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Abstract

Finding out how effective digital marketing strategies are in the modern business environment is the

driving force behind this study. With the proliferation of online services, companies are increasingly

relying on digital marketing to reach customers. This study employs both quantitative and qualitative

methodologies to assess several digital marketing strategies, including social media marketing, search

engine optimization, content marketing, email marketing, and influencer marketing. Data from surveys,

case studies, and interviews with industry specialists will be analyzed to find the most effective digital

marketing tactics and trends. Analyzing this research and applying its conclusions to digital marketing

strategies might teach us more about how businesses can achieve their goals and get an edge in the digital

realm.

INTRODUCTION

The practice of promoting a business's wares via
the Internet is called "digital marketing." The
internet, mobile phones, display advertisements,
and everything else that falls under the umbrella
of digital media are all part of this. Philip Kotler,
frequently referred to be the "Father of Modern
Marketing" for his sixty-plus marketing-related
works, teaches us valuable lessons that could
shape our strategy for digital marketing. The
term "digital marketing" did not appear until the
1980s. Thanks to advancements in technology,

the computer system has progressed to the point

where it can now keep customer data. The first
personal computer was introduced in 1981 by
IBM, and by 1989,

storage capacities had expanded to 100 MB.
Digital marketing emerged after its predecessor,
traditional marketing, which used a variety of
offline promotional strategies and advertisements
to reach a semi-targeted audience. Although
certain methods may have changed throughout
time, the fundamental principles have remained
unchanged. After conventional marketing had
already taken root, digital marketing made its

debut. As a whole, digital marketing includes all
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kinds of ads that run on digital platforms like the
web or mobile phones. To reach both current and
potential customers, modern businesses rely on
online mediums such as email, social media,
search engines, and other websites. Businesses
are embracing digital marketing strategies, which
encompass various digital approaches and
channels of communication, to connect with
consumers who spend a significant amount of
time online. Digital marketing comes in a wide
variety of forms. We go over everything from
online ads to affiliates, social media, email,
landing pages, cellphones, SEO, viral marketing,
content marketing, and more. Using digital
channels to promote goods and services and
communicate with consumers is called digital
marketing. All sorts of digital media fall under
this umbrella, from cellphones to social media
advertising, display ads, search engine
optimization, and beyond. One possible kind of
value that digital marketing can deliver is the
time, attention, and advocacy of customers. In
order to take advantage of the opportunities and
circumvent the challenges presented by digital
media, digital marketing strategies draw from
and build upon conventional marketing

principles.

LITERATUTRE REVIEW

Digital marketing is defined by Hoge (1993) as
the process by which goods and services are sold
to consumers via the use of electronic means.

The invention of the telegraph in the 1800s was

the catalyst. Once the telephone, radio,
television, and cable television were invented
and widely used, electronic media became the
most powerful marketing tool. Fast food giant
McDonald's has found success in fostering
customer relationships and spreading brand
messages through the internet. The Happy Meal
website is one of their kid-friendly online
communities; it uses engaging and instructive
games to keep users engaged (Rowley 2004). A
company's long-term prosperity is positively
correlated with the number of mailing efforts,
according to research by Reinartz and Kumar
(2003). Digital media marketing has two main
advantages: lower costs and a wider reach. When
compared to more traditional forms of
advertising, such as direct customer interaction
or sales through intermediaries, the cost of digital
media is far cheaper. Businesses may broaden
their reach and reduce expenses with digital
media, which is its main advantage (Watson et
al., 2002; Sheth & Sharma 2005). According to
Chaffey (2011), digital media marketing is
"encouraging consumer communications on the
company’s own website or through its social
presence.” Marketing in the digital realm can be
described in a variety of ways: "marketing
online, whether by blogs, online advertising, opt-
in emails, interactive kiosks, interactive TV, or
mobile phones.” (Part of). Information systems
(websites), digital products/services, customer
care, after-sales service, company culture, and
sales activities are the focal points that trigger

affective responses of varying intensity in digital
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marketing. This is what Giese and Gote (2000)
call customer information satisfaction (CIS). The
importance of e-commerce in promoting
competition and the development of Internet
technology has been highlighted by Waghmare
(2012), who claims that many Asian countries
are opening up to it.

OBJECTIVE AND SCOPE

For the purpose of demonstrating the many parts
and  processes of  digital  marketing;
In order to focus on the most important
difference between standard and internet
advertising;

Investigating the effects of various digital
marketing strategies on key performance
indicators and the bottom line;
In order to convince customers of the virtues of

digital marketing.

