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Abstract

Today we can clearly state that fast develop-
ment of the Internet opens up marketing opportunities
for business. The Internet single-sidedly conquers an
increasingly larger segment in businesses’ marketing
programmes. This is understandable, as more and mo-
re marketing executives have convinced themselves
that the Internet, as an advertising communication
channel, is able to put business advertising projects
into practice more cheaply and efficiently. Therefore,
most often advertising on the Internet becomes the
means of communication of such projects. Most wri-
ters admit that it is those businesses using the Inter-
net present themselves to the surrounding world as
contemporary ones, perceiving the tendencies of the
world economy and moving step in step with time.

Keywords: the Internet, advertising, means of
communication, opportunities.

Introduction

More and more enterprises start using one of
the most widely used medium in the day-to-day busi-
ness world the World Wide Web, which enables to ob-
tain and exchange information with the existing and
potential users outside and inside the country. The
popularity of the Internet and especially the World
Wide Web is enhanced by the fact that websites are at-
tractive and easily accessed, information is presented
by the means of hypertext, graphics, video and audio.
Popularity of the World Wide Web as a commercial
media is also determined by the possibility to mana-
ge the world sources of information. Just four to five
years ago the Internet was regarded as a vast library,
and its main purpose was perceived as a way to lo-
ok for and access the necessary information. Today
the Internet is the most popular computerized envi-
ronment which is characterised by unique marketing
features and playing a dual role:
it i1s a new means of communication and, unlike
the traditional mass media, is interactive, flexible
and endless;
itis a global virtual electronic marketplace, void
of territorial or time limitations, enabling to inte-
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ractively purchase or sell the merchandise and
changing distribution opportunities.

There is a false opinion prevailing until today
that a website is the same as a company’s promotio-
nal brochure, only presented on the web. However,
it is not quite so. The web is much more complicated;
information disseminated there becomes an efficient-
ly functioning means of advertising communication.

An important quality of the Internet having in-
fluence on the transformation of traditional activities
is its interactivity, i.e. possibility to manage the inte-
raction between the sender and recipient. This possi-
bility, differently from traditional marketing, can be
employed on the Internet and the World Wide Web per-
forming the interactive marketing. It is distinguished
in such a way that the Web enables communication
from anywhere in the world at any time, in this way
extinguishing any limitations related to the traditional
marketplaces. If the traditional markets were based
mainly on the monologue with the user, the commer-
cial services on the Web allow the massive interacti-
ve dialogue between the senders and recipients of the
information. We can state that the communication
process on the Internet becomes a mutual exchange
of information.

Marketing on the Internet is, first of all, im-
plementation of technologies in the daily marketing
activities of the business. Using the Internet in an
enterprise creates a lot of new opportunities and al-
lows a noticeable increase of operations efficiency.
Since the moment when a business was able to get
online, they could supply their clients and customers
with their latest products and services, their prices,
amounts and shipment terms. All of this allows wor-
king considerably more cheaply and efficiently, at the
same time being better than the competitors (Burdak,
2007; Sally J.McMillan, 2004; Kenneth C. Laudon,
Carol Guercio Traver, 2003).

It is well known that the modern consumer
more and more often collects the necessary informa-
tion from different sources, the Internet being among
them, rather than choosing information disseminated
by the traditional marketing channels.



Scientific problem. Most businesses more often
use websites to advertise themselves and their pro-
ducts manufactured and sold rather than paper publi-
cations or television, radio or other advertising com-
munication channels. Therefore, it is possible to state
that they have a much larger consumers audience. In
a modern enterprise the Internet as a marketing com-
munication means becomes a practically irreplaceab-
le tool in the business communication process (Wells,
Moriarti, Barnett, 2007; Vesnin, 2007; Marcinkevic-
iaté 2005; Kotler, 2003). The identified problematic
situation enables to formulate the scientific problem
by asking the following question: how could adverti-
sing on the web become an efficient advertising com-
munication tool and what could the possibilities of
increasing its efficiency be?

