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Abstract: (1) Context: There is large evidence in the literature that digitalisation improves the market
performance of enterprises and, as a consequence, it helps the growth of their businesses. Through digital
platforms companies connect with people, improve awareness of their brands, influence consumer’s
attitudes, collect feedback from them, improve products and services on sale and, at last, increase their
incomes. (2) Method: We carried out a context analysis on the current status of research related to digital
platforms in order to identify their distinguishing "dimensions" and then, come up with a sound definition
for the IT-platform concept. (3) Results: In light of the study of the literature, it was possible: (a) to set
the IT components necessary to build a digital platform suitable to support companies in implementing
the Informative Marketing strategy; (b) to detail a process that implements such a marketing strategy by
means of a adopted actual digital platform.

Keywords: Informative Marketing; Technological Platform, Process

1. Introduction

Billions of people around the world spend every day an increasing amount of time online searching
for information about products and services. Two conditions must be satisfied so that a consumer chooses
a specific brand among many: (a) the brand must be in his choice set; (b) the brand must be preferred
over the other brands in the choice set. The main finding of Clark et al. [1], got by using data on three
hundred brands across 19 categories, was that advertising expenditures have a significant positive effect
on brand awareness but no significant effect on perceived quality. Based on this, Clark et al. conclude that
providing basic information should be the dominant role of advertising. This typology of advertising is
called In f ormational in [2] and described as follows. The informational message strategy presents f actual
product/services information in clear and concrete terms. Informational messages enable consumers
to objectively assess the benefits, functional attributes, and applications of products and services. This
message strategy is rationally oriented, informing consumers about how products/services can solve their
problems or fulfil their needs. In summary, from [2] it follows that for an advertisement to be judged
informational it must reflect the following characteristics: (a) present factual, relevant information about
the brand; (b) contains information which is important to the potential consumer; (c) mentions verifiable
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data. Obviously, in order for an informational advertisement to become in f ormative the message must be
perceived as such by consumers. The notion of Informational Marketing discussed in [3] is built on top of
the notion of Informational Advertising in [2].

There is large evidence in the literature that digitalisation improves the market performance of
enterprises and, as a consequence, it helps the growth of their businesses. The interface between producers
and consumers is the digital platform. The final goal of our industrial project is to make available to the
potential stakeholders a generator of digital platforms that implements the emerging low-code paradigm. In
other words, by making recourse to such a generator, potential stakeholders will be able to instantiate by
themselves the digital platform that best responds to the needs of their businesses. The work by Sanchis et
al. [4], for example, emphasises the role of the low-code paradigm as an enabler of digital transformation
in the Manufacturing Industry.

This study builds upon two research questions:
RQ1. What is the current status of research related to digital platforms?
RQ2. What are the IT components necessary to build a digital platform suitable to support companies in
implementing an Informative Marketing (IM) strategy?

The present paper provides an answer to both questions above, moreover it details the process that
implements the IM strategy by means of a specific architecture of the digital platform. We use the adjective
informative instead of informational because the advertisings about the product/service are sent to a
community of ad hoc recruited stakeholders, therefore we can assume as relevant the information they
receive. Overall, the present short paper is an implementation-oriented contribution in the Information
System area of modern enterprises.

2. Methods

Digital platforms are a pervasive technology that is transforming the ways in which products and
services are produced and consumed. As a consequence a large body of research has been devoted to this
topic. Tiwana (2014) [5], Sun et al. (2015) [6], Parker et al. (2016) [7], de Reuver et al. (2017) [8], Asadullah
et al. (2018) [9], Hein et al. (2019) [10], and Hein et al. (2020) [11] is an incomplete list of recent papers the
reader may refer to. Scholars from various disciplines have adopted different perspectives about digital
platforms. The consequence is the lack of a common understanding (both in research and industry) about
the meaning of the term platform, even when it is related to a specific domain. This is the case, for instance,
of the IT domain, as pointed out by Sun et al. [6].

