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Abstract I I I 

Digital I marketing  Iis  Irising  in aIIndia I with Is the I fast II and II growing I popularityI of I its aasI 

strategy. For I Icompetitive I Iadvantage, I Imany I Icompanies IIswitch I their I Imarketing saI 

Istrategies I I Iinto I I digital I I marketing I I strategies.Its I I demand I I is I increasing assaaaI 

Iwhereas I Ipeople IInow I I start I I Ibelieving I I in I I digital I I marketing oimore I I than I I the I 

I traditional Isone. IThough I I it's I I not I I fully I I reached I Iin I Irural I Iareas I Iit I Ihas Icovered I 

Ia I Imaximum I Inumber I Iof I Iplaces. I IIt I Inot I Ionly I Ifollows I I Ithe I I7 IP’s I Ibut I Ialso I 

Ithose I Istrategies. I ITarget I Iis I Inot I Ionly I Ito I Iattract I Icustomers I Ibut I Ito I Imake I  Ithem 

II comfortable I I and I I maintain II the I crm I for II a Ia longer I I period I I of I I time. I I Some 

I I of I I it I I objectives I Iare I Ias Ifollows: I I I 

1.  I IThe I I Iobjective I I Iof I I Idigital I I Imarketing I I Iis I I Ito I I Istudy I I Ithe I I Iinfluence I I 

Iand I I importance I I of I I Imarketing I Iproducts I Ior I Iservices I Igrowing I Idigitally I 

Iwithout I Idepending I Ion Ithe I Iold I Iway Iof I I Itraditional I Imarketing. I I I 

2.  I IHow Iits I Iimpacts I Iemerged Iin I IIndian I Ieconomy. I I I 

3.  I IIncrease I Iof I Isales I Ias Ithe I Igrowing I Imarketing I Iand Iawareness I Iabout I Ibrands. I I I 

4.  I IOpportunities I Iand Ichallenges I Ifaced I Iby Ithe I Idigital I Imarketing I Isector I Iin I IIndia. I  

 

This I Istudy I Iwill I Ishow Ihow I Ipeople I Iemerge I Iin I Imarket I Idigital I Iand I Ihow I Icompetition I 

Ibecame I Itoo I I Ihigh I Ito I Iattract I Iand I Imaintain I Irelationships I Iwith I Icustomer.And I Ialso I 

Ihow I Ithe I Iplace I Iof I Itraditional I I Imarketing I I is I I taken I Iby Idigital I Imarketing I I and I I its I 

I strategy. IHow I the I Iuse Iof I Ionline I Iand I Ioffline I I Imarketing I Igrows, I Ihow Ithe I Istartup I 

Ibecame I Ithe I Ihigh I Icompetitors I Ifor I Ilarge Ifirms. I I I 

 IHow I Idifferent I Ikind I Iof I Imedia I Iare I Idefined, I Ithose I Iare I Ias Ifollows: I I I 

1.  I IPaid I IMedia I I I 

2.  I IOwned IMedia I I I I 

3.  I IEarned I IMedia I I I 
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All I Ithese I Ikinds I Iare I I Iexplained I Ibelow I Iwith I Ithe I Ifollowing I Icharts I I:I I I 
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Introduction I I I 

Digital I Imarketing I Iis I Ithe I Ibroad I Iterm I Ito I Imarketing I Iproducts I Ior I Iservices I Inot I Ionly I Iin I 

Ia I Itraditional I I Iway I Ibut I Ialso I Ionline I Ior I Ioffline I Ii.e., I Idigitally. I IIn I Iother I Iwords, I Ibuying I 

Ior I Iselling I Ithings I Ithrough I I Ielectronic I Imedia I Iin I Ione I Ior I Imore I Iways. I Isimplistic I Iterms, 

I Idigital I Imarketing I Iis I Ithe I Ipromotion I Iof I I Iproducts I I or I I brands I I via I I one I I or I I more I 

I forms I I of I I electronic I I media. I I It I I differs I I from I I traditional I I Imarketing I Ias Iit I 

Iinvolves I Idifferent I Istrategies I Ior I Imodes I Ifor I Imarketing. I I  I I 

 

It I I involves IIfocus IIon Ieach I Iand I Ievery I Istrategy I Iof I Imarketing I Iwhich I Iwill I Ihelp I Ito I Igive I 

Ilong IIterm I  Irewards I  Ieither I  Ithrough I  Isocial I Imedia I Imarketing, IIto II  Ibe I  in IasIthe I I  Irank I 

of IIsearch I I  Iengine I I Ioptimization, I Ibranding I Iproduct I Ior I I service, I Imaintaining I I  Iold I 

market I Ior I Icustomer I Ior I Ito I Itarget I I Ithe I I focus I I market. IIt I I can I I  I Ibe I I done I through I 

affiliate I I marketing, Icontent I I marketing, II email I I Imarketing, I Isocial I Imedia I marketing, I Ietc. 

I I I 

Importance I Iof I Idigital I Imarketing I I: I I I 

The I Iimportance I Iof I Idigital I Imarketing I Iare I I: I I I I 

1.  I IReach I Iout I Imaximum I I audience: I IAs I the I I influence I Iof I Inet I Isurfing I Iincreases I 

Ieveryday I I Imakes I I it I I simple I I to I I reach I I all I Ikinds I Iof I Icustomers I Ifrom I Ilower I 

Ilevel I Ito I Ihigher I Ilevel. I ITo IIfocus I Ion I the I I target I I audience I I either I I to I I attract I 

I them I Iwith I Idifferent I Itypes I Iof I Imarketing I I campaigns. I I I 

2.  I ICompeting I Iwith I Ilarge I Ifirms: I ISince I Iit's I difficult I Ito I Icompete I Iin I Ithe I Imarket I 

Iwith I Ibigger I I firms I Ior I Iorganizations. I IDigital I Imarketing I Iallows I Istartups I Ito I 

Icompete I Iwith I Icompetitors I I and Iface I Ithe I Ibigger I Icorporations. I I I 

3.  I IBranding: I I Brand I I is I I nothing I but I a II term, I I logo, I I symbol, I category I I that I 

I define I I your I organization.Branding I I a I I new I product I I or I service I I through I 

I digital I marketing I Ihelps I I to I grow I Ifast I Iand Ican Ibecome I Ipopular I Iin I Iless I Itime. I  

4.  I ITime I I consuming: I IIt I I helps I to I consume I I less I I time I I to I I reach I I a I Imaximum I 

Inumber I Iof I Ipeople I I as I compared I I to I I traditional I Imarketing.Thus,it I I is I I so I 

Ipervasive I I that I I consumers I have Iaccess Ito I Iinformation I Iany Itime I Iand Iany 

Iplace I Ithey I Iwant I Iit. I I I I 
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Challenges I Ifacing I I Idigital I I Imarketers I I I 

●  I I IRisk I I Iin I I Isecurity I I : I I - I The I I security I I risk I I is I I increasing I I day I I by I day I I as 

I     number I I of I I Iinformation I I shared I I online I I through I I different I I medium I I i.e., I I shopping I                     

Ionline, I Ibill I Ipay, I Isharing I I private I I information I I increased I I the I I number I I of I I chances I       

I for I I hackers I I to I I hack Ieasily,with I Ithe I Iincreased I Irisk I Iof I Isecurity. I I I 

●  I ICluttered I Imarket I I: I I- I IIn I Ia I Ilimited I Inumber I Iof I Iniche I Imarkets I Iit's I Idifficult I Ito I 

Ihandle I Ior I Ito I stay I Ifor I Ia I Ilong I Itime I Ias Ithe I Icompetition I Iis I Ivery I Ihigh. I ITo 

Imake I Ivalue I Iin I Ithe I Imarket I Iyou I need Ito I Ihave Igood Icontent I Iand Iprove I Iyour I 

Iagenda I Ito I Icustomers. I I I 

●  I ILess I I focus I Ion I Ikeywords I I: I I- I ISEO I Iin I Ithe I Ipast I Iis I Ithe I Ibread I Iand I Ibutter I 

Ikeyword, I Iwhere I I Ifinding I Ia I Iright I Ikeyword I Ito I Iattract I Ipeople I Iand I 

