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Preface

Based on the requirements of the Teaching Standards for E-commerce Majors and the National
Occupational Skills Standards for Internet Marketing Professionals (2021), Internet Marketing Theories and
Tools Application focuses on the cultivation of students’ professional abilities, learning abilities, innovation
abilities, and occupational qualities, and adheres to the teaching philosophy of integrating theory with
practice, aiming to cultivate high-quality comprehensive technical personnel with the ability to apply Internet
marketing theories and tools.

The textbook has a complete structure, taking the job duties of various Internet marketing-related
positions as the carrier and the complete workflow as the main line. It guides students to explore theoretical
knowledge and practical tasks through company cases. The textbook is set with six projects based on their
different features and the hierarchical relationship between them. It is characterized by practical content, rich
examples and resources, thorough explanations, and easy-to-understand language. These projects include
Understanding Internet Marketing, Internet Marketing Market Research, Video Marketing, Live Streaming
Marketing, Social Media Marketing, and Email Direct Marketing. Each project is followed by project testing
and vocational training, for cultivation of students’ comprehensive professional qualities and simultaneous
implementation of quality education and vocational education to achieve the goal of developing core
professional literacy. It is practical, contemporary, ideological, scientific, and normative.

1. Based on Internet marketing projects, typical work tasks are set around the requirements of job
positions such as e-commerce sales representatives, live streaming sales consultants, and marketing strategy
managers.

2. The textbook is compiled with appropriate materials and is organized reasonably. Each project has
modules such as job tasks, case introduction, knowledge express, task demonstration, and project summary.
Lesson activities, task reflection and exercises, case studies, and practical training are incorporated for
heuristic teaching. The textbook is structured in an action-oriented teaching mode, integrating project,
case, and task-driven teaching approaches, which reflects the teaching philosophy of teach-learn-practice
integration. The textbook offers detailed content and abundant resources, facilitating student learning through
the convenience of scanning QR codes.

3. The textbook comes with rich teaching resources, including course standards, courseware, lesson
plans, videos, project testing, exercises, and papers.

4. By studying this textbook, students can master the basic theories and tools of Internet marketing in
the new era, and can independently plan and implement Internet marketing projects. It provides sustainable

support for students to gain knowledge and skills.



This textbook can be used as a textbook for vocational colleges’ majors in e-commerce, online marketing
and live streaming, mobile commerce, marketing, chain operation and management, business administration,
and also as a reference book for professionals engaged in e-commerce-related professions.

During the compilation of this textbook, the compilers received strong support and assistance from
frontline business operations personnel and professional teachers in colleges and universities, for which we
express our gratitude. However, given the compilers’ limitations, there may be inevitable shortcomings in the

book. Therefore, we earnestly request readers to provide their valuable feedback and suggestions.

By compilers

December 2023
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Project 1 Overview of Internet Marketing

The rapid development and widespread use of the Internet have sparked a profound transformation
impacting humanity globally. Many companies have recognized the business opportunities inherent in this
transformation, altering their marketing strategies to prioritize user experience and leveraging the Internet to
pursue higher marketing goals. Internet marketing has gradually become an essential marketing method for
enterprises, opening up broader markets and enabling them to gain more traffic and sales. So, what exactly
is Internet marketing? What are its characteristics? What is the current situation of Internet marketing? This

project will guide you to explore the basic knowledge of Internet marketing.

Learning Objectives

[For Knowledge]

(1) Understand the concept and characteristics of Internet marketing.
(2) Learn about the current situation of Internet marketing.

(3) Familiarize yourself with the positions and corresponding skill requirements in Internet marketing.

(4) Understand the main types of Internet marketing.

[For Skills]
(1) Identify the positions in Internet marketing and outline the corresponding skills for these positions.

(2) Summarize the main types of Internet marketing and grasp the application scenarios and characteristics of
different marketing types.

[For Literacy]

(1) Possess Internet marketing thinking and promote Chinese excellent traditional culture through

Internet marketing channels to strengthen cultural confidence.

(2) Cultivate innovation spirit and develop professional qualities such as retrieving network resources,

cooperating and sharing, and innovative practice.

Mind Map



Cognition of Internet Marketing

Understanding Internet
Marketing

Current Situation of Internet Marketing

Positions in Internet

Marketing
Overview Positions in Internet Marketing and Required
of Internet -
. Skills
Marketing

Required Skills for Positions
in Internet Marketing

Search Engine Marketing

Email Direct Marketing

Main Types of Internet
Marketing IM Marketing

Social Media Marketing

Internet Advertising Marketing

Self-Study Exploration
Please conduct data queries and pre-learning on the main content of this project, engage in independent
thinking and exploration, and complete Table 1-1-1.

