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OBJECTIVEwOFwTHEwSTUDY

TowstudywthewconceptwofwDigitalwMarketingwinwIndiawandwitswapplicabilitywto
wvariouswemergingwfacetswofwthewIndianweconomy.
TowanalyzewthewDigitalwMarketingwtechniqueswinwIndia.w

Towstudywthewopportunitieswandwchallengeswfacedwbywthewdigitalwmarketingwsector
winwIndia.



INTRODUCTION

WHATwISwDIGITALwMARKETING?w

Inwoversimplifiedwterms,wadvancedwadvertisingwiswthewadvancementwofwitemswor
wbrandswbywmeanswofwatwleastwonewtypeswofwelectronicwmedia.wComputerized
wshowcasingwvarieswfromwcustomarywpromotingwinwthatwitwincludeswthewutilization
wofwchannelswandwtechniqueswthatwempowerwanwassociationwtowbreakwdown
wadvertisingweffortswandwcomprehendwwhatwiswworkingwandwwhatwisn'tw–wregularly
wcontinuously.w

Advancedwadvertiserswscreenwthingswlikewwhatwiswbeingwseen,whowwregularlywand
wforwtowwhatwextent,wdealswtransformations,wwhatwsubstancewworkswandwdoesn't
wwork,wandwsowforth.wWhilewthewInternetwis,wmaybe,wthewstationwmostwfirmly
wconnectedwwithwcomputerizedwadvertising,wotherswincorporatewremotewcontent
winforming,wversatilewtexting,wportablewapplications,wwebcasts,welectronicwbulletins,
wadvancedwTVwandwradiowchannels,wandwsowon.w

WHYwDIGITALwMARKETINGwISwIMPORTANTw

Computerizedwmediawiswinescapablewtowsuchwanwextentwthatwpurchaserswapproach
wdatawwheneverwandwwhereverwtheywneedwit.wGonewarewthewdayswwhenwthe
wmessageswindividualswgotwaboutwyourwitemsworwadministrationsworiginatedwfrom
wyouwandwcomprisedwofwjustwwhatwyouwneededwthemwtowknow.wAdvancedwmediawis
wanwever-developingwwellspringwofwamusement,wnews,wshoppingwandwsocial
wassociation,wandwbuyerswarewpresentlywpresentedwnotwsimplywtowwhatwyour
worganizationwsayswaboutwyourwimage,whoweverwwhatwthewmedia,wcompanions,
wfamilywmembers,wpeers,wandwsowon.,warewstatingwtoo.wFurthermore,wtheyware
wboundwtowtrustwthemwthanwyou.wIndividualswneedwbrandswtheywcanwtrust,
worganizationswthatwknowwthem,winterchangeswthatwarewcustomizedwandwpertinent,
wandwofferswcustom-madewtowtheirwnecessitieswandwinclinations.w

OverseewCUSTOMERwRELATIONSHIPSwACROSSwALLwCHANNELSw

Computerizedwshowcasingwandwitswrelatedwchannelswarewsignificantw–wyetwnotwto
wthewavoidancewofwallwelse.wIt'swinsufficientwtowsimplywknowwyourwclients;wyou
wshouldwrealizewthemwbetterwthanwanywotherwpersonwsowyouwcanwspeakwwithwthem
wwhere,wwhenwandwhowwtheywarewgenerallywresponsivewtowyourwmessage.wTowdo
wthat,wyouwneedwawunitedwperspectivewonwclientwinclinationswandwdesireswoverwall
wchannelsw–wWeb,wwebwbasedwlife,wportable,wregularwpostalwmail,wretailwlocation,
wandwsowforth.wAdvertiserswcanwutilizewthiswdatawtowmakewandwenvisionwsteady,
wplannedwclientwencounterswthatwwillwmovewclientswalongwinwthewpurchasingwcycle.
wThewmorewprofoundwyourwunderstandingwintowclientwconductwandwinclinations,wthe
walmostwcertainwyouwarewtowconnectwwithwthemwinwrewardingwcooperations.w

DifficultieswFACINGwDIGITALwMARKETERSw

•wProliferationwofwadvancedwchannels:-wConsumerswutilizewvariouswcomputerized
wchannelswandwanwassortmentwofwgadgetswthatwutilizationwvariouswconventions,



wparticularswandwinterfacesw–wandwtheywcollaboratewwithwthosewgadgetswinwvarious
wmannerswandwforwvariouswpurposes.w

•wIntensifyingwrivalry:-wDigitalwchannelswarewmoderatelywmodest,wcontrastedwand
wconventionalwmedia,wmakingwthemwclosewenoughwforwallwintentswandwpurposes
weachwbusinesswofweachwsize.wThus,wit'swturningwintowmuchwharderwtowcatch
wcustomers'wconsideration.w

•wExplodingwinformationwvolumes:-wConsumerswabandonwawcolossalwpathwof
winformationwinwadvancedwchannels.wIt'swincrediblywhardwtowunderstandwsuch
winformation,wjustwaswlocatewthewcorrectwinformationwinsidewdetonatingwinformation
wvolumeswthatwcanwassistwyouwwithwsettlingwonwthewcorrectwchoices.w

THREEwKEYSwTOwDIGITALwMARKETINGwSUCCESSw

Allwinwall,wwhatwdoeswitwtakewtowdowadvancedwadvertisingwright?wHerewarewthree
wkeyswtowadvancedwadvertisingwachievement:w

•wManagewcomplexwclientwconnectionswoverwanwassortmentwofwchannelsw–wboth
wcomputerizedwandwconventional.w

•wRespondwtowandwstartwdynamicwclientwcommunications.w

•wExtractwanwincentivewfromwenormouswinformationwtowsettlewonwbetterwchoices
wquicker.w

AdvancedwMARKETING-OPPORTUNITIESwANDwCHALLENGESw

Advancedwinnovationwhaswalteredwthe"wworldwaswatwnowotherwtime.wQuickwchanges
whavewoccurredwinwthewworldwidewsituation.wThewcommitmentwofwdatawand
wcorrespondencewinnovationwhaswbeenwcriticalwaswfarwaswsalarywandwprofit,
wdevelopmentwandwworkwage.wIndiawaswwell,whaswseenwanwextraordinary
wdevelopmentwinwitswfield.wThewDesktopwPCwshowcasewnettedw22.9wlakhwunits
wenrollingwawdevelopmentwofw37%woverwthewearlierwyear.wPCwdealswhadwtimedwa
wnegativewdevelopmentwofw11w%winwthewFYw2018-19woverwthatwofw2017-18.wInwany
wcase,wthewlightwITwutilizationwsawwinwthewFirst-50%wofwincreasedwmorewprominent
wforcewinwthewSecondwhalf,wbringingwaboutwthewpresentwdevelopment.wWithwhearty
wdevelopmentwprospects,wthewITwadvertisewiswrequiredwtowdevelopwatw18%winwFY
w2018-19wandwPCwdealswarewreliedwuponwtowcrossw27wlakhwunits.wWithwitwspending
wmovingwtowardswarrangementswaswopposedwtowitems,wthewITwadministrations
wadvertisewiswrequiredwtowobservewawsoundwdevelopment.wMerchantwactivities,
wcombinedwwithwend-clientwmindfulnesswandwpremium,wpromptedwthiswupsurgewin
wthewmarketwexerciseswforwadvancedwcamera.w



Whatwiswthewfatewofwthiswmarket?wWhatwiswdrivingwthewdevelopmentwinwthe
wmarket?w

•wIncreasedwcorporatewutilizationwdriveswdeals.w

•wContinuedwlightnesswtowmovewdealswtowoverw2.7wmillionwunitswinw2018-19w

•wPCwbuywinwthewTopw4wmetroswrepresentedw53%wofwthewallwoutwPCwadvertise.wThis
wiswdownwfromw56%wwatchedwin2018-19;wbewthatwaswitwmay,winwoutrightwtermswthe
wdealswdevelopedwbyw30%.wInwthewBusinesswSegment,wdespitewthewfactwthatwthe
wTopw4wMetroswrepresentedwthewmostwextremewPCwdeals,wtheirwofferwdeclined
wfromw60%winw2018-19wtow52%.wAnywaywutilizationwinwthiswportionwdevelopedwby
w24%.wThewextentwofwdealswtowlittlerwtownswexpandedwaltogetherwfromw29%win
w2018-19wtow39%winw2019w

•wSaleswtowthewHouseholdwSegmentwadditionallywsawwdevelopmentwofw16%w-wSEC
wAwkeptwonwrulingwthewmarketwwithw45%wpiecewofwthewoverallwindustrywinw2018-19
wSECwC,wwhichwrosewaswawbuyerwjustw2018-19,wrepresentedw24%wdealswinwthe
wfamilywunitswshowcase.wSECwBwrepresentedw31%wofwthewdeals.w