Iaccommodate I Itraffic I Iis I Ithe I Ionly I Iagenda. I I I 

But I I google I I changes I by I time I I keywords I I become I I less I I focused I I and I 

I focus I I on I search I I I 

phrases. I I I 

●   IIMore I IAds Iblocker I I:- II IBlocking I Isoftwares I Iis I Iincreasing I Iday I Iby Iday, INative I 

Iadvertising I is I Iemerging I Ias Ithe I Imost I Ieffective I Isolution I Iright I Inow, Iincluding I 

Isponsored I Iblog I Iposts, I I reviews I I and I I mentions. I I Intent-based I Inative I 

I advertising I Iwill I Ihelp I Imarketers I Iget I I even I more I I results I I since I I it I Iimproves I 

Itargeting I Ito I Iensure I Ithat I Ithe I Iright I Icustomers I Iare I Iseeing I Ithe I Iads. I I 

 I I I I I I I I I I I I I 
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Benefits I Iof I Idigital I Imarketing: I 
I I 



 

 

 

 

 

Data IAnalysis I I I 

1.  I IIndian I I Ieconomy I  Ihas  Ithe IIIfinancial I  Iand I  Imarketing I aspects II over II various 

aaIgrowing IIdigitalizations, I Iare I Iyou Iaware I Iabout I Iit? I I I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The I Isurvey I Isays I Ithat I I75% I Iare I Iaware I Ithat I Ithe I IIndian I Ieconomy I Ihas I Ithe I Ifinancial I 

Iand I Imarketing I I Iaspects I I over I I various II Igrowing I I digitalizations. I I This I I shows I I the I 

I high I I awareness I I level I I with I I Iincreasing I I popularity I I of I I the I Idigitalization I 

Iphenomenon I I in I I India. I IWhile I I12% I I are I Inot I I aware I I Iabout I Isuch Iand I13% I Iare I 

Istill I Iconfused. I I I 
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Opinion I I I Percentage I I I 

Yes I I 75 I I 

No I I I 12 I I 

May Ibe I I I 13 I I 



 

 

 

 

2.  I IWhich I Iplatform I Ido Iyou Ifeel I Iis I Ibetter I Ifor I Idigital I Imarketing I Iand Idigital I Ieconomy? I I 
I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

According I I to I I the I I survey,service I I added Idigitally I I around I I73% I I is I Ibetter I I for I 

Idigital I Imarketing I I Iand I Idigital I Ieconomy, Iwhile I Icomputer I Ihardware I Iand I Ismartphones I 

Iare I Ibetween I I60-65 I Ipercent. I I IWhile I Ithe I Iothers I Ior I Idigital I Iaccount I Ifeels I Ionly I I34% I I 

Ifeel I Ithat I Iis I Ion Iaverage. I I I 

 

 

 

 

 

 

 

 

11 I I 

Opinion I I I Percentage I I I 

Laptop, I Idesktop I Iand Iall I Ithe 

I Computer I Ihardwares I Igrowth I 

I I 

 

Smartphones I Ipopularity I I I 62 I I 

Digital I IAccounting I I I 34 I I 

Services I Iadded Idigitally I I I 73 I I 

Others I I I 34 I I 

64 I 
I 



 

 

 

 

3.  I IWhat I Ido Iyou Ithink I Iis I Ithe I Ibest I Iway Ifor I Imarketing I Ithe I Iproduct I Ior I Iservices I 

Iand I Ifollow I Iall I I the I Iaspects I Iof I I7 IP’s I? I I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Digital I Imarketing I Iis I Ithe I Ibest I Iway Ifor I Imarketing I Ithe I Iproduct I Ior I Iservices I Iand I 

Ifollowing I Iall I Ithe I I Iaspects I Iof I I7 IP’s I I compared I I to I I traditional I Imarketing, I 

I according I Ito I Ithe I Isurvey. I I86% I Iof I Ipeople I I Ibelieve I I that I Idigital I Imarketing I Iis I Ithe I 

Ibest I Iway Ito I Imarket I Iproducts I Iand I Iservices, I Iwhereas I Ionly I I I14% I Istill I Ibelieve I Iin I 

Itraditional I Imarketing. I I I 

Difference I Ibetween I Itraditional I Ias Iwell I Ias Idigital I Imarketing I Iare I Ias Ifollows: I I I 

 

 

 

 

 

 

12 I I 

Opinion I I I Percentage I I I 

Traditional I Imarketing I I I 14 I I 

Digital I Imarketing I I I 86 I I 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

4. IAfter I Idigitalization I Igrowth I Iand Iincreasing I Ipopularity, Iwhat I Istatement I Ido Iyou 

Ithink I Iis I Ithe I I Icorrect I Ifor I Ithe I Icause? I I I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

13 I I 

Traditional I IMarketing I I I Digital I IMarketing I I I 

1.  IILimited I Iaudience II  

2. I IExpensive I I I 

3I IOne Ito I Ione Icommunication I I I 

4.IITake Ilarge Inumber I Iof I Itime I I I 

5.  ICan Ionly I Idone Ithrough ITangible 

I medium I I I 

1.  IReach Iout I Ito I Imaximum I 

Iaudience I I I 

2.  IILess I Iexpensive I Ior I Ifree I I I 

3.  IMass Icommunication I I I 

4.   ITime I Isaving I I I 

5.   ICan Idone Ione I- I Iclick I Imeans I 

Ithrough I I online I Iand I Ioffline I I I 

Opinion I I I Percentage I I I 

Virtual I Imarket I Ihas 

Inot I I affected I Ithe I Ireal I 

Imarket I I I 

 

Virtual I Imarket I Ihas I 

replaced I Ithe I Ireal I 

Imarket I I I 

18 I I 

Virtual I Imarket I Ihas I Ieroded I 

Ithe I Isignificance I I Iof I Ithe I Ireal I 

Imarket I Ibut I I Iboth I Ico-exist I I I 

52 I I 

May Ibe I I I 7 I I 

23 I 
I 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

As Idiscussed I Iearlier I Iin I Ithe I Iliterature I Iaspect, I Ithe I Idigital I Iphenomenon I Iis I Ivery I 

Inascent I Iin I IIndia. I I I23 Ipercent I Iof I Ithe I Irespondents I Ifelt I Ithat I Ithe I Ivirtual I Imarket I Ior I 

Idigital I Imarket I Ihas Inot I Iaffected I Ithe I I Ireal I Imarket I Icondition I Iin I IIndia. I IOnly I I18 

Ipercent I Iof I Ithe I Irespondents I Ifelt I Ithat I Ithe I Ivirtual I Imarket I I Ihas I replaced I I the I I direct I 

I marketing I I strategies I I adopted I Iby I the I I companies. I I52 Iper I I cent I Iof I I the I I 

Irespondents I Iwere I Iof I I the I Iopinion I I that I Ithough I Ithe I Ivirtual I Ior I Ithe I Idigital I Imarket I 

Ihas Ieroded I Ithe I I Isignificance I Iof I Ithe I Idirect I Imarketing I Istrategy, Iboth I Ithe I Itypes I Iof I 

Imarketing I Ipractices I Ico-exist. I I I 

 

 

5. IAny I Ikind I Iof I Irisk I I,do Iyou Ithink I Idigital I Imarketing I Iis I Iinvolved? I I I 

 

 

 

 

 

 

 

 

 

 

 

 

 

14 I I 

Opinion I I I Percentage I I I 

Yes I I 84 I I 

No I I I 13 I I 

May Ibe I I I 3 I I 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

As I regards I I the I I risk I I factor I I involved I I in I I the I I digital I I marketing I I strategies, I I 85 

I percent I I of I I the I I Irespondents I I Idid I I Iaccept I I Ithat I I Idigital I I Imarketing I I Istrategies I 

I Iinvolve I I Irisk I I Ifactor I I Iand I I Ithis I I is I I Icomparatively I I more I I in I I comparison I I to I 

I other I I marketing I I strategies, I I in I I terms I I of I I return. I I 14 I Ipercent I Iof I Ithe I 

Irespondents I Idid I Inot I Iaccept I Iany Isuch Irisk I Ifactor. I I I I 

 