As the first step of our research, we carried out a context analysis on the current status of research
related to digital platforms in order to identify their distinguishing "dimensions" and then, come up with a
sound definition for the IT-platform concept. The conclusion of this investigation can be summarised as
follows. In this paper we adopt the IT-platform conceptual model given by Sun et al. (2015) [6] (see Fig. 1),
as a result of the review of 132 relevant articles, and the linked definition they propose: "An IT-platform is
defined as comprised of a technological base on which complementary add-ons can interoperate, following
standards and allowing for transactions amongst stakeholders, within the platform-centric ecosystem." The
six concepts (called dimensions in [6]), part of the previous definition, are briefly recalled below.

The technological base is the foundation that allows the development of add-ons. A standard is a set of
rules enabling developers to interact with the technological base. An add − on is a software module that
connects to the technological base to add functionality. Interoperability allows the interaction between a
technological base and the add-ons. Transactions denote the interactions within an IT-platform "ecosystem".
Governance concerns policies, structures, processes, and mechanisms involved in managing an IT-platform.
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Figure 1. An IT-platform conceptual model [6].

"Ecosystem" is a further concept developed around digital platforms [5]. A digital platform ecosystem
consists of two major elements: the platform and the complementary add-ons. The ecosystem comprises
platform owners, developers, and consumers.

3. Results and Discussion

The platform conceptual model proposed by Sun et al. [6] is an abstract digital platform since its
definition is independent of the actual IT technologies that might be used to instantiate their model. Next
section introduces an actual digital platform that instantiates the abstract one.

3.1. The Technological Platform

Fig.2 shows our instantiation of the platform conceptual model of Fig.1, while Fig.3 shows the
components of the InfoMk Technological Base. (In f oMk stands for Informative Marketing.) The basic
constraint for the realization of the InfoMk Technological platform is that the Technological Base refers to
either a single product/service or to a single category of products/services. The InfoMk Technological
Base is a website developed with Microsoft.net technology, on top of a Microsoft SQLServer database.

The website technology is the "heart" of the digital platform of Fig.2. Websites are still largely used
across companies all over the world. Below, we mention two studies of 2020 that confirm such a claim. As
the first example, it is worth mentioning the study by Sharma et al. [12]. They have explored the digital
marketing tools used by small travel agencies in Dheli (India). Most of the respondents said that a website
is a must. Travel companies use websites for creating their presence in the online market. "Findings
revealed that website is not only for communicating with consumers but is also a tool for authentication.
The website assures that the travel suppliers are genuine and is not fly by night kind of company." The
study by Said et al. [13] assessed the direct-to-consumer digital marketing technologies (in terms of
prevalence and effectiveness) more often adopted in Saudi Arabia by pharmaceutical companies for their
promotions. Healthcare websites, social media networks, emails, and webinars/webcasts were analysed in
the study. According to Said et al., pharmaceutical companies are becoming the main drivers in the Country
of introducing digital technologies in the healthcare sector in the search for more effective communication
with consumers. The research findings showed that, according to the respondents (i.e., pharmacists and
consumers), pharmaceutical promotional tools were more prevalent on healthcare websites. The authors
state that these results are in line with previous studies in the same domain.
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Figure 2. The In f oMk technological platform.

Figure 3. The components of the In f oMk technological base.

Below, we briefly describe the components in Fig.3. Landing pages are single webpages that are focused
on one goal (typically the presentation of a product/service). The goal is pursued through any number of
different actions (e.g., sign up for a free trial, register for a webinar, etc). The landing page may contains
text, an audio file, and/or a video. Opt-in pages (formerly referred to as "subscribe" pages) are webpages
where the visitor can subscribe to receive communications (e.g., newsletters or promotional emails). Opt-in
pages are a concise landing page focused on getting the email address (and hopefully the name and/or
the phone number) of the visitor. Building an email list is one of the most important things companies can
do to transform web traffic into marketable contacts. Opt-in pages contains a short text, an image and
a "call to action" button. A typical Thank you page consists of saying thank you for subscribing to your
service or buying your software or whatever the Opt-in page is about. But, other than the obvious message,
an effective Thank you page also tells customers what they should expect next, it should present them
with another action they can take that can add value to something they already have and it should guide
the customers as to what they should do next. Autoresponder is a software module designed to deliver
tailored emails to a list of contacts on a scheduled basis. The Sales page contains the detailed description of
the product/service, the selling price and, optionally, a promotional policy. The Sales page is linked to the
e-commerce portal. This latter is external to the InfoMk technological platform (Fig.2). All data supporting
the previous described components are stored into an SQLServer database.