Table 1-1-1 Self-Study Exploration

Stages

Content

Experiential Cognition Data Conclusion | Self-summary

Internet Marketing Cases

Characteristics of Internet marketing

Current Situation of Internet marketing

Positions in Internet Marketing and Required Skills

Common Types of Internet Marketing

Mainstream Tools for Internet Marketing




Task 1 Understanding Internet Marketing

[Case Study]

Guangxi Enhances the International Influence of “Jasmine Capital of the World” and
Promotes the Global Recognition of Jasmine Industry

“Hengxian Jasmine” and “Hengxian Jasmine Tea” have successively obtained protected geographical
indications, with “Hengxian Jasmine Tea” being approved as a geographical indication certification trademark
and included in the first batch of protected items under the China-EU Geographical Indications Agreement.

According to the 2022 evaluation of China’s brand value, the comprehensive brand value of “Hengxian
Jasmine” and “Hengxian Jasmine Tea” has reached 21.814 billion yuan, once again ranking as the most
valuable agricultural product brand in Guangxi. Leveraging the “Internet Plus” strategy in the digital
age, Hengzhou City has significantly increased the visibility of “Hengzhou’s Jasmine Flower Industry”,
continuously promoting the development of the jasmine flower industry towards scale, standardization,
internationalization, and branding.

During the 4th World Jasmine Conference and 2022 China (Hengzhou) Jasmine Festival, Hengzhou
Jasmine once again leveraged the China-ASEAN Expo platform to meet with domestic and foreign merchants,
making “Hengzhou’s Jasmine Flower Industry” the focus of attention. During the exhibition, in physical stores
and various live streaming rooms, online platform streamers recommended Hengzhou’s specialty products
such as potted jasmine, jasmine tea, and Jasmine Liu Bao tea to netizens through live streaming, allowing
online consumers to have a more intuitive understanding of the products’ characteristics.

(Sourced from: chinanews.com, Hengzhou City Hengzhou Town posts)

[Reflection on the Case]

Based on the case study, consider and answer the following questions:
(1) What benefits can Internet marketing bring to enterprises?

(2) What are the development trends of Internet marketing?

[Knowledge Express]

I. Cognition of Internet Marketing

According to the 50th Statistical Report on China’s Internet Development released by the China Internet
Network Information Center (CNNIC), as of June 2022, China had 1,051 million netizens. This shows that the
Internet has become a huge traffic portal, gathering millions of consumers.

With the rapid development of the Internet economy, Internet marketing has shown a thriving trend. Its
applications have penetrated various industries, becoming a primary channel for businesses to analyze target
consumers, promote products or services, and build brands. So, what exactly is Internet marketing?

(I) Concept of Internet Marketing



Internet marketing, also known as online marketing, is a new type of marketing strategy that is based on
the Internet. It is oriented towards online marketing, where marketing professionals use professional tools to
achieve marketing goals.

Internet marketing is an extension and development of traditional marketing in the context of the Internet.
Its essence remains marketing, with marketing goals achieved through Internet means. It serves as an essential
complement to the existing marketing systems of businesses.

(IT) Characteristics of Internet marketing

Internet marketing is a marketing channel or means rather than the purpose of marketing. Compared
to traditional marketing, it has unique advantages. Currently, the characteristics of Internet marketing are
primarily reflected in the following five aspects:

1. Economical operation costs

The maturation of the Internet has led to a gradual reduction in the operation costs of Internet marketing.
Compared to traditional marketing, it offers more pronounced economical advantages. It has changed
traditional marketing management modes, lowering the management costs of related business departments
through integration, thereby saving sales costs.

2. Wide market coverage

The Internet is not bound by time and space, facilitating the convenient transmission of information,
allowing consumers to order products anytime and anywhere through the Internet.

3. Rich media resources

In contrast to traditional marketing channels, the Internet can convey information in various forms,
such as text, audio, images, and videos. This enables products to be presented more vividly and three-
dimensionally, deepening consumers’ understanding of the products.

4. Powerful marketing functions

The Internet, as a powerful marketing tool, provides almost comprehensive functionalities. In terms of
channels, promotions, transactions, interactions and after-sales services, it fulfills most marketing needs.

5. Personalized marketing experience

In Internet marketing, companies can publish relevant information on the Internet, allowing consumers
to selectively explore information based on their interests or needs. This enables them to choose products
and purchasing methods that suit their preferences. Additionally, through Internet marketing, companies
can personalize design and marketing based on consumers’ user personas, achieving the goal of targeted
marketing. Internet marketing is a full-process marketing mode encompassing pre-sales product introduction,

in-sales transactions, and after-sales services, offering consumers a personalized marketing experience.

II. Current Situation of Internet Marketing

With the rapid development of Internet marketing, many companies have started to prioritize it, which
has already captured a significant market share. The methods of Internet marketing are continuously evolving,
and concurrently, various marketing websites are rapidly increasing.

(I) Growing Emphasis on Internet Marketing by Companies

With the rapid development of the digital economy and the widespread use of the Internet, more and more
companies are utilizing the Internet for product promotion and sales activities. They aim to understand the

factors influencing consumers’ decisions on purchasing products, sell products and services, and enhance their



market competitiveness.