6. I Do I I you I think I I that I I rural I I India I I has I the I I potential I I for I I the I I entry I I and I 

I Operation I I of I I digital I I Imarketing? I I I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

15 I I 

Opinion I I I Percentage I I I 

Yes I I 38 I I 

No I I I 44 I I 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Rural I I IIndia I I Ihas I the I I potential I I for I I the I I entry I I and I I operational I I growth I I of I 

digital I I marketing I I Istrategies. I IBut I I if I Iwe Igo Iby Ithe I Irespondents, I I38 Iper I Icent I Iof I 

Ithe I Irespondents I Iopined I Ithat I Irural I I IIndia I Ihas Ithe I Ipotential I Ifor I Ithe I Ientry I Iand I 

Ioperation I Iof I Ithe I Idigital I Imarketing I Istrategies I Ian I IIndia. I I IAgainst I Ithis, I I44 Iper I Icent I 

Iof I Ithe I Irespondents I Ifelt I Ithat I Irural I IIndia I Ilacks I Iany Isuch Ipotentiality. I I I 

 

7. IWhat I Iare I Ithe I Ivarious I Ilimitations I Iin I IIndia I Ifor I Ithe I Idigital I Imarketing I Istrategy? I I I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

16 I I 

Opinion I I I Percentage I I I 

Limited I Itracking 

I I\ Icapabilities I I 

I 

 

Lack I Iof I Ichoice I Iof I 

Ithe Iproduct/service 

I I I 

32 I I 

Lack I Iof I Ipersonalization 

I I I 

26 I I 

Others I I I 9 I I 

33 I 
I 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The I Irespondents I Ithat I Iwere I Istudied, I I33% I Ifeel I Ithat I Ithere I Iwould I Ibe I Ilimited I Itracking I 

Icapabilities I I Iwhile I I32% I Ifeel I Ithat I Ithere I Iwould I Ibe Ia Ilack I Iof I Ichoice I Iof I Ithe I Iproduct I 

Ior I Iservice. I I I I 

 

 

 

8. IDo I Iyou Ithink I Ithat I Idigital I Imarketing I Ican Ibe I Iused Ias Ian I Ieffective I Imarketing I 

Istrategy I Iin I Iplace I I Iof I Idirect I Imarketing I Istrategy? I I  

I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

17 I I 

Opinion I I I Percentage I I I 

Yes I I 26 I I 

No I I I 72 I I 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The I Irespondents I Ithat I Iwere I Istudied, I I26% I Iof I Ithe I Irespondents I Isay Ithat I Idigital I 

Imarketing I Ican Ibe I Iused Ias Ian I Ieffective I Imarketing I Istrategy I Iin I Iplace I Iof I Idirect I 

Imarketing I Istrategy I Iwhile I I72% I Iof I Ithe I I Irespondents I Isay Ithat I Iit I Ican’t I Ibe Iused Ias Ian 

Ieffective I Imarketing I Istrategy. I I 

 

 

9. IWhat I Iwill I Ibe I Ithe I Ibest I Ioption I Ifor I Idigital I Imarketing I Istrategy I I? I I 
 I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Opinion I I I Percentage I I I 

Sole I Itool I I I I 23 I I 

Being I usedIsparingly I I I 7 I I 

Being Isupplemented I I  Iby I  

Iother I IImarketing I Istrategies I I I I 

  

      70 I I 



 

18 I I 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The I I respondents I I that I Iwere I Istudied, I I70% I Iof I Ithe I Irespondents I Ifeel I Ithat I Idigital I 

Imarketing I Ibeing I I Isupplemented I Iby Iother I Imarketing I Istrategies I Iis I Ithe I Ibest I Ioption I 

Ifollowed I Iby I23% I Iwho I Ifeel I Ithat I I Idigital I Imarketing I Ias Ia Isole I Itool I Iis I Ithe I Ibest I 

Ioption. I I I 

 

 

10. IWhat I Iaccording I Ito I Iyou Iis I Ithe I Ifuture I Istrategy I Iof I Idigital I Imarketing I Iin I IIndia? I I I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

19 I I 

Opinion I I I Percentage I I I 

 I I I I I I I I IIyes I I 75 I I 

                        no I I 11 I I 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The I I respondents I I that I Iwere I I studied, I I75% I Iof I Ithe I Irespondents I Ifeel I Ithat I Idigital I 

Imarketing I Ihas Ia I I Ipotential I Iin I Ithe I Ifuture I Iwhile I I11% I Ifeel I Ithat I Iit I Ihas Ino Ifuture. I I I 

 I I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

20 I I 



 

 

 

 

 

Literature IReview I I I 

Trade I Iof I Icommerce I I I 

Prior I I to I I the I I evolution I of II money II it I was II a I simple I“better I I process” I I where I things I 

I could I I be I Iexchanged, I same I Imilk I I for I Igrains. IIThe I evolution I Iof I Imoney Ibrought I I 

with I Iit, I Ithe I Iconcept I Iof I Ia I I I“marketplace”. I I In I I a I I market I I place, I commerce I I is I I a I 

I function I I of I four I I P’s. I I These I I entire I I four I Icomponents I Iplay I I a I Ivital I I role I I in I I a I 

I transaction I I to I I take I Iplace. I IDifferent I Icombinations I Iof I I4 IP’s I Idetermine I Idifferent I 

I forms I Iof I Icommerce. I IOnce I I the I Imarket I Iplace I I came I I into I I existence, I I a I Ifew I I 

Ipioneers I I realized I I that I Ipeople I Iwould I Ibe I I ready I I to I Ipay I I extra I I if I I they I I could I 

Ideliver I Iproducts I Iat I I Icustomer's I I door I I steps. I I A I I slight I I modification I I at I I price I 

I and I I place I I led I I to I I the I I convenience I Iof I I Igetting I Iproducts I Iat I Itheir I Ihomes. I IThis I 

Iconcept I Idelighted I Ithe I Icustomers I Iand I Ithus, I Ithe I Iconcept I Iof I I I“street I I vendors” I I was I 

Iborn. I IWhen I the I Ipostal I I system I I came I I into I Ibeing I I the I I sellers I Idecided I I to I I Icash I 

Iin I Ion Ithe I Inew Iopportunity I Iand I Istarted I Iusing I Imailers I Igiving I Idescriptions I Iof I Itheir I 

Iproducts. I I IIt I I led I I to I I the I C oncept I I of I I “mail I I order I I cataloguing”. I I From I I here, I 

I the I I evolution I I of I I the I I “tele- I I Ishopping” I I Inetwork I I Iwas I I Iinevitable I I Iwith I I Ithe I 

I Idevelopment I I Iof I I Imedia I I Ivehicles. I I The I I latest I I Igeneration I Iof I Icommerce I Iis I 

Ione I Ithat I Ican Ibe I Idone I Iover I Ithe I Iinternet. I IInternet I Iprovides I Ia I Ivirtual I I Iplatform I 

Iwhere I I sellers I I and I I buyers I I can Icome I I in I I contact I I for I I sale I I and I Ipurchase I Iof I 

Igoods I Iand I I Iservices. I IThey I I can Ibe I I thousands IIof I Imiles I I apart, I Imay I Ibelong I Ito I 

Idifferent I Iparts I Iof I Ithe I Iworld, I Imight I Ispeak I Idifferent I Ilanguages, I I“E-commerce” I 

Iemerged I Ias Ithe I Iboundary I Iless I Itrade I Imedium I I Iin I I the I I era I I globalization. I I Since, I 

I internet I I has I the I I ability I I to I I reach I I the I I customers I I home; I I the I I Idistribution I 

Ichannel I Ihas Istarted I Ito I Iassume I Inew Imeaning I Ito I Ithe I IB2C Iand I IC2C Ie-Marketer. I IThe I 

I Physical I Idelivery I Igot I Iconverted I Ito I Ielectronic I Idelivery; I Iphysical I Iproducts I Iwere I Inow I 

Ielectronic I I Iproducts, I I displayed I I on I a I I website. I I With I I options I I of I I paying I I online I 

I through I Idebit I I and I I credit I I Icards, I Ieven Ithe I Itransaction I Iwas I Ipurely I Ielectronic. I 