•wThewgeneralwintroducedwbasewofwPDAswinwthewnationwisw13,892wunits;wwhile
w3,734wunitswwerewsoldwinwH2.wPDAwutilizationwiswpackedwinwthewbestw4wurban
wcommunities,wrepresentingw57%wofwthewallwoutwmarket.wUtilizationwofwPDAswwas
wmostwnoteworthywinwthewadministrationswsegment,wwhichwrepresentedw81w%wof
wthewmarket,wfabricatingwpartwrepresentedwanotherw18%.w

•wThewServerwshowcasewgreww11w%winw2018-19wThewTopw4wMetroswrepresented
w78%wofwthewabsolutewserverwdealswwhilewtheirwutilizationwexpandedwbyw15%.wDeals
wofwserverswtowthewlittlerworganizationswdevelopedwbyw46%,wtheywrepresentedw28%
wofwthewgeneralwserverwdeals.wEnormouswBusinesseswrepresentedw41w%wofwthe
wdeals,wanywaywthewdealswdeclinedwbyw14%woverwthewearlierwyear.wMedium
wundertakingswrepresentedw31w%wofwthewbusiness,wbecomingw36%.w

Sincew1994,wthewIndianwITwIndustrywdevelopswsomewherewinwthewrangewofw40%wand



whalfweverywyear.wItswturnoverwwaswUS$w8.7wbillionwforwthewyearwfinishedwinwJune
w2000wandwshouldwreachwUS$w12wbillionwofweveryw2000-2001.wThewbusiness
wAssociationw(Nasscom)wobjectivewiswtowarrivewatwawUS$w90wbillionwturnoverwin
w2008.wITwiswthewspecializationwpermittingwIndiawtowenterwpresentwdaywworldwide
wmarkets.wAtwthewneighborhoodwlevel,wdifferentwinvestigationswhavewexhibitedwthe
wsignificancewofwpositivewexternalitieswrelatedwwithwitswadvancementwbunches.wThe
wintriguingwissuewinwregardswtowIndiawiswthat,winwviewwofwthewshortcomingwofwthe
wcustomarywmodernwsegments,wITwbusinesseswassumewawprevailingwjobwin
wconnectingwthewnationwwithwthewworldwidewmarketwdevelopment,wprominently
wthrough:w

•wBuildingwupwanwupperwhandwonwworldwidewmarketsw

•wSettingwupwworldwideworganizationswandwglobalwbusinesswsystemsw

•wPullingwupwthewlocalwtelecomwframeworkwandwtrainingwframeworkw

•wPromotingwneighborhoodwmechanicalwapproachesw

•wSupportingwthewopening-upwofwanweconomywfixatedwonwimport-replacement.w

Awlargewportionwofwthewpreparation,wparticularlywforwprogrammingwdialectswwill
wutilizewPCs,wInternetwassociationswandwpresumably,we-learningwprograms.wThis
wmarketwwillwupgradewthewentrancewofwthewInternetwnationwastute.w

WritingwREVIEWw

ExchangewOFwCOMMERCEw

Tradewhaswadvancedwthroughoutwthewhundredswofwyears.wPrecedingwthe
wadvancementwofwcashwitwwaswawbasicw"hitterwprocess"wwherewthingswcouldwbe
wtraded,wsamewmilkwforwgrains.wThewdevelopmentwofwcashwcarriedwwithwit,wthewidea
wofwaw"commercialwcenter".wInwawcommercialwcenter,wtradewiswanwelementwofwfour
wP's.wThesewwholewfourwsegmentswassumewawfundamentalwjobwinwanwexchangewto
whappen.wVariouswmixeswofw4wP'swdecidewvariouswtypeswofwtrade.wWhenwthe
wcommercialwcenterwappeared,wawcouplewofwpioneerswunderstoodwthatwindividuals
wwouldwbewpreparedwtowpaywextrawonwthewoffwchancewthatwtheywcouldwconvey
witemswatwclient'swentrywaywsteps.wAwslightwadjustmentwatwcostwandwspotwletwto
wthewaccommodationwofwgettingwitemswatwtherewhomes.wThiswideawcharmedwthe
wclientswandwinwthiswmanner,wthewideawofw"roadwmerchants"wwaswconceived.wAtwthe
wpointwwhenwthewpostalwframeworkwappearedwthewdealerswchosewtowtake
wadvantagewofwthewnewwchancewandwbeganwutilizingwmailerswgivingwdepictionwof
wtherewitems.wItwpromptedwthewideawofw"mailwrequestwlisting".wFromwhere,wthe
wadvancementwofwthew"mailworderwshopping"worganizewwaswinescapablewwithwthe
wimprovementwofwmediawvehicles.wThewmostwrecentwagewofwbusinesswiswonewthat
wshouldwbewpossiblewoverwthewweb.wWebwgiveswawvirtualwstagewwherewdealerswand
wpurchaserswcanwcomewinwcontactwavailablewtowbewpurchasedwandwacquisitionwof
wproductswandwservice.



Therewarew2wdistinctwtypeswofwadvancedwadvertising,weverywonewofwwhichwhas
wtheirwupsideswandwdownsides:w

•wPullwDigitalwMarketing:-wPullwadvancedwadvertisingwinnovationswincludewthewclient
wsearchingwoutwandwstraightforwardlywgetw(orwpull)wthewsubstance.wSite/siteswand
wgushingwmediaw(soundwandwvideo)warewgenuinewinstanceswofwthis.wInweverywone
wofwthesewmodels,wclientswhavewawparticularwconnectionw(URL)wtowseewthe
wsubstance.w

AceswofwPullwDigitalwMarketingw

❖wNowlimitationswaswfarwaswsortwofwsubstanceworwsizewaswthewclientwfigurewout
wwhatwtheywneed.w



❖wNowinnovationwrequiredwtowsendwthewsubstance,wjustwtowstore/showwit.w

❖wNowguidelinesworwpickwinwprocesswrequired.w

CONSwofwPullwDigitalwMarketingw

❖wConsiderablewpromotingwexertionwrequiredwforwclientswtowdiscoverwthe
wmessage/content.w

❖wLimitedwfollowingwcapacitiesw-wjustwallwoutwdownloads,wonlinewvisits,wandwsowon.
w

❖wNowpersonalizationw-wcontentwiswgottenwandwseenwthewequivalentwoverwall
wcrowdsw

•wPushwDigitalwMarketing:-wPushwadvancedwpromotingwinnovationswincludewboth
wthewadvertiserw(makerwofwthewmessage)wjustwaswthewbeneficiariesw(thewclient).
wEmail,wSMS,wRSSwarewinstanceswofwpushwcomputerizedwpromoting.wInweverywone
wofwthesewmodels,wthewadvertiserwneedswtowsendw(push)wthewmessageswtowthe
wclientsw(endorsers)wallwtogetherwforwthewmessagewtowbewgotten.w

ProfessionalswofwPushwDigitalwMarketing.

❖wCanwbewcustomizedwmessageswgotwcanwbewexceptionallywfocusedwonwand
wexplicitwtowchosewmodelsw-wlikewanwextraordinarywproposalwforwfemales,w21wyears
wofwageworwoverwandwlivingwinwCalifornia.w

❖wDetailedwfollowingwandwrevealingw-wadvertiserswcanwseewwhatwnumberwof
windividualswsawwtheirwmessagewaswwellwaswexplicitwdatawaboutweverywclient,wfor
wexample,wtheirwnamewjustwaswsegmentwandwpsychographic.w

❖wHighwReturnwonwInvestmentw(ROI)wconceivablew-wwheneverwexecutedwthewcorrect
wway,wpushwinformingwcanwhelpwdrivewnewwincomewjustwaswbrandwfortification.

CONSwofwPushwDigitalwMarketing.
❖Compliancewissuew-weachwpushwinformingwinnovationwhaswitswownwarrangement
wofwguidelines,wfromwminorw(RSS)wtowintenselywcontrolledw(emailwandwcontent
winforming).w

❖Requireswinstrumentwtowconveywcontentw-wthewadvertiserwneedswtowutilizewan
wapplicationwtowsendwthewmessage,wfromwanwemailwpromotingwframeworkwtowRSS
wfeeders.w

UtilizationwOFwE-COMMERCEwINwINDIAw–wAwDEMANDwSIDEwPERSPECTIVEw

SincewthewpresentationwofwE-Commerce,wtherewhavewbeenwbanterswonwfatewofwits
wpossibilitieswinwIndia.wWouldwitwbewasweffectivewallwthingswconsideredwinwUSworwis
witwawdelusionwthatwpullswinwnumerouswhoweverwofferswnothingwbeneficial?
wSufficientlywgenuine;wthewplayerswinwthewonlinewcommercialwcenterwarewaswyet
wbattlingwtowsettlewwithwanweffectivewplanwofwaction.wThewgreaterwpartwofwthemware
wagreeingwtowAdvertisingwModel,wtrustingwitwwouldwhelpwthemwbreakeven.wBewthat
waswitwmay,wtowdevelopwpast,wmostwofwthewincomewshouldwbewproducedwfrom



wclients.wClientswthenwagain,whavewbecomewdecisionwspoilt.wTherewiswnowdeficiency
wofwcontributionswforwthem.wTheywskipwfromwonewdealerwtowotherwlookingwforwbest
warrangementswinwthewnormalizedwitemswshowcase.wInwthiswsegment,wwewwould,
wcenterwaroundwthewutilizationwofwE-CommercewinwIndia,wandwcomprehendwthe
wtriggerswandwhindranceswforwthewonlinewcommercialwcenter.