(IT) Transition from Single Mode to Diverse Mode in Marketing

Internet marketing has evolved from its initial single mode to a diverse mode. For instance, marketing
through platforms such as Weibo, WeChat, TikTok, live streaming, etc., has begun to flourish.

(IIT) Broadened Consumer Choice through Internet Marketing

Internet marketing has expanded consumer choices significantly. Consumers now have a wider range to
explore and purchase products aligned with their interests and hobbies.

(IV) Urgent Need for Internet Marketing Talents

Companies engaged in Internet marketing require a variety of talents, especially those with a new
information mindset and a compound knowledge structure.

The continued development of the Internet indicates that the Internet marketing system will inevitably be
fully developed. Companies need to seize opportunities and fully utilize the advantages of Internet marketing

to gain benefits maximally.

Consider
(1) Based on your own situation, talk about the problems you know about Internet marketing.

(2) Based on your personal online shopping experience, how do you think Internet marketing will evolve
in the future?
(3) How do you think Internet marketing thinking should be used to tell good brand stories and promote

excellent traditional Chinese culture?

[Task Practice]
I. Practice Objective
To complete the practice in this task, you need to explore Internet marketing, using the provided

background information and your acquired knowledge.

Background

Consider a fresh produce business in Guigang City that mainly deals with locally sourced agricultural
products, including seasonal fruits and vegetables. After years of development, the business has established
multiple chain stores in the area and has been steadily growing.

However, with the rapid development of the Internet and changes in consumer habits, traditional offline
marketing methods employed by the business have been significantly impacted and can no longer meet
the shopping needs of consumers. Therefore, the business decided to go online, opening flagship stores on
e-commerce platforms such as Taobao and JD.com, and launched official accounts on social media platforms
like WeChat and Weibo. Through Internet marketing channels, the business has expanded the market for its
products, not only consolidating the local consumer base but also reaching customers in other regions, thereby

reducing losses caused by inventory backlog.

II. Practice Content

(I) Exploring the Characteristics of Internet Marketing



Based on the analysis of the practice background, discuss the characteristics of Internet marketing in
practical applications and organize, summarize, and record them.

Step 1: In groups, discuss the reasons why the business in the scenario chose Internet marketing and
record them in Table 1-1-2.

Step 2: Discuss the meaning of Internet marketing and record it in Table 1-1-2.

Step 3: Discuss the characteristics and advantages of Internet marketing, and record them in Table 1-1-2.

Table 1-1-2 Exploration of Characteristics of Internet Marketing

Content Results

The reasons why the business chose Internet marketing

Understanding the meaning of Internet marketing and explaining which Internet marketing methods the
business adopted

Understanding the characteristics and advantages of Internet marketing, and analyzing the benefits that
the business obtained through Internet marketing

(IT) Exploring the Current Situation of Internet Marketing

Based on the definition and characteristics of Internet marketing, and through online research of
relevant materials, discuss the current situation and development trends of Internet marketing and organize,
summarize, and record them.

Step 1: In groups, discuss the current situation of Internet marketing and record it in Table 1-1-3.

Step 2: Discuss the development trends of Internet marketing and record them in Table 1-1-3.

Table 1-1-3 Exploration of Current Situation and Development Trends of Internet Marketing

Content Results

Based on the above scenario, analyze the current situation of Internet marketing for agricultural products

Analyze the development trends of Internet marketing for agricultural products

III. Practice Evaluation
After the practice is over, conduct a tripartite evaluation based on the performance during the practice,
and complete Table 1-1-4.

Table 1-1-4 Evaluation on Exploration of Internet Marketing

Activity Title Exploration of Internet Marketing
Practice .
Method Collaboration in groups
Practice Evaluation Criteria Teacher Evaluation | Group Evaluation | Self-Evaluation
Content
Able to interpret the activity background
(5 points)
Exploring the
xplort g . |Able to discuss the reasons why the
characteristics N .
of Internet business chose Internet marketing based
marketing (35 on the activity background (10 points)
points) Able to summarize the meaning of
Internet marketing (10 points)




Able to outline the characteristics and
advantages of Internet marketing (10
points)

Exploring Able to search for relevant content using
the current |keywords based on the practice objective

situation and |(5 points)

development Able to summarize the current situation
trends of of Internet marketing (20 points)
Internet

marketing (45 [Able to summarize the development
points) trends of Internet marketing (20 points)

Possess teamwork spirit, innovative and
Personal practical abilities, and awareness of
development (contributing to rural revitalization and
(20 points) [inheriting excellent Chinese traditional
culture (20 points)

Total

Comprehensive Score (out of 100 points, with self-
evaluation accounting for 20%, group evaluation for
20%, and teacher evaluation for 60%)

Main Issues Identified

Methods for Addressing Identified Issues




Task 2 Positions in Internet Marketing and Required SKkills

[Case Study]

A live streaming event that exceeded expectations through team collaboration

At around 4 a.m. one day in April 2022, while most of the residents of Shijiazhuang were still asleep, the
4,000m? live streaming base of XYZ Group was brightly lit and bustling.

