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Abstract

This study deals with the application of interactive

media in marketing area also the investigation of
relationship between interactive media and marketing.

In order to research the relevant areas, firstly
investigate the definition of marketing and the changing
of marketing strategy’s trends. Secondly,
interactivity and interactive media. This paper suggest

three recommendations for marketing strategy which is

analysis

based on the case study of Wagamama and Uniglo.

The argument presented in this research is that
developments in Interactive Media will change the
marketing practices of organizations.

Marketing as a discipline is not fully matured and
does not fit definitively into the scientific realm. The
Marketing practitioners of the 21st century will need to
have resources allocated in order to conduct research
into developing areas of interactive media and as such
will need to adapt the increasing amounts of data in
order to be able to develop relevant responses and to
ensure the goals and objectives
strategy are met. This paper outlines some of the issues

that will need to be addressed and offers some insight

of the marketing

into possible future developments.

Keyword
Interactivity, Marketing, Interactive Media
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