IAnother I Iimportant I IP I Ifor I Ithe I Ie I Imarketer, I Ithe I I IPromotion,  Iassumed I I Iimportance, I I 

Iespecially I I because I I there I I is I I no I face I I to I I face I I interaction I I Ibetween I Ithe I Ibuyer 

I Iand I Iseller. IThe I Ifocus I Iof I Ionline I Ipromotions I Iis I Ithe I I‘great I Ideals’, I I‘discounts’, I I 

I‘convenience’ I Ioffered I Iby Ithe I Ie-Marketers. I I I  
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Digital I Imarketing I Istrategy I I I I 

A I I digital I I strategy I I is I I the I I series I Iof I I actions I Iyou Iplan I I and I I take I I to I I achieve I 

your I overarching I Idigital IImarketing I Igoal. I IIn I Icontrast, I Idigital I Imarketing I Icampaigns I 

are I Ithe I Ibuilding I Iblocks I Iand I I Iactions I Iwithin I Iyour I Istrategy I Ithat I Imove I Iyou Itoward I 

a Ispecific, I Idigital I Iend Igoal. I I I 
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Steps I Iinvolved I Iin I Icreating I Ia Idigital I Imarketing I Istrategy I Iare I: I I I I 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

There I Iare I I38.5 Imillion I IInternet I Iusers I Iin I IIndia I Iand I Ithe I Inumber I Iis I Iset I Ito I I grow I 

Ito I Ia I I100 Imillion I I Iin I Inear I Ifuture. I IAn I Iestimated I I4.6 Imillion I IIndian I IInternet I Iusers I 

Iare I IBanking I IOnline I Itoday I Iand I I Iwith I Ithe I Iefforts I Iof I Ithe I Igovernment I Iand I Ithe I 

Iindustry I Ithe I Inumber I Iis I Iexpected I Ito I Igrow I Ito I I16+ I I Imillion I Iby I2015-16 I Iincluding I 

Iboth I IInternet I Iand I IMobile I IBanking. I IWhile I Ionline I Imarketing I Iis I I Ia I Ipart I Iof I 

Imainstream I Imarketing I Iactivity I Iin I Ithe I Imore I Ideveloped I Imarkets, I Iin I IIndia I Iit I Iis I Istill I 

Iin I I the I teething I I stage. I ILack I of I awareness I Iof I I the I Ipotential I Iof I I the I I internet, I 

z spread I of I Iits I Iuse Iin I I IIndia, I I low I Iawareness I Iof I Ihow I Iinternet I Imarketing I Iworks I 

Iand I Ia I Igeneral I Iunwillingness I Ito I I“try I I Inew I I things” I I accounts I I for I I the I I low I I level I 

Iof I Ionline I Imarketing I Iactivity I Iin I IIndia. I IHowever, Iin I IIthe I I last I I two I I years, I I online I 

x marketing I I has I seen I I a I I steep IIgrowth Iand I I seems I I to I Ibe I Igathering I I 

IcriticalImass. I IThere I I are I Imany I I advantages IIof I IOnline I IBanking. I IThe I Idigital I 

Iinfrastructure I Iin I I IIndia I Iis I Iundergoing I Ia I Idramatic I Ichange, I Iwhich I Imay I Inot I Ibe I 

Ivery I Iobvious. I IThis I Itransformation I Iwill II create I I opportunities I I for I I content I I and I 

I community I I portals I I and I I websites, I and I rekindle I I Iinterest I Iin I IInternet I Iinformation I 

Iservices. I I I I 
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             The I Icritical I Iissues I Iin I Ithe I Ionline I Itravel I Isegments I I: 

I I I 

●  Poor I I IEnabling I I IInfrastructure:- IIThough I I the I I status I I is I I improving, I at I I the I I moment, I 

I , the I I Imarket I Ihas I low I IPC I Ipenetration I I in I Ihouseholds I Iand I Ilimited I Ibroadband I Ipenetration. I 

ImjAs Ieach I of I I these I Iplays I Ian I Iimportant I Irole I Iin I Ideveloping I Ithe I Imarket, I Ithese I Iare I Isignificant I 

jnnIroadblocks I to I Iovercome. I I I 

●  I IApprehension I I of I I Paying I I Online:- I I A I Imajority I Iof I I Internet I I11sers I I are I I still I 

Iuncomfortable I Iwhen I Iit I Icomes I Ito I Ipaying I Ionline. I IThey I Iprefer I Istanding I Iin I Iqueues I 

Ifor I Ihours I Irather I Ithan I Ispend Ia I I few I Iminutes I I to I Ibook I railway I Itickets. I IThis I Iis I 

Ifurther I Ilimited I Iby Ilow I Ipenetration I Iof I Icredit I cards I Iin I Ithe I Icountry. I I I 

●  I ILimited I I IInventory:- I I ILow I I IInventory I I Iis I I Ia I I Ibig I I Ifactor I I Ifor I I Ithe I I low I 

I percentage I I of I I hotel I bookings I I Icurrently I I Ihappening I I Ionline. I I IAccording I I Ito I I 

Ia I I Imajor I I Ihotelier, I I Ithe I  Isize I I Iof I I Ithe I inventory I I offered I I online I I is I I limited I 

I to I I 122 I rooms I I that I I canI be I I booked I I through I I 100 I odd Iwebsites. I IThe I Ionline I 

Ibooking I I is I Ithus I Ilimited I Ito I Ionly I I10% I Iof I Ithe I Itotal I Ibookings. I IHowever, I I 

the I Iissues I Irelated I Ito IIpenetration I Iof I Ithe I IInternet I Iand I Iapprehensions I Iwith I Ipaying I 

Ionline I Ican Ibe I solved I Iwith I Ithe I Iuse Iof I Ialternate I Itechnology, I Iknown I Ias Im-

Commerce. I IThe I Irise I Iin I Inumber I Iof I I subscribers I Iand I Ithe I Ireplacement I Imarket I Ifor I 

Imobile I Ihandsets I Ihas Imade I Iit I Ione I Iof I Ithe I Ilucrative I Ichannels I Ifor I Ireaching I Ithe I 

Icustomers. I IAs Ithese I Iissues I Iare I Iaddressed, I Icoupled I Iwith I Iincrease I Iin I I awareness I Iof I 

Isecure I payment I Igateways I Ibeing I Iinstalled I Iby Ivarious I Itravel I Isites, I Ithe I Iindustry I I I 

is I Iexpected IIto I Irise I Iby I50% I Ito I IRs I I7000 Icrores I Iat I Ithe I Iend I Iof I Iyear I I2018-19. I 

IThus, IIintroduction I I Iof I IInew I Itrains I I Iand I I Ilow I I Icost I I Iairlines, I I Icoupled I I Iwith I  

Iincreasing I IIconfidence I]  Iin I I payment I I Igateways I Iand I Ihot I Ideals I Ioffered I Iby Ivarious I 

Iplayers I Iis I Iexpected I Ito I Idraw I Ithe I Iattention I Iof I Imore I I Ipeople I Ionline I Imaking I ITravel I 

Istay I Iat I number I Ione I Iposition I Iamong I Ivarious I IB2C IE-Commerce I I categories. I I I 

Digital I Imarketing  Iin I Ithe I Ibanking I Iand I Icommercial I Isector I I I I 

The I I Internet  I banking I I is  I changing  I the I I banking I I industry I I and I I is I I having I 

I major I I effects I on I \banking I Irelationships. I IEven I Ithe I IMorgan I IStanley I IDean I IWitter I 

IInternet I Iresearch I Iemphasized I I that I I the I IWeb Iis I Imore I Iimportant I Ifor I Iretail I Ifinancial I 

Iservices I Ithan I Ifor I Imany I Iother I Iindustries. I I I 

Internet I Ibanking I Iinvolves I Iuse Iof I Ithe I IInternet I Ifor I Idelivery I Iof I Ibanking I Iproducts I I& I 

Iservices. I IIt I I Ialls I I into I I four I Imain I Icategories, I Ifrom I ILevel I Il I I– Iminimum I 

