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Abstract: Digital marketing is an umbrella term for the targeted,
measurable, and interactive marketing of products or services
using digital technologies to reach and convert leads into
customers. The key objective is to promote brands, build
preference and increase sales through various digital marketing
techniques. It is embodied by an extensive selection of service,
product and brand marketing tactics, which mainly use the
Internet as a core promotional medium, in addition to mobile and
traditional TV and radio.
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I INTRODUCTION

Marketing is so basic that it cannot be considessd
separate function. It is the whole business seem fthe
point of view of its final result, that is, fromdhcustomer's
point of view'. - Peter Drucker. Marketing is inde@n
ancient art; it has been practiced in one formher dther,
since the days of Adam and Eve. Today, it has bectm
most vital function in the world of business. Maikg is
the business function that identifies unfulfille@edls and
wants, define and measures their magnitude, detesmi
which target market the organization can best seleeides
on appropriate products, services and programmegrie
these markets, and calls upon everyone in the aion
to think and serve the customer. Marketing istheedahat
harnesses a nation's industrial capacity to meesdtiziety's
material wants. It uplifts the standard of livinfpeople in
society.

Il OBJECTIVES

»  To understanding the basics of Digital Marketing

»  To know the advantages and disadvantages of each
concept

»  To develop knowledge and upgrade skills.

»  To updates from the industry

» To being ready to grab the job opportunity

[l MARKETING BASICS

Marketing must not be seen narrowly as the tasindfng

clever ways to sell the company's products. Mangpfee
confuse marketing with some of its sub functionghsas
advertising and selling. Authentic marketing is tfat art of
selling what you make but knowing what to make.
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It is the art of identifying and understandingtouser needs
and creating solutions that deliver satisfaction tte
customers, profit to the producers, and benefits the
stakeholders. Market leadership is gained by argati
customer satisfaction through product innovatiorgdpct
quality, and customer service. If these are absengmount
of advertising, sales promotion, or salesmanshim ca
compensate.
V. INTRODUCTION TO DIGITAL
MARKETING

Digital marketing is one type of marketing being &ld
used to promote products or services and to reaicbueners
using digital channels. Digital marketing extendsydnd
internet marketing including channels that do egfuire the
use of Internet. It includes mobile phones (bothSSkhd
MMS), social media marketing, display advertisisgarch
engine marketing and many other forms of digitatime

The use of digital channels to strengthen custdoyalty
has received surprisingly little attention, despite obvious
opportunities for using these channels to keemirch and
serve customers cost-effectively. It seems likectirecept of
“digital marketing” has been used more operatignaihile
the theoretical understanding and comprehensiveetaarf
how and why to use different digital channels atil s
developing. Despite the growing use of ICT in mérig
there are few definitions of digital marketing. E@rb(2004,
2) suggests that “Digital marketing uses the Irdgerand
information technology to extend and improve triadial
marketing functions.” This is a broad definitiomncerning
all of the traditional 4 P’s, and both customer wasigjon
and retention. We also acknowledge that terms like
“interactive marketing,” “one-to-one marketing,” darfe-
marketing” are close to digital marketing, but heit are
they defined very precisely. Coviello, Milley andakt¢olin
(2001, 26) have defined e-marketing as “using titerhet
and other interactive technologies to create andliate
dialogue between the firm and identified custoniefsiey
also consider e-marketing as a subset of e-commémce
their view, more than creating discrete transastioe-
marketing is focused on managing continuous IT-kthb
relationships with customers by creating dialogusd a
interactivity.

V. ADVANTAGES OF DIGITAL MARKETING

With rapid technological developments, digital netikg
has changed customers buying behavior. It has htoug
various advantages to the consumers as given below:

(i) Stay updated with products or services
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(iii) Clear information about the products or sees

d(iv) Easy comparison with others
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(v) 24/7 Shopping

VI. DISADVANTAGES OF DIGITAL

MARKETING

(i) One of the challenges that Internet marketeesf@s

does the general public) is that many internet products are

outright scams or promoted with deception making
difficult to know which one is worth buying.

(i) The consumer is unable to physically feel gr dn the
product which can be a limitation for certain goods

(iii) The marketer will not be able to use persongraction
to influence the audience as the marketing is cetayl
based on the advertisement and the information tinat
advertisement might lead tQwmebsites, blogs and other

channels).

