


“I highly recommend Digital 
Marketing, Strategy & Tactics. 
The book does a great 
job of helping students to 
understand the challenges and 
opportunities of marketing 
in a digital era. It also builds 
upon core marketing concepts 
with a digial lens applied 
— which I appeciate as an 
educator in this too.”

Jennifer B. Barhorst, Ph.D.,  

Marketing Professor,  

College of Charleston
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“Kagan’s book builds both a 
firm foundation across the 
channels of digital marketing 
from search to social media, 
while also diving into the most 
important areas emerging 
today, from influencer 
marketing to mixed and 
augmented reality. It’s a perfect 
guide for someone new to the 
world of digital marketing, 
and a reference manual for 
those with more experience, 
sure to provide insights and 
a new perspective. Kagan’s 
approach ensures a high level 
strategic view while digging 
into practical and tactical 
tools for the digital marketing 
professional.”

Jamyn Edis, VP, Enterprise Data, 

Pearson, Professor – NYU Stern 

School of Business and Columbia 

University

Digital Marketing:  
Strategy & Tactics 3e
Kagan: The irony of writing a book on digital marketing is not lost on 
me. Indeed, as I developed the material that first became the course, then 
became this book, the one constant has always been change. Updating 
lectures the night before, continuously adding innovations from my 
consulting and research as well as “In the News” references to keep my 
lectures fresh and relevant, change is definitely the norm, not the exception.

This, in turn, has forced me to think of digital marketing from 
a principles perspective, and why it is so important to the modern 
professional’s tool kit. This book approaches digital marketing in two 
ways: from the point of view of the strategic thinker … and the tactical 
perspective.

Each chapter is designed to present frameworks for thinking broadly and 
structurally about the channel being discussed, but with many examples and 
exercises to bring the practical deployment of digital marketing into a real 
world focus.

Additionally, it’s my hope that the book can be used not just as the 
backbone text for a foundational digital marketing class, but ultimately 
remixed — to support classes on related topics. Importantly, each chapter 
is supported in another key way. Most chapters have an industry partner 
(or even two) showcasing relevant, active, and successful companies in the 
fields explored throughout the text. They provide applicable support for the 
core text, but even more notably ongoing content for learning, including 
updates on what’s new and noteworthy. We’ve added extensive case studies 
and examples, and tools, resources, and certifications available online to 
supplement and support the lessons from the text, ensuring that it’s always 
applicable and never outdated.

brief contents
Chapter 1 — Digital Marketing and the 4 Ps

Chapter 2 — Search Marketing: Search Engine Optimization

Chapter 3 — Search Marketing: Searching Advertising (PPC)

Chapter 4 — E-mail Marketing

Chapter 5 — Display Advertising: The Basics

Chapter 6 — Display Advertising: Programmatic, Video, and Trends

Chapter 7 — Social Media: Communities and Targeting Advertising

Chapter 8 — Social Media: Content Marketing, Influence, and Amplification

Chapter 9 — Mobile and Its Ongoing Impact

Chapter 10 —  E-Commerce and Shopping: Product Listing Ads, Social Shopping, 
and Retail Media Networks

Chapter 11 — Evolving Business Models

Chapter 12 — Emerging Channels and Opportunities
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each chapter begins by showcasing 

a relevant industry partner in the 

world of digital marketing today 

tools and resources at the end 

of chapters with links to pertinent 

data and information
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sample pages
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charts and tables with the 

latest data in digital marketing

images showing the 

latest technology

sample pages
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sample pages
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supplemental materials for  
students and faculty
For faculty, we provide a comprehensive selection of visuals in the form of 
PowerPoints, lecture guides with class exercises and teaching notes, and test 
questions for each chapter. Students, faculty, and practitioners can access 
both primary and secondary source documents and research to enhance 
their knowledge, new examples and visuals as they are published and other 
updates tied to the Tools and Resources available at the end of chapters in the 
book — visit www.wessexlearning.com.

sample PPT slides

instructor lecture guide
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