smart Content. Statistics say that 94%
of digital marketers believe that having personalized content is essential. It has been
proven that the results of campaigns have increased twice as much due to this factor.
Influencer Marketing is a new trend - people, either TV stars or bloggers, businessmen
through whom brands are brought to the attention of the target audience.
In the book "Digital Marketing: The Essential Guide to New Media and Digital
Marketing," Kent Wertime and Jan Fenwick talk about how companies can promote
their brand and increase sales quickly and sometimes even cheaper through social
media. A representative quote from the book would be: “Advertising must be placed
where consumers' attention is focused. In the age of the internet and digital devices,
people are spending more and more time in virtual space”,this must be taken into
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account (Wertime & Fenwick, 2008). We can even talk about inspirational, educational
or promotional content.
Regarding the first type of content, influencers convey a beautiful story that will
guarantee the brand's position, the second is represented by answers from
influencers, answers to common questions I could say, to bring the brand in a light
original. The third type of content, the promotional one, is noticed with the help of
events and obviously through promotions (for example a reduced percentage for
certain articles with the help of promotional codes).
There is no new fact that Facebook and Instagram are some of the most influential
tools. According to statistics, the costs of digital advertising have risen steadily. If we
take a look at Facebook in terms of ads, the Adstage study shows the following: The
average CPM cost on Facebook ads has increased by about 180% since January
2018, and the average CPC cost has increased by 136% since January 2018.

Prices continue to rise, why?
These continue because the demand is growing for Social Media Advertising. Because
statistics are my favorites I can say that with a google search I discovered some
amazing percentages about the time spent on mobile. About 70% of digital time is on
mobile, over 100 billion euros are spent on mobile ads, of course, globally.

56  Research Focus, 2, Special Issue - Marketing, 2020

Research Focus
International Open-Access Scientific Journal for Students and Graduate Students
ISSN: 2668-4675
www.researchfocus.org

Conclusions
Consequently, we can say that the Internet and specific tools have brought a great
plus in the evolution of digital marketing. Through a set of well-defined techniques and
following the analyzes, it is easy to present to the client what is relevant for him.
Companies can promote products and services with the help of newsletters on social
networks, even by email, although honestly it is a bit old technique.
E-commerce brings massive sales growth, it does not require high costs and does not
involve a large number of human resources.
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Abstract
This paper looks at advertising and consumers as it has gained a strong place in the
lives of shoppers. I chose to try to discern the mysteries between her and the
consumers. Today we live in an era where consumers are becoming more informed,
and even they have become much more demanding, the role of this theme is to see
the evolution and feelings of the consumer when it comes to advertising. Also,
advertising can be perceived by the consumer as either positive or negative, which is
why large companies place great emphasis on creativity, imagination and humor in
order to bring up the desire to buy.
Keywords: Advertising, Familiarity, Consumer Behaviour, Buying, Rolex
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Introduction
The impact of advertising on consumers increases these day since advertising has
succeeded in grabbing all the possible places, such as: internet, tv, outdoor places. It
is the reason why“ today we meet a more demanding and educated consumer,
because he is very well informed” (Purcarea, 2007), and this information is collected
either from previous experiences or from advertising and reviews provided by other
consumers.
The technology being in full swing, “the advertising through the Internet has taken a
very strong advantage” (Sylvester, 2008), which leads the companies to favor the
online environment. Moreover the supreme advantage of the internet is that it has
been accessed by all of people regardless of their age.
Advertising plays a very important role in the consumer's behavior, especially when
he w intends to purchase a good or service because, advertising has an informative
role, not only persuasive, which determines consumer actions.
The purpose of advertising is to provide an impact on the behavior of buyers, this
impact becomes frequently reinforced or changed by the imagination of people. Many
times, the behavior of consumers depends on the displeasure or appreciation of the
buyer for advertising of the product in question
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Consumer’s buying behaviour
Consumer buying behavior highlights certain methods involved when groups and
individuals purchase services or products that are tailored to their needs and desires.
In this paper I will try to distinguish the factors that stimulate the buying behavior of
individuals. In everyday life, individuals have access to a variety of advertising
offerings. In other words people like something new, “fun and something that really
attracts your attention” (Moriss, 2001).
Boring advertising will never be positioned in the minds of consumers, therefore humor
and entertainment have been called as a strategy to advertise, this strategy being a
very significant one for the efficient growth of advertising and the involvement of
consumers to make a purchase. The familiarity produced by advertising for a brand is
a very important factor that endangers the buying behavior of consumers.
Mancinns and Park stated that "consumers were satisfied with the products with
known songs" (Park, 1991) because a significant link between the familiarity of the
songs and the goodwill of the consumers was ratified.
Mittal Burns says that "The social role and the image reflect the fact that the ads
influence the individual lifestyle and the extent to which individual uploads to present
themselves in an acceptable social manner" (Burns, 2003).
In addition to selling services and products, ads also sell lifestyles as well as images,
consumers gather knowledge about image and trend but also the new lifestyle through
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advertising. Advertising sets the lifestyle by positioning the ideal consumer and
promoting socially action towards the purchase of the respective product. “Advertising
can also promote social messages” (Samir, 2017).
Advertising expenses create positive impressions of a particular brand in the
consumer's mind. Definitely, there is a positive link between distinguished quality and
advertising. I agree with the perceived quality which will lead to a much larger quantity
of purchase from the respective brand, because individuals prefer to buy from a known
brand to eliminate disappointments about quality.