VILI. BASIC DESCRIPTION

four core players: the merchant (also known asilegt or
‘brand’), the network (that contains offers for #i#liate to
choose from and also takes care of the paymerits), t
publisher (also known as 'the affiliate’), and thestomer.
The market has grown in complexity, resulting ire th
emergence of a secondary tier of players, includiffiiate
fnanagement agencies, super-affiliates and spesiattzird
party vendors.

VIII. MOBILE MARKETING

Mobile marketing is marketing on or with a mobilevite,
such as a cell phone. One definition comes fromkatary
professor Andreas Kaplan who defines mobile manketis
"any marketing activity conducted through a ubigqug
network to which consumers are constantly connegséug
a personal mobile device".Mobile marketing can ab&o
defined as “the use of the mobile medium as a me#éns

A. Search Engine Marketing (SEM): SEM is a type of marketing communication”, the “distribution of akind of

Internet marketing associated with
submitting and positioning of a website within sar
engines to achieve maximum visibility and incregser

share of paid and/or organic traffic referrals fraearch
engines.

B. Search Engine Optimization (SEO): SEO Search engine generating value for all...

optimization is a methodology of strategies, teghas and
tactics used to increase the amount of visitora teebsite
by obtaining a high-ranking placement in the seaestults
page of a search engine (SERP) -- including Godgjiay,

Yahoo and other search engines. It is the procegstting

traffic from the “free,” “organic,” “editorial” or“natural”

search results on search engines.

C. Search Engine Advertising (SEA): SMA stands for
Search Engine Advertising. It is possible to pagearch
engine for a placement in certain search resultees@

advertisements do not appear in natural searchltsesu

Instead, they appear in the sponsored results ljysurathe
right-hand side of search engine’s results pagegsponse
to a corresponding search term.

D. Social Media Optimization (SMO): SMO stands for
Social Media Optimization and includes all processe
increase the visibility of a website in social netis
(Facebook, Twitter, LinkedIn,
increasing the links pointing to your website, ahdrefore
increasing SERP positioning.

E. Social Media Marketing (SMM): SMM or Social Media
Marketing is used to promote a website througtsaits of
social media, for example, include a link to a eomtthat
can reach thousands of users within social netwtik.
main objective is to generate brand and visibility the
search engine.

F. Pay-Per-Click (PPC): PPC stands for pay-per-click, a
model of internet marketing in which advertisery jpafee
each time one of their ads is clicked. Essentidtly,a way
of buying visits to your site, rather than attemgtto “earn”
those visits organically. Search engine advertigéngne of
the most popular forms of PPC.

G. Affiliate Marketing: Affiliate marketing is a type of

Google+ Youtube etc.)

the researchinB[omOt'onal or advertising messages to customesutiir

wireless networks”. More specific definition is the
following: “using interactive wireless media to pide
customers with time and location sensitive, perboec
information that promotes goods, services and idbaseby

Mobile

Marketing

Figure: 1

IX. PROS AND CONS OF MOBILE MARKETING

Pros

e High penetration of devices with twice as many cell
phones as PCs.

Web searches on mobile devices will eventually edce
searches on PCs.

e Access to many international consumers who can't

afford PCs

Mobile phones can receive input anywhere-anytime,
enabling location-specific and behavioral targetiog
local businesses.

A cell phone is a very personal device that pedple
with them wherever they go, making it easy for
marketers to develop a relationship with customers
through this medium.

* Carriers have customer data and location informatio

potentially available for targeting.

» Personalization, immediacy, and interactivity of bite®

ads encourage response by consumers on the go.

performance-based marketing in which a businesandsv Cons:

one or more affiliates for each visitor or custorbeought
by the affiliate's own marketing efforts. The intyshas
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«  Current WAP technology inadequate, discouraging web

searching and surfing.
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* General intolerance of advertising messages on a XII. DISADVANTAGES OF E-MAIL
personal device. MARKETING
* Current carrier-imposed “walled garden” approacksetting attention: We all suffer from inbox overflow. To
prevents unfettered mobile web access. ~ make sure your email gets opened, ensure it hateaant
*  Adaptation of content and messages to the mobile wejtie and is quick to open in the email window.
result; in poor user expe.rience. Being read: Keep your reader’s attention by developing
*  Scarcity of mobile web sites (only 8% of 1,000 t$.  straight-forward content. Don’t over-think it andrdt cover
brands offer a mobile site). too many subjects all at once.

