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Impact of the Internet on Customers' Thinking
Without many considerations, it is a matter of the fact that the internet has significantly influenced the thinking pattern of both marketers and consumers. Many of the things that people used to do physically are now doing them online. Banking, shopping, surfing, and trading are some of the things that used to be done physically but are now doing them via the internet. Despite all these advantages, it also has some of its pitfalls.
With the availability of the internet, customers can now be easily accessible since most of them are on these online platforms. The internet has enabled marketers to have a larger audience due to most of its users (Chen & Lin, 2015). The reason why this proves to be useful is that the customers have greater content access since they can switch between brands and, in the end, get the best product for their budget. Such sites include Etsy, eBay, Amazon, among others (Chen & Lin, 2015). In these situations, the sellers do not have to pay enormous prices for rent, but instead, they look storage place that is price-convenient. All these have been possible due to the internet. 
On the side of the online platforms' owners, the internet has been a significant boost to them. One way this has been possible is by providing a platform for businesses to market their products. Google and Facebook, according to Boateng and Narteh (2016), are good examples of such internet-enabled platforms where they can generate revenue by providing platforms for businesses to market their products. It is an area that most companies have to pursue in the long run. 
One pitfall about the internet is privacy. Most sites will either track you and get your personal information or even request it from you. Although they give assurance that it won’t be misused, it is a great privacy issue. This issue is a significant one since some sites misuse the information, all to the disadvantage of the online users.
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