Social Imaging
Advertising has a big influence in general on the ways we distinguish the things around
us. Through various notions of advertising, in general TV advertising is how users find
out the most details about the product. It sometimes highlights the social class of which
the users of the products belong, but also shows its attitudes and lifestyle.
According to Russelo's research, it turns out that "for the beauty product, this concept
is extremely applicable" (Russelo, 2015).
The most fashionable ideas printed by the media is company's interpretation of
attractiveness and beauty. The skinny and beautiful woman and the muscular men are
seen everywhere. And as a reaction from the media is constantly increasing, the
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pressure to keep these ideals current has evolved. The media has become a powerful
way of relating these images that present socio-cultural ideals.
The advertisements in turn promote social messages and lifestyle by displaying the
consumer's position which represents the ideal and at the same time stimulates the
buyer's desire to purchase. In addition to exposing beauty, another paradigm of the
social image was created by an advertisement in which Rolex was the main role. "It is
not really the best product on the market and now it will not bring much usefulness to
life in it. the life of mobile phones " (Phill, 2017).
But through the distribution of careful advertising placement has attracted millions.
“Also, Rolex gave a financial boom when the company became the main sponsor of
WTA and ATP” (Serena, 2019).
Rolex has focused heavily on all things sports and the member of the elite club has
influenced their ads. Rolex have managed to identify the lifestyle of an ideal consumer
+/ customer and interested in the company's products. Rolex wanted to send a
message in which it says that this brand is dedicated to valuable and rich people, these
categories of people who will be displayed with Rolex brands will easily differ from
ordinary people. Therefore, a person who suddenly becomes rich will want a Rolex
just for the feeling of belonging to that elite.
Consumers feel pressured to look for a certain model that of having that sense of
belonging. This can lead to both positive and negative impact on the whole society.
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Familiarity
Alba and Hutchinson defined familiarity as "the number of experiences related to
products or services that have been gathered by the consumer" (Hutchinson, 2017).
These associated styles include indirect and direct experiences, such as advertising
display, oral contact, interference with sellers, testing and consumption. The
researchers assumed that familiarity is equal to knowledge, in a word experience
contributes to familiarity.The literature review reveals that this experience, familiarity
and acquaintance are closely linked.
Following the assertion of the two researchers, I consider that the familiarity of the
brand is represented as the it has gathered experiences that individuals have known
at a particular brand. The effect of brand awareness can be constant through a contact
called, "Class D Product Indexes" (Sama, 2019). The subcategory of services and
goods of which the brand is a part may be indicative in several cases.
Some research that has been carried out on the classification processes has validated
the prototypical importance with a measure of the fusion the power between a notion
and the grouping of individuals.
Prototyping for certain brands is allowed as a limit of the brand awareness in its
category of services or products. The prototype operation is measured by evaluating
the buyers as to how "good example the product of a category is considered”. The
brand that is more prototypical is much more sensitive, to be reminded more often and
faster.

