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ABSTRACT

The firms and the Marketers are faced with 1
opportunities and challenges within this digitadi:
age. The vital objective of digital marketing is
attract customers and allowing them to interach:
the company’s brand through electronic/digital ra.
This article focuses on the importance of dic
marketing for both the consumers and marketers
have examined the effects of digital marketing loa
consumer’s buying decision making and Its impac
firms’ sales. Adding up to this, distinguisletween
traditional marketing and digital marketing
presented in this paper. This study has desc
various forms of digital marketing, its effectivess
and the impact it has on the firm's sales. '
examined sample consists of reports and ane
based on the online survey conducted by us to
the effectiveness and efficiency of digital markgti
Collected data has been analyzed with the hel
different statistical techniques and tools. Theuhes
have also stated that the consumers hapositive
view towards digital communication while checki
out a product, they get affected from other cusisy
comments and reviews and they do express thei-
purchase experiences over the digital/ electr
platforms. ‘Website’ is the most useigital medium
of communication while purchasing a product
service followed by ‘smart phones’ and ‘soc
networking sites’. Each stage of consumer’s bu
decision making procedure starting from ‘ne
identification’ to ‘postpurchase’ experience skng
iIs significantly affected by digital marketir
communication media with the ‘evaluation’ being

usage of digital mediums throughout their Ing
decisionmaking journey, still they do not order ma
products online very often.

KEYWORD: Digital Marketing, objectives, research
results, Promotion, Effectiveness, mass Customer
Reach, Impact, comparative quantifiable data,
statistical data, problems and solutions.

1.1 INTRODUCTION

Digital marketing is a type of marketing which
being largely used to promote the products
services to reach mass consumers by using d
channels of communication. The utilization of
electronic means of media by the marketers
promoting tkeir products or services in the marke
the main basis of Digital marketing. Digi
marketing stretches beyond the internet/ or
marketing including sources that do not require afs
Internet. It involves mobiles/ cells (for both SM8d
MMS), seach engine marketing, visual advertisil
social media marketing, and various other form:
digital/ electronic media.

Through electronic/digital media, consumers are
access to any information at any time and any [
whenever they want. With themergence of digital
media, consumers do not just depend on
company’s brand says but also, they follow
friends, media, association, peers, etc., as Dajital
marketing is a broader term that refers to theouss
kinds of promotional tools artechniques involved to

most important stage. However, this study has reach the customers via digital methods
established that although the customers encoulex technologies.
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This is the current emerging trend in “Mods
Marketing”. Generally, crucial advantage of dig
marketing is that it can enable companies to irsg
the reach and reduce tltests (Watson et al. 20C
Sheth & Sharma 2005). According to Chaffey (20
social media marketing includes “encouraging
customer’'s communications and reviews
company’s own websites or through its social m
presence”. Giese and Gote (2000)ds out that
customer information satisfaction (CIS) for
electronic or digital marketing can be framed &
total of effective responses of different volumat
follows the consumption and is geared by fc
aspects of the sales activities, websitnformation
systems), digital products/services, ésales service,
customer support and company culture. Waghr
(2012) had pointed out that large number of coas
in Asia is taking the benefits of the-commerce
platforms through opening up, whicé very essentic
for promoting competition and the diffusion of f
Internet technologies. Zia and Manish (2012) fo
out that at present, buyers in metropolitan ciire
India are being driven by the c®mmerce: thes
consumers are buying consumer @bnics, booking
travels and books online. Although spending of t
of per online shopper remains low, approxima
59% online consumers in the metropolitan Ir
already make purchases through online websites
least once in a month.

1.2  Objectives of the study :

I. To know the different elements of digi
marketing.

ii. To know the global use of social media sites
devices

lii. To know the impact of digitalization on t
customers.

iv. To know the impact of digitalization ¢
marketing.
3. Research Design:

Source of Data:Primary and Secondary D.
Primary Data: Questionnaire.