“Get ready! 3, 2, 1, go!” In the live streaming room, with the command of trader Mr. Jia, a really big
live sales event planned for beauty & makeup streamers officially began. From 4 a.m. until noon, this live
streaming event for promoting cosmetics lasted for 8 hours, with a total transaction amount exceeding 200,000
yuan, far surpassing the target set by the streamer. This success was attributed to the full-service and close
collaboration of the entire team. Previously, when this streamer completed a live stream independently, the
total transaction amount averaged only over 50,000 yuan.

At the live scene, in addition to the sales streamer appearing under bright lights, there were other 10 more
staff in different positions working behind the scenes, including traders, field directors, assistant streamers,
product selectors, content operators, and traffic operators. To help the streamer conduct this live stream
successfully, the team started planning five days in advance.

First, they communicated with the streamer to determine the theme, time, duration, main products to be
promoted, and total transaction amount target; then, they wrote the script for the event, formulated the plan,
made teaser videos, helped the streamer select and organize products, and conducted trial live streams. After
the live stream, the team also conducted a summary for the streamer to help him or her improve skills.
Therefore, behind this complete and successful live sales event, there is a professional team that provides
comprehensive and end-to-end services. Every member of the Internet marketing team, including the
sales streamer, performs their duties and cooperates with each other during the live streaming.

Currently, XYZ Group has established a professional Internet marketing team consisting of more than 30
people. The team comprises 8 types of positions. Mr. Jia, as one of the traders, is the chief commander of a
live sales event. He is familiar with the job duties for each position in the team and possesses comprehensive
coordination abilities such as personnel allocation and pace control throughout the event.

(Sourced from: Official Baijiahao account of Xiaoxiang Morning Herald)

[Reflection on the Case]
Based on the case study, consider and answer the following questions:
(1) What positions are involved in Internet Marketing?

(2) What professional skills should a qualified Internet marketer possess?

[Knowledge Express]

I. Introduction to Positions in Internet Marketing



Currently, companies allocate Internet marketing personnel to work in departments such as the technical
department, marketing department, and operations department. The specific positions of Internet marketing
personnel may vary depending on regional economic development, industry, and enterprise scale.

Main positions in Internet marketing include Marketing Specialist, Web Editor, Data Analyst, Product
Selector, Live Streaming Sales Representative, Video Creator and Promoter, and Platform Administrator.
Information about Product Selector, Live Streaming Sales Representative, Video Creator and Promoter, and
Platform Administrator is introduced as follows.

1. Product Selector

The role of a product selector involves selecting product categories or individual products suitable for
brand promotion and sales based on criteria such as packaging, price, composition, profit, target audience,
influence, and the after-sales capabilities of the producing company. They are involved in product selection,
refining selling points, business negotiations, implementation of live streaming processes, and management.

2. Live Streaming Sales Representative

Live streaming sales representatives promote and advertise brands, products, and services through
various live streaming platforms.

3. Video Creator and Promoter

Video creators and promoters conduct promotions through creative videos for subsequent product sales
and enhancing user engagement. They use short videos to drive traffic to live streams or embed product
information in short videos to facilitate product sales.

4. Platform Administrator

Platform administrators oversee Internet marketing platforms, handling tasks such as account
management and data monitoring. Based on data analysis, they offer guidance to personnel involved in
product sales.

Each of these positions requires strong coordination skills and plays a crucial role in actual work

scenarios.

Consider

Based on your experience with internet marketing, discuss the internet marketing positions you are

familiar with.

Certification

In the National Vocational Skills Standards for Internet Marketers (2021), three job categories - Product
Selector, Live Streaming Sales Representative, and Video Creator and Promoter - are divided into five levels:
Level 5/Entry-level Worker, Level 4/Intermediate Worker, Level 3/Senior Worker, Level 2/Technician, and
Level 1/Senior Technician. Platform Administrators are categorized into three levels: Level 5/Entry-level

Worker, Level 4/Intermediate Worker, and Level 3/Senior Worker.

II. Required Skills for Positions in Internet Marketing



As skilled professionals required in the Internet era, Internet marketing talents should not only possess

qualities such as dedication and service to the people but also have certain job skills and professional abilities.

For specific job responsibilities and skill requirements, please refer to Table 1-2-1.

Table 1-2-1 Job Responsibilities and Required Skills for Internet Marketing Personnel

promotions, prices, and channels.

(4) Collecting sales data of top-selling products online and
offline, and continuously optimizing the product structure
and increasing sales through effective data analysis.

Positions Job Responsibilities Required Skills
(1) Possessing market insight, vision, and
(1) Developing potential hit categories and products, and marketing thinking, capable of selecting
expanding and maintaining resources for them. potential products on platforms according to
(2) Participating in product marketing and operations from |market demand, and creating popular items.
the selection stage, and optimizing the product line based on |(2) Having strong communication and
Product operational data and user feedback. negotiation skills, able to secure more benefits
Selector (3) Negotiating business contract terms, products, for the company, responsible for analyzing the

sales, specifications, styles, colors, and other
attributes of selected products, and providing
new ideas for selection.