Ifunctionality I Isites I that I Ioffer I Ionly I I Iaccess I I to I I deposit I I account I I data I I - I I to I 

I Level I I 4 I sites I Ihighly I I sophisticated I Iofferings I I enabling I I I 
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integrated I I Isales I I of I I additional I I products I I and I I access I to I I other I I financial I 

I services- I I such I as I Iinvestment I Iand Iinsurance. I I I I 

In I Iother I Iwords I Ia Isuccessful I IInternet I Ibanking I Isolution I Ioffers I I: I I I I 

●   IExceptional I Irates I Ion ISavings, I ICDs, Iand IIRAs I I I 

●  I IChecking I Iwith I InoImonthly I Ifee, I Ifree I Ibill I Ipayment I Iand Irebates I Ion ATM I 

Isurcharges I I 

●  I I ICredit I Icards I Iwith I Ilow I Irates I I I 

●  I I IEasy I Ionline I Iapplications I Ifor I Iall I Iaccounts, I Iincluding I Ipersonal I Iloans I Iand I Imortgages I 
I            24 I Ihour I Iaccount I Iaccess I I 

●  II IQuality I Icustomer I Iservice I Iwith I Ipersonal I Iattention I I I 

 

 

Digital I ISignatures I I 

On I IOctober I I1,2000, I the I IElectronic I ISignatures I Iin I INational I Iand I IGlobal I 

ICommerce I IAct I Iwas II Isigned. I I This I Iact I I states I I that I I an I I agreement, I I contract, I Ior I 

I transaction I I signed I I electronically I is I I Ienforceable I I in I Ia I I court I Iof I I law. 

IAccordingly, I financial I I services I Iinstitutions I Ican Inow I Ilegally I I Itransact I I Ibusiness I 

I using I I electronic II signatures, I I allowing  I transactions I I such I as I mortgages, I I Ifunds I 

Itransfers, I  Iopening I I and I I closing I I of I I accounts, I I benefits I I enrollment, I I and I 

I beneficiary I I Idesignations I Ito I Ioccur I Iin I Ian Ielectronic I Ienvironment. I I I 

There I I are I I possible I I additional I I benefits I I to I I the I I implementing I I organization. I 

I These I I include I I Ireduced I I transaction I I timelines, I Ireduction I Iin I Ipaper I Iprocessing I 

Icosts, I Ifacilitation I Iof I Icustomer I I Imigration I I to I I the I I Internet I I as I a I Ibusiness I 

I channel, I I and I I increased I Ionline I Itransaction I Isecurity. I IWhen I I compared I I to I 

I physical I I signatures, I I e-signature I I technologies I I are, I I in I I general, I I a I Imore I I Isecure 

I I  authentication I I  Imethod. I I  IMany I  Ifinancial I I  Iinstitutions I I  Iare I I  Istudying I I  Ithe I 

I  Ipossible I I Iimplementation I I  Iof I I  Ia I I Ipublic I I Ikey I I Iinfrastructure I I I(PKI) I I Isystem I 

I Ithat I I Iwill I I Iallow I I Ithem I I Ito I I Iexchange Ielectronic I Iinformation I Isecurely I Iwith I 

Iunknown Iparties. I 

 

Opportunities I Ifor I Idigital I Imarketing I Iin I IIndia: I I I 

Today, Iwe Iare I I living I Iin I Ia I Idigital I Iera I Iwhere I Ithere I Iare I I3,424,971,237 Iinternet I 

Iusers I Iin I IIndia, I I Iwhere I Ithe I Itotal I Ipopulation I Iof I IIndia I Iis I I1,326,801,576. IWhile I 

Italking I Iabout I IIndia I Ithe I Igrowth I I Irate I Iof I Iinternet I Iusers I Iis I I7.8%. I I I 
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From I I Ia I I Ibusiness I I Ipoint I I Iof I I Iview, I IIndia I I Iis I I Ia I I Ihuge I I Imarket I I to I I grow I 

I business, I I career, I and I I Iopportunity, Ias Iwell I Ias Ito I Imake I Imoney. I IIt I Iis I Ithe I Ibest I 

Iplace I Ito I Iattract I Ithe I Ipotential I Icustomer I Iso I I Ithat I Iall I I the I Ibusinesses I I are I I aware I Iof I 

Iit I Iand I Istarted I Ito I Icreate I Ia I Ibetter I Iplace I Iin I Ithis I Icompetitive I I Iclimate I Iwith I Ia Ibig I 

Iprofit I Iand Ialso I Ian Iopportunity I Ifor I Idigital I Imarketing I Iin I IIndia. I I I 

Digital I I Marketing I I is I I an I I innovative I I concept I I in I I marketing, I I which I I includes I I a I 

I huge I I concern I I Iregarding I I any I I commodity I Iproduct I Ior I I services I Iwith I Ithe I Ionline I 

Itechnology; I IIt I Ialso I Icovers I Ithe I I Icell I I phones, I smart I I phones, I display I 

I advertisement I I with I I the I I help I I of I electronic I I and I I Digital I I Imedia. I I I 

 

The I Iconcept I Iof I IDigital I Imarketing I Icame I Iinto I Iaction I Iin I Ithe I I1990s I Iand I I2000s. I IIt I 

Ihas Iinvented I Ithe I I Ipath I I of I I brand I I and I I communication I I with I I potential I I customers. 

I I As IDigital I IMarketing I I rapidly I I Iintegrated I Iinto I Ithe I Imarketing I ISector I Iand I Iour I Iday 

I Ito I Iday I Ilife, I Iso I Ithe I Ipeople I Ihave Istarted I Ito I Igo I Idigital I I shops I instead I I of I I the I 

I real I Iones. IDigital I IMarketing I I concepts I I are I Ibecoming I Imore I I and I I Imore I I  

Ihabitual I I  Iin I I  Iour I I Ilife. I I IConcepts I I Isuch I Ias I Isearch I I Iengine I I Ioptimization, I I 

Isocial I I Imedia I I Ioptimization, I I  Isearch I I  Iengine I I Imarketing, I I Iemail I I Imarketing I I 

Iare I I Ibecoming I I Imore I I Iand I I Imore I I Ifamiliar I Iwith I Iour I Iinnovative I Itechnology. I I I 

  In I Ia I Isurvey, I IIndia I Ifound I Ithat I Ifrom I I2010 Iretailers I Istarted I Ito I Iregister I Itheir I Iown I 

Idomain I Iaddress. I I IDigital I I  IMarketing I I  Iis I I  Ialso I I  Iknown I I  Ias I  IInternet I I  

IMarketing IIor  nknnOnline I I  IMarketing. I I IDigital I I IMarketing I I concepts I Ihave I risen I I faster I 

I in I Iprevalence. I IThe I Idigital I Imarketing I Iterm I Iincludes I Iall I I Ithe I I  Ielectronics I I 

Icommunicating I I Idevices I I Ilike I I Icomputers, I I Ilaptops, I I II-pads, I I Imobile I I Iphones, I 

Itablets, I Ipalmtops I Iand I Iso I Ion. IWith I IDigital I IMarketing I IStrategies I IBusinesses I Iwant I Ito I 

Ireach I Imore I I Iand Imore I Ipeople I Ias Iwell I Ias Icreate I Ia Ibrand I Ivalue. I I I 

 

What I Iis I IDigital I IMarketing? I I I 

It II is II a II promotional I I activity, I I awareness I I or I I Branding I I is I I done I I for I I any I 

product, I service I I or II Icommodity I Ivia I Ielectronic I Imedia, I Iwhich I Iis I Idifferent I Ifrom I 

Itraditional I Imarketing I Iwhich IIincludes I Ichannels Iand Imethods IIwhich I Ienable I Iorganization I 

Imarketing I Icampaigning I Ifor I Ioptimal I Iinternet I I Iusers IIwanting I Ito I Iget I Ifrom I Ithe I Iinternet I 

I I 
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Further I Iclassification I Iof I Idigital I Imarketing: I I I 

 

● I ISEO I I(Search I Iengine I Ioptimization) I I I 

●  I ISEO/SMM I I(Social I Imedia I Ioptimization I I/ I Isocial I Imedia I Imarketing) I I I 