The research object: advertising on the Inter-
net.

The article aims at revealing the opportunities
of the Internet as a means of modern advertising com-
munication.

Research methods: systematic analysis of rese-
arch literature.

The goals of advertising on the Internet

According to R. Gatautis (2003), the goals of
advertising on the Internet are similar to the general
ones. However, before setting them, it is important to
know why a business needs advertising on the Inter-
net. The goals of Internet advertising are distinguis-
hed equally by most authors, although some of their
opinions differ.

V. Kersiené (2005) singles out six goals of ad-
vertising on the Internet:
improvement of the company’s image. A solid bu-
siness must represent itself with the help of latest
information technologies and innovative adverti-
sing tools.
massive nature of the customer audience. The In-
ternet is the fastest growing and most massive me-
ans of information, void of state borders, opening
the world market for advertising and having speci-
fic unique properties.
possibility to choose the target audience. Modern
information technologies allow to aim adverti-
sing straight at the desired consumer or consumer
group. Today, both technically and demographi-
cally, it is possible to split the consumers choo-
sing the websites according to whether they look
for information, business contacts, entertainment
or merchandise.
possibility to establish an interactive contact with
the client. It means that it is not only possible to
present information about oneself but also learn
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the consumer’s opinions, preferences and com-
ments. This allows establishing a fan base of a cer-
tain product or a company.

efficient trading. The Internet allows quick and re-
liable transactions, selling merchandise and servi-
ces, placing orders.

dynamic nature of advertising. Updating informa-
tion does not require big input, it is simple to con-
tinually update and thus present the latest informa-
tion to the potential client. It is much cheaper than
repeated adverts in other kinds of mass media.

D. Chaffey (2000) distinguishes the following
goals of advertising on the Internet:
attitude formation. Brand corresponding advertise-
ments might be helpful informing about the brand
and forming the attitude about it.
providing information. This is a typical example
when an ad directs to the main website providing
more information about the offer.
contact development. Advertising is designed to
promote mutual communication between the user
and the business.

a deal. If an ad leads to the seller, e.g. travel agen-
cy’s website or Internet bookshop, so it is dedi-
cated to move directly to the action, i.e. buying.
Here a direct answer is expected.

a return is induced. Advertising is designed to re-
mind about the company and its services.

P. Needham (2003) with the consumer in mind
and his/her decision to purchase a product or service
and knowing that every individual consumer reacts
to the Internet advertising and its impact differently,
differentiates five goals oriented towards the consu-
mer: informing, attracting, contacting, acting and
maintaining.

Having analysed different attitudes of different
authors (Kersiené, 2003; Chaffey, 2000; Needham,
2003) we can state that businesses using Internet ad-
vertising aim at presenting information about them
and their product; mutual communication between
the consumer and the advertiser is established and a
feedback is expected. In addition to the abovementio-
ned aims it would be useful to consider the following:
learning about the consumer, establishing a bond and
learning about the consumer’s behaviour.

The Internet advertising model

This article presents Sh. Rodgers and E. Thor-
son’s Internet Advertising Model.

Sh. Rodgers and E. Thorson (2000) draw a si-
milar distinction in their [AM (Internet Advertising
Model). A primary element of their model, which is
designed to explain the communication process con-
sumers follow in relation to messages on the Internet,



is that some of these processes are “advertiser-control-
led,” while others are “consumer-controlled.” While
it can be said that the consumer controls magazine ad
exposure by deciding or not deciding to open the ma-
gazine, the authors in this case are referring to more
“extensive control” on the part of the consumer than
is possible through other media types such as magazi-
nes. The IAM model is shown in Figure 1.

Studies draw the issue of “control ownership”
as the basic concern providing difference between
Internet advertising effectiveness measurement and
that in other media. Therefore, it is plausible to sug-
gest that any general model of advertising effective-
ness relating to the Internet will need to take account
explicitly of this factor.