(3) Proficient in data analysis, and capable of
analyzing product sales data.

Live Streaming
Sales
Representative

(1) Participating in product selection and content planning,
independently conducting live streaming events, and guiding
consumers to purchase products.

(2) Cooperating with the Internet marketing team to

evoke fans’ emotions during live streaming, increase fan
engagement, and create live streaming IPs.

(3) On-screen filming short videos and preparing other
promotional materials according to the company’s Internet
marketing requirements.

(4) Recording and providing feedback on problems arising
from product reasons during live streaming, and working
with the marketing team to solve these problems.

(1) Completing live marketing activities in
accordance with relevant laws and regulations
and platform rules and requirements.

(2) Having excellent language expression

and improvisational skills to create a good
atmosphere in the live streaming room.

(3) Possessing teamwork skills to collaborate on
marketing activities and solve related problems.
(4) Having the ability for continuous learning to
understand the selling points and attributes of
various marketing products.

Video Creator
and Promoter

(1) Collecting and integrating corporate product video
materials based on target consumer personas, and
completing the selection of topics for short videos and
promotional content.

(2) Completing video packaging, editing, synthesis, and
production based on video marketing purposes and content
positioning.

(3) Utilizing the advantages of different platforms to launch
video marketing content, effectively driving traffic to the
platform, and guiding users to follow.

(4) Building a matrix based on the characteristics of different
platforms, continuously outputting high-quality content
during user activity peaks, and enhancing the depth of brand
and product information display and dissemination.

(1) Possessing strong communication skills and
having a clear understanding of the company’s
marketing goals.

(2) Possessing innovative thinking, able to design
marketing activities with unique features by
combining user perspectives and hot topics.

(3) Having the ability to learn independently and
continuously master new network technologies
and video creation tools.

(4) Possessing good aesthetic sense, able to create
visually appealing and impactful video content
according to marketing needs.

Platform
Administrator

(1) Using various online resources to promote the company’s
brands and products.

(2) Being responsible for the optimization and promotion of
various Internet marketing platforms, as well as the daily
maintenance and account management of the platform.

(3) Collecting, categorizing and organizing member
information from various Internet platforms.

(4) Regularly tracking and evaluating the promotion

effects of the platform, monitoring relevant data, promptly
proposing suggestions for improvement, providing feasible
solutions, and implementing them.

(1) Possessing mathematical mindset, sensitive
to data, and able to use corresponding data
analysis tools to analyze the marketing data of
the platform.

(2) Having strong communication skills and
teamwork spirit to guide work optimization
for corresponding positions based on data
monitoring and analysis results.

(3) Having good problem analysis and solving
skills to propose reasonable optimization
suggestions and solutions based on the
promotion effects and existing issues.
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Certification

(1) Internet marketers need to have strong learning, understanding, analysis, calculation, and judgment
abilities, as well as a certain sense of space, normal color vision, normal language expression, flexible fingers
and arms, and physical coordination.

(2) Professional ethics that Internet marketers need to abide by include:

a. Observing discipline and laws, being honest and trustworthy;

b. Fulfilling duties conscientiously, daring to innovate;

c. Studying business diligently, cooperating with teams;

d. Strictly controlling quality, and providing service enthusiastically.

[Task Practice]

I. Practice Objective
To complete the practice in this task, you need to explore Internet marketing positions and their skill

requirements, using the provided background information and your acquired knowledge.

Background

In a live streaming room of a certain food company in Guilin City, Guangxi, the live streaming team
is promoting local specialties such as persimmons and citrus fruits as “Famous, Special, and High-quality”
agricultural products through platforms like TikTok and WeChat Channels. Within two hours of the live
streaming, the room has attracted nearly a million users to come online, follow, browse, and place orders.
Meanwhile, in the deep processing workshop for agricultural products of the food company, over 300 workers
are busy with orderly packaging, loading, and shipping.

Apart from the live streamer, the live streaming team includes platform operators for TikTok and WeChat
Channels, responsible for promoting products and brands on the respective platforms. E-commerce platform
customer service personnel handle various group-buying transactions from customers, and live streaming
planners plan the live streaming events. Every live streaming event can be effectively executed through the

collaborative efforts of each role in the live streaming team.

II. Practice Content

(I) Exploring Common Positions in Internet Marketing

Based on the analysis of the practice background, discuss the positions involved in Internet marketing in
practical applications, and summarize them accordingly.

Step 1: Discuss the categories of Internet marketing positions in the food company mentioned in the above
scenario in groups and record them in Table 1-2-2. (Additional rows can be added to the table as needed.)

Step 2: Collect common positions corresponding to the categories identified in Step 1 and record them in
Table 1-2-2.