●  I ISEM I I(Search I IEngine I IMarketing) I I I 

●  I IEmail I Imarketing I I I 

●  I IMobile I ISEO I I I 

1.  I ISEO I I(Search I Iengine I Ioptimization): I IA I Iweb Isearch I Iresult I Iis I Ia I 

Isoftware I Isystem I I Iwhich I I Iis I I designed I I to I I search I I for I I information I 

I on I the I I world-wide-web. I I The I I Isearch I Iresult I Iis I Icommonly I Ipresented I 

Iin I Ia I Iline I Iof I Iresults I Ithat I Iare I Ioften I Ireferred I I Ito I I as I search I I engine I 

I result I I pages. I I The I I information I I may I I be I I on I a I I web I page, I I 

image I Iinformation, I Ior I Ianother I Itype I Iof I Ifile. I ISome I Isearch I Iengines I Ialso 

IImine I Idata I Iavailable I I Iin I I Ithe I I Idatabase I I Ior I I Iopen I I Idirectories. I 

I Search I I engines I I are I I able I I to I I Imaintain I I  I Ireal-time I I  I Iinformation I 

Iby I  I Ifollowing I I  I Ithe I I  I Inumber I I  I Iof I I  I Isystem I I I 

instructions. I I I 

Search I I engine I I optimization I I is I I a I I holistic I I approach I I delivering I 

I your I I business I I Iinformation I I Ito I I a I I potential I I client I I via I I online I 

I platform I I or I I Marketing I I with I I a I I Imodern I I and I I innovative I I way. I 

I There I I are I I different I I criteria I I by I search I I engines I I Iwhich I Imakes I Ian 

Iimpact I Ion Isearch I Iresult I Isome I Iof I Ithose I Iare I Ias Ifollow- I I I 

●  I Similarity I Iin I Iyour I Isearch I Iquery I Iand URL  Iof I particular I 

Iwebpage I I 

I●  I I IQuality I Icontent I Irelevant I Ito I Iyour I Iquery I I I 

●  I I IBack-links I Ifor I Ithat I Iwebsite I I I 

●  I I IPrevious I Itraffic I Ifor I Ithat I Iweb-page I I I 

●   IHigh I IPage I Irank I Iof I Iwebpage I I 

●  ICrawling I Iof I Iweb Ipage Iby Ibot I I I 

●  IIndexing I Iof I Iyour I IPage I I I 

●  IRelevance I Iof I IMata I Iproperties Iof I Iwebpage Ito I Isearch I Iquery I 

●   ISupport I Iof I Iyour I Iwebsite I Ifor I Idifferent I Idevices I I I 

●   ISupport I Iof I Iyour I Iwebsite I Ifor I Idifferent I Iweb Ibrowser I I I 
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●  I IStuffing I Iof I Ikeyword I Iin I IWeb Ipages I I 

●  I IAdwords I IPPC I Iadvertising I Iservices I I I 

2.  I SMO/SMM I I(Social I I  IMedia I I  IOptimization I I  I/ I I  ISocial I I  IMedia I I  

IMarketing): I I Awareness I Iof I Iproduct, I Iservice, I Ievent I Iand I Ibrand I Iwith I Ithe I 

Isocial I Imedia I Iplatform I Iis I I  Icalled I I  Ithe I  ISocial II  IMedia IIOptimization. I 

IJust I I  Ilike I I  Iposting I I  Ion I  ITwitter, I I Facebook, I ILinkedIn, I IGoogle I 

Iplus I I and I Iblogging I I sites. I IThe I Iobjective I Iof I Isocial I I Imedia I 

optimization I I is I I to I I bring I I traffic I I to I I your I website. I I While I I doing I 

I digital I Imarketing, I Isocial I Imedia I Ioptimization I Iis I Ione I Iof I Ithe I Imost I 

Iimportant I Iconstraints. I I I 

It I Ihas Ia I Ihuge I Ivalue I Iin I Icreating I Ia I Ibrand. I IThe I Iterm I Isocial I Imedia I 

Iintroduces I Iitself I I Ithat’s I I making I I things I I social I I with I I the I I help I I of I 

I the I I media. I I Facebook, I I Twitter, I I ILinked-in, I I Google I I plus, I I tumblr I 

I Instagram, I IReddit, I IPinterest I Iand I Imuch I Imore I I Ican Ibe I Ithe I Iexample I 

Iof I Isocial I Imedia.Or I Iit I Ican Ibe I Idefined I Ias Iit I Iis I Ithe I avenue I Ifor I I like I 

Iminded I Imankind I Ito I Icommunicate I Iand Iinteract I Ionline. I I I 

 
The I Isocial I Imedia I Ioptimization I Ican I Ibe I Idefined I Ias Ifollow- I I I 

With I I the I Ino Isocial I Imedia I Iplatform I Ipeople I I create I Ipublicity I Iand I 

Iawareness Ifor I Itheir I Iproduct, I Iservice I Ior I Icommodity I Iand I Icreate I Ia I Ibrand. 

I IThere I Iare I Itwo I Itypes I Iof I I ISocial I Imedia I Ioptimizations- I I I 

When Iyou Ishare I Ia I Ilink, I Ilike I Ia I Ipost I Ior I Icreate I Iengagement I Iactivity I Ion 

Iany I social IImedia I Iit I Ican I Ibe I I Iconsidered I I Ias I Iorganic I I social I I media 

Ioptimization Iand I I an I I Iadvertisement I I one I I can I see I I on I social II media I 

I can I be II considered I I as I inorganic I I I(Paid) I Isocial I Imedia I Ioptimization. I I 

I3.  I ISEM I I (Search I I Engine I I Marketing): I I Search I I Engine I IMarketing I 

I is I I a I Imode I Iof I I Ionline I Imarketing I Ithat I Icovers I Ithe I Iawareness I Iabout I Ia I 

Iwebsite I Iby Iincreasing I Itheir I I Iavailability I I  Iin I I  Isearch I I  Iengine I I  

Iresult Ipages(SERPs) I I Iinitially I I Iwith I I Ithe I I Ipaid I I Iadvertisement. I IIf I 

Iyou Iare I Ia I Iwebsite I Iowner I Iand I Iyou Iwish I Ito I Icome I Ion Ithe I Itop I Iin I I I 

the I Isearch I Iresult I Iwithin I Iminimum I Itime I Iand I Igenerate I Itraffic I Ifor I Iyour I 

Iwebsite I Iin I I Isuch Isituation I Iyou Ican Igo Ifor I ISearch I IEngine I IMarketing I 

IIt I Iis I Ia I Ipaid I Iservice I Iby I I 
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search I Iengines I Ithat I Iwhen Iyou Iwill I Ipay I Ithem I Iu Iwill I Ibe I Ithe I Itop I Iof I 

Ithe I Iresult I Ifor I I Iparticular I I search I I queries. I I Whenever I I you I type I I a I 

I query I I in I I the I I search I I engine I I Isearch I I  Ibox I  Iin I I  Ithe I I  Iresult I I  

Iat I I  Itop I I  Iof I I  Ithe I I  Iresult I I  Iyou I  Iwill I I  Ifind I I  Ithe I I  Ipaid I I 

Iadvertisement, I I nowadays I it I Icomes I Iwith I I and I Iyou Iclick I I some I Iof I 

I them. I I If I Iyou I I Iwish I I Ito I I Iconduct I I Ionline I I Ibusiness, I I Iyou I Ihave I 

Ito I I work I I in I I both I I organic I I and I I Iadvertised I I links, I I which I I means I 

I you Ineed Iboth I I search I I engine I Ioptimization I Ias I Iwell I Ias ISearch I 

IEngine I IMarketing. I I I 

 

The I Iadvantages I Iof I ISearch I IEngine I IMarketing I Iis I I I I 

●  IPaying I I for I I only I I those I I clicks I I which I I bring I I users I I to I I your I 

Iwebsite I I this I I Iconcept I I is I I called I Ias Icost I Iper I Iclick I I(CPC) I Ior I Iwe 

Ican Isay I  Ipay I Iper I Iclick I I I(PPC) I Iit’s Ia I Ihuge I Ibenefit I Iof I Idigital I 