64  Research Focus, 2, Special Issue - Marketing, 2020

Research Focus
International Open-Access Scientific Journal for Students and Graduate Students
ISSN: 2668-4675
www.researchfocus.org

Some researchers have said that familiarity can lead to imagining a positive sensation
of objects or services. When compared to an object or service known buyer can
adjudge a glow of depth and warmth. Familiarity with a particular brand can create a
sense of confidence in the mind of the buyer.
Previous research has concluded that familiarity with a brand can

leads to a

categorical and psychological change in the positioning in the minds of customers

Conclusion
This article was a study on the impact of advertising on consumer behavior. In this
sense, three concepts were taken, namely Advertising familiarity, Consumer buying
behavior and Social imaging.
As a result of this literature research it can be stated that advertising has an essential
presence on the behavior of customers. This study can be beneficial for marketers, to
be able to understand what stimulates the customer's desire to buy.
These ideas can decide which notions in advertising are the most operative and which
will have a lower comparative incidence. Although this research may have a significant
contribution to the literature, qualitative data may be used in the future.
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Abstract
The unique opportunity of advertising makes a great tool that is usually misunderstood
so, a need to make it easier and simpler way to convey: “Why it was developed? Why
companies use it? What impact it has on us as consumer?” and much more is needed.
The objective for this paper it to provide a quality article that can provide an easier,
simpler and generally more accessible to information. This paper will provide a point
of an entry in the world of advertising, and will explore even how some recent adds
works.
Keywords: advertising (add for short), consumer and behavior.
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Introduction
Advertising can be defined as a marketing communication that will employ an openly
sponsored, non-personal message to sell or promote a service, idea or product . The
idea of advertising is a very old concept, but had been updated in the recent century
with the instruction of brands (brands loyalty programs, brands logos etc.).
Some of the first form of advertising was discovered in ancient Egypt. They were made
an papyrus then placed on walls of buildings. Another ancient form of advertising was
singing about food products, around the 11th - 7th century before Christ in China.
The first modern version was actually created by Thomas J. Barratt, in the 19th
century. He created slogans, imagines and certain phrases for the company.
Advertising media also contributed in created the modern world by encouraging people
to have a different lifestyle then before.

Modern advertising
All of these things where targeting consumer as never before in order for companies
to sell more products. In order to be more effective even studies were done by studying
human brain recognition, addictions and patterns. The studies all of things lead
researchers to understand consumer behaviors.
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Consumer behavior science reveled that gender, age, local traditions etc. play a major
role in our way of buying and consuming goods. This breakthrough allowed company
to make commercial adds more relatable to their target audience.
Since all the research could be used to make predatory adds now, we have laws were
developed and in place to help protect more susceptible people. Is now more important
than ever before for the government to continue to make new discovery in order to
keep up all firms in check so they can’t take advantage of the consumers.
Predatory tactics in advertising is a common problem that still affect us to this day
because of the ruthless efficiency in making easy profit. A few examples can be found
below.
Loot boxes in games are new product type which serve as an example that companies
are trying to make more money with less risk and costs. Loot boxes are viewed by
many consumers as being: a cash grab by developers, can cause gambling addiction,
is gambling and providing a negative experience overall.
Proving electronics that will malfunction after a certain period of time is somewhat a
new way in order to ensure that customer will keep buying new devices each time.
This has proven to be very effective in nowadays by a new study that show most
people will buy a new product in case that the one that are using broke down instead
of repairing it. An example was showed in an article by Josh Neufeld published at
Harvard university.
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Consumer behavior was shown to be influenced by society and media. Some directors
said that a good add can make or break a product when talking about make it, as a
economically viable product.
When comparing almost the same product such as beverages from Coca Cola, Pepsi
and American Cola it’s important to make note brand name recognition make plays a
big role in selecting what to drink, but also the marketing adds impact more than people
think.
An example of a modern add is when Pepsi used Britney Spears dressed as a
gladiator singing, We Will Rock You . Most people will remember that video make
unconscious links direction when seeing a Pepsi drink. The product placement (22
seconds in the video) in the add make us to form links from the time we first see
product till the end of the add, but we get to see it a few more times in the video just
make an even deeper connection. Also making it so energetic mean that the targeting
audience is younger people while trying to be appealing to older generation who grow
up rock and roll music . The commercial also has an added benefit of engaging the
audience, making people talk about it, and thus making Pepsi cans even more
desirable.
Every day behavior can change to meet company need by showing and creating social
pressure to use a certain product. (kids at school see one the “cool” ones with a new
phone, and now they also want one as well).
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Role of modern advertising
Modern adverting is a way to set trends, new social standard and has gone far more
then simple persuasion to buy a product or service. If view that people are susceptible
to a degree that we can make them choose different good or services that means we
can also influence major traits in the population as a hole to great degree.
China adverting itself showing strength, wisdom and flexible is just one example that
shows agenda setting, persuasion in action. Winston Churchill said “Never let a good
crisis go to waste”. China has already proved that it’s model can great good and can
manage a good crisis, in light of current events (global pandemic of corona virus).
Having shown that China’s model was exported to many countries. Now many
investors are looking at China as being a very good be investing. While China did lose
quite a bit during the crisis, they actually now a very good of becoming the number 1
power when we are talking about economy.
Adverting during this period actually did not slow down, but rather switch focus to
showoff the way they protecting customers and personal. This shows that adverting
as industry actually adapt very fast to any major event. While the industry can adapt
fast most of the world will not actually adapt that fast so sometimes you get some halftrue or just some untruthful information of what is going on.
The industry has a history of making untruthful adds since it’s being, but laws and
regulation are helping it to remain connected truth most of the times. This industry has
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already proven that it is efficient in changing people, societies, norms and social
constructs faster.