Secondary Data:Journals, Websites
Sample Size100 Customers

Tools Used for AnalysisTables and Grap

4. Data Analysis and Interpretation:

4.1  Elements of digital marketing:

There are various elements of digital marketing
the recent one are search engine optimization(¢
and search engine marketing (SEM). The rest o

elements were done before. | would like to expthar
various elements and how they are importa the
digitalization of marketing.

l. Search Engine Optimization(SEO)

used naturally or organically for the search resi
Google or, sometimes seen used with Yahoo Bing
any other search engine

Il. Search Engine Marketing(SEM)

used to drive traffic tany business, or basically frc
the paid efforts. According any business sturucta
firm would choose pay-pattick that is PPC and cc-
per<lick known as CPC and the last one -per-
thousand impressions CPM moc

II. Content creation:

The content ieation it is presented in vario
methods in different formats. These formats arg%|
white papers, banners, inforgraphics, -to-guids,
videos, webinars, news and updates, images pod
case studies, &ooks, question answer articles mai
usedby various students for different study purpc
and the last is through the social media s

V. Social Media Marketing(SMM):

The various digital marketing elements here theas:
media marketing is another element that is use(
driving thetraffic to your official sites or the busine
through the social media sites. The various sites
facebook, instagram, twitter, pinterest, goog
linkedin are used to share the information on
recent trends of marketing. So we can say tha
abose mentioned sites are maily used to share
important content through these sites to let tlaelees
know about the recent marketing. Therefor the aur
you share will be seen and if it is proper it vk
liked.

V. Digital Display Advertising:

The digital display advertising is seen as a subst
the Search engine Marketing. When it come:
marketing a business will be seen using var
methods which should be effective and necessar
dislplaying different advertinging formats in order
target the right and potential audientce. The kind
advertisments which are displayed and shown tc
customers should be attractive and should insyi
catch the eyes of the audience so that they wi
intrested in a perticular product that is be
marketed.
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V1. Remarketing or Retargeting:

We need to understand that in business marketim
stratagies like remarketing and retargeting arey
essential for targeting the right audience or
customers.

VII.  Mobile Marketing:

The mobile marketing is anotheource and ways ¢
advertising your porducts. Therefor a business
choose to advertise their new innovations thrc
mobile.

VIII.  Interactive marketing:

It is important to note that any new stategy yome
up with for introducing to the potential custes, first
you must make sure that your advertising state(
properly made in order to keep the customers emp
in the conversation.

IX.  Viral marketing:

Accoding to researchers it is known that v
marketing is good strategy and essential for sjmee
unique content through online. This is due to
proper content shared and it is liked by vari
readers immensely.

X. Email marketing:

The email marketing is when you decide and fir
way to send your message through email to val
listed customers ko are potential, therefor tl
strategy is called as the Email marketing. In ortde
maintain a proper listed customers it is best ®the
effective email marketing software.

XI.  Affiliate marketing:
Affiliate marketing is one of them where it is t

arrangement made on online retailers. Theseseet
are to pay commission website either for traffidoe
sales which are generated from its referi

XIl.  Digital media planning and buying:

This is where the media agency researched f
proper strategy framework and is therefor called
the digital media planning. This is the processuigh
which the sales or the conversions are launcheu a
new brand or the ability to promote an establis
brand that already exists.

XIll.  Web analytics:

Along with all the above elements to digitalization
marketing sector, web analystics is another esa¢
and is important for any digital marketing. It isdwn
that web analystics plays a very important roleéhie
marketing and helps you in collecting, asuring,
understanding, planning, analysing, reporting
predicting the necessary web activities for
business.

4.2 Comparative quantifiable percentage in
digitalization marketing:

Here is the comparison of percentages
digitalization marketing stang from the years of
2001 to 2017. As researches have been made ol
the information and communication technolc
known as ICT in knowing the impact on digitalizat.
marketing across the globe. Here | will be show
how much of digital marketing is ud by people with
various social media channels and platforms. In
graph below, will help to understand the usage
digital marketing at various stages and throught\
type of technological platforms varying from diféert
years.

Global use of social media ses and devices 2001-2017:

Mobile-cellular telephone

usage 104 %

individual using the internet
56%

Fixed individual subscription

48%

Active mobile-broadband

usage 13%
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Source: - Global Web Index:
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The different types of social media sites and wes
devices used as a technological platform. The au
of various social media platforms for digi
marketing to different channels is growing fastecte
year. This is with the help of the usage of rnet,
Face book, twitter, Instagram and others. Thisoues
channel has been making it easier for the or
purchasing of good. This has said aglobal Web
Index to be paid as a service giving insights
consumer usage of social network sites glol and
different countries. But it is known that ma
businesses for digital marketing regularly featueey
specific social media stats afthough they stoppe
releasing reports on slide sharesticourage purcha:
of their subscription product.