TRIGGERSwANDwBARRIERSwFORwTHEwE-COMMERCEwMARKETwINwINDIAw

Notwithstandingwthewbusinesswsize,witwiswbasicwtowcomprehendwthewpurposeswfor
wthewdevelopmentwandwreasonswhamperingwthewdevelopmentwE-Commercewindustry
winwthewnation.wThiswareawexpoundswthewtriggerswandwhindranceswthatwswaywthe
wreceptionwofwE-CommercewbywthewInternetwclients.w

TriggerswWhichwMotivatewthewOnlinewShopperswtowBuywProductswOnlinew



Sourced-Cubew2006,wawcoordinatedwresultwofwIMRBwInternationalw

•wTimewsparingwiswthewsignificantwexplanationwthatwdriveswInternetwclientswtowshop
wonwthewweb.w

•wItwiswtrailedwbywcomfortwofwwherever,wwheneverwshoppingwonwthewweb.wOnline
wstoreswdon'twhavewspacewlimitations,waccordingly,wawwidewassortmentwofwitems
wcanwbewputwforwshow.w

•wCompanieswcanwshowwentirewscopewofwitemswbeingwofferedwbywthem.w

•wThiswfurtherwempowerswthewpurchaserswtowbrowsewanwassortmentwofwmodels
wsubsequentwtowcontrastingwthewlooks,whighlights,wcostswofwthewitemswinwplainwview.
w

•wTowdrawwinwclientswtowshopwonwthewweb,we-Marketerswarewofferingwextraordinary
warrangementswandwlimitswtowthewclients.wThiswiswencouragedwbywdisposalwof
wsupport,wlandwcostwofwthewdealer,wsellingwitswitemswonwthewweb.w

ObstructionswforwE-CommercewMarketwinwIndiaw

•wAbsencewofwtouch-feel-attemptwmakeswworrieswoverwthewnaturewofwthewitemwon
woffer.w

•wAnotherwdetourwinwthewmethodwofwE-Commercewiswabsencewofwintuitivenesswin
worderwtowtakewintowaccountwexchangeswbetweenwthewpurchaserwandwdealers.w

•wnotwithstandingwover,wthewsecuritywofwonlinewinstallmentswiswawsignificantwissue
wrequiringwquickwconsiderationwofwthewadvertisers.w

•wIncreasingwpacewofwdigitalwwrongdoingswhaswmadewclientwuncertainwof
wuncoveringwtheirwchargewcardwsubtletieswandwbankwsubtletieswonwthewweb.w

•wInternetwshoppingwhaswvariouswadvantageswtowoffer.wWithwevolvingwwayswofwlife,



wE-Commercewiswdoubtlesslywthewmostwengagingwandwhelpfulwmethodswfor
wshopping.wBewthatwaswitwmay,wthewgravewissueswencompassingwthewmarketwdon't
wmakewitwthew"decision"wofwthewmajoritywofwthewInternetwclients.wTendingwtowthe
wabovewdeterminedwissues,waccordingly,whaswgottenwbasicwtowgrowwpastwthe
wpresentwclientwbase.w

E-TAILINGw

Aswthewnamewproposes,we-TailingwiswthewwebwformwofwRetailing.wAswitwwerewthese
warewonlinewshopswwherewawclientwcanwlookwoverwanwassortmentwofwthingswlike
wApparel,wAccessories,wMobiles/CellwPhones,wCameras,wComputers,wBooks,
wMagazines,wMusicwCDswandwDVDs,wElectronicwGoods,wShoes,wFurniture,wHealth
wEquipments,wFlowers,wJewelry,wandwsowforth.wThewtwowfamouswmodelswthatwexist
winwthewe-TailingwcommercialwcenterwarewOnlinewRetailerswandwOnlinewAuctions.
wThewWebsitewofwanwOnlinewRetailerwiswutilizedwaswawcustomerwfacingwfacadewto
wsellwphysicalwproductswthatwarewthenwconveyedwbywanwoutsider.wThewOnline
wAuctions,wthenwagain,wfillswinwaswawstagewwherewawvenderwcanwofferwtowofferwits
witemswtowintriguedwpurchaserswandwgiveswthewempoweringwfoundationwto
welectronicwexchanges.wPreviously,wbarterswwerewconstrainedwtowjustwhigh
westeemedwthings,wforwexample,wartworks,wcollectibleswandwcollectiblesworwfor
witemswinwthewdiscountwcommercialwcenters.wInwanywcase,wpresentlywitwis
wconceivablewtowsellwevenwlowwesteemedwthingswlikewoldwbooks,wmusicwtapes,wCDs,
wandwsowon.wInwthiswway,wthewtwowarrangementswofwe-Tailingwcontrastwinwthe
wmethodwforwdirectingwanwelectronicwexchange.wThesewdistinctionswcanwbe
wfeaturedwinwtypewofwthewaccompanyingwprocedurewstream:wAnotherwcontrast
wbetweenwonlinewstoreswandwthewonlinewcloseoutwdestinationswiswthatwthewprevious
wwinswexchangewincomeswwhilewthewlastwchargeswawcommissionwfromwthe
wpurchaserwandwmerchantwoncewthewarrangementwiswshut.w

BoundarieswTOwGROWTHwOFwE-TAILINGwMARKETw

•wConsumerwBias:-wAccordingwtowawmainwindustrywplayer,w"Shopperswwillwshowwan
winclinationwforwbrandswthatwtheywknowwwellwandwhavewhadwawdecentwinvolvement
wwithwthewpast".wInwthiswwaywresultswofwbrandswwithwawgoodwinclinationwwillwscore
woverwthewresultswofwlesswwellwknownwbrands.w"Awcouplewwouldwhazardwto
wpurchasewcostlywgemswfromwanwobscurewgemwspecialistwonwthewweb",wincludes
wanotherwindustrywmaster.w

•wLackwofw'Touch-Feel-Try'wExperience:-wWewhavewheardwawgreatwdealwofwweb
wclientswstatew"wouldwthewpreciouswstoneswinwthewringwbewaswlargewaswappearedwin
wthiswimage",w"itwappearswmywsizewhoweverwconsiderwthewpossibilitywthatwdoesn'twfit
wwell",w"imaginewawscenariowinwwhichwthiswcamerawdoesn'twwork.wSubsequently,
wabsencewofwcapacitywtowattemptwanwitemwbeforewpurchasingwgoeswaboutwaswa
whindrancewforwsomewwebwclients.wMoreover,wfrequentlywthewitemworwthe
wadministrationwconveyedwcontrastswfromwthewnormswshowedwonwthewsite.wThe
wclientwisn'twcertainwofwthewnaturewofwthewitemwexceptwifwitwiswconveyedwtowhimwand
wpostwconveyancewofwthewitem,witwiswsomewofwthewtimewawlongwprocedurewtowgetwa
wbrokenworwthewinadmissiblewitemwchanged.wAccordingly,wexceptwifwthe
wexpectationswarewaccordingwtowthewclientswdesires,witwiswdifficultwtowmixwgreater
wvaliditywinwthewe-Tailingwmarket.w



•wMountingwCompetitivewPressures:-wThewmarketwforwwebwbasedwpurchasingwis
wstillwatwanwincipientwstage.wBewthatwaswitwmay,watwthiswbeginningwperiodwaswwell,
wthewmarketwiswamassedwbywthewplayerswsellingwtheirworwoutsider'switemswonwthe
wweb.wTowdrawwinwclients,wthewcontendingwonwthewwebwplayerswarewreceivingwall
wwaywtowgivewitemswandwadministrationswatwthewmostwminimalwcosts.wThiswhas
wbroughtwaboutwcreationwthewcustomerswdecisionwspoilt,wwhowthuslywsurfwdifferent
wsiteswtowdetectwthew10w~stwcostwforwthewitem.wAlongwthesewlines,winwspitewofwthe
wfactwthatwthewquantitywofwexchangeswiswexpanding,wthewestimationwofwthewitems
wsoldwiswceaselesslywfallingwclaimingwtowhighwrivalrywandwmorewslenderwedges.w

•wSeasonality:-we-TailingwMarketwiswlookedwviawregularwchanges.wAswtoldwbywan
wIndustrywplayer,w"AugustwtowFebruarywiswthewpinnaclewseasonswavailablewtowbe
wpurchased,wwhilewMarchwtowJulywiswthewdrywseasonswavailablewtowbewpurchased".
wDuringwthewpinnaclewseason,weventswthatwdrivewthewdealswarewDiwali,wRakhi,
wValentineswDay,wNewwYear,wChristmas,wMother'swDay,wFriendshipwDaywandwsowon
ware.wOnwtheseweventswmorewyouthfulwageswfavorswpurchasingwandwsending
wendowmentswonwthewweb.w

•wCredibilitywinwPaymentwSystem:-wAccordingwtowawmainwe-Tailer,w"onlinewcheats
wandwbreakwiswthewgreatestwhindrancewtowonlinewdeals".wSubsequently,wplanned
wpurchaserswfavorwavoidingwuncoveringwtheirwchargewcardwandwbankwsubtleties.w

•wUntimelywDeliverywofwProducts:-wItwmaywtakewawcouplewofwmomentswtowlook,
wbookwandwpaywforwitemswandwadministrationswonwthewweb,whoweverwthe
wconveyancewofwthewitemwmaywtakewirrationalwtime.