Consumer — Controlled

Advertiser — Controlled

It is possible to state that alongside with the In-
ternet and other technologies the interrelation betwe-
en the consumer and the advertiser is ever increasing.
Consumers can choose and present information on
the commercial sites of the Internet, they can choose
the information they like, interact with other consu-
mers exactly in the same manner as with merchandi-
se and service providers. A similar situation is with
the advertisers: they can use the consumer provided
information, in this way distribute their ads, segment
the target audience and make the search for the types
of information and goods chosen easier. They can al-
so gather information about the consumers in order to
improve their service or merchandise.

Consumer - Controlled

Functions Information | | Structures |(lutcomes
Process
Internet Motives Cognitive Ad Types Consumer Responses
e Research “Tools” e Product / Service
e Shop ——>  Attention o Issue e Forget / Ignore the Ad
e Entertain/Surf  —— * Memory :> e Corporate — o Attend to the Ad
e Communicate o Attitude e Political e Form Attitude Toward the
e Socialize, etc. Ad
e Click On Ad
u ﬁ U ﬁ e Explore the Website
/7 Ad Formats o E-mail the Advertiser
Mode e Banner e Purchase the Product, etc.
Serious<. >Plavful e Sponsorship
erouss...~Haylu o Interstitial
e Pop-Up —
e Hyperlink
e Website, etc.
Ad Features
e Objective —
e Subjective

Fig. 1. Internet advertising model (Rodgers and Thorson, 2000)

The Internet, as a means of advertising communi-
cation

According to M. Richtel (1998), marketing
communication can make a positive impression on
the buyers, which will increase their satisfaction and
in their eyes increase the value of the company’s pro-
duce. Kotler (2003) states that advertising is one of
mass media forms, pertaining different types of infor-
mation, and ensuring the interrelation between the bu-
yer and the seller. According to Barnett and Moriarti
(2001), advertising not only informs the buyer about
the merchandise, but also transforms it into somet-
hing more than just a collection of information facts.
Lamb, Hair, McDaniel (1992) state that the impact
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of advertising on the market is especially big, as ad-
vertising is a channel of information dissemination to
the market. Therefore, it is possible to state that the
abovementioned authors similarly define the impact
of advertising on the consumer and create the assump-
tion of feedback.

As Kenneth C. Laudon, Carol Guercio Traver,
2003 state, when the communication plan is drawn
up to increase the efficiency, two principles should be
born in mind.  Firstly, the company must present a
good understanding to the clients looking for informa-
tion and ideas. This would create an understanding
that the Internet is a huge library and that boring and
arrogant website gimmicks are not well received. All



kinds of Internet marketing communication should
follow this culture.

Secondly, the Internet as a marketing commu-
nication channel differs from the others, as the client
makes a decision what to order after viewing all the
material. This means that the browsers choose the
way of multiple sites, rather than the linear one, simi-
lar to the commercials on TV or in a magazine or an
ad in the press. This also means that it is not enough
just to have an internet site; it should be designed in
such a way that it creates a positive attitude to the
merchandise and services advertised.

According to J.J. Brunett (1993), marketing
communication, regardless of its manner, is a process
in which a target audience is reached and purposeful
information through correctly chosen communication
channels and time is pertained.

Adpvertising on the Internet has a quick impact,
sudden changes and adaptation to the situation accor-
ding to the information received. To prepare and orga-
nise an advertising campaign on the Internet requires
only three to four weeks, while traditional advertising
needs a few months.

Having just started an advertising campaign it
is possible to obtain information about the efficiency
of this ad (Kondrotaité, 2000; Stasitiniené, 2004; Ba-
kanauskas, 2004).

Businesses using contemporary marketing
communication means should find it important to
present advertising as cheaply and efficiently as pos-
sible to reach better results in their operations. Mar-
keting communication management aims at creating
efficient communication, i.e. this communication
produces a desired effect and at the same time is eco-
nomically justified. The Internet is a new means of
communication uniting a multitude of computers net-
worked together.