Imarketing I Ithat I Iyou Ipay I Ifor I Ionly I Ithat I I Imuch I I  Ithat I I  Ihas I 

Iconsumed I I Ibut I I Iit I I Idoes I Inot I I Ihappen I Iwith I I Itraditional I I I 

marketing. I I I 

 

Google I Iad Iwords I Iis I Iable I Ito I Ipromote I Ithree I Itypes I Iof I Iadvertisement- I I I 

●   IText I Iadvertisement I I(advertisement I Iwhich I Iwe Ican Isee I Ion IGoogle I 

Isearch I I Iengine I Iin I Itext) I I I 

●  IDisplay I I advertisement I I (advertisement I I which I I we I can 

I combination I I of I I Iimages I Iand Itext) I I I 

●  IVideo I I Iadvertisement I I I(advertisement I I Iwhich I I Iwe I Ican 

I combination I I of I I Ivideo I Iand Itext) I I I I 

4.  I IEmail I I Marketing: I I Email I I marketing I I Means I of I I sending I I a I 

I commercial I I and I I Ipromotional I I message, I I to I I a I I group I I or I I bulk I I set 

I of I I people, I I using I I email. I I In I I its I Ivoluminous I I sense, I every I I email I 

I sent I I to I I a I I  Icurrent I Icustomer I Ior I Ipotential I Icould I I Ibe I I called I I email I  

marketing. IIt I I usually I I uses I I email I I to I I send I request I I business, I I I 

advertisements, I I solicit I I sales I I or I I donations, I I and I I is I Imeant I I to I 

IbrandIawareness, I I Itrust, I Ior I Ibuild I Iloyalty I IMarketing I Iemails I Ican Ibe I 

Isent I Ito I Ia I Ipurchased I Ilead I Ilist I Ior I Ia I I Icurrent I I  Icustomer I I  Idatabase. I I  

IThe I I  Iconcept I I  Iusually I I  Irefers I I Ito I I Isending I I Iemail I I I 
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messages I I  Iwith I I  Ithe I I  Iintention I I  Iof I I Ienhancing I I Ia I I Ibusiness’s I I 

Irelationship I I Iwith I I Iprevious I I or I I current I I customers. I I Let I I us I I take I 

I an I I example I I of I I your I I free I I Gmail I I Iaccount I I: I IYour I Icurrent I IGmail I 

Iaccount I Iinbox I Iis I Icategorized I Iinto I Ifour I Iprimaries, I I I 

Social, I Ipromotions I Iand I Iupdates I Iparts, I Iin I Iyour I IGmail I Iinbox I Ione I Ican 

Ibe I Iable I Ito I see I Ipromotions I Ithere I Iare I Iupdated I Iemails I Ithese I Ipromotion I 

Imails I Iupdates I Ias Iyou I Iare I Ia I Ipotential I Ior I Iloyal I Icustomer I Iso I Ithe I Imain I 

Iaim I Iof I Ibriefing I Ithis I Iinformation I Iis I I Ithat I I if I Iyou I run I I an I IEmail I 

I camping I Iyou Ican Ibe I Iable I Ito I Ireach I Idirectly I Iinbox I Iof I I I 

people I I millions I I of I I people I I with I I single I I click I I and I I cross I I a I 

milestone I I for I Iyour I I Ibusiness. I I I 

5.  I IMobile I I SEO: I I An I I advertisement I I that I I is I I appearing I I on I your I 

I mobile I I phones, I smartphones, I Itablets, I Iand I Iother I Idigital I Icommunicating I 

Idevices I Iis I Icalled I Imobile I I marketing. I IWhen I Ithe I I Itechnical I 

I Customization I I (responsiveness) I I made I I in I I a I I Iwebsite I I as I per I I the 

I I requirement I I and I I suitability I I for I I portable I communicating I I I 

device I I (e.g. I Iyour I Imobile I Iphones, I smartphones, I I tablets) I I in I I real I 

Itime I Iis I Icall I Ias I Imobile I ISearch I Iengine I Ioptimization I I I 

 

An I Iamazing I Ifact I Iof I Iinternet I I I 

●  I80% I I of I I the I I internet I Iusers I Iare I Iusing I I internet I Ion Imobile I 

Iphones Ior I Ion I Ismartphones I I I 

●  IGoogle I Igenerates I Ia Ihalf I Iamount I Iof I Ithe I Irevenue I Ifrom I Imobile I Iads. I I I 

●  IIn I Ithe I Isurvey I Iprojected I Ibusiness I Iintelligence…. I Iby Ithe I Iyear I I2020, I   

there I I Iwill I I Ibe I I 3.5 I billion I I smartphones I I shipped I I worldwide. I I And I 

I users I I are I I Irapidly I Ishifting I Ito I Ismartphones I Ifor I Iaccessing I Ithe I Iinternet. I I I 

●  I“Most I Iof I I the I IGoogle I I searches I I take I Iplace I Ion Imobile I Iand I 

Ismartphones I than I Ion Icomputers/laptops I Iin I I10 Icountries, I Iincluding I 

Ithe I IUS, I IIndia, I Iand I I Japan,” IGoogle I Iannounced Ilast I Iyear. I I I 

 I I I 
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Research I IDesign I  

 

 

 

 

 

 

Research IMethodology I 
I I

This I I Istudy I I Iused I Idescriptive I I Iresearch. I I IDescriptive I I Iresearch I I Iinvolves I I 

Igathering I I Idata I I that I I Idescribe I Ihow I Ilarge Idata I Ican Ibe I Imined I Iand I Iutilized I Iin I Ithe I 

Ireal I Itime.  I 

I 

Advantages I Iof I ISecondary I IData: I 
 

 

Advantages I Iof I Isecondary I Idata I Iare Ifollowing: I  

 

● IThe I Iprimary I Iadvantage I Iof I Isecondary I Idata I Iis I Ithat I Iit I Iis I Icheaper I Iand Ifaster I Ito I Iaccess. I 
I 
K,l.,pllp,oiikm,mmlkk,k,m, I 

●ISecondly, Iit I Iprovides I Ia Iway Ito I Iaccess Ithe I Iwork I Iof I Ithe I Ibest I Ischolars I Iall I Iover I 

Imthe I Iworld. I I 

 

\I● IThirdly, I secondary I I data I Igives I I a I I frame I Iof I Imind I I to I I the I I researcher I I in I 

Ik kwhich I Idirection I he/she I Ishould I Igo Ifor I Ithe I Ispecific I Iresearch. I 

 

 

 I ●  IFourthly I I secondary I I data I I save I I time, I I efforts I I and I I money I I and I I add I I to I 

mkI the I Ivalue I Iof I I the I I Iresearch I Istudy. I 

I 
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Disadvantages I Iof I ISecondary I Idata: I I I I 

 

Following I Iare I Ithe I Idisadvantage I Iof I Isecondary I Idata: I I I I 

●  I I IThe I Idata I Icollected I Iby Ithe I Ithird I Iparty I Imay I Inot I Ibe I Ia I Ireliable I Iparty I Iso I Ithe I 

Ireliability I Iand I I I 

accuracy I Iof I Idata I Igo Idown. I I I I 

●  I I IData I I collected I I in I I one I I location I I may I I not I I be I I suitable I I for I I the I I other I 

I one I I due I Ivariable I I I 

environmental I Ifactor. I I I 

●  I I IWith I Ithe I Ipassage Iof I Itime I Ithe I Idata I Ibecomes I Iobsolete I Iand Ivery I Iold I I I I 

●  I I ISecondary I Idata I I collected I I can Idistort I I the I Iresults I Iof I Ithe I Iresearch. I IFor I Iusing I 

Isecondary I I I 

data I Ia I Ispecial I Icare I Iis I Irequired I Ito I Iamend I Ior I Imodify I Ifor I Iuse. I I I 

●  I I ISecondary I Idata I Ican Ialso I Iraise I Iissues I Iof I Iauthenticity I Iand Icopyright. I I  I I I 
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Conclusion I I I 

Digital I Imarketing I Iis I Ia I Igolden I Iand I Ihigh I Idemanded I Imarketing I Istrategy I Ii.e., I Iused Ito I 