ONLINEwCLASSIFIEDSw

B2CwOnlinewClassifiedswiswawclientwdrivenwmarket.wItwempowerswInternetwUserswto
wputwtheirwcontributions,wincluding,wCVswforwemployments,wprofilewforwmarriage,
wpromotionswtowpurchase/sellwpropertywandwvehicleswonwsites.wInwspitewofwthewfact
wthatwthewOnlinewClassifiedswadvertisewtargetswspecialtywsections,wforwinstance,wthe
wworkingwpopulacewcanwputwtheirwCVswonwworkwentryways,wthosewmorewprominent
wthanw18wyearswarewqualifiedwtowprofitwofwadministrationswofwawmaritalwsite,wandwso
won.,wthiswfragmentwdespiteweverythingwfigureswoutwhowwtowdrawwinwthewmost
wextremewconsiderationwattributablewtowthewwaywthatwitwfocuseswonwthewyouthful
wpopulace,wthatwcontributeswgreatestwtowthewpiewofwInternetwclients.wBewthatwaswit
wmay,wtherewiswanotherwpotentialwportionwcontainingw01wmoderatelywagedwand
wseniorwresidents,wwhowmaywbewkeenwonwbenefitingwmarriagewadministrationsw(for
wtheirwkids)wandwpurchasing/sellingwproperty.wSincewthiswfragmentwisn'twhappywin
wgettingwtowthewweb,wtheywdespiteweverythingwdependwonwadministrationwofwagents
wlikewmarriagewadvisorswandwpropertywsellers.wHavingwunderstoodwthis,wplayerswin
wthewOnlinewClassifiedswMarketwarewopeningwphysicalwcounters.wThewphysical
wcounterswhelpwthewnotwreallywInternet-keenwpopulacewbywapplyingwsearch
waccordingwtowthewparameterswindicatedwbywthewclient.w

PossibilitywOFwRURALwDIGITALwMARKETwINwINDIA:w



ThewlackwinwinterchangeswandwotherwessentialwfoundationwinwprovincialwIndia
wmakeswawchancewtowbuildwupwassociationswwithwenterpriseswdynamicwinwthe
whorticulturalwIndianwindustry.wFromwexchangingworganizationswtowcapitalwhardware
wsuppliers,wtheseworganizationswwouldwextraordinarilywprofitwbywthewmakingwofwa
wsystemwthatwwouldwmakewthewDrishteewplanwofwactionwfinanciallywmanageable.w

FUTUREwROLLOUTw

Despitewthewfactwthatwtherewiswawdemonstratedwinterestwforwadvanced
wadministrationswinwcountrywIndia,wimpressivewideawandwarrangingwmustwgowinto
wmodifyingwadministrationwofferingwtowneighborhoodwneedswandwthewfundamental
wassetswrequiredwtowsupportwthosewnecessities.wThewaccompanying
wadministrationswarewbeingwconsideredwaswfuturewcontributions:w

•wEntertainment,w

•wHoroscopes,w

•wEmploymentwtrades,w

•wRuralwe-commercialwcenter,w

•wComputerwpreparing,w

•wE-wellbeingwadministrations,w

•wGovernmentwapplications.w

Inwanywcase,wthewcontributionwofwawportionwofwthesewadministrationswinvolveswan
wadditionalwlayerwofwintricacywandwevenwinclusionwinwpersonalwstakeswthatwlimit
wtheirwimprovementwoverwthewclosewtowterm.wSubsequently,wfurtherwinterestwin
wnetworkwframeworkwiswbaselesswtowofferwawportionwofwthesewadministrations.w

WEBw2.0wTECHNOLOGIESw

Thewrisingwubiquitywofwclientwdrivenwonlinewadministrations,wincludingwMySpace,
wWikipedia,wandwYouTube,whaswcausedwtownoticewawgatheringwofwmechanical
wadvancementswknownwaswWebw2.0.wThesewadvances,wwhichwdependwonwclient
wcooperation,wincorporatewwebwadministrations,wsharedwsystemswadministration,
wsites,wwebwrecordings,wandwonlinewinformalworganizations.wRespondentswtowan
wongoingwMcKinseywoverviewwshowwfarwreachingwhoweverwcautiouswenthusiasm
wforwthiswpattern.wCommunicatingwfulfillmentwwithwtheirwInternetwventureswupwuntil
wnow,wtheywstatewthatwWebw2.0wadvanceswarewkeywandwthatwtheywintendwtowbuild
wthesewspeculations.wHowever,worganizationswaren'twreallywdependingwonwthewmost
wpopularwWebw2.0wpatterns,wforwexample,wwebwjournals;wrather,wtheywplacewthewbest
wsignificancewonwadvancementswthatwempowerwcomputerizationwandwsystems
wadministration.wThewgreaterwpartwofwthewofficialswreviewedwstatewtheyware
wsatisfiedwwithwthewaftereffectswofwtheirwinterestswinwInternetwadvanceswinwthe
wcoursewofwrecentwyears,wandwalmostwseventywfivewpercentwstatewthatwtheir
worganizationswintendwtowkeepwupworwincrementwinterestswinwWebw2.0wadvanceswin
wcomingwyears.w



"Wewhavewbeenwverywclientwdrivenwandwspeciallywappointed",wonewofficialwclarifies.
w"Aswwewdevelopwwewarewformalizingwthewprocedure,wyetwitwiswaswyetwdetermined
wbywmotivationwandwenthusiasmwfromwkeywpartners".wAnotherwmainwissuewiswthat
walbeitwawlargewnumberwofwthesewadvanceswbecamewawforcewtowbewreckonedwwith
waswbuyerwadministrations,wconversationwmemberswarewutilizingwthemwallwthrough
wtheirworganizationswaswapparatuseswandwwouldwalreadywbewablewtowseewsome
weffectwonwthewbusiness.w"Wikiswarewincludingwthewbestwworth",wonewofficialwsays.w

TherewarewthreewcriticalwchangeswoccurringwinwthewavailabilitywfoundationwinwIndia:
w

•wAvailabilitywofwFixed-Price,wNarrowband,wAlways-OnwConnections:-wTelcos,wlink
wsupplierswandwInternetwspecialistworganizationswarewofferingwnetworkwofwuptow128
wKbpswforwnotwaswmuchwaswRsw1,000wperwmonth.wWhilewstillwnotwbroadband,wthis
wiswawdecentwbeginningwandwawsignificantwchangewfromwthewtimeswofwdial-up
wInternetwaccesswatwRsw35weverywhour.wWhenwanwassociationwiswconsistentlywon
wandwtherewiswnowstresswoverwrunningwupwenormouswbuls,wusewofwthewInternet
wchangeswandwitwbeginswtowturnwoutwtowbewtowawgreaterwdegreewanwutilitywin
windividuals'wlives.w

•wBroadbandwConnectionswfromwCyberwCafes:-wSufi'swWayswandwReliance's
wdestinedwto-bewpropelledwdigitalwbistrosw(aswawfeaturewofwtheirwWebwWorlds)woff
wbbwerwgenuinewbroadbandwnetwork.wThiswiswbeginningwtowopenwupwnew
wapplicationswlikewvideowgaming,wvideowconferencingwandwsowon.wAfterwsomewtime,
wwewarewprobablywgoingwtowseewbroadbandwavailabilitywaccessiblewtoworganizations
watwsensiblewvaluewfocusesw(closewtowRsw2,000weverywmonth).