The opportunities the Internet provides can be
used in the following business marketing functions:
advertising, public relations, customer support, deve-
loping the infrastructure with the help of the Internet,
sales increase, doing market research.

Website design. It is impossible to formulate a
set of definite rules as to how a website design should
be built, so that is clearly corresponds and presents
the merchandise or service. No doubt it is necessary
to maintain the corporate style, order and harmony of
the business; however an important factor is original
and successfully implemented creative ideas.

Functionality is evidenced by the fact that an
Internet user could browse through pages without ex-
periencing negative emotions, etc. Internet users must
feel that their comfort is taken care of. All functional
possibilities have to be directed to the user only. Any
sort of discomfort while browsing through the pages
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or looking at the necessary information may cause
the user negative emotions and at the same time form
a negative opinion about the merchandise or service
advertised.

The text becomes the main source of informa-
tion and means of advertising to influence the consu-
mer. Therefore, while preparing a text for the website
several important steps should be taken. First of all,
the text must be laconic. The text size should not ex-
ceed 50% of the page; long sentences with compli-
cated words should be avoided. The colour scheme,
background and type of colours should also be consi-
dered.

In order to involve a consumer into buying a
product advertised as soon as he/she has visited the
website, it is necessary to involve him/her into the
communication scenario and “lead” him/her towards
performing the desired actions, i.e. “clicking”, “pla-
cing an order”, or dialling a phone number, or any
other favourable action, which usually are the results
of advertising (Rassell, 2007; Burdak, 2007; Minaso-
va, 2000).

It is possible to state that a business presenting
itself on the Internet should consider the design of its
website and functionality; all of this play an impor-
tant role in forming the consumer’s positive opinion
about both the business and its products.

The possibilities of advertising increase on the
Internet

The most visible, most popular and probably
most efficient kind of advertising on the Internet are
the banners. Earlier the banners on the websites were
regarded as something unsuccessful that had ruined
a lot of sale projects. Although it may sound strange
but, according to experts, advertising on the Internet
was an efficient way to promote goods and services.

This way of advertising on the Internet will be
efficient if:
it is not intrusive and does not destroy the ove-
rall design of the site, i.e. it does not contain too
bright, unmatching, fast changing colours, the
banner does not blink too fast, what u is sually
annoying and irritating.

t is informative and clearly allocated to the busi-
ness advertising itself;

provides an opportunity to get to know more about
the merchandise or service advertised without lea-
ving the website where the advert is placed (Zemd-
liauskaité, 2001).

Contextual advertising is the fastest increasing
segment in the world. Now it accounts for 60—70%
of all advertising. It is the kind of advertising when
various ads are placed next to similar information



or search results and to exceptional positions. For
instance, in Google the most effective are the first
references, but as Google comes up with hundreds
of thousands or millions references and priorities are
given to the criteria unknown, it is very difficult to
get there. To get to the first page of search results it
is possible to buy the place, but then the references
will be not among the search results but next to them.
In Lithuania probably the only websites offering con-
textual advertising are asa.lt and anonsas. It placing
information and offers by definite businesses next to
building construction and leisure related information.
As placing contextual advertising involves few crea-
tive solutions and little expense for a definite client,
advertising companies often refuse this sort of work.
It is a common practice in the world that contextual
advertising is sold by resource providers, often cre-
ating self-generating order forms. According to the
Internet Monitor and TGI Net data as of 2007, most
users block the ads on the Net. In Europe about 73%
of users block one or another kind of adverts (for ins-
tance, the pop-ups) and 75% block viewing of absolu-
tely all the banners. Contextual advertising in the se-
arch engines is the most efficient way of advertising
as it is impossible to block (Jeryomenko 2007; Mann,
2007; Shumovich, 2007).

