


Drip marketing, a modern marketing strategy, holds profound similarity in its essence to an eighteenth century high Victorian publication method called Serialised Fiction. This paper seeks to bring out these similarities in style and structure between the two to understand the economic effect of radical marketing ideas on the audience and consumers.
Drip marketing basically relies on releasing information in parts to sustain the heightened curiosity of the consumers towards a new product. It usually involves sending  text messages or emails in a sustained manner and they are usually pre-timed. It releases information about the product in parts encompassing the product utility, design and efficiency,  user manual, pricing and offers designed to nudge the customer towards a purchase. These messages and emails are sent on sign ins, or during user inactivity. For instance, food delivery apps sending customers timed messages based on user inactivity by highlighting new restaurants or food  items to arouse their interest again. It works on all products and has become a common trigger used in the marketing world today. 
Compare that with the eighteenth century publishing strategy in England. In the Victorian period the publishers opted to release a new book in parts by including stand alone chapters in periodicals, magazines and newspapers over a certain period of time before the novel was finally published in book form. This is akin to drip marketing with a similar target of nudging the audience towards a certain author or novel. Each chapter was designed to include a suspenseful ending in order to keep  the reader curious and capture his attention towards the novel in question. Even the most popular novelists of the period like Charles Dickens chose to publish their novel in the serialised form. This strategy also boosted the sales of periodicals, magazines and newspapers along with the eventual sale of the novel in book form. 
One reason for the success  of such marketing and publishing trends could be the reduced attention span of the audience/consumers. It requires constant reminders and nudges to spawn a person’s interest in the modern world with its many distractions. Add to that the heightened competition and a flurry of products that keep getting updated in a very short span of time. Tradition marketing like newspaper advertisements or postering just doesn’t cut it anymore and with technology becoming an indispensable part of a person’s life drip marketing proves to be a more effective form of marketing a product. The number of hours we spend on our phones necessitated an innovative style of marketing much similar to serialised fiction since the eighteenth century reader base were more engrossed in reading periodicals and magazines due to the cost factor and also to a certain extent the attention span. Victorian period was fuelled by rapid changes and technological advancements much like the modern day. In fact, many of the inventions that are a household name today find their origin in this period. Therefore the similarity between the two trends and economic effectiveness of the two strategies.