International telecommunication union known
(ITU) is considered to be global and that by e\
country’s source with the biggest sample size e
big picture of digital device usage and along wthe
possible trends by continent. This also includes
usage of fixed and mobile broadband access
country per percentage of the people. This is fli
release of comparative percentage on di
marketing across the globe starting from the en
2016 that shows the growth opportunity for Inter
access along with highepeed Smartphone u
across the world.
4.3 Impact of Digital Marketing on Businesses
Positive Impact
» Wide Variety of Easily Accessiblc Marketing
Outlets:
The digital marketingprovides a way as an opening
many new opportunities in business world. There
various types and ways of marketing that may
though social media, email campaigns, con
marketing, Search Engine Optimization, banner
and many others. It is uncdgood that all of thes
functions are to make it easier and to take car
online buying or shopping including making f
process go smoother.

» More affordable Methods of Reachin¢ a Wider
Audience

When it comes to online buying many busine:

make a bsic understanding that advertising onlin

less expensive than print advertising and there
more people see it that way. It is considered tc
simple where hundreds or even thousands of pe
are able to reach respective sponsored post
different social media sites. It may take say
example a hundred dollars to run a single prininaal
newspaper. After this a consideration is to be ryitee
whether the target demographic of the people aea
seeing the ad or are they able to see the

» Larger access to onlineadvertisement Most of
the people are these days are always online
therefore this makes it easier for the marke
advertisements through various channels. Pe
are always interested in knowing what types
products are aviable and are they affordable. T
audience needs to have a basic understandin
knowledge of new products that are be
launched. Nowadays days, people are able t
everything from news, weather, the gossip sc
along with Bessie’s latest affe and even with
groceries they purchase, with a simple metho
few clicks of a mouse or swipes of a fin

Negative Impact

As much as we can see impacts on the digitalizi
marketing, there are also negative impacts whe
the benefits are easy to see but another impc
consideration we have to keep in mind is when yo
digital with your marketing plan, it is known be the
negative impact of digital marketing. A questionyn
arise in the minds of any business such as whdtl
go wrong and through which type of digi
marketing. As many things are being advertised &
more people are viewing marketing contentre’s
always the fear were the receiving audiences magy
the message in a wrong way or perceived in the gv
direction.

In the business world there are always negativés
any marketing strategy, but the impact digital
marketing on businessesdansidered to be a positi
one. This is with the possibility of access to adufer
audience, digital marketing illuminates’ businesse
ways that were once impossible. This helps by s
businesses time, money, and bringing in |
customers like never before
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4.4. The data collected from the 100 respondents isyaedland interpreted with the help of  tables

graphs
4.1. Age:
Age No. Of People (response
18-25 53 Age
25-30 20 100
31-40 18 50 J:.
41-50 9 0 O e e
51-55+ 8 18-25 2530 31-40 4150  51-55+

Interpretation:

The age groups that mostly prefer the digitalizatromarketing were from -25 ages. As we can see from
above graph that the age group is mostly youngesgdi and the responses we for that is 53 members. S
we can say that when it comes to digital in marigethe main audience is the younger gener:

4.2. Gender:
: No. of M Female ™ Male
Particulars Percentagt
respondents
Female 49 49
Male 52 52
Interpretation:

According to this graph, it is proven that custosnef both the gender either male or female botheqreally
involved in digital marketing procedure for buyiRgoducts through internet or online webs

4 .3. Digital Marketing Experience:

No_ of Do you have any expenence in buymg products throegh online websites?
Percentagt

Particulars

respondents
[ e
Yes 81 75.7 -
No 26 24.3
Interpretation:

According to this question, most of the responddrage agreed that they have prior buying experier
through online websites. This proves and digitatketing is taking place rapidly and is followingetleurrent
trends of the markets and customers.

4.4. Usage of Online Websites
: No. of *If yes, how often do you use internet/online websites to buy products and
Particulars Percentage services?
respondents

Once in a week 32 32
Once in a month 33 33 -husdudcnt
Once in six months 23 23 o
Once in a year 13 12
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Interpretation:
This data shows that how frequent a respondenthpaecproduct througonline channels. According to tf

statistical data, around 32% of the total respotsdbny products through digital medium almost onegekly
basis.