Conclusions
To sum up we can say without doubt adds will have a place for a long time with us,
influencing, adjusting, regulating, maintaining, creating new influence around the
world. Advertising also has different pull with each one of us, but none of us are
immune. Can be used to make influence, money and more.
Adds industry will remain relevant for many years to come, evolve with us as well as
being the world most unique way of saying that people are more complex and more
simple at same time.
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Abstract
In a world where digital advertising is the most important way, both in terms of budget
use and results, brands use to attract, communicate and engage their consumers, we
must understand what the effect is on the consumer’s behavior.
Keywords: advertising, consumer behavior, social media, marketing, communication

Introduction
Marketing is the main driver for business. If you don’t advertise your products or
services, if you don’t try to persuade people into buying from you, your business will
not survive and will not evolve.
Over the years, the way businesses advertise and try to persuade people has evolved
from basic techniques as a poster put somewhere, to TV, radio, street advertising and,
in the past 3 decades, advertising went digital. This is, nowadays, the main way brands
are trying to reach, attract and keep customers alongside them.
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The present article is aimed at giving some insights into the way advertising evolved
in digital advertising over time and how it impacts our lives and behavior as consumers.
What is consumer behavior and why is it important? Consumer behavior is the study
of consumers and the processes they use to choose, use (consume), and dispose of
products and services, including consumers’ emotional, mental, and behavioral
responses. Consumer behavior incorporates ideas from several sciences including
psychology, biology, chemistry, and economics (Radu, 2019).
Consumer behavior is affected by 5 main factors every brand out there should
consider: economic conditions, personal preferences, group influence, purchasing
power and last, but not least, marketing campaigns (Radu, 2019).
Keeping all these in mind, we will dive in and understand how digital advertising got to
where it is today and, after this, how it influences consumer behavior.