Step 3: Discuss the job responsibilities of the positions identified in Step 2 and record them in Table 1-2-2.

Each group can search for position information on different recruitment websites with the keyword

“Internet marketing” and sort out the information accordingly.
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Table 1-2-2 Positions Involved in Internet Marketing

Position Category Common Positions Job Responsibilities

(IT) Exploring Skills Required for Internet Marketing Positions

Discuss the skills required for Internet marketing positions in groups and record the results in Table 1-2-3.
Table 1-2-3 Skills Required for Internet Marketing Positions

Job Title Required Skills

Education Skills Work Experience

Product Selector

Live Streaming Sales Representative

Video Creator and Promoter

New Media Marketer

Platform Administrator

Data Analyst

(IIT) Exploring Core Positions in Internet Marketing
Based on the results of the above exploration, please carefully consider and summarize: What are the core

positions in Internet marketing? Explain the reasons, and fill in the results below.
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III. Practice Evaluation
After completing the practice, conduct a tripartite evaluation based on performance during the practice

and fill in Table 1-2-4.

Table 1-2-4 Evaluation on Exploration of Positions in Internet Marketing and Required Skills

Activity Title Exploration of Positions in Internet Marketing and Required Skills
Practice Method Collaboration in groups
Practice Content Evaluation Criteria Teacher Group Self-

Evaluation | Evaluation | Evaluation

Able to interpret the activity background (10
points)

Exploring common positions in|Understanding the types of positions involved in
Internet marketing (40 points) |Internet marketing (15 points)

Familiarizing with the job responsibilities of
Internet marketing positions (15 points)

Exploring skills required for |Able to outline the skill requirements for
Internet marketing (20 points) |Internet marketing positions (20 points)

Exploring core positions in (Understanding the core positions in Internet
Internet marketing (20 points) |marketing (20 points)

Possessing teamwork, law-abiding, honest,
Personal development (20  |and trustworthy awareness; strict control of

points) quality, enthusiastic service attitude, and other
professional ethics (20 points)

Total

Comprehensive Score (out of 100 points, with self-evaluation accounting for 20%,
group evaluation for 20%, and teacher evaluation for 60%)

Main Issues Identified

Methods for Addressing Identified Issues
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Task 3 Main Types of Internet Marketing

[Case Study]

Multi-channel Internet Marketing by a Snack Company

With the rapid development of the digital economy and artificial intelligence, an increasing number of
snack companies are actively expanding into new channels such as e-commerce and live streaming. Since
2016, a certain snack company has actively conducted multi-channel Internet marketing in response to the
ever-changing market environment, in conjunction with brand and product differentiation strategies.

The snack company gradually guided its distributors on how to achieve digital transformation and used
digital marketing methods to promote new products, reinforcing the brand’s youthful image. In response to
the trend of young consumers preferring online consumption, the snack company created a multi-channel,
diversified online communication system. In addition to setting up flagship stores on common e-commerce
platforms, the snack company also launched its own e-commerce platforms such as the corporate club app,
store mini-program, and store app, while also establishing mini stores on popular social media platforms.
Offline, the snack company expanded into vending machines and themed stores, establishing its own direct
sales channels.

In addition to TVC advertisements (television commercials) and event marketing, the snack company,
from the perspective of consumers, attempted various methods such as cross-border marketing and creating
themed stores to communicate with young people. It is evident that to reach young consumer groups, the
snack company has made significant changes in channel communication.

In the 2020 fiscal year, the revenue generated by the snack company’s B2C (business-to-consumer) model
increased by over 70%, forming a mutually beneficial and complementary virtuous cycle with traditional
channels. Emerging channels have become an important driver of the company’s medium- to long-term
performance growth.

(Sourced from: Successful Internet Marketing Cases and Their Analysis in the Past Two Years on

Wangquan Buluo)

[Reflection on the Case]
Based on the case, consider and answer the following questions:
(1) What Internet marketing tools did the snack company mentioned in the case use?

(2) What other mainstream tools are used in Internet marketing?

[Knowledge Express]
Main types of Internet marketing include Search Engine Marketing, Email Direct Marketing, Instant
Messaging Marketing, Social Media Marketing, and Internet Advertising Marketing. Different marketing tools

are used for different marketing types.
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I. Search Engine Marketing

Search Engine Marketing (SEM) utilizes search engines to achieve marketing goals and is a form of
Internet marketing based on search engines. SEM includes both paid and free promotions. Free promotions are
favored by many small and medium-sized enterprises, while paid promotions require businesses to purchase
advertising space on search result pages for more effective advertising. Common SEM tools include Baidu,

Shenma, Sogou Search, and 360 Search.

II. Email Direct Marketing

Email Direct Marketing (EDM), an early form of Internet marketing, involves sending relevant
information to target customers via email for promotional purposes. This method allows us to send
electronic advertisements and information about products, sales, market research, and marketing
campaigns to target customers. Common EDM tools include Rushmail Email Marketing Platform,

Mailcattle, and Alibaba Cloud.

