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Digital Media Advertising of Goods and Services
The following is an evaluation of marketing strategies of 3 companies.
The first organization is the McKee Foods. Despite wide range of products and services offered by McKee foods, this paper will center on Little Debbie cakes and distribution services. McKee Foods embraces digital technology to represent its services to the consumer market. The symbol of little Debbie is the photo of the company’s executive vice president and the granddaughter of the founder when she was only three years . The significance of the symbol is the historical importance of the cake. 
The company has now embraced digital media advertising such as twitter and Facebook. For instance, an employee posted a tweet praising the Little Debbie snack and generated over 25 million impressions. The company uses catchy information like, “parting with one of the Little Debbie snack brands will be such sweet sorrow” (Mangold, 2016). In addition the company offer services like distribution to consumers and partner companies. However, in advertisement of the services, the McKee Foods include the Little Debbie logo and the word McKee Food distribution services
The second company is Coca-Cola.  The company produces carbonated soft drinks and offers support services like distribution. The Coca-Cola Company is one of the companies to successfully embrace digital media marketing . The most popular digital marketing initiatives are the love story and taste the feeling. The symbol of the company is the name Coca-Cola with typeface Spenserian script which was a crucial form of advertising in the 19th century when the Symbol was crafted. The importance of love story is that it attracts many groups of all demographic groups who are interested in the maintaining a clean environment which the love story entails in recycling the plastic bottles. 
In addition, the taste feeling advertisement which was launched in 2016 as an improvement for the previous Open happiness Tagline is crucial in attracting more clients of all demographics in all countries. International agencies helped promote the taste the feeling through digital media and 10TV commercials. On the other hand, to differentiate its goods and services, Coca-Cola Company uses the name Coca-Cola distributor services. Therefore, the difference between service and goods in the Coca-Cola Company is the name symbol. 
The third company is the Apple Company. The symbol of the company is a bitten Apple which symbolizes knowledge according to designer Rob Janoff. The importance of the symbol is that it attracts many customers in search of knowledge and user experience . The focus of this paper is on Apple phone and professional software applications. The symbol for software applications is concentric ring on a white background which implies that the company wants every user to enjoy the bright moments of technology. From to 2016, the Apple Company has embraced digital media marketing such as twitter and Facebook to advertise its products and services. 
To distinguish between the phone and the software, the apple company uses a logo of a bitten apple and the symbol of a concentric ring on a white surface to represent the software services. The targeted demographic group by this company is the Millennial which is the group between 18-36 years. It is the group which has embraced technology and thus will purchase items related to high technological advance. The symbol of the apple which implies great knowledge and the symbol of concentric ring which implies modern technology experience are the ideal matches of 18-36 demographic groups .
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