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Marketing Area Traditional Technology—enabled Marketing implication
Marketing

Pricing Seller—driven Buyer-driven Internal-Digital TV
Segmentation Geo-demographic Psychographic Customer database
Advertising Broadcast Interactive Internal/Digital TV
Promotions Mass Tailored Customer database

Sales management Data with sales

Data shared

Marketing Information

Systems
Distribution Channels’ Intermediaries Direct Multi-channel
Customer ownership Company Network Alliances

Product Constrained

Buyer-driven

Marketing Information

Systems

o
Y40 Marketing in Digital Age.1997
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individual customers and then sharing the benefits from
this over a lifetime of association.”
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