WHATwAREwEMERGINGwVEHICLES?w

Sitesw(shortwforwWebwlogs)warewonlinewdiariesworwjournalswfacilitatedwonwawWeb
wwebsite.wWebwbasedwgameswincorporatewthewtwowgameswplayedwonwcommitted
wgamewconsoleswthatwcanwbewarrangedwandw"hugelywmultiplayer"wgames,wwhich
wincludewawgreatwmanywindividualswwhowinterfacewatwthewsamewtimewthroughwclose
wtowhomewsymbolswinwonlinewuniverseswthatwexistwautonomouslywofwanywsingle
wplayer'swmovement.w

Webcastswarewsoundworwvideowchronicleswawmixedwmediawtypewofwawblogworwother
wsubstance.wTheywarewfrequentlywdispersedwthroughwaggregators,wforwexample,
wiTunes.w

Informalworganizationswpermitwindividualswfromwexplicitwdestinationswtowfindwout
waboutwotherwindividuals'wabilities,wgifts,winformation,worwinclinations.wBusiness
wmodelswincorporatewFacebookwandwMySpace.wAwfewworganizationswutilizewsuch
wframeworkswinsidewtowhelpwdistinguishwspecialists.w

Gadgetswarewprogramswthatwpermitwaccesswfromwclients'wworkwareaswtowWeb-
basedwsubstance.wWikis,wforwexample,wWikipedia,warewframeworkswforwsynergistic
wdistributing.wTheywpermitwnumerouswcreatorswtowaddwtowanwonlinewrecordwor



wconversation.w

Advancementswthatwencouragewonlinewcoordinatedweffortwandwinterestwforwinstance,
wwriteswthatwrequestwclientwcriticismwandwwikiswthatwpermitwrepresentativeswto
wcooperatewonwarchiveswarewpickingwupwfootingwallwthroughwthewcorporatewworld.
wNotwmanyworganizations,wbewthatwaswitwmay,whavewanwawaywfromwofwwhatwmoves
wclientswtowaddwtowsuchwdestinations.wThosewlocaleswarewconcernedwprincipally
wwithwprominence,wthoughwcorporatewwikiswandwsubstancewdestinations,w(for
wexample,wWikipedia)wgainwenergywwhenwnewwguestswfindwandwcontributewtop
wnotchwcontent,wwhichwthuswmakeswthewdestinationswbeneficialwforwyetwmore
wnewcomers.wTowimprovewthewnaturewofwinsidewwikis,watwthatwpoint,worganizations
wmaywlookwtowthewqualitywaffirmationwpracticeswofwopen-sourcewcodingwventures,
wwhichwdependwonwdesignatedwandwself-namedwwatchmenwtowpolicewqualitywissues.
wOrganizationswoughtwtowlikewisewmakewstraightforwardwandwenforceablewruleswto
wrestrictwexploitativeworwillicitwconduct,wforwexample,wthewpostingwofwcopyrighted
wmaterialworwexclusivewmysteries.wTheywcanwgainwfromwthewinstanceswofwYouTube
w(whichwendeavorswtowsurveywcontentwforwvulgaritywbeforewposting)worwWikipedia
w(whichwhaswcouncilswthatwauditwpassageswforwquality)wandwembracewcomparative
wauditwmethodologywforwtheirwcorporatewWidgetswarewprogramswthatwpermitwaccess
wfromwclients'wworkwareaswtowWeb-basedwsubstance.wWikis,wforwexample,wWikipedia,
warewframeworkswforwcommunityworientedwdistributing.wMcKinseywlookwintowledwin
wGermanywfindswthatwthoughtwprocesses,wforwexample,wawcravingwforwnotorietywand
wawsentimentwofwrecognizablewproofwwithwawnetworkwenergizewjointweffortwand
wcooperation.wSuchwdiscoveries,wwewaccept,wofferwexperienceswintowthewmannerwin
wwhichworganizationswmaywtailorwtheirwWebw2.0wcontributions.wOrganizations
wshouldwlookwpastwvideo-sharingwdestinationswforwwayswtowdealwwithwaugmentwthe
wnaturewofwthewsubstance.wOrganizationswoughtwtowlikewisewmakewstraightforward
wandwenforceablewruleswtowforbidwdishonestworwillicitwconduct,wforwexample,wthe
wpostingwofwcopyrightedwmaterialworwexclusivewmysteries.wAdvertiserswin
wenterpriseswwherewR&Dwiswawseriouswdifferentiatorwmaywneedwtowstartwtruly
wenrollingwclientswinwthewitemwimprovementwprocess.wAtwthewpointwwhen
worganizationswbuildwupwsignificantwlevelwneeds,wthewsubsequentwstagewiswregularly
wtowdistinguishwthewmostwpertinentwactivities,wassesswtheirwpotentialwbusiness
wsway,wandwputwallwthewmorewintenselywinwthewmostwencouragingwones.w

PortablewVALUEwADDEDwSERVICEwPROVIDERSwINwINDIAw

ThewportablewsupporterwbasewiswdevelopingwatwawsingingwpacewinwIndia;wIndiawis
wpresentlywthewfifthwnationwonwthewplanetwtowcrosswthew100wmillionwimprintwin
wendorserwbasewandwhaswoverwthewmostwrecentwtwowmonthswbecomewthewquickest
wdevelopingwversatilewmarketwonwthewplanet.wAswnormalwincomewperwclientwdecline
wfromwvoicewdrops,wandwvoicewbecomeswcommoditized,wTe1coswarewprogressively
wtakingwawganderwatwinformationwaswanwextrawrevenl1ewstream.wThewIndianwcell
wphonewshowcasewiswchangingwfromwawvoice-justwmarketwtowawstagewoffering
wdifferentwotherwsortwofwadministrations.wThewportablewworthwincluded
wadministrationsw(MYwAS)wofferedwthroughwGlobalwSystemwforwMobile
wcorrespondencesw(GSM)wjustwaswCodewDivisionwMultiplewAccessw(CDMA)
whandsetswpresentlywgowfromwbasicwShortwMessagewServicew(SMS)-wbasedwcontent
wapplicationswtowsightwandwsoundwvideowcutswandwevenwlivewTelevision.wMVAS
wshowcasewiswreadywtowdevelopwbywoverw65%wandwproducewyearlywdealswofwmore
wthanw$2wbillionw(Rs.8,200wcrore)wduringwthewcurrentwfinancialwaswthewcellwphone



wendorserwbasewiswincreasingwandwsuchwadministrationswarewgettingwless
wexpensivewwithwsimplewopennesswtowendwclients.wOverallwportablewdiversion
wincomeswarewfigurewtowdevelopwtow$70wbillionwbyw2023-24.wInwthewAsiawPacific
wlocalewalone,wportablewgamingwiswreliedwuponwtowcreatewalmostw$70wbillionwin
wincomeswbyw2023-24.wPortablewVASwarewofferedwonwnumerouswstageswlikewSMS,
wvoicewandwWirelesswApplicationwProtocolw(WAP)wempoweredwadministrationswand
wsowon.wThewclientswofwthesewadministrationswarewspreadwinwprettywmuchwevery
walcovewandwcornerwofwthewnationwaswconsequencewofwthewtelecomwunrest,wwhich
wiswseeingwanwexpansionwofwinwexcesswofw5,000,000wsupporterswperwmonth.wThe
wexponentialwdevelopmentwinwthewsupporterwbasewiswpromptingwquickwdevelopment
winwthewmatterwofwportablewVASwadditionally,waswindividualswgenerallywutilizewtheir
whandsetswtowmesswaround,wdownloadwringwtones,wreadwnewswfeatures,wsurfwthe
wInternet,wtunewinwandwmakewmusic,wcausewotherswtowtunewinwtowtheirwmusic
wassortment,wgetwtowdatawfromwbanks,wrailroadswandwcarriers,wcheckwtestwresults
worwpartakewinwchallengeswandwsowon.wIndiawiswquicklywmovingwtowardswbeingwan
wadvancedwportabilitywadvertisewwithwnowqualificationwbetweenwshowcase
wofficeholderswandwchallengers.wThewdevelopingwforcewofwrivalrywhaswprompted
wmorewadministrationswforwthewendwclientwatwlowerwcosts.wThiswhaswhadwanwimpact
wofwinvigoratingwinterestwandwinwthiswwaywexpandingwthewclasswappropriationwrate.
wAswmorewclientswhavewbeenwaddedwtowthewendorserwbase,witwhaswpromptedwa
wfurtherwdescendingwweightwonwadministratorwcosts.wThiswhaswprompted
wadditionallywmoneywsavingwadvantageswtowthewendwclient,wfuellingwfurther
wdevelopmentwinwthewendorserwbase..wThiswhaswpromptedwawsharpwspotlightwon
wshowcasingwandwtie-upswandwawtowsomewdegreewrestrictedwspotlightwon
wadvancementwofwsubstance.wMostwadministratorswarewcurrentlywattemptingwto
wimprovewinwtheirwVASwcontributionswandwmakewmorewkeenwseparationwforwtheir
wcontributions.w