Another opportunity offered by the Internet is
that recently contextual-public relation projects are
taken in. The Internet serves as a much wider (and
cheaper) medium to present the company by using
public relations. As recently the Internet has become
the most popular means of obtaining information,
this has also become the most efficient form of pub-
lic relations. Public relations companies and media
agencies now compete for space in this segment. The
former have more experience in creating public re-
lations projects, while the latter know how to place
them, although both functions can be carried out by
any agency. What we see today is that agencies with
experience in public relations come up with good pro-
jects, but they are poorly publicised, and vice versa,
there is well placed but a dull project by a media agen-
cy. For instance, it is popular to present garments inc-
luding their prices in fashion reviews in magazines or
dressing up the models. However, this could be much
more cheaply moved to the Internet, i.e. to the spe-
cialized fashion resources. Contemporary technical
opportunities offered by the Internet enable presenta-
tion of images at a higher quality and to a wider target
audience, compared to that in the magazine.

Behaviour based target advertising technolo-
gies may generate appearance of most efficient and
attractive ads, also offer staggering opportunities of
image advertising. Geographically target advertising
technologies enable to detect the user’s physical loca-
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tion and increase the efficiency of advertising.
MMORPG are Massive Multiplayer Online
Role-Playing. Also an acronym MMOG (Massive-
ly Multiplayer Online Game) is used. This is one of
the most promising Internet advertising and overall
development trends. Already now a vast amount of
money is involved in this industry, which approxi-
mately corresponds the GDP of such countries as,
for instance, Namibia. All largest Russian internet
companies, including Yandex, Rambler and Mail.
ru started developing their own MMOGs. Lithuania
will soon be one of such countries. According to the
forecasts of the British IGA Partners by 2008 the
global online game market will have grown up to
$1bn. According to J. Krueger (1996), there are ins-
tances when small size enterprises, which “don’t be-
lieve” in advertising, inefficiently and irresponsibly
pay attention to the advertising budget. Moving part
of the company’s advertising budget to the Internet
increases the efficiency of a“multi-channel” adverti-
sing campaign. A survey carried out by /4B group on
MacDonald‘s advertising campaign revealed that an
optimum share of advertising on the Internet makes
up 10-15%. Having increased the cost share from 1
to 13% the brand recognition increased by 8%. From
the very start attendance is defined using the statis-
tical systems of various websites. One of them is
when the visitors’ stream is set using the code, which
analyses the users’ actions. In Lithuania there such
systems as Gemius (http://audience.lt/), hey.It (http://
hey.lt/), various Top 100, popular Google Analytics
(http://www.google.com/analytics/). Another way
is to analyse WWW server logs. Among open code
programmes Analog (http://www.analog.cx/), Weba-
lizer (http://www.mrunix.net/webalizer/) (outdated
but still used), Stone Step Webalizer (http://www.
stonesteps.ca/projects/webalizer/), awstats (http://aw-
stats.sourceforge.net/) should be mentioned. Also a
lot of commercial catalogues exist. In any case, the
same kind of information is analysed, only the way
of obtaining it is different, which also determines the
character of statistical misrepresentatation. Statistical
systems can be easily cheated by imitating a visitor.
For instance, when ADSL connection is used, most
often upon connecting, the user’s computer acquires
a new IP address which is understood as a unique vi-
sitor. Such a visitor may visit several web pages and
open advertising links. Manually it is also possible to
“make” dozens of visitors. It is possible to program
a visitor’s simulator using anonymous WWW proxy
servers, in this way making “visits” more convenient
and faster. This means that having analysed visitors’
frequency it is possible to draw conclusions about ef-
ficient increase of advertising. Also an important fac-
tor determining the increase of Internet advertising is



time of day, on which the user and banner activities
depend. Therefore, optimizing advertising campaigns
according to the time of day may significantly affect
the efficiency of business operations (accessed: 09-
01-2008 http:///www.iks.It).