II1. IM Marketing

IM Marketing, also known as Instant Messaging Marketing, involves promoting products and brands
through instant tools. It can be done through online communication with potential customers or by
disseminating product information, promotional information, and corporate publicity information through
communication tools. It is an Internet marketing method that utilizes IM as an interactive medium to achieve
target customer exploration and conversion. Common IM Marketing tools include QQ, WeChat, DingTalk, and

AliTM.

IV. Social Media Marketing

Social Media Marketing is a form of promotion where companies, individuals, or organizations use social
media platforms to advertise products and promote brands to potential customers, achieving marketing or
sales goals. It’s characterized by a large user base and high flexibility. Common social media marketing tools
include forums, WeChat, Weibo, etc. Marketing content is typically disseminated through these platforms’
accounts in various formats, including QR codes, audio clips, videos, live streams, and images. Based on the
format of the marketing content, social media marketing tools can be classified into two categories: graphic
and text-based marketing tools, and audio-visual marketing tools.

(I) Graphic Marketing Tools

According to different marketing media, graphic marketing tools are divided into new media marketing
tools, We Media marketing tools, and other graphic marketing tools.

1. New media marketing tools

New media marketing refers to the use of new media platforms to publish soft articles, images, and other
content for marketing purposes. Common new media marketing tools include WeChat Official Accounts,
Weibo, Xiaohongshu, etc.

2. We Media marketing tools

We Media marketing involves companies, individuals, or organizations cooperating with We Media
platforms, by targeting their potential audience, to disseminate information about the image of the company,

individual or organization, product advantages, event content, and other relevant details using text, images,
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and other advertising methods, thereby encouraging the target audience to actively follow and forward this
information to achieve marketing goals. Common We Media marketing platforms include Baijiahao, Toutiao,
Jianshu, Sohu, etc.

In addition, graphic marketing can also be carried out through online forums and blogs.

(IT) Audio and Video Marketing Tools

1. Video marketing

(1) Short video marketing

Short video marketing involves companies or individuals taking content as the core and creativity as the
orientation, and using carefully designed short videos to achieve marketing goals such as product sales and
brand publicity. With the popularity of mobile Internet, short videos have not only greatly changed consumers’
lifestyles but also opened up new marketing channels for enterprises or businesses across different industries.
Short videos have the dual advantages of video and the Internet, being not only appealing, diverse in form and
content, innovative in creativity, but also strong in interactivity, fast in dissemination, and low in cost.

Commonly used tools for short video marketing include Tencent Video, Youku, as well as short video
platforms such as TikTok, Kwai, and Wesee.

(2) Live streaming marketing

Live streaming marketing is a marketing activity conducted on live streaming platforms to expand
brand influence and sell products. Live streaming marketing has the advantages of low costs and intuitive
effects, and allows interaction with customers in real time. Currently, mainstream live streaming platforms
include three categories: the first category is the live streaming module introduced by traditional e-commerce
platforms, such as JD.com and Taobao; the second category is the live streaming function developed by short
video platforms, such as TikTok, Kwai, and Xiaohongshu; the third category is the live streaming function of

various information, gaming, and social media platforms, such as Yizhibo, Huya Live, and WeChat Live.

Consider

(1) Besides the video marketing tools we’ve already talked about, do you know any other ones?

(2) In our daily lives, through which channels can we conduct live streaming marketing?

(3) How can video marketing tools be leveraged to effectively spread China’s voice, tell China’s stories,
and present a trustworthy, adorable, and respectable image of China?

2. Audio marketing

Audio marketing is an emerging Internet marketing model in which businesses or individuals operate
their brands and promote their products through audio programs. The dissemination of audio is not constrained
by scenes, thus facilitating convenient delivery of information to customers at any time. Compared with other
new media marketing methods, the advantage of audio marketing lies in its ability to clearly present the brand
image through sound, making the brand more humanizing and personalize. This, in turn, deepens customers’
understanding and memory of the brand, and enhancing their sense of brand identity. Currently, commonly
used audio marketing tools include Ximalaya FM, Lizhi FM, Qingting FM, etc.

Apart from the two previously mentioned types of social media marketing tools, there exist App
marketing tools, QR code marketing tools, and image marketing tools as well. Among them, commonly used

image marketing tools include Chuangkit, Meitu Xiuxiu, etc.
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V. Internet Advertising Marketing

(I) H5 Marketing

HS marketing involves utilizing HS pages to present H5 advertisements that incorporate elements such
as text, images, videos, and animations as a means to visually showcase marketing content to customers.
Currently, the most commonly used HS marketing tools include Eqxiu, Xiumi, and iH5. For instance, Eqxiu
is a digital marketing software that specializes in the creative design of intelligent content. It primarily offers
online creation of HS scenes, poster templates, landing pages, forms, interactive content, electronic brochures,
and special effect videos.