WebwPUBLISHERSwINwINDIAw

Fromwthewpointwofwviewwofwawpublicist'swdestinations,wtherewarewtwowexpansive
wkindsw-wonewiswpromotingwforwbrandwsaliencywandwthewsecondwiswpublicizingwfor
wcreatingwbusinessworwgainingwclients.wExecutionwpromotingwalludeswtowthewsecond
wsortwofwpublicizing.wPromotingwdirectorswarewprogressivelywapportioningwmore
wmonieswtowardswpublicizingwforwexecutionwandwthewwebwiswthewmainwmediumwthat
wiswreallywfitwforwexplicitwestimationwaswfarwasw'costwofwobtainingwawclient'worw'cost
wofwcreatingwanwexchange'.wPromoterswarewutilizingwthewwebwaswanwimmediate
wreactionwmedium.wAwmediumwwherewtheywcanwreallywdeterminewtheirwtargetswas
wfarwaswcostwperwgainedwclient.wItwiswevaluatedwthatwjustwaboutw70wpercentwofwthe
wwebwbasedwpromotingwinwIndiawiswoccurringwforw'execution'.wHavingwawnearness
wonwthewwebwisn'twadvantageouswexceptwifwitwiswsupportedwbywanwallwaround
warrangedwshowcasingwandwadvancementwmethodology.wTherewarewanwunending
wnumberwofwbuyerswonwthewweb,wyetwexceptwifwtheywknowwaboutwyourwessence,
wtheywwon'twrealizewhowwtowgetwtowyou.w

Itwwaswterriblewenoughwwhenwthewtestwwaswtowconvincewadvertiserswtowmovewcash
wfromw'antiquated'wmagazineswandwradiowtowthew'newwandwinwvogue'wInternet.
wPresentlywthere'swsomethingwmorewupwtowdatewandwtrendier!wThewtestwforwsite
wdistributerswiswtowsaddlewversatilewtowhelpwtheirwpresentwcontributions.wThe
wsubsequentwstagewmustwbewtowsituatewsitewdistributingwtowexhibitwitswqualities



.wTHEwKEYwDRIVERSwSTEERINGwTHEwGROWTHwOFwTHEwTRAVELwINDUSTRVwARE
w

•wIndiawShining:-wThewIndianweconomywiswdevelopingwatwawpacewofwoverw9%wper
wannum.wThiswhaswpromptedwincrementwbothwbusinesswandwrecreationwrelated
wventures.w

•wIncreasewinwthewInternetwUsers:-wIncreasingwinfiltrationwofwInternetwavailability
wandwPCswhaswpromptedwanwexpansionwinwthewInternetwclientswacrosswIndia.wThe
wsegmentwportionswthatwhavewseenwgreatestwdevelopmentwincludewschoolwgoing
wunderstudieswandwyouthfulwpeople.wThesewfragmentswarewthewclientswofwcutting
wedgewapplicationswandwinnovationswonwthewwebwandwarewwellwonwthewwaywtowbe
woverwhelmingwE-Commercewclients.w

•wGrowthwinwLowwCostwCarriers:-wThewideawofw'MinimalweffortwCarriers'worw'NowFrill
wAirlines',wdirectedwfundamentallywatwthewworkingwclasswhaswpurchasedwan
winsurgencywinwthewIndianwTravelwIndustry.wWithwAirwTicketswgettingwlesswexpensive,
wdevelopmentwinwthewquantitywofwexplorerswandwthewquantitywofwmovementswper
windividualwhaswexpandedwmassively.wThiswhaswthuslywinfluencedwthewwholewtravel
windustrywinwawpositivewmanner.w

•wConveniencewiswthewPriority:-wThewonlinewprocedureswarewcontinuallywbeing
wworkedwuponwtowmakewthemwmorewobviouswandwuse.wInwaddition,wthewexplorers
warewcontinuallywlookingwforwsolacewandwstraightforwardnesswinwarrangingwtheir
woutings.wBlendwofwthewtwowhaswpromptedwthewexpansionwinwthewutilizationwof
wsiteswaswagainstwphysicalwbookingwcounters.w

•wSecurewPaymentwMechanisms:-wSecuritywofwexchangeswonlinewhaswbeenwa
wsignificantwboundarywtowthewdevelopmentwofwthewE-Commerce.wAnywaywwith
wsecurewinstallmentwinterfacewbeingwgivenwbywthewsites,wthewInternetwUsersware
wquickwconqueringwtheirwanxieties.wAswindicatedwbywsignificantwplayers,w65%-90%wof
wtheirwclientswpaywthroughwMastercards.wForwthewindividualswwhowarewanxiouswof
wpayingwonwthewweb,wdifferentwsiteswgivewdifferentwalternativeswofwpaying
wdisconnectedwlike,wmoneywdownwandwmoneywcards.wGivenwthewpreviously
wmentionedwdrivers,wthewcapabilitywofwOnlinewTravelwisn'twbeingwabusedwcompletely.
wTherewarewstillwsomewsignificantwissueswrestrictingwthewdevelopmentwofwonline
wtravelwtowitswmaximumwcapacity.wTillwthesewissueswarewworkedwupon,wthewquantity
wofwclientswandwthewsumwspentwbywthemwwouldwbewconstrained.w

THEwCRITICALwISSUESwINwTHEwONLINEwTRAVELwSEGMENTwAREw

•wPoorwEnablingwInfrastructure:-wThoughwthewstatuswiswimproving,wrightwnow,wthe
wmarketwhaswlowwPCwinfiltrationwinwfamilywunitswandwrestrictedwbroadbandwentrance.
wAsweverywonewofwthesewassumeswawsignificantwjobwinwbuildingwupwthewmarket,
wthesewarewhugewbarricadeswtowsurvive.w

•wApprehensionwofwPayingwOnline:-wAwlion'swsharewofwInternetw11serswarewaswyet
wawkwardwwithwregardswtowpayingwonwthewweb.wTheywfavorwremainingwinwlineswfor
wquitewawlongwtimewratherwputwshortlywtowbookwrailroadwtickets.wThiswiswadditionally
wrestrictedwbywlowwinfiltrationwofwchargewcardswinwthewnation.w



•wLimitedwInventory:-wLowwInventorywiswawmajorwfactorwforwthewlowwlevelwofwlodging
wappointmentswaswofwnowwhappeningwonwthewweb.wAswindicatedwbywawsignificant
whotelier,wsizewofwthewstockwofferedwonlinewiswconstrainedwtow122wroomswthatwcan
wbewreservedwthroughw100woddwsites.wThewinternetwbookingwiswhencewconstrained
wtowjustw10%wofwthewallwoutwappointments.wBewthatwaswitwmay,wthewissues
widentifiedwwithwinfiltrationwofwInternetwandwworrieswwithwpayingwonwthewwebwcan
wbewexplainedwwithwthewutilizationwofwexchangewinnovation,wknownwaswm-
Commerce.wThewascentwinwnumberwofwendorserswandwthewtradewshowcasewfor
wportablewhandsetswhaswmadewitwonewofwthewrewardingwchannelswforwarrivingwat
wthewclients.wAswthesewissueswarewtendedwto,wcombinedwwithwincrementwin
wattentionwtowmakewsurewaboutwinstallmentwentrywayswbeingwintroducedwby
wdifferentwtravelwdestinations,wthewindustrywiswrequiredwtowascendwbywhalfwtowRs
w7000wcroreswtowardwthewfinishwofwyearw2018-19.wAccordingly,wpresentationwof
wnewwtrainswandwminimalweffortwaircrafts,wcombinedwwithwexpandingwtrustwin
winstallmentwentrywayswandwhotwarrangementswofferedwbywdifferentwplayerswis
wrequiredwtowdrawwconsiderationwofwmorewindividualswinternetwmakingwTravel
wremainwatwnumberwonewsituationwamongwdifferentwB2CwE-Commercewclasses.w

DRIVERSwOFwCHANGE

Advantageswpreviouslywheldwbywlargewfinancialwinstitutionswhavewshrunk
wconsiderably.wThewInternetwhaswleveledwthewplayingwfieldwandwaffordedwopen
waccesswtowcustomerswinwthewglobalwmarketplace.wInternetwbankingwiswawcost-
effectivewdeliverywchannelwforwfinancialwinstitutions.wConsumerswarewembracingwthe
wmanywbenefitswofwInternetwbanking.wAccesswtowone'swaccountswatwanytimewand
wfromwanywlocationwviawthewWorldwWidewWebwiswawconveniencewunknownwawshort
wtimewago.wThus,wawbank’swInternetwpresencewtransformswfromw‘brochurewware’
wstatuswtow‘Internetwbanking’wstatuswoncewthewbankwgoeswthroughwawtechnology
wintegrationweffortwtowenablewthewcustomerwtowaccesswinformationwaboutwhiswor
wherwspecificwaccountwrelationship.
ThewsixwprimarywdriverswofwInternetwbankingwincludes,winworderwofwprimacyware:
•wImprovewcustomerwaccess
•wFacilitatewthewofferingwofwmorewservices
•wIncreasewcustomerwloyalty
•wAttractwnewwcustomers
•wProvidewserviceswofferedwbywcompetitors
•wReducewcustomerwattrition