Another possibility is that each ad is directed
to a narrow target audience. One of the ways to incre-
ase appropriateness is a breakthrough in the field of
advertising outline. In the ideal case the degree of effi-
ciency for each banner as well as the audience charac-
teristics should be measured. Having this information
it is possible to place more efficient ads. This kind of
ads will be useful rather than intrusive (accessed: 02-
01-2008 http://evhead.com).

One of the most efficient forms of Internet ad-
vertising is e-mail. This is the method when an ad is
sent to the addressee by e-mail. Sending e-mail is
the most efficient when it is received by the interes-
ted user.

Mini sites. It is a very widely spread way of ad-
vertising among the catalogue information sources.
Here the advertiser maintains and advertises a small
website with your information, from which you get
directed to your main source. Such way is helpful
in case the user wants to look through the maximum
amount of offers. In mini sites information is presen-
ted mainly in the standard way and this makes com-
prehension easier. A mini site can also function as the
first page, directing the user to the definite pages of
your source. Mini sites can also be used without ha-
ving your own source, and then it serves as the main
carrier of information on the Internet. Such pages can
also be designed for special offers, merchandise or
service (accessed: 22-01-2008, http:///www.iks.It.).

Generalising advertising opportunities on the
Internet it is possible to state that advertising on the
Internet is the latest and still considered as a non-stan-
dard means of Internet marketing. While the Internet
technologies are developing fast and the number of
users is increasing, this kind of advertising is accelera-
ting and each year takes up a larger part of traditional
advertising.

Conclusions

Theoretical survey results revealed that the
Internet is the most popular computer environment
standing out with its unique marketing features and
playing the role of a means of communication, which
unlike the traditional media, is by its nature interac-
tive, flexible and endless, and the global electronic
market with no territorial or time limitations allows
to sell and purchase interactively and thus changes
the possibilities of distribution.

Having reviewed the opportunity increase of-
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fered by the Internet advertising as a contemporary
means of advertising communication we can come to
the conclusion that the Internet evolution is moving
towards collaboration and interactivity. Alongside
with the existing forms of advertising, new online
advertising forms should occur, serving advertising
opportunity increase criteria or models of future ad-
vertising. It is obvious that in the process of online
evolution not only the web services and software is
going to improve, but also the ways of advertising
distribution.

Companies which use the Internet in their mar-
keting programmes present themselves to the world
as modern, understanding the world economy trends
and going “step in step” with time. It is also possible
to state that an important aspect for a business presen-
ting itself on the website is its design, functionality
and text, all of this playing an important role in for-
mulating a positive opinion about the company and
its produce.

The increase of advertising on the Internet is
possible in the following ways: a more efficient use
of banners, increasing the amounts of contextual ad-
vertising, using contextual-public relation projects,
implementing geographically targeted advertising
technologies, behaviour-based target advertising tech-
nologies, the use of MMORPGs, setting the best time
of day, defining the activity of the users and moving
the company’s advertising budget online.

Online advertising opens another space to po-
pularize the company’s name and its produce.
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Interneto, kaip Siuolaikinés reklamos komunikacijos priemonés, plétros galimybés

Santrauka

Siandien drasiai galima teigti, kad rinkodaros ga-
limybes verslui atveria sparti interneto plétra. Internetas
uzkariauja vis didesng¢ imoniy rinkodaros dalj. Tai supran-
tama, nes vis daugiau imoniy rinkodaros specialisty isiti-
king, kad internetas yra rinkodaros komunikacijos kana-
las, leidziantis igyvendinti reklaminius imoniy projektus
gerokai pigiau ir efektyviau. Dazniausiai kaip reklamos ko-
munikacijos priemonés pasitelkiamos interneto svetainés.
Daugelis autoriy pripazista, kad tos imonés, kurios savo
rinkodaroje naudoja interneta, prisistato pasauliui kaip
Siuolaikinés, suprantan¢ios pasaulinés ekonomikos tenden-
cijas ir neatsiliekancios nuo progreso.