The Add-ons of the InfoMk Technological Platform are the four components of Fig.2: (a) Apps Mobile
(Android and iOs); (b) Social Media Subsystems (for the management and publication of the messages); (c)
Search Engine Subsystems (for the management and publication of the ads), and an e-commerce subsystem.
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The Search Engine Subsystem includes a Search Engine Optimization module. The role of such a module
on keeping the user on the site is well-known (see, for instance, [14]).

3.2. The IM Process

This section describes the steps of the IM process based on the adoption of the Technological Platform
of Sec.3.1. Preliminarily it is necessary to accomplish the following activities:

A1 installation of the InfoMk-Technological-Base;
A2 choice of the product/service to be promoted/selled;
A3 creation of the information content (i.e., audio/video-reports) that describes the chosen

product/service. The messages must have the three characteristics mentioned in Sec.1, namely: (i)
present factual, relevant information about the brand; (ii) contains information which is important to
the prospective consumer; (iii) shows verifiable data;

A4 writing of a certain number of emails to be addressed to the prospective stakeholders;
A5 set up a date schedule for the emails;
A6 creation of the Opt-in page, Thank you page, Landing page and Sales page about the chosen

product/service.

The IM process is the following. The first step is devoted to attract and recruit stakeholders in order to
build a brand community [15] (to be stored into the SQLServer database). The discussion of the methods and
principles that guide the construction of communities is out of scope. The adopted community structure is
of type Guru [16]. This step begins by sending a message and/or an advertising and/or a SEO campaign
through digital channels. The goal is to attract prospective consumers to the Opt-in page, the entry point
of the InfoMk Technological base. Downstream of the Opt-in page, the flow of the IM process proceeds as
described by the arrows in Fig.4. That is, the stakeholder receives an email of thanks, then he is brought to
the Landing page where he finds further information about the product/service in addition to the link for
downloading the first informative audio/video report. At this point, the Autoresponder must be activated,
which will be responsible for sending the email sequence to the stakeholders according to the chosen
timing (A5). Some of the emails in the sequence may contain the link for downloading further informative
audio/video reports.

Figure 4. The IM process.

4. Conclusions and Future Work

This short paper reported about the preliminary steps of an industrial project aiming at releasing a
generator of digital platforms that implements the emerging low-code paradigm. Initially, we investigated
the state of the art about digital platforms. At the end of this phase, we decided to adopt the IT-platform
conceptual model given by Sun et al. [6] because it offers a sound and general base to start from. This
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study made two contributions. First, we instantiated the abstract platform by means of well-known digital
technologies; then we detailed the process that implements the Informative Marketing strategy on top of the
proposed digital platform.

The architecture of the actual digital platform and the adopted digital technologies make it suitable
both for companies whose primary goal is selling and hence making profit, as well as, for example, for
national institutes of health to promote campaigns on healthy (and sustainable) food consumption. In
connection with the latter point, Formoso et al. (2020) [17] pointed out that the aspects of the “food
system” to be taken into account to promote a correct food consumption besides production, processing,
distribution, labelling, promotion, concern the marketing strategies. Implementing the IM strategy is a
fundamental tile in this complex puzzle since it can steer consumers towards an informed choice of healthy
(and sustainable) food consumption.

As future work, first of all we plan to enrich the functionality of the proposed technological platform
so that it can interact with all the available digital tools (among the others, smart watches). Our second
goal is to provide support to producers in building and interacting with different types of communities.
As mentioned in the Introduction, the final aim of the industrial project is to deliver a generator of the
proposed actual digital platform.
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