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In this world of digitisation, digital marketing is a vogue that is sweeping across the 
whole world. The trend of digital marketing is growing day by day with the concepts 
of Internet marketing that is turning into an important platform of digital marketing 
along with the electronic gadgets like the digital billboards, mobile, tablets and smart 
phones, gaming consoles, and many such gadgets that help in digital marketing. 
Flipkart with its innovative digital marketing have created a niche market in online 
stores competing with the conventional stores showing the power of online marketing. 
The case study analyses how Flipkart.com has brought in an array digital and online 
marketing strategies to succeed and make it big in the digital marketing sector. The 
case also discusses how Flipkart has had a huge success in the online marketing sector 
as they brought in new insights into the digital marketing field. And a few years from 
now it will be eventually seen that the conventional marketing being replaced by 
digital marketing. Digital marketing is going to be top on the agenda of many 
marketers, and they might be looking for innovative ways to market online, reduce 
cost per lead, increase click-through-rates and conversion rates, and discover what’s 
hot in digital marketing. 
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INTRODUCTION 

Today marketers use the Internet as one of the most powerful tools in a big number of 
ways.  The internet has unlocked a large number of search options and new ways of 
highlighting the important aspects of any time.  Thus marketing has been redefined 
via the Internet, and given even small businesses a chance to promote and brand their 
products on a large scale.  The internet has therefore experience enormous growth in 
the online advertising.  It is still however executed in the usual one-way 
Communication, as it has always been done. 

 Digital Marketing, which is also called internet marketing or online 
advertising is any tool, strategy or method of getting the name of Company out of the 
public.  The advertisements can take many different forms and some strategies focus 
on subtle messages rather than clean cut advertisement.  But in this way that it 
promotes a business is simple.  It builds up the co-reputation by increasing its ability 
to be found online.  A large number of potential customers browse the internet.  They 
were look for information in simply enjoy their favorite pastimes with an internet 
connection.  By taking advantage of the digital tools and resources.  It is possible to 
get the company name out to the public.  It would encourage potential customers to 
look further for information. 

 Digital Marketing gives fair chance to all kinds of businesses.  If should prefer 
to go with online branding and advertising.  It is not any more like the days of your 
situation.  When only the multinationals and top business houses for the most part, 
grasped Digital Marketing.  Some factual impacts of Digital Marketing as 50 plus 
percentage of the organizations as of now had a well-integrated Digital Marketing 
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Plan in 2018.  Around 80 percentage advertisers truth that conventional promotion is 
never again adequate and Digital Marketing will make their organization income to be 
expanded by 30 plus percentage before the finish of 2018. 

LITERATURE REVIEW  

 Dahiya (2012) examined how online shopping in India is influenced by 
demographic factors like age, gender, marital status, income and family size.  The 
study was carried out across Chennai, Mumbai, Hyderabad, Bangalore, and Delhi 
with a sample of 580 repondents through a questionnaire.  It was found that income, 
age, marital status and education did not influence the online shopping intention : 
whereas, family size and gender influence online shopping intention. 

 Conyette (2011) studied the impact of demographics on online purchase 
intention and investigated which of these demographic variables should be considered 
to segment the online consumer base in the travel industry.  Data was collected from a 
sample of 112 respondents, and it was found that age had no significant relationship 
with online booking intention; whereas, with the rising education levels, these was a 
positive relationship with online booking intention.  Though when tested with 
income’s influence on online booking intention, upto a certain level of income, there 
was a significant relationship after which  it reversed, indicating that the ‘very high 
income group’ segment relied on personal travel advice than on an automated online 
portal. 

 According to Rishi (2008) the use of Internet is catching up and online 
shopping is considered as a relevant alternative channel for retailing in India, and it is 
now important part of the retail experience.  He has conducted an empirical study 
basically based on the primary data but secondary date have also been collected from 
various sources including websites.  The sample was selected from the National 
Capital Region as this region is among the first regions of India where large number 
of buyers buy online. 

OBJECTIVES OF THE STUDY 

1. To analyze the evaluation of the internet. 
2. To enumerate the role of internet in digital marketing. 
3. To explain the Marketing Mix in digital marketing. 
4. To explain the latest development and strategies in digital marketing. 

RESEARCH METHODOLOGY 

 The study is based on only secondary data.  These were collected from various 
journals, Books and Internet. 