Straipsnyje identifikuota probleminé situacija sutei-
kia galimybe¢ suformuluoti moksling problema. Siekiama
i$siaiskinti, kaip interneting reklama padaryti efektyvia
imonés reklamos komunikacijos priemone, kokios galéty
biiti efektyvumo didinimo galimybés. Straipsnio tikslas —

atskleisti interneto, kuris laikytinas Siuolaikinés reklamos
komunikacijos priemone, plétros galimybes.

Vis daugiau jmoniy pasitelkia labai paplitusig inter-
neto priemong — pasaulini tinkla (angl. World Wide Web).
Tai pagrindiné verslo pasaulio komunikacijos priemoné,
padedanti gauti informacijos ir ja keistis su esamais ir po-
tencialiais vartotojais uzsienio valstybése ir Salies viduje.
Interneto, o ypac¢ pasaulinio tinklo, populiarumo didéji-
ma Siandien lemia dar ir tai, kad interneto puslapiai yra
patrauklis ir lengvai pasiekiami, juose informacija patei-
kiama hiperteksto, grafikos, vaizdo bei garso pavidalais.
Pasaulinio tinklo, kuris yra komercinés ziniasklaidos prie-
moné, populiaruma lemia galimybé valdyti informacijos
Saltinius visame pasaulyje. Dar prie$ ketverius ar penke-
rius metus internetas buvo vertinamas pirmiausia kaip
didziulé biblioteka, o svarbiausia jo nauda buvo laikoma
pagalba ieskant reikalingos informacijos bei galimybé ja



pasiekti. Dabar internetas — populiariausia kompiuteriné
aplinka, i§siskirianti unikaliais rinkodaros bruozais ir atlie-
kanti dvejopa vaidmeni:

— tai —nauja komunikacijos priemong, nepanasi i tradici-
nes visuomenés informavimo priemones, nes is prigim-
ties yra interaktyvi, greitai kintanti ir beribé¢;

tai — globali virtuali elektroniné rinka, neturinti jokiy
teritorijos ar laiko apribojimy, ji leidzia interaktyviai
pirkti ir parduoti prekes, kei¢ia paskirstymo galimy-
bes.

Pasak Kenneth C. Laudon, Carol Guercio Traver
(2003), sudarant komunikavimo plana, sickiant didinti
imonés veiklos efektyvuma, reikia atminti du pagrindinius
principus. Pirma, jmon¢ turi pateikti turinio vert¢ informa-
cijos ir idéjy ieSkantiems klientams. Tai sukuria tikéjima,
kad daugelis zmoniy ziliri | interneta kaip i gigantiska
biblioteka ir nepriima arogantisky arba ikyriy tinklalapiy
bei gudrybiy. Visose interneto rinkodaros komunikacijos
rusyse turi biiti laikomasi Sios kultiros. Antra, internetas,
kaip rinkodaros komunikacijos kanalas, skiriasi nuo kitu,
nes klientas nusprendzia tai, kg uzsisakyti, tada, kai perzia-
ri visa medziaga. Vadinasi, lankytojai renkasi ne linijini
kelia, kai jie mato reklamos serija televizijoje, skaito rekla-
minj skelbima Zzurnale ar spaudos pranesima, o daugybés
puslapiy kelia, nes vartotojai prieina prie ivairiy tinklala-
piu. Vadinasi, jimonéms neuztenka vien turéti internetini
puslapi, reikia ji padaryti toki, kad puslapis pristatyty
imong ir sudaryty teigiama vartotojy poziiri i reklamuoja-
mas prekes ar paslaugas.

Matomiausia, populiariausia ir turbtt efektyviau-
siai veikianti reklamos internete forma yra reklaminiai sky-
deliai.