This proves that more or less the customers arecamhected with digital marketing methc

4.5. Clear Display of Instructions:
. No. of The instructions displayed in the web while purchasing are clear
Particulars Percentagt
respondents

Agree 78 78 :?:;w
Disagree 17 17
Neutral 5 5

InterpretationAmong the respondents % saidthe instructions were clearly display

4.6. Easy Navigation:
. No. of Product selection is easy and it has access o latest products
Particulars Percentagt ;
respondents

Agree 75 74.3 @ fpoee
@ Dessgees
@ letra
Disagree 12 11.9
Neutral 14 13.9

Interpretation:
According to thisstatistical data, it has been found that 74.3%eftotal respondents are agreed that they

it easy to navigate via online website to buy pridult proves that digital marketing has simptifibe proces
of searching of products through a comndigital platform

4.7. Easy Product Selection:
No. of

Product selection is easy and it has access to latest products

Particulars Percentagt
respondents
0 Agree
Agree 74 73.3 = gﬂ,x
i Reou
Disagree 14 13.9
Neutral 13 12.9

Interpretation:
According to this data, it is established most of the respondents have agreed that the issleaft products

via online websites are relatively easier than thfabther sources. This enhances the efficiencyligital
marketing.
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4.8. Simple Payment Process:
Particulars O Percentagt
respondents

Agree 78 77.2

Disagree 13 12.9

Neutral 10 9.9
Interpretation:

Payment Procedure is simple

& Apee
il Desagroe
& Mautral

This data gives the statistics of whether the endligital markets performs smoothly in terms ohs@ctions o
not. Here, mosbf the respondents have agreed that the onlinedctions are hassle free and safe. Whe

very few are also disagreed with this f

4.9. Reliability through Images: Images of the product provides reliability

Particulars

No. of
respondents

Percentagt

0 Ay
@ Dagres

Agree 50 49.5 ® Nocte
Disagree 24 23.8
Neutral 27 26.7

Interpretation:
This data shows the reliability on images durinrenpurchases. According to 49.5% respondentsinthges

shown are reliable and easy to indicate the agaaluct

4.10. Easy Complaint Reaistering: Websites have contact details for registering complaints

Particulars

No. of
respondents

Percentagt

i Agres
¥ Daagied

Agree 72 72 & Neutrm
Disagree 12 12
Neutral 16 16
Interpretation:

This data produces information about the custoraee servicesavailable while purchasing through onli
websites. This data shows that 72% of the respdadeave agreed to this fact that availability oftomer

services, especially for registering complaints apgroachabl

These are safe and secure and higbhfidential

Online sellers do not overcharge the debit or credit card

4.11. No Overcharging Via Card Payments

No. of

Particulars respondents Percentagt —
Agree 62 59 h o
Disagree 15 14.3
Neutral 28 26.7
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Interpretation:
This data gives a detailed view of whe the costs charged are affordable or not. In he®8p Bf the

respondents have positively reacted towards the gayments and have agreed that the online seltersot
overcharge the debit or credit cards.

4.12. Product Quality:

Responses Percentage Response Product Q_uallty
20%

Neutral 36% Neutra 50%
40%
Agree 58% Agree 20% -:.
0% - . — - . .
Disagree 10% Disagr(:_u Meutral Agree Disagree
Interpretation:

The product quality here in the above graph is sesme most of the customers agree that the prashunatition
is very good. The Graph shows that the number of gethyait choose agree is 58 members. Therefore ng
the product quality is good when purchasing gc

4.13. Importance of social platform:

Responses Percentage Response Social platfurm

100%

Agree 79% Agree
50%
Disagree 6% Disagre: - L | |
Neutral 19% Neutra Meutral Agree Disagree
Interpretation:

The above graph shows that the importance of sptélorm that the customers prefer is neutral.eHie
most of the audience which are our custonagreed that social media have influence and go@admon the
purchase of products when it comes to digital miamge

4.14. Social Media Channel Used:

No. Of People : . .
Sources (responses) Source: Social Media Channel
40%
Twitter 12 Twitter 30%
Facebook 37 Faceboo 10% -
U% _:- T T T T
InStagl’am 28 Instagl’aﬂ Twitter Facebook  Instagram Other
Interpretation:

As we did the survey to know the kind of social mechannel that is used when it comes to purchasi
buying. The above graph shows that customers mostly use Face book. This is also thgopm were the
new products are advertised as to attract the aceliattentior
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4.15. Influence on Internet on customer

satisfaction:

No. Of People

Responses (Percentage) Response

Yes 64% Yes

No 6% No

Maybe 19% Maybe
Interpretation:

Internet influence on
customers buying

e

Mo

100%

S50%

0%

Yas Iayhe

When it comes to digital marketing internet playmajor role in allowing the customers to know abthe
products which are being launched newly. Therwe can see that in the above diagram that audieas
replied that internet influences the buying andchasing products onlir

4.16. Customer Satisfaction:
No. Of People

Responses (Percentage) Response
Agree 61 Agree
Disagree 9 Disagre:
Neutral 33 Neutral
Interpretation:

Customer Satisfaction

Agres Disagree Netrual

When it comes to digital marketing it is importaatknow that whatever products are bought eithdineror
directly will make the customers satisfied. Here wan seethat the goods should have an impact
digitalization market for customer satisfaction.eTébove graph shows that most of the audiencesdugreec

and their satisfaction level is high.