EVOLUTION OF THE INTERNET 

 The historic evolution of the Internet could be traced back to World War II.  
At that time U.S. Government and military establishment attempted to link together 
thousands of scientist to discover ways of applying their scientific knowledge and 
research expertise to modern warfare.  In 1969 the U.S. Department of Defense 
established a programmed called the Advanced Research Projects Agency Network.  
The purpose of this network was to provide secure communications among 
organizations engaged in defense related research.  Later, the National Science 
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Foundation Network called NSF Net was established to enable researchers and 
academics in non-defense fields to make use of these methods of advanced 
communications.  The NSF Net, therefore, became the back bone of the Internet.  
Thus the original Internet was developed for military intelligence and on a mechanism 
for academic Communications.  Today’s Internet bears little resemblance to these first 
efforts to link computers and scientific intelligence.  

 The internet has grown exponentially over the past few years due to three 
major developments.  The first is the development of user friendly interfaces such as 
Netscap’s Navigator / Communicator and Microsoft’s Internet Explorer.  The second 
reason for the explosion of the Internet is that these interfaces allow individuals, 
businesses, and organizations to use data, graphics, sound and video with ease.  The 
third major impetus to the growth of Internet usage is the easy accessibility to 
computers due to the crash in system prices. 

 The development of digital marketing is inseparable from technology 
development.  One of the key points in the start of in 1971.  In the 1990, the term 
Digital Marketing was first coined, with the debut of server / client architecture and 
the popularity of personal computers.  The customer Relationship Management 
(CRM) applications became a significant part of marketing technology.  Marketers 
were also able to own huge online customer data by e-CRM software after the Internet 
was born.  Companies could update the data of customer needs and obtain the 
priorities of their experience.  In the 2000s with more and more Internet users and the 
birth of iPhone, customers started searching products and making decisions about 
their needs online first, instead of consulting a salesperson. 

WHAT ROLE DOES THE INTERNET PLAN IN DIGITAL MARKETI NG 

 An innovative idea can go a long way toward creating a successful small 
business.  A company cannot be profitable unless, it can convince consumers to try 
it’s products.  The internet is a channel that businesses can use to advertise, connect 
with customers and make sales.  The right Internet strategy can play a significant part 
in the successful marketing and sales of products. 

Web Advertising 

 Marketing is one of the vehicles businesses use to attract customers.  The 
Internet provides a platform to place advertisements with the potential to reach 
millions of consumers around the World.  Several advertising options are available on 
the web.  You can place banner and text ads on popular websites that are relevant to 
your particular business. 

The Web as a Sales Channel 

 The Internet also gives retailers an additional channel to sell products.  Thirty 
years ago, a retail store without a physical store front was all but unheard of.  Today, 
we can buy almost anything you want on the Internet by visiting a Company’s 
Website.  This lets you sell more products without the cost of having to rent out and 
stock additional retail floor space.  The ability to sell goods without the cost of a 
physical storefront is especially helpful for entrepreneurs who want to keep start-up 
costs low.  If you don’t have storage space yourself, you can use a third-party drop 
shipper to store and distribute your products. 
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Market Research 

 Gathering information about the preferences and habits of consumers is an 
essential part of marketing.  If you don’t know what your customers want, how much 
they are willing to pay for products, and who your competitors are, it is difficult to 
offer the right product tot eh market place.  The Internet can be used to gather 
consumer data through web-based Surveys email surveys and online tools that let you 
tract user activities and preferences. 

Communication and customer Service 

 Building a base of loyal customers that come back and buy products 
repeatedly is essential to creating a successful small business.  The Internet can help 
companies improve customer service by giving customers an additional channel of 
communication that is available at all hours of the day.  In addition, the web lets 
business distribute important consumer information such as product manuals, guides 
and answers to frequently asked questions.  This can help customers make informed 
decisions about their purchases. 

MARKETING MIX IN E-MARKETING 

 As in the case of traditional marketing, e-marketing also uses a suitable 
combination of the components of the marketing mix.  E-marketers also attempt to 
deliver value to ultimate customers, whether business or household, to satisfy their 
needs and wants to the best of their ability.  Similar to other types of marketing, value 
is determined here also as the difference between costs and benefits of the products.  
In e-marketing, the Internet provides facility to increase benefits while lowering costs.  
These benefits include mass customization, digital delivery of products, are one-stop 
shopping.  Lower costs can result from direct selling, segmented pricing are expanded 
delivery services using the Web. 

Product 

 These are several product possibilities in e-marketing, companies in constant 
touch with their customer base have the ability to constantly evaluate customer needs 
and match those needs with technological development to create new and innovative 
products.  Since competitors are now able to develop products at faster pace, product 
life cycle stages have also been shortened.  Companies which capitalize on these 
phenomena and introduce new products earlier than the competitors have the potential 
for reaping greater profits.  The web gives a level playing ground for businesses, big 
or small.  Even the smallest Company can compete globally using the web.  By using 
the expertise of the transportation companies today. 