General Aspects
Since the 1970s, when the first computers appeared, marketing and digital advertising,
especially, evolved a great way. The introduction to the market of the personal
computers, by Apple and Microsoft in the 1980s and the emergence of the internet in
the 1990s (The Evolution of Digital Advertising, 2020) pushed even further the scope
and usage of digital advertising, making it the main form of interaction between
businesses and consumers, grabbing the biggest portion of marketing budgets usage
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all over the world. In 2019, digital advertising spent was at around $144 billion
(O'Halloran, 2018), with predictions of increase over the next years.
The main objective of advertising, online or offline, is to persuade consumers to buy
different things, maybe those products, experiences, services and to provide, along
the way, a journey for the consumer that would make him come and buy again. Of
course, the consumer behavior is influenced by several factors, from general ones
like purchasing power and economic conditions to some individual ones like personal
preferences, group influence and, our most important, marketing campaigns which
can twist all of the previous ones in the favor of the advertiser by using creativity,
psychology techniques and strategy (5 Common Factors Influencing Consumer
Behavior, 2018).
For example, some of the best ways to make somebody act on a call to action is to
earn their trust or provide facts. In the first phase, trust can be earned by using
celebrities for advertising because many think that if a product or service is good
enough for somebody famous, it will also be good enough for them, the “normal”
people. Providing facts can come in the form of citing experts' opinions, like in the
toothpaste ads where you hear a lot that “8 out of 10 stomatologists recommend XYZ
toothpaste”. Of course, appealing to memories, emotions and using certain colors can
also influence consumer’s behavior and businesses use these when they advertise.
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Evolution of Digital Advertising
John Wanamaker Department Store, one of the first large US stores, founded by John
Wanamaker in 1876 in Philadelphia, has influenced the retail industry throughout the
world over the years. Mr Wanamaker said something that has remained a famous
quote over time. Mr. Wanamaker said something that remained as a famous quote
through time: “Half of the money I spend on advertising is wasted. The problem is that
I don’t know which half” (Lawson, 2017). Since Wanamaker’s time, marketing and
advertising have come a very long way and underwent many transformations, the most
drastic in the past 3 digitized decades. If before businesses counted on the mass reach
to engage consumers, nowadays things shifted towards personalized advertising, with
brands serving advertisements through programmatic advertising that targets based
on location, demographics, device and time of day to name a few of the criteria.
All this digital advertising revolution was possible on one hand because more and
more people had access to the internet over the years and on the other hand because
of the technological advancements in the ad industry. In 1996, when Yahoo launched
the first search ads, only 16 million people had internet access. At the end of 2019,
when the total digital 4.6 billion people had access to the internet out of a total of 7.8
billion in the world (Internet Users Distribution n the World 2020-Q1, 2020).
After Yahoo’s search ads, Google launched AdWords in 2000 which makes about 98%
of Google’s revenue today. In 2003 Facebook launched and 4 years later, in 2007,
introduced advertising based on people’s behavior. YouTube was already making
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money from online video advertising since 2006. 2010 brought Instagram around and
native advertising. 2011 marked the year when digital advertising became the main
priority for everyone in advertising, over traditional means like TV, radio or
newspapers. By 2015 digital ads became an excellent way to strengthen the brand of
companies. In 2016 Instagram made $1.50 billion revenue out of digital advertising,
and in 2019 the total spend in the industry went over $140.00 billion (A brief story of
the evolution of Internet adverting, 2018).
In the beginning banner ads, videos and rich media formats were used all over the
place in the market. After Google launched the Coalition for Better Ads in 2018 to
restrict certain types of ads that were affecting the user experience and because ad
blockers became more efficient, brands came up with rewarded ads, playable ads
push ads which, due to their built-in interaction format, are not restricted by ad
blockers. The best example here is push notifications: before, they were only used as
system notifications, but when they started to be used as an ad serving means the
effect was immediate: higher engagement and opt-in rates from users, minimization
of fraud and an improved experience for customers.
There is a huge variety of devices that can be used for serving advertisements:
phones, tablets, desktops and TVs making cross channel advertising mandatory for
most brands if they want to get consumer’s attention and drive conversions and
engagement. We are still waiting for the rise of VR and AR advertising (The Evolution
of Advertising: From 1971 to Present Days , 2020).
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Influence of Advertising on Consumer Behavior
Currently, many companies focus on online marketing, which allows them to easily
transmit information to the public. With the help of online marketing, companies send
advertisements about a particular product directly to the consumer's mind, who will
ultimately decide whether or not to purchase the product.
In order to understand very well the consumer's behavior, we must study from the
beginning what is his lifestyle, the personality of the individual and how he purchases
the products. Most of the time consumers are easily influenced when it comes to
purchasing a product. Besides the advertising that has the role to induce in the
consumer’s subconscious the need to buy a product, an important decision factor
comes from the family that recommends the product (Aneeza Bashir, 2010).
Advertising can convince the consumer to buy a particular product even if he does not
need it. An efficient advertising campaign can induce the need to buy a product in the
consumer's mind, even if he does not need it and can also change a consumer's
perception of a product. If an advertisement can convince a consumer to buy a
product, that consumer can later become a loyal customer of that product for years to
come.
Schifmann considers the consumer's behavior as "a consumer in the search,
purchase, use, evaluation and renunciation of the products and services from which
they are expected to satisfy their needs" (Shiffman, 1994).
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From a positive perspective, we can say that advertising plays an important role in the
economy because it is a factor that stimulates the demand for goods on the market.
Consumers are buying products on the market easier, producers are starting to
increase their production and at the same time competition is emerging (Marin, 2020).
Advertising is the main means of promoting a product that has the role of influencing
consumers in the purchase of a product with the help of images and emotional
messages, which are often embedded in the consumer's mind. With the help of the
advertisement, the brand manages to communicate impersonally with each consumer
(Mihai, 2020).
Advertising can affect our daily habits, tastes, and preferences as well as the way we
perceive the world around us.
Advertising shapes the attitudes of society and the individual by influencing the
behavior of customers. The client is surrounded by huge amounts of information,
making it increasingly difficult to choose a product, to draw conclusions and ultimately
to purchase.
The emotional stimuli often used in advertising have the role of attracting the
customer's attention, increasing the degree of credibility and finally measuring the
impact that advertising has on consumer behavior, impact determined by the
psychological aspects that play the most important role.
Advertisers pay special attention to the customer in order to attract and retain it,
transforming it most often into a loyal customer of a brand or product. In order to turn
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an occasional customer into a loyal customer, advertisers must always pay special
attention to each consumer. According to Ph. Kotler (Susniene D., 2008), every trader
must ask a series of questions related to how advertising should be done and the
impact it can have on the customer, and these will be discussed at the company
level.These aspects must be evaluated at the level of the entire company and must
answer the following questions:
•