RESEARCH METHODOLOGY

In order to establish if a certain method is
applicable to a specific area of research,
methodologists conduct thorough and theoretical
analyses of available methods. Many of these
ideas encompass stages, theoretical models,
paradigms, and quantitative or qualitative
methods. Primary and secondary sources of
information are both wused in this study.
Wherever we can find first-hand accounts or
authentic information regarding a subject, we call

that a primary source. Interviews and a structured

questionnaire formed the backbone of the data
collection process.

When we use a secondary source, it means that
the information has previously been collected by
another party. We used publicly available
financial documents and press articles as
secondary sources of information. For this
investigation, we picked 150 companies at
random that offer their items online through a
digital marketing system. To further understand
the survey's and other organizations' viewpoints
on digital marketing's effectiveness, we collected
data from fifty executives. The gathered
information and data were organized, described,
and interpreted using a variety of statistical
methodologies and procedures. This analysis
presents its findings in a way that is both
descriptive and analytical. New technology and
social media are expanding at a dizzying rate,
making it impossible to keep up with using those
advancements to their full potential is an
enormous task. | felt obligated to include it in
this evaluation because of it.

DATA ANALYSIS

Consumers now have access to information at
any time and from any location thanks to the
widespread use of digital media. People used to
get messages about particular goods or services
that consisted solely of what a business needed

them to hear.
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Model Rsquare|[F

Stay updated with products. 718  |122.1

Share content of the products.656  [91.49

or services 8
Apparent Pricing 636  [83.96
2

Enables instant purchase 667  [96.02

Table 4-2 Model

Summary

We can infer from the above table that almost all of the
variables with weight describe its relationship with
digital marketing to a large extent. Staying up to date
with goods orservices, for example, is explained by
71.80% of digital marketing, while the remaining
28.20% is explained by other factors. Digital marketing
accounts for 51.60 percent of increased involvement,
while other factors account for the remaining 48.40
percent. Digital marketing accounts for 62.90 percent
of product or service information, with the remaining
37.10 percent clarified by other factors. We can also
see from the table above that the F valueis greater than

80, indicating that the moel is solid.orrelation analysis:

To demonstrate the connection between various

elements of digital marketing and increasedsales,
we gathered data from 150 businesses that use

OF SETVICes 17 various digital marketing strategies or elements.
Greater engagement 216 51.27 The following are the outcomes:
6
Email 61%
Clear information about the.629  [81.25 Website 59%
products or services 4 sE0 «Most
Social Media 'I['):iﬁc‘ll::g:
Easy comparison with others|.639 ?5.14 e “ErwFigure 10:
Display Ads Preferred
- 0% 10% 20% 30%  40% 50% 60% T0% Internet
24/7 Shopping 749 232.8 Marketing
Approach

Figure 2 shows that Email and Website are the
most successful and easiest to implement
strategies. Dave Chaffey (April, 2017) conducted
a report on "Digital Marketing Trends for 2017"
and asked Smart Insights readers for their
opinions on the most relevant trends at ahigh
level. A total of 2,352 responses were
collected from advertisers all over the world.
"Pick one marketing practise that you believe
would give your company the greatest
incremental uplift in leads and revenues in 2017
(or your clients if you work for an agency or as a
consultant),” the respondents were asked. The
data below demonstrates the digital marketing
activities had the greatest commercial effect in
2017. The content marketingcommunity is a hive

of activity.
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Marketing Automation

Mobile marketing

Social media marketing
Conversion rate gptimisation (CRQO)
Internet of Things (loT)

Search Engine Optimisation (SEQ)

5.9%
5.4%
4.1%
3.4%
3.3%
2.7%

2.6%

1.6%

1.5%

0.9%

Wearables
Paid search marketing
Online PR
Communities

Display

Partnerships

Other

0.0% 5.0% 10.09

Figure 11: Digital Marketing Impact

To really understand the business and target
audience, go beyond the basics covered in
SWOT and PESTEL studies. You may have a
general idea of your primary target market's age
demographic, likes and dislikes, or the types of
pages and brands they follow on social media up
to this stage. You will be able to go beyond this
and develop more in-depth business perspectives
if you go beyond this. More in-depth business
research can be time- consuming, but it can be
well worth it once you have a better
understanding and awareness ofwho you want to

approach.
LIMITATION:

Another critical component of successful internet
marketing, according to this report's findings, is
knowing which social media channels a
business's target audience uses. Various firms
can have their Internet marketing campaigns
evaluated for effectiveness. Additional study can

be conducted to examine and contrast various

sorts of organizations' online marketing
strategies.xi) Companies often fail to achieve
their marketing goals, have subpar performance,
and squander money because digital marketing
strategies are developed and executed in isolation
from the company's larger marketing plan. x)
Prioritizing technical solutions over content —
marketers frequently go overboard with the
technical aspect of promotional messages to
make them seem trendy and glamorous, but this
strategy never yields consistent and good results.
We have covered the main pros and cons of
digital marketing and even added some more. On
top of that, it's perfect for start-ups, increases the
degree of control and correction in the
conception and execution of different marketing
activities, and creates prerequisites and favorable
conditions for the effective formation of virtual
firms. It paves the way for SMBs to create
innovative strategies and business models like
mass customization and co-creation. Some
further disadvantages are as follows: In digital
marketing, you have to build relationships with
customers that you don't physically meet;
customers will see through poorly planned and
implemented digital marketing techniques.
Customization is key when it comes to digital
marketing because not all products are suitable
for it. issues with digital marketing strategies that
are developed and implemented separately from
the company's overall marketing plan, with an
emphasis on technical solutions rather than
content; the use of digital tools and applications
that are not effective; the lack of specific
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requirements for choosing digital tools in
marketing campaigns. This paper's findings will
help companies with two things: first, coming up
with marketing strategy and plans; and second,
laying the groundwork for future innovations in
digital marketing. While digital marketing
practises are important, they are most effective
when considered as part of a larger marketing
growth strategy. That is the only way for them to
fully take use of the potential of ICT to boost

economic results and competitiveness.

.RECOMMANDATIONS

It has also been discovered that customers have a
clear understanding of internet technology and
are in favour of using web marketing, so it is
suggested that any business, large or small,
should take advantage of this opportunity and
incorporate online marketing into their marketing
strategy. Web marketing, e-commerce, and social
media marketing are the most popular types of

online marketing.

Consumers prefer online marketing over
conventional marketing for a variety of reasons,
S0 businesses can invest more on online media
than on traditional resources. However, in
addition to its benefits, online marketing has
certain drawbacks, such as the risk of fraudulent
activity or privacy concerns that are beyond one's
control.

SUMMARY

The aim of this study is to learn about the most

common emerging media choices for marketing.

Many new strategies for product advertising and
marketing have emerged in the Internet era.
Market research is now possible online, thanks to
the transformation of “desk research” into
"online research."” Digital marketing is being
used by many Indian businesses to gain a
competitive edge. Since it allows people to chat
and share posts and subjects, social media has
rapidly grown in popularity. Businesses have
been motivated to change the way they
communicate their products as information
technology has advanced, followed by the
advancement of digital communication tools. A
digital marketing communications strategy is a
plan for using digital media to communicate. The
study's aim is to look at the efficacy of online
digital media ads as well as other new media
options for marketing. This paper focuseson the
evolution of digital marketing and its current
importance, including the differences and
connections between digital marketing and
conventional advertising, as well as the
relationship between digital marketers and
traditional advertisers. It assists small companies,
such as start-ups, in successfully adopting and
implementing digital marketing as a strategy in
their business plans, as well as recognising the
value of digital marketing in today's competitive
market.

CONCLUSION

The study set out to compare and contrast
various kinds of advertising. As a result of the

conversation, we now know that digital
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marketing isn't complete  without user
communication. The customer experience ladder
proved how to engage with consumers. The
necessity of developing an effective platform for
digital marketing initiatives is another finding
from the study. There is no better time than now
to connect all buildings to the digital network.
One example of a recent trend toward
digitization is the movement of newspapers from
print to online versions. With the development of
new technology comes a corresponding shift in
digital marketing theory and practise. In India,
the shift toward digitalization has been quite
noticeable. In place of more traditional means,
Indian consumers are increasingly relying on
internet marketplaces such as Amazon and
Snapdeal to find the best deals. Digital marketing
methods, we found, may pay big dividends for
companies. Search engine optimization (SEO),
paid social media advertising (PSA), content
marketing (CM), influencer marketing (IM),
content automation (CA), online stores (OS),
digital publications (e-books), and video games
(video games). Social media sites like Facebook
and messaging apps like Whatsapp are bringing
in more users, which means more opportunities
for digital marketers to connect with consumers
online. Understanding user motivations is helpful
for getting a handle on the reasons why

customers write reviews of products or services.

Chu conducted research in 2011 on the
relationship  between  brand-related  group
participation in Facebook and ad responses,

looking at how members' and non-members'
attitudes and levels of self-disclosure interacted.
Facebook group members were more likely to
reveal personal information than non-members,
according to the study. Online advertising is a
cost-effective and time-saving way to get your
message out to companies. Actually, small
businesses may now enter targeted clientele at a
lower cost, putting them on par with giant

organizations.
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