Pasaulyje sparc¢iausiai auga kontekstinés reklamos
apimtis. Jau dabar jos dalis sudaro 60—70 procenty interne-
to reklamos rinkos. Tai toks reklamos budas, kai jvairaus
pobiidzio reklama dedama prie panasaus konteksto infor-
macijos ar paieskos rezultaty ir i i$skirtines pozicijas

Kitas interneto privalumas susijgs su sparciai isisa-
vinamais kontekstiniais ir viesyjy rysiy projektais. Inter-
nete yra gerokai didesnés galimybés placiau (nes pigiau)
pristatyti kompanija naudojant vieSuosius rySius. Pastaruo-
jumetu, internetui daugelyje sri¢iy tapus populiariausia in-
formacijos gavimo priemone, tai gali buti laikoma ir efek-
tyviausia vie$yjy rysiy forma. D¢l vietos Siame segmente
konkuruoja vieSyju rysiy ir ziniasklaidos agentiiros. Vieni
turi daugiau patirties ir gali kurti vieSyju rySiy projektus,
kiti iSmano, kur juos pateikti. Taciau tiek viena, tiek kita
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funkcija gali atlikti bet kuri agentiira. Siandien matoma,
kad vieSyju rysiy patirti turin¢ios agentiiros sukuria gerus
projektus, bet jie blina prastai iSvieSinami. Pasitaiko, kad
gerai pateikiamas nejdomus ziniasklaidos agenttiros projek-
tas. Dabartinés interneto galimybés leidzia vaizda perteikti
kokybiskiau ir didesniam interesanty kiekiui nei zurnale.

Naujos ir elgesiu paremtos tikslinés reklamos tech-
nologijos gali stimuliuoti efektyviausios ir patraukliausios
reklamos atsiradima, taip pat pateikti ispidingy ivaizdzio
reklamos galimybiy.

Geografiskai tikslinés reklamos technologijos
leidzia nustatyti fizing interneto naudotoju buvimo vieta ir
padidinti reklamos efektyvuma.

MMORPG - tai daugiavartotojiski internetiniai
vaidybiniai zaidimai. Taip pat vartojama savoka MMOG
spektyviausiy internetinés reklamos bei apskritai interneto
plétros krypéiu. Jau dabar Sioje pramongje sukasi didziu-
liai pinigai, kurie apytiksliai atitinka bendruosius vidaus
produktus.

Dalies imonés reklamos biudzeto perkélimas i inter-
neta didina ,,daugiakanalés® reklaminés kampanijos efek-
tyvuma.

Interneto naudotojy lankomumas nustatomas naudo-
jant jvairiy tinklalapiy statistikos sistemas. Vienu i§ biidy
lankytojuy srautas nustatomas i svetaing idiegus apskaitos
sistemos koda, kuris analizuoja ateinaciy lankytojy veiks-
mus. ISanalizavus vartotojy lankomuma, galima daryti
prielaidas apie efektyvios reklamos didinima.

Taip pat svarbus veiksnys, lemiantis interneto re-
klamos efektyvumo didéjima, yra paros laikas, nuo kurio
priklauso vartotojy ir reklaminiy skydeliy aktyvumas. Re-
klaminiy kampanijy derinimas su paros laiku gali pagerinti
imonés veiklos efektyvumo rodiklius.

Kiekvienas reklaminis skelbimas galéty biiti nutai-
kytas i tam tikra siaura vartotojy auditorija. Vienas atitinka-
mumo pagerinimo buidy yra protriikis reklamos matmeny
srityje. Idealiu atveju reikia iSmokti iSmatuoti kiekvieno
reklaminio skydelio efektyvumo laipsni.

Apzvelgus interneto reklamos, kaip Siuolaikinés re-
klamos komunikacijos priemonés, plétros galimybes daro-
ma i§vada, kad interneto evoliucija nukreipta i bendradar-
biavima ir interaktyvuma. Salia egzistuojanéiy reklamos
formy turéty atsirasti naujy, kurias bty galima laikyti re-
klamos galimybiy didinimo kriterijais arba ateities rekla-
mos modeliais.