(IT) Ad Placement Marketing

Ad placement marketing involves businesses placing advertisements of their products on major online
media platforms to target specific groups, thus promoting and advertising their products. Commonly used ad
placement tools include Ocean Engine and Tencent Advertising. Ocean Engine, for example, is a one-stop
marketing service platform under TikTok, offering various advertisement placement methods such as graphics,
short videos, medium-to-long videos, and live streams.

Tencent Advertising’s ad placement channels include WeChat, QQ, Tencent Video, Tencent Music,

Tencent News, and others.

[Task Practice]
I. Practice Objective

The practice in this task requires an exploration of Internet marketing types and mainstream tools based

on the provided background information and what you have learned.

Background

During the Double Eleven Shopping Carnival of 2020, a beverage brand, emphasizing health, low calorie,
and women’s favorites, surpassed internationally renowned brands that usually dominate the sales charts It
simultaneously secured the top positions in the beverage category on both Tmall and JD.com. and its new
product, Summer Grape Flavored Soda Water, sold out twice.

The success of this brand lies in targeted Internet marketing. Initially, it followed the standard marketing
via platforms including Weibo, WeChat, TikTok and Xiaohongshu. It gained 19,000 likes on Xiaohongshu for
a content piece where a well-known influencer conducted a content evaluation related to the keywords “sugar
content” and “weight gain”, directly targeting the core users and addressing their pain points. Furthermore,
the brand constantly partnered with Internet celebrities for product sales through live streaming, successfully

selling out products on multiple occasions.

I1. Practice Content

(I) Exploring Main Types of Internet Marketing

Based on the analysis of the background information, discuss the main types of Internet marketing and
summarize the results.

Step 1: Work in groups to discuss the objectives of the beverage brand’s Internet marketing as described

in the scenario. Record the results in Table 1-3-1.
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Step 2: Discuss the main types of Internet marketing and record the results in Table 1-3-1.

Table 1-3-1 Internet Marketing Types

Content Results

Analyzing the brand’s Internet marketing goals

Analyzing the types of Internet marketing adopted by the brand

(IT) Exploring Mainstream Tools for Internet Marketing

Based on the analysis of the background information, discuss the mainstream tools for Internet marketing
and summarize the results.

Step 1: Work in groups to discuss the mainstream tools for Internet marketing and record the results in
Table 1-3-2.

Step 2: Analyze the Internet marketing tools used by the brand based on the activity background and
record the results in Table 1-3-2.

Step 3: Discuss the characteristics and usage scenarios of mainstream tools for Internet marketing and
record the results in Table 1-3-2.

Table 1-3-2 Mainstream Tools for Internet Marketing and Their Characteristics

Content Results

Mainstream tools for Internet marketing

The Internet marketing tools adopted by the brand

The characteristics and usage scenarios of mainstream tools for Internet marketing

I1I. Practice Evaluation
After completing the practice, conduct a tripartite evaluation based on the performance during the

practice, and fill in Table 1-3-3.

Table 1-3-3 Evaluation on Exploration of Internet Marketing Types

Activity Title Exploration of Internet Marketing Types
Practice Method Collaboration in groups
Practice Content Evaluation Criteria Teacher Group Self-

Evaluation | Evaluation | Evaluation

Able to interpret the activity background (10
points)

Able to analyze the brand’s Internet marketing

Exploring the types of . : X
goals in the given case (15 points)

Internet marketing (35 points)

Able to summarize the types of Internet marketing
(10 points)

Exploring the mainstream
tools for Internet marketing
(45 points)

Mastering the mainstream tools of Internet
marketing (15 points)

18



Able to analyze the Internet marketing tools used
by the brand in the given case (15 points)

Master the characteristics and usage scenarios of
mainstream Internet marketing tools (15 points)

Possessing teamwork spirit, able to effectively
Personal development (20 |spread China’s voice, tell Chinese stories, and

points) uphold a well-regulated business environment in
Internet operations (20 points)

Total

Comprehensive Score (out of 100 points, with self-evaluation accounting for 20%,
group evaluation for 20%, and teacher evaluation for 60%)

Main Issues Identified

Methods for Addressing Identified Issues

Vocational Skills Training

Background

A vocational school graduate named Zhang went for an interview at an Internet marketing company.
During the interview, the interviewer asked Zhang to share his insights on several topics: the current situation
and development trends of Internet marketing, the main positions and skill requirements involved in local
Internet marketing companies, and the mainstream tools these companies commonly use.

Please help Zhang summarize the characteristics, current situation, and development trends of Internet
marketing, gather information on the positions and skill requirements involved in Internet marketing, and

outline the mainstream tools for Internet marketing.

Steps

(I) Through online search and field visits, gather information on the characteristics, current situation, and
development trends of Internet marketing.

(2) Utilize online search to gather information on the positions and skill requirements involved in Internet
marketing, and compile this data into a market analysis report.

(3) Based on the collected data, outline the mainstream tools for Internet marketing.

Project testing
Please scan the QR code for the project test.

Project 1 Test Questions
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