5. Problems and Solutions:

5.1. Making the most of a smallebudget:

Here we can understand that one of the biggesad
marketing concerns for businesses is where

business is able to stand out from others ag
bigger competitors without equal digital market
budget. When it comes to marketing in the busir
world, we do know that largezompetitor can feel
like they have an unfaimdvantage Therefor he
solutions given below are some thie best ways to
level the playing field.

Solutions to this problem:

« SEGMENT YOUR AUDIENCE
* INVEST IN LOCAL

* GET SOCIAL-SPECIFIC

 USE PAID ADVERTISING ON SOCIAL
MEDIA

» CONNECT WITHINFLUENCERS

5.2.Clicks but No Conversions

Clicks but no conversions another major problem
when it comes tddealthynumber of clicks attached
to high conversion rate artherefort it considered to
be one of the mosttommor digital marketing
problems that anybusinesse would face in the
marketing world. In mangase it is seen that it can
be extremely frustrating tepen« the money for many
clicks, but there is namprovemer on the rate of
sales Here are some of thes solutions mentioned in
order problems to besolvec for this classic and
unfortunately timeless digitiarketin¢ problem.

» Solutions to this problen

* AUDIENCE ISSUES

* INEFFECTIVELANDING PAGES

* MIXED MESSAGING

5.3.Social Media aren’talways flourishing:
When it comes to digitaharketing in many cases it
is seen that the social me has a reputation and is
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famously known for being quickeasy and free
engagement with your audience. largel sense the
practice that is put into can bedéficult for getting
the right medium. Many businessdon’t approach
social media with the sophisticaticmeede to see
success. There for there are varisolution: to these
such problems and how it can helpthe fluctuations
of the social media.

Solutions to these problems:

« WATCH YOUR FREQUENCY

* OFFER SOMETHING

 ACTUALLY, BE SOCIAL

¢ CONNECT WITH HAPPYCUSTOMER(

5.4. Tough Ranking Competition:

As we known that the completion any business is
tough and its ranking can be seen eihigh or low as
compared to other competitionslere the search
engine optimization also known iSEO and its
competition can be challenging. Whsettin¢ up your
business deciding on your locationd industry, one
has to keep in mind that there colle thousands of
competitors waiting to get on tream few spots on
Google’s front page. Therefore it understoo and
seen making it worse and also thiare dozens of
finding the moving parts to SEQrhis will help in
figuring out how to stand out agairthe other tough
competitions. Hence, we needunderstan that this
can be overwhelming. Here sometbe solutions are
given proven ways to compete wibther« when it
comes to page ranking.

» Solutions to this problem:

* Don’ use SEO in the Same Way

* Don’'t Rank in the Same Place

* Focus on Customer Experience

6. Findings

1. Mobile Cellular usage is more than the individ
internet usage and others.

Increasing scope for improving market share
digitalization

Fear of the receiving the message by
audiences in a different way.

There is a higher positive impact of digitalizat
on the customers.

7. Suggestions and Conclusion:

There is a need for optimum utilization of diffet:
means of digitalization. The negative impact
digitalization is to be converted in to fruitful finess
opportunity by convincing the customers and creg
awareness. Digital and electronic channelsn

marketing have become an essential part of strate
many companies. Nowadays, even for the s
business owners there are very efficient and c
ways to market her/his services and products. T
are no boundaries in Digital marketing. Compal
and organizations can make use of any electr
devices such as tablets, smart phones, televis
laptops, digital billboards, game consoles, andia
such as social media, videos, SEO (search el
optimization), content, Google+,-mail and many
moreto accelerate promotion of the company itsel
well as its products and services. Digital/eledir
marketing may get more success if it takes
consideration the customer’s needs as a top prit
Digital marketing results won't come withc
attenpting, just like the way “Rome was not built i
day,” without trial (and misinterpretation). T
watchwords “test, evolve and learn” is a must tc
kept at the heart and mind of all digital market
companies and initiatives. Companies
organizatios should put more efforts to crei
innovative and novel customer experiences
unique strategies for media to identify and catpt
the best path for driving up and establishing dic
marketing performance.
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