Price 

 In e-marketing the standard pricing methods or models are not useful.  
Traditional pricing theory is based on the experience curve that has declining fixed 
costs as volume expands.  While this theory still holds for electronic markets, the 
shortness of the product life cycle makes volume efficiencies less likely because of 
constant innovation.  Many companies have created market efficiencies by lowering 
costs associated with the final exchange of products marketed on the web.  Self-
service websites offer potential for costs and thus lower pricing on the web.  In 
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addition to self-service, the automatic of order processing and payment adds to 
potential savings. 

Place 

 With the use of the Internet, e-marketers have expanded the ways they sell 
their products.  Many new channels of distribution have evolved from the used of the 
Internet to Market goods.  E-tailors represent a new distribution channel for 
traditional brick – and – mortar firms as well as for companies that exist only on the 
Internet such as amazon.com.  in delivery process also, e-marketers have devloped 
new ways to deliver products and services including digital products, more efficient 
customer service, and new ways to sell directly to the customers.  Innovative new 
intermediaries have emerged because of special needs associated with internet 
marketing. 

Promotion 

 Normally, in traditional marketing, the consumer is passive in the 
communication process as they cannot interact with the company or marketer.  They 
can only see and read advertisements, listen to radio ads, or view TV commercials.  E-
marketing is an interactive and active media where consumers must choose, that is 
click, to see something and can view it for as long or as short as they like.  They can 
have direct interaction with the marketers online.  Also, even in the personal selling 
process.  In which consumers are more active in the process, there are different 
techniques that could be used when marketing on the Web using personal selling 
process.  E-marketing also changes the other promotional activities of a Company.  
Now a days, all advertisements contain the Web address for the Company.  So that 
customers can get further information and interact online. 

DIGITAL MARKETING STRATEGIES 

 Marketing strategy involves identifying and analyzing a target market to 
satisfy individual in that market.  Regardless of whether those individual are 
accessible online or through more traditional avenues.  The Internet is a very dynamic 
environment and so e-Marketing strategies are to be modified frequently to meet the 
current requirement.  

Target Markets 

 E-marketing enables companies to target customers more precisely and 
accurately that ever before.  The addressability, interactivity and memory 
characteristics of e-marketing enable marketers to identify specific customers, interact 
with them to find out their needs, and combine this information with their purchase 
histories so as to customize products to fulfil those needs.  The ability to identify 
individual customers makes marketers to shift the emphasis from “share of Market” to 
“Share of Customer”.  In fact, it is the addressability characteristic of e-marketing, 
which enables firms to tract and analyse individual customers purchases and indentify 
the most profitable and loyal customers. 

 E-marketing enables firms to focus on relationship marketing by building 
customer loyalty and retaining customers.  It focuses on using information about 
customers to create marketing, strategies that develop and sustain desirable customer 
relationships.  This effort is enhanced over time as the customer invests more time 
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and effort in “Teaching” the firm what he or she wants.  Commitment to the firm also 
increases the costs the customer would incur by switching to another company.  Once 
a customer has learned to trade stocks online through a certain firm these is a cost of 
leaving to find a new brokerage firm.  Further it also takes time to find a new firms 
and learn a new system.  Any time a firm can learn more about its customer to 
improve the target customer’s desires. 

LATEST DEVELOPMENT IN DIGITAL MARKETING 

 On account of technological developments certain portion of population 
enjoys high-brand width connections like cable modems and DSL Lines.  It enables 
delivery of multimedia content.  Some websites create fair forms of content such as 
high – speed multimedia form a standard PC offering and handheld format for 
wireless devices such as cell phones.  The mushrooming wireless devices create a new 
set of design challenges because firms try to squeeze content onto small screens.  In 
developing countries, communication infrastructures improve.  So some people use 
handheld devices, which lead to the development of new geographic market.  Further, 
digital marketing is evolving through software advances.  Incorporating these 
technologies into Website design can give a firm a distinct competitive advantage. 

 One of the major changes that occurred in traditional marketing was the 
“emergence of digital marketing”.  This led to the reinvention of marketing strategies 
in order to adopt to this major change in traditional marketing.  As digital marketing is 
dependent on technology which is ever-evolving and fast-changing, the same features 
should be expected from digital marketing developments and strategies.  This portion 
is an attempt to qualify or segregate the notable highlights existing and being used as 
of press time. 

CONCLUSION 

The main aim of this paper is to analyse digital marketing.  Modern technology has 
changed a lot.  Besides the growth of modern technology, the technique of business 
has also changed.  In this regard, digital marketing comes to take the leading position.  
Modern generation does not want to go to any shop or shopping mall to buy anying.  
They want to buy everything online.  So, the various companies always try to stay 
connected with their consumers or customers via the internet. 
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