Ibe I Idone. I IIn I I Ithe I Ipresent I I and I I future I I its I Ipopularity I I and I Iopportunity I I is I 

I increasing I Iday I Iby I day. I Its I I future I Iis I I Ibright I Iand I Iwill I Istay I Ifor I Ia I Ilonger I Iperiod I 

Iof I Itime. I I IIf I Ithe I Ibusinesses I Iare I Igoing I Ito I Isurvive I Ithe I Irace I I Iof I I digitization, I I then I 

I digital II marketing I I is I I the I I only I I option I I available I I out I I there. I I It's I I getting I I 

Ifamous I in I I the I Ibusiness I Iworld I Iwhether I Iits I Ia I Ismaller I Ibusiness I Ior I Ilonger I Ibusiness, I 

Isome I Iof I Ithe IIbusinesses I Ithat I Iare I Igrowing I Iin I Ithe I Idigital I Iworld I Iare: I I I 

●   Food I Isector I I I 

●  ITechnology I Isector I I I 

●  IEntertainment I Isector I I I 

●  IReal I IEstate I Isector I I I 

Even I I now I I the I I educational I I and I I medical I I sector I Iare I Ialso I Igrowing I I in I I this I 

lockdown I I era. I IThe I I Ionline I Ibuying I Iand I Iselling I Iof I Iproducts I Ior I Iservices I Iare I Iat I Iits I 

peak Iand I Ieveryone I Iis I Iusing I Idigital I I Iplatforms. I IThough IIat IIthe I Iend III  Iwould I Iconclude I 

that I Idigital I Imarketing I Iwill I Ibecome I Inecessary I Iand I Ithe I Iimportant I Iworld I Iof I Imarketing I 

as Iit's I Igoing I Ito I Ihave Ia I Ibright I Imarket I Iwill I Icover I Iall I Iover IIthe I Ivirtual I Imarket. I I I 
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Recommendation I I I 

●  I INot I I Isurprising I I Iif I I Ithe I I Iuses I I of I I the I I Internet I I involve I I the I 

I facilitation I I of I I information I I Iexchange Ibetween I Iglobal I Ipartners. I I I I 

●  I IAbility I Iof I Ithe I IInternet I Ito I Ienable I Isynchronous I Ias Iwell I Ias Iasynchronous I 

Icommunication I I Imakes I Iit I Ian I Iideal I Itool I Ito I Idisseminate I Iand I Icollect I 

Iinformation I Iand I Ienhance Ioperational I I Iefficiency. I I I 

●  IIAlthough, I I the I I inherent I I interactivity I Iof I I the I I Internet I Imakes I I it I I a I Imore I 

Ieffective I Idevice I I Ifor I Ibusiness I Ienhancement I I activities I Isuch Ias Idissemination I 

Iof I Itailored I Iinformation I Ion I Ithe I Icompany I Iand Iits I Iproducts I Ito I Ispecific 

IIaudiences. I I I I 

●  I ISimilarly, IDCM Iusage I Ifor I Iglobal I IB2B Ioperations I Idoes I Inot I Iappear I Ito I Ibe I Ia I 

Ifunction I Iof I I Ihow I I globally I I focused I I a I I company I I is. I I Percentage I I of I 

I revenues I I or I I profits I I that I I were I I Iderived I Ifrom I Iglobal I Ioperations I Idid I Inot I 

Iaffect I Ito I Iany I Isignificant I Idegree I Ihow I Ia I Icompany I I Iwill I Iuse Ithe I IInternet. I I I 

●  I The I IInternet I Ihas Ibecome I Isuch Ian I Iintegral I Ipart I Iof I Itoday's I Icompetitive I 

Ienvironment I Ithat I I Iwhether I Ior I Inot I Ia Icompany I Iis I Iglobally I Ifocused I 

IisIimmaterial. I I I 

●  I I IThe I Icompanies I Iin I IIndia I Ineed Ito I Ibe I Imore I Ifocused I Ion Ithe I Ipractices I Iof I 

IDigital I Imarketing I I Ifor I I Iit I I Iis I I Ionly I I Igoing I I Ito I I Ibetter I I Itheir I I Ichances I 

Iof I I Iexploring I I Ibusiness I I Iopportunities I I Inationally I Ias Iwell I Ias Iinternationally. 

I I I 

I I 
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Questionnaire I I I 

1. IIndian I Ieconomy I I Ihas I Ithe I I Ifinancial I I Iand I I Imarketing I I aspects I I over I 

various IIgrowing I I digitalizations, I Iare I Iyou Iaware I Iabout I Iit? I I I 

aI IYes I I I 

b  INo I I I 

c)  IMay Ibe I I I 

2.  IIWhich I Iplatform I Ido Iyou Ifeel I Iis I Ibetter I Ifor I Idigital I Imarketing I Iand Idigital I 

Ieconomy? I I I 

j Ia) I ILaptop, I Idesktop I Iand Iall I Ithe I IComputer I Ihardwares I Igrowth I I I 

I I II II Ij Ib) I ISmartphones I Ipopularity I I I I 

 I I I  I  I Ijhc) I IDigital I Iaccounting I I I 

 I I I I I  I Id) I IServices I Iadded Idigitally I I I 

 I I I I II I Ie) I IOther I I I 

3.  I IWhat I Ido Iyou Ithink I Iis I Ithe I Ibest I Iway Ifor I Imarketing I Ithe I Iproduct I Ior I Iservices I 

Iand I Ifollow I Iall I I Ithe I Iaspects I Iof I I7 IP’s I? I I 

   a)  ITraditional I IMarketing I I- I Ii.e., I Iprint I Imedia,etc I I I 

   b)   IDigital I IMarketing I I- I Ii.e., I Iseo, Ionline I I& I Ioffline I Imarketing, I Ietc I I I 

4.  I IAfter I Idigitalization I Igrowth I Iand I Iincreasing I Ipopularity, I Iwhat I Istatement I Ido Iyou 

Ithink I Iis I I I 

the I Icorrect I Ifor I Ithe I Icause? I I I 

  a)  IVirtual I Imarket I Ihas Inot I Iaffected I Ithe I Ireal I Imarket I  I I I I 

   b)  I Virtual I IMarket I Ihas Ireplaced I Ithe I Ireal I Imarket I  I I 

   c)  IVirtual I Imarket I Ihas Ieroded I Ithe I Isignificance I Iof I Ithe I Ireal I Imarket I Ibut I Iboth I 

Ico-exist I I I 

   d)  IMay Ibe I I  I I 

5.  I IAny Ikind I Iof I Irisk I I,do Iyou Ithink I Idigital I Imarketing I Iis I Iinvolved? I I I 

 a) IYes I I I 

 b)  INo I I I 

 c)  IMay Ibe I I  I I 

6.  I IDoes Irural I IIndia I Ihave Ithe I Ipotential I Ifor I Idigital I Imarketing I Ientries I Iand 

Ioperations? I I I 

a)  Yes I  I I34798polknjkjgx nbnccvb  

b)  INo I  I II
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7.  IIWhat I Iare I Ithe I Ivarious I Ilimitations I Iin I IIndia I Ifor I Ithe 

 I Idigital I Imarketing I Istrategy?  

a) ITracking I Icapability I I I 

b) IjLack I Iof I Iproduct/service I Ichoice I I I 

c)  ILack I Iof I Ipersonalization I I I 

d)  I IOther I  I I 

 

8.  I IDo I I Iyou I Ithink I I that I I direct I I marketing I I strategy I I is I I affected I I by I the I 

I digital I I marketing I Istrategy? I I I 

  a)   IYes I I 

  b)   INo I I I I 

 

9.  I IWhat I Iwill I Ibe Ithe I Ibest I Ioption I Ifor I Idigital I Imarketing I Istrategy I I? I I I 

    a)  I Sole I Itool I I I I 

    b)  I Being I Iused Isparingly I I I 

     c)  IBeing I Isupplemented I Iby Iother I Imarketing I Istrategies I I I I 

 

10. Do Iyou Ithink I Idigital I Imarketing I Ihas Ia Ifuture I Iin I IIndia I I? I I 

a)  I IYes I I 

b)  I INo I I I 
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