Current low usage of WAP-based mobile search doestCompelling action: Your email needs to do more than
support investment in creating mobile sites becauseform or entertain your reader, Develop a stroadj to
traffic volumes are low except on search portald amaction — make it clear what you want your readefdmext.
other high-volume sites. Lacks the personal touch:Like mailshots, email marketing

» Trial and error period required for mobile market&y campaigns lack the ‘human touch’. Of course, thare
learn how to succeed in mobile marketing, whictadvantages to this but try to bear this fact in dnivhen

differs from the traditional web marketing. you're developing your content.
» Advertisers are wary of consumer privacy issues. Social Media Marketing (SMM):Social media marketing
+ FCC yet to rule on limiting use and release ofemgr  programs usually center on efforts to create cdnteat
data, including location information. attracts attention and encourages readers to ghaoeoss
their social networks. Social media marketing (SMisl)a
X. E-MAIL MARKETING form of Internet marketing that utilizes social wetking

websites as a marketing tool. The goal of SMM is to
produce content that users will share with theiciao
network to help a company increase brand exposnce a
broaden customer reach.

Facebook Marketing: Facebook’'s casual, friendly
environment requires an activaocial media marketing
strategy that begins with creating a Facebook Business Fan
Page. You will want to pay careful attention tgdat, as
the visual component is a key aspect of the Fadeboo
experience. Social media marketing for businessepag
revolves around furthering your conversation witkliances

by posting industry-related articles, images, vajezic.

Email marketing is directly marketing a commercial
message to a group of people using email. In it&dbest
sense, every email sent to a potential or currestoener
could be considered email marketing. It usuallyolmes
using email to send ads, request business, oritssdies or
donations, and is meant to build loyalty, trust, bwand
awareness. Email marketing can be done to eitHdrlists
or a current customer database. Broadly, the terasually
used to refer to sending email messages with theoga of
enhancing the relationship of a merchant with iterent or
previous customers, to encourage customer loyaftg a
repeat business, acquiring new customers or coimgnc
current customers to purchase something immedijadeigt
adding advertisements to email messages sent bgr ott
companies to their customers.

XI. ADVANTAGES OF E-MAIL MARKETING

Brand awareness: Regular email marketing helps your
customers and potential customers remember yduénet
Demonstrate expertise: Of course, you can use email
marketing to blatantly advertise a special offeraonew
product or service. But more than that, you caa ate your
content to demonstrate your knowledge and expertise
Get visitors to talk about you: If your email contains great
content there’'s a strong chance your readers \willydur
marketing for you by sharing it with their assoemt
Fast to produce: Email marketing campaigns can be
developed and dispatched within a matter of minutemt LinkedIn Marketing: LinkedIn is a social networking site
hours or days as is the case with printed mailsshbhis designed specifically for the business communitye Goal
means you can quickly get an offer on the tableespond of the site is to allow registered members to disfatand
to a competitor’'s marketing tactics. document networks of people they know and trust
Build relationships: Because your audience can opt infopprofessionally.
out of receiving email marketing, you are betteioimed Twitter marketing: Twitter allows companies to promote
about who is genuinely interested in your prodseisices. their products in short messages limited to 140rattars
This helps you create more targeted campaigns aitd & Wwhich appear on followers’ home pages. Messagedirmin
dialogue around the topics they’re interested in. to the product’'s website, Facebook profile, photodeos,
etc. Twitter is also used by companies to providstamer
service. Some companies make support available 24d7
answer promptly, thus improving brand loyalty and
appreciation.

Figure: 2
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X1, CONCLUSION

To understand and benefit from the opportunitiesligital
marketing, we obviously need to understand the mblan
tools and behavior patterns that are key to congsirtiees.
However, we should always focus our attention andhe
most important element of digital marketing: thensomer
value. In that light, any action, tool, innovationtactic that
would help us increase the benefit we deliver te th
consumer should be included in the marketing bydayad
any tactic that doesn’'t — should not.
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