what should be the ad

•

what the focus will be on

•

which is the visual design that can attract the most attention

•

what psychological impact will the advertisement have on the client

The most widespread channel through which all information on the market is
disseminated is advertising. This has the biggest impact at the moment, since all
companies resort to advertising, being aware that the public cannot retain all the
information that is offered to them due to the wide range of products and services
found on the market.
The main objective of advertising is to attract and maintain customer attention on a
product or service and also to analyze the impact that advertising has on consumer
behavior, often influenced by cognitive, emotional and behavioral aspects. The way
information is perceived is determined by a number of aspects, but the most important
role is played by the psychological aspects.

82  Research Focus, 2, Special Issue - Marketing, 2020

Research Focus
International Open-Access Scientific Journal for Students and Graduate Students
ISSN: 2668-4675
www.researchfocus.org

Psychological researchers have shown that the perception of advertising information
is determined by a multitude of aspects, but the psychological aspects that play the
most important role remain the cognitive, emotional and behavioral ones. Most of the
information is perceived and retained with the help of images, so it is mandatory that
at least one visual aspect of advertising unconsciously affects the client, whether we
are talking about color, shape, size. The specialists said that the more realistic the
illustration is, the better the effect.
The presentation of advertising information and the purchase of products depends on
the client's psychology knowledge. The cognitive level refers to how people perceive
advertising information. Therefore, any advertisement must be very different from
other competitors' advertisements and at the same time, it should attract the attention
of the customer, maintain its interest and, finally, awaken the customer's motivation to
purchase the product.
According to D. Jokubauskas (Susniene, 2008), if the ad evokes not only feelings
directly related to the product but also positive or negatives, we can say that the
advertiser managed to distinguish the product of the competitors’ in the mind of the
consumer, which will affect the client's decision.
Another very important aspect that influences the consumer in decision making is
perception, feelings are often evoked in the subconscious. But the images remain the
ones that most influence the buyer in the process of evaluating information.
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The visuals of the advertisements must be graphic and logical so that the client can
recognize and be able to reproduce the ad at any time. The image of the ad must fulfill
several conditions:
•

the structure must be precise and clear;

•

the product should be centered, dominate and stand out.

Ads that are directly related to consumer’s interests and plans are the most effective,
as they attract the consumer's attention and remain embedded in his mind. Any
advertisement, whether it appears in the online environment or offline, in the street or
magazines, has to focus directly on the needs of the consumer because it manages
to attract attention and increase the consumer's desire and interest towards that
product.
According to Ph. Kotler, there are four key psychological processes in the consumer's
influence on marketing stimuli, namely: motivation, perception, learning, and memory
- fundamentally influencing customer responses to marketing incentives.
In the model of D. Dolak regarding the impact of the advertising stages, attention,
interest, desire, and action (AIDA) are distinguished.
Consumer behavior stages by Ph. Kotler (Oladele, 2009): Attention, Motivation,
Interest, Perception, Desire, Learning, Action, Memory
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We can see that for Ph. Kotler the attention is not important as he considers that the
motivation of the client is very important (AIDA Model Psychological processes by
Ph. Kotler). Throughout one's life, a consumer has many needs. Some arise from
physiological states such as hunger, thirst, others come from psychological states
such as the need for esteem, recognition.
D. Dolak puts the attention first. He considers that the main way you can influence the
consumer's behavior is to attract his attention, and then to arouse his interest, the wish
that the client then takes action and get ready to purchase that product.

Conclusions
In conclusion, we can see that advertising plays a very important role in terms of
consumer buying behavior.
A product or brand that benefits from very good advertising is automatically positioned
in the consumer's mind and becomes a desire that the consumer must fulfill. Through
advertising, the brand communicates with the consumer and actively maintains his
interest in a product. With the help of the psychological aspects that are strictly
respected by the advertisers, advertising most often manages to create a close
connection with the consumer and to arouse his curiosity and desire to buy a product.
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