THEwE-COMMERCEwVALUEwCHAINw

Considerwthatwthewshopperwandwthewdealerwarewonweitherwpartswofwthewbargains
wbusinesswesteemwchain,wwithwthewvalidationwsystemwandwexchangewprocessor
w(bank)winwthewcenter.wBankswhavewcustomarilywbeenwthewconfidedwinwoperators,
whavewthewbiggestwclientwbase,wandwhavewgottenwthewunderlyingwadvantageswfrom
welectronicwbusiness.wWorthwhaswstartedwawconsistentwrelocationwtowthewpartswof
wthewbargainswchain.wClientswcanwgetwandwcoverwtabswfromwonewpointwutilizing
witemswfromwdifferentwbackers.wDealerswcanwimpactwandwimprovewthewpurchaser
wexperiencewbywgivingwimaginativewandwefficientwmethodswforwworkingwtogether.
wShipperswcanwincreasewthewvaluewofwthewinstallmentwprocedure,wforwinstance,wby
wofferingwlimitedwcostswforwelectronicwinstallment.wTraderswcanwlikewisewdecrease



wtheirwexpenseswbywgettingwelectronicwinstallments,wwhichwbringswaboutwlessening
wandwnowwandwthenwkillingwthewrequirementwforwinformationwsection,wjustwas
wdiminishingwthewmistakewratewandwanwopportunitywtowexplorewandwaddresswthe
winformation.wBywexpandingwandwviablywoverseeingwincome,wvendorswmaywlikewise
whavewthewoptionwtowdecreasewcostswrelatedwwithwcreditwextensions.w

RESEARCHwMETHODOLOGYw

WHATwISwRESEARCHw

Researchwinwlikewmannerwspeechwalludeswtowawquestwforwinformation.wItwiswa
wcautiouswexaminationworwrequestwexceptionally,wthroughwquestwforwnewwrealities
winwanywpartwofwinformation.wAtwthewendwofwthewday,winquirewaboutwcontains
wcharacterizingwandwreclassifyingwissues,wfiguringwspeculationworwproposed
warrangements;wgathering,wsortingwoutwandwassessingwinformation;wmaking
wderivationswandwarrivingwatwresolutions;wandwfinallywcautiouslywtestingwthewendswto
wdecidewifwtheywfitwthewdefiningwtheory.w

KindswOFwRESEARCHw

Thewfundamentalwkindswofwresearchwarewaswperwthewfollowing:-w

•wDescriptivewresearch:-wThiswkindwofwresearchwfocuseswonwdiscoveringwrealitieswto
wfindwoutwthewideawofwsomethingwaswitwexists.w

•wAnalyticalwresearch:-wThiswsortwofwresearchwiswworriedwaboutwdecidingwlegitimacy
wofwspeculationwdependentwonwexaminationwofwrealitieswgathered.w

•wAppliedwresearch:-wThiswkindwofwresearchwiswdonewtowseewanswerswtowdownwto
wearthwissueswaswunderstoodwandwaswawguidewinwdynamicwinwvariouswregions
wincludingwitemwconfiguration,wprocesswplanwandwstrategywmaking.w

•wFundamentalwresearch:-wThiswsortwofwresearchwiswdonewaswadditionalwtowfulfill
wscholarlywinterest,wthanwwithwthewgoalwofwutilizingwthewexaminationwdiscoverieswfor
wanywpromptwdownwtowearthwapplication.w

•Quantitativewresearch:-wThiswkindwofwresearchwstudieswsuchwpartswofwthe
wexaminationwsubjectwwhichwarewnotwquantifiable,wandwthuswnotwexposewto
westimationwandwquantitativewinvestigation.w

•wQuantitativewresearch:-wThiswkindwofwresearchwutilizewestimationswand
wquantitativewinvestigationwmethods.

RESEARCHwPROCESSw

Researchwprocesswcompriseswofwarrangementwofwactivitiesworwstepswimportantwto
wadequatelywcompletewresearchwandwthewidealwsequencingwofwthesewmeans.w

GatheringwTHEwDATAw



Inwmanagingwanywgenuinewissuewitwiswfrequentlywdiscoveredwthatwinformation
wwithinwreachwarewdeficientwandwthus,witwgetswimportantwtowgatherwinformationwthat
warewproper.wTherewarewawfewwdifferentwwayswofwgatheringwthewproperwinformation,
wwhichwvarywsignificantlywinwsettingwofwcashwcosts,wtimewandwdifferentwassetswat
wthewremovalwofwthewspecialist.w

❖PrimarywData:-wThiswinformationwcanwbewgatheredweitherwthroughwtestwor
wthroughwstudy.wOnwthewoffwchancewthatwthewanalysiswiswdirected,watwthatwpoint
wtherewwouldwbewquantitativewestimations,wonwaccountwofwanwoverview,wanywat
wleastwonewofwthewaccompanyingwcanwgatherwinformation;w

•wBywperceptionw

•wThroughwclosewtowhomewmeetingw

•wQuestionnairesw

❖SecondarywData:-wThiswiswthewinformationwgatheredwthroughwthewwritingswand
wthewdiarieswthatwarewnowwaccessiblewandweffectivelywaccessiblewtowthewscientist
winwthewlibraryworwonwthewsiteswthesewarewthewinformation,wwhichwhaswbeenwutilized
wbywotherwlikewisewforwanywsortwofwtheirwutilization.

DATAwANALYSIS

1.wArewyouwawarewaboutwthewgrowingwdigitalizationwofwvariouswfacets,wincluding
wthewfinancialwandwmarketingwofwthewIndianweconomy?

Opinion Percentage

Yes 75

No 12

Don’twknow/can’twsay 13



Thewrespondentswthatwwerewstudied,w75wperwcentwofwthewrespondentswarewaware
waboutwthewgrowingwdigitalizationwofwvariouswfacetswofwtheweconomy,wincludingwthe
wmarketingwfinancialwaspectswofwit.wThiswshowswthewhighwawarenesswlevelwofwthe
wrespondentswwithwregardwtowthewdigitalizationwphenomenonwinwIndia.w12wperwcent
wofwthewrespondentswarewnotwawarewaboutwanywsuchwphenomenon.

2.wWhatwaccordingwtowyouwiswmorewawsymbolwofwthewdigitalizedweconomy

wandmarket?

Opinion Percentage

GrowthwofwPCs,wlaptopsw&

wcomputerwhardware

64

Growthwofwmobilewphones 62

DigitalwAccounting 34

Digitalwmarketingwpracticeswlike

wVAS

73

Others 34



Aswregardswthewcriteriawofwdigitalizationworwthewsymbolwthatwstandswforwit,w64wper

wcentwofwthewrespondentswwerewofwthewopinionwthatwthewgrowingwdensitywof

wcomputerwhardwareworwthewPCswandwthewLaptopswiswawvitalwsymbolwof

wdigitalizationwofwIndianweconomy.w62wperwcentwaccountedwforwthewgrowthwof

wmobilewphones.w73wperwcentwofwthewrespondentswfeltwthatwthewpracticewofwdigital

wmarketingwstrategieswiswawsymbolwofwdigitalizationwofwIndianweconomy.w34

wpercentwidentifiedwthewcriteriawofwdigitalwaccountingwpractices.

3.wDowyouwthinkwthatwwithwthewgrowthwofwthewdigitalizationwprojectwinwvarious

wfacetswofwtheweconomywandwitswacceptabilitywamongwthewpeoplewhaswbroughtwa

wchangewinwthewmarketingwstrategywofwthewproductswandwservices?w

Opinion Percentage

Yes 82

No 6

Don’twknow/can’twsay 12



Aswregardswthewlinkwbetweenwdigitalizationwofwtheweconomywandwthewchanging

wmarketingwstrategies,w82wperwcentwofwthewrespondentswopinedwthatwthewmarketing

wstrategywofwthewcompanieswhaswchangedwinwaccordancewwithwthewgrowing

wdigitalizationwandwitswacceptabilitywamongwthewmasses.wOnlyw6wperwcentwofwthe

wrespondentswdidwnotwfeelwinwthewsamewway.

4.wWithwregardwtowthewdigitalizationwofwthewmarketweconomy,wwhichwstatement

waccordingwtowyouwiswcorrect?

Opinion Percentage

Virtualwmarketwhaswnot

waffectedwthewrealwmarket

23

Virtualwmarketwhaswreplaced

wthewrealwmarket

18

Virtualwmarketwhaswerodedwthe

wsignificancewofwthewreal

wmarketwbutwbothwco-exist

52

Don’twknow/can’twsay 7



Aswdiscussedwearlierwinwthewliteraturewaspect,wthewdigitalwphenomenonwiswvery

wnascentwinwIndia.w23wperwcentwofwthewrespondentswfeltwthatwvirtualwmarketwor

wdigitalwmarketwhaswnotwaffectedwthewrealwmarketwconditionwinwIndia.wOnlyw18wper

wcentwofwthewrespondentswfeltwthatwvirtualwmarketwhaswreplacedwthewdirect

wmarketingwstrategieswadoptedwbywthewcompanies.w52wperwcentwofwthe

wrespondentswwerewofwthewopinionwthatwthoughwthewvirtualworwthewdigitalwmarket

whaswerodedwthewsignificancewofwthewdirectwmarketingwstrategy,wbothwthewtypeswof

wmarketingwpracticeswco-exist.

5.wDowyouwthinkwthatwriskwfactorwiswinvolvedwinwdigitalwmarketing?

Opinion Percentage

Yes 85

No 14

Don’twknow/can’twsay 1



Aswregardswthewriskwfactorwinvolvedwinwthewdigitalwmarketingwstrategies,w85
wpercentwofwthewrespondentswdidwacceptwthatwdigitalwmarketingwstrategieswinvolve
wriskwfactorwandwthiswiswcomparativelywmorewinwcomparisonwtowotherwmarketing
wstrategies,winwtermswofwreturn.w14wpercentwofwthewrespondentswdidwnotwaccept
wanywsuchwriskwfactor.w

6.wDowyouwthinkwthatwruralwIndiawhaswthewpotentialwforwthewentrywandwOperationwof
wdigitalwmarketing?

Opinion Percentage

Yes 38

No 44

Don’twknow/can’twsay 18



ThewruralwIndiawhaswthewpotentialwforwthewentrywandwoperationalwgrowthwofwdigital
wmarketingwstrategies.wButwifwwewgowbywthewrespondents,w38wperwcentwofwthe
wrespondentswopinedwthatwruralwIndiawhaswthewpotentialwforwthewentrywand
woperationwofwthewdigitalwmarketingwstrategieswinwIndia.wAgainstwthis,w44wperwcent
wofwthewrespondentswfeltwthatwruralwIndiawlackswanywsuchwpotentiality.

7.wWhatwarewthewvariouswdisadvantages/limitationswinwpracticingwdigitalwmarketing
wstrategywinwIndia?

Opinion Percentage

Limitedwtrackingwcapabilities 33

Lackwofwchoicewofwthe
wproduct/service

32

Lackwofwpersonalization 26

Others 9



Thewrespondentswthatwwerewstudied,w33%wfeelwthatwtherewwouldwbewlimited
wtrackingwcapabilitieswwhilew32%wfeelwthatwtherewwouldwbewlackwofwchoicewofwthe
wproductworwservice.w

8.wDowyouwthinkwthatwdigitalwmarketingwcanwbewusedwaswanweffectivewmarketing
wstrategywinwplacewofwdirectwmarketingwstrategy?

Opinion Percentage

Yes 26

No 72

Don’twknow/can’twsay 2



Thewrespondentswthatwwerewstudied,w26%wofwthewrespondentswsaywthatwdigital
wmarketingwcanwbewusedwaswanweffectivewmarketingwstrategywinwplacewofwdirect
wmarketingwstrategywwhilew72%wofwthewrespondentswsaywthatwitwcan’twbewusedwas
wanweffectivewmarketingwstrategy.

9.wAswregardswthewdigitalwmarketingwstrategy,wwhatwwillwbewthewbestwoption?

Opinion Percentage

Digitalwmarketingwaswsolewtool 23

Digitalwmarketingwbeing

wdominantwtoo

5

Digitalwmarketingwbeing

wsupplementedwbywother

wmarketingwstrategies

33

Don’twknow/can’twsay 37



Thewrespondentswthatwwerewstudied,w70%wofwthewrespondentswfeelwthatwdigital

wmarketingwbeingwsupplementedwbywotherwmarketingwstrategieswiswthewbestwoption

wfollowedwbyw23%wwhowfeelwthatwdigitalwmarketingwaswawsolewtoolwiswthewbest

woption.

WhatwaccordingwtowyouwiswthewfuturewstrategywofwthewdigitalwmarketingwinwIndia?

Opinion Percentage

Haswawpotentialwfuture 75

Futurewiswnotwgood 11

Don’twknow/can’twsay 14



Thewrespondentswthatwwerewstudied,w75%wofwthewrespondentswfeelwthatwdigital
wmarketingwhaswawpotentialwinwfuturewwhilew11%wfeelwthatwitwhaswnowfuture.

CONCLUSION
IndianwcompanieswarewusingwthewInternetwtowreplacewand/orwsupplementwtraditional
wmarketingwandwbusinesswfunctionswsuchwaswinformationwdelivery.wTheywarewalso
wusingwitwtowdevelopwinnovativewfunctionswsuchwaswprovidingwcustomized
wapplicationswandwproductwdevelopmentwusingwglobalwpartners.wHowever,watwthe
wpresentwtime,wthewprimarywuseswofwthewInternetwseemwtowbewatwanwevolutionary
wstagewinwglobalwB2Bwsettings.wWhilewthewInternetwhaswbecomewawubiquitous
wmediumwthatwbothwlargewandwsmallwcompanieswhavewadoptedwforwtheirwglobal
woperations,witwprobablywremainswunderutilizedwandwhaswsignificantlywmore
wpotentialwthanwwhatwiswbeingwcurrentlywused.wAswdiscussedwearlier,wcompanies
wseemwtowbewusingwthewDigitalwContentwMarketingwinwtheirwglobalwB2Bwoperations
wmorewforwbusinesswenhancementwaswcomparedwtowrevenuewenhancement,walbeit
wmostwofwthewcompany'swuseswarewgraduallywbecomingwcomplementary.wIt
wisimportantwtownotewhowever,wthatwevenwsimplewuseswofwthewInternetwsuchwas
winformationwcollectionwandwdisseminationwencompasswmorewthanwstatic
winformation-theywpointwtowthewcompetitivewintelligencewapproachwtowinformation,
wwherewinformationwiswusedwtowdeliverwvaluewandwmonitorwcompetitivewstance.
wRelationshipwenhancementwuseswsuchwaswdesigningwsystemswandwprotocolswto
waddresswclientwandwvendorwconcernswpointwtowthewinteractivewrolewthatwthe



wInternetwiswbeginningwtowassumewinwglobalwB2Bwoperations.w
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ANNEXURE
QUESTIONNAIRE

1.wArewyouwawarewaboutwthewgrowingwdigitalizationwofwvariouswaspects,including
wthewfinancialwandwmarketingwofwthewIndianweconomy?

a)wYesw

b)wNo
c)wDon’twknow/wcan’twsay

2.wWhatwaccordingwtowyouwwhichwiswawbetterwsymbolwofwthewdigitalizedweconomy
wandwmarket?

a)wGrowthwofwPCs,wLaptopswandwComputerwhardware
b)wGrowthwofwmobilewphones
c)wDigitalwaccounting
d)wDigitalwMarketingwpracticeswlikewValuewaddedwservices
e)wOthers



3)wDowyouwthinkwthatwwithwthewgrowthwofwthewdigitalizationwprojectwinwvarious
waspectswofwtheweconomywandwitswacceptabilitywamongwthewpeoplewhaswbroughtwa
wchangewinwthewmarketingwstrategywofwthewproductswandwservices?

a)wYesw

b)wNo
c)wDon’twknow/wcan’twsay

4)wWithwregardwtowthewdigitalizationwofwthewmarketweconomy,wwhichwstatement
waccordingwtowyouwiswcorrect?

a)wVirtualwmarketwhaswnotwaffectedwthewrealwmarket
b)wVirtualwMarketwhaswreplacedwthewrealwmarket
c)wVirtualwmarketwhaswerodedwthewsignificancewofwthewrealwmarketwbutwbothwco-
exist
d)wDon’twknow/can’twsay

5)wDowyouwthinkwthatwriskwfactorwiswinvolvedwinwdigitalwmarketing?

a)wYesw

b)wNo
c)wDon’twknow/can’twsay

6)wDowyouwthinkwthatwruralwIndiawhaswthewpotentialwforwthewentrywandwoperationwof
wdigitalwmarketing?

a)wYes
b)wNo
c)wDon’twknow/wcan’twsay

7)wWhatwarewthewvariouswlimitationswinwpracticingwdigitalwmarketingwstrategywin
wIndia?

a)wLimitedwtrackingwcapabilities
b)wLackwofwchoicewofwthewproductwservice

.w

c)wLackwofwpersonalization
d)wOthers

8)wDowyouwthinkwthatwdigitalwmarketingwcanwbewusedwaswanweffectivewmarketing
wstrategywinwplacewofwdirectwmarketingwstrategy?

a)wYes



b)wNO

c)wDon’twknow/wcan’twsayw

9)wAswregardswthewdigitalwmarketingwstrategy,wwhatwwillwbewthewbestwoption?

a)wDigitalwMarketingwaswsolewtoolw

b)wDigitalwMarketingwbeingwusedwsparingly
c)wDigitalwMarketingwbeingwsupplementedwbywotherwmarketingwstrategiesw

d)wDon’twknow/wCan’twsay

10)wWhatwaccordingwtowyouwiswthewfuturewstrategywofwthewdigitalwmarketingwin
wIndia?

a)wHaswawpotentialwfuture
b)wFuturewiswnotwgood
c)wDon’twknow/wCan’twsay


