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Online marketing is the fastest e-Commerce solution available. Without marketing, 
organizations cannot sell and without sales there is no revenue and without revenue 
people cannot run businesses. It really plays an important role in modern commerce 
system. The ability to precisely target consumers and to measure the effectiveness of 
marketing strategies is the major advantages of online marketing. But one of the main 
benefits of conducting your marketing digitally is the ease with which results can be 
tracked and monitored. Rather than conducting expensive customer research, you can 
quickly view customer response rates and measure the success of your marketing 
campaign in real-time, enabling you to plan more effectively for the next one. This paper 
made an attempt to highlight the importance of online marketing for recent trends. 
KEYWORDS:  Digital Marketing, channels, benefits. 
1. Introduction  
Online Marketing is any form of marketing products or services, which involves 
electronic devices. It can be both online and offline. According to institute of direct 
marketing "The use of internet and related digital information and communication 
technologies to achieve marketing objectives”. In the USA online marketing is still 
prevalent, in Italy is referred as web marketing but in the UK and worldwide, digital 
marketing has become the most common term, especially after the year 2013.  
 Online marketing is an umbrella term for the marketing of products or services 
using digital technologies, mainly on the Internet, but also including mobile phones, 
display advertising, and any other digital medium. Digital media is so pervasive that 
consumers have access to information any time and any place they want it. Internet usage 
continues to explode across the world with digital becoming an increasingly important 
source of competitive advantage in both B2C and B2B marketing. A great deal of 
attention has been focused on the tremendous opportunities digital marketing presents, 
with little attention on the real challenges companies are facing going digital. 

Digital marketing is one type of marketing being widely used to promote products 
or services and to reach consumers using digital channels. Digital marketing extends 
beyond internet marketing including channels that do not require the use of Internet. It 
includes mobile phones (both SMS and MMS), social media marketing, display 
advertising, search engine marketing and many other forms of digital media  
1. CHANNELS OF DIGITAL MARKETING 
The digital marketing industry has introduced various digital marketing channels which 
helps marketers target the right audience and attract them towards the product or service 
being marketed. It is this boom in digital marketing that necessitates the need for a brand 
to create a solid online presence and project an image in tandem with the platform being 
used as well as their vision and mission. For this reason, it is important to understand not 
just what digital marketing can offer your brand or business but also the scope of various 
digital marketing channels and how best you can utilize these channels of digital 
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marketing. The right digital marketing channel for your brand or business also depends 
on your brand’s business goals.  
1.1 EMAIL MARKETING 

Email marketing is the act of sending a commercial message, typically to a group of 
people, using email. In its broadest sense, every email sent to a potential or 
current customer could be considered email marketing. It usually involves using email to 
send advertisements, request business, or solicit sales or donations, and is meant to 
build loyalty, trust, or brand awareness. Marketing emails can be sent to a purchased lead 
list or a current customer database. The term usually refers to sending email messages 
with the purpose of enhancing a merchant's relationship with current or previous 
customers, encouraging customer loyalty and repeat business, acquiring new customers 
or convincing current customers to purchase something immediately, and sharing third-
party advertisements. 

1.2 SEARCH ENGINE MARKETING 
Search Engine Marketing or SEM covers the ground SEO search ignores, paid traffic 
from search engines. With SEM you purchase advertisement space that appears on a 
user’s SERP. The search engine charges a marketer a predetermined amount to display an 
advertisement in a number of places on a SERP generated from specific keywords or 
phrases. One example of SEM is pay-per-click advertising or PPC. PPC refers to a digital 
marketing method wherein search engines charge a company each time their 
advertisement is clicked. Social media platforms began adopting PPC advertising in 
recent months. These ads show up in the news feeds of a company’s target audience. This 
system is a great example of how the different types of digital marketing bleed into each 
other to form a complete digital marketing strategy. In this example, SEM overlaps with 
social media marketing. 
   1.3 AFFILIATE MARKETING 
Affiliate marketing is an online sales tactic that lets a product owner increase sales by             
allowing others targeting the same audience “affiliates” to earn a commission by 
recommending the product to others. At the same time, it makes it possible for affiliates 
to earn money on product sales without creating products of their own. The cost to the 
customer purchasing the product or service through an affiliate is the same as buying 
directly from the product owner. While product owners make less money per sale 
because they must pay a percentage of the sale to the affiliate, they are also reaching 
potential customers they probably wouldn’t reach on their own. Affiliates can earn 
commissions on a one-time purchase or recurring income through sales of subscriptions 
or membership programs. 

1.4 INFLUENCER MARKETING 
Influencer marketing is among the newer types of digital marketing. Influencer marketing 
uses people with an enormous online reach considered experts by your target market to 
drive traffic and sales. Influencer marketing is popular on social media channels like 
Instagram and Snap chat. Companies hire Instagramers with large followings to promote 
their brand by posting one or more photos with the product. Companies now engage in 
Instagram or Snap chat “takeovers” where the hired influence controls the company’s 
social media platform for a given amount of time, most often a day. These social media 
takeovers drive the influencer’s following to your social media channels increasing your 
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new followers and unique views. Always make sure to do your research on an influencer 
before you decide to do business with them. You might want to verify their Google 
analytics and make sure their following proves legitimate and not full of fake accounts. 
1.5 SOCIAL MEDIA MARKETING 
One of the most popular types of digital marketing is social media marketing. The rise of 
Face book, Twitter, LinkedIn, Instagram, YouTube and many other platforms has created 
a burgeoning marketplace where businesses can connect with audiences. As new 
platforms have appeared and evolved, each offers unique advantages brands can use to 
reach different markets. 
1.6 PPC (PAY PER CLICK) 
Search, also known as PPC, is the management of paid adverts in the search results of a 
search engine. These paid adverts are typically placed above, or to the right of the 
‘organic’ search results and can be quite cost effective. Paying per click means you only 
pay when a prospective customer clicks on your advertisement. 
1.7 ONLINE ADVERTISING 
  Online advertising differs from PPC in that you are advertising on other peoples’ 

websites. For instance, you may want to buy banner space on a specific website, and 
you would pay the website owner either based on the number of impressions, or the 
number of clicks the advert receives. 

2. BENEFITS OF ONLINE MARKETING  
         Online Marketing provides various benefits to both consumers and also the 

marketers by way of marketing more efficiently and effectively along with greater 
savings. It brings with it many benefits that are not available with traditional and 
offline marketing.  
2.1 BENEFITS TO CONSUMERS  

2.1.1 Convenience:  
                Customers can shop 24 hours a day from anywhere without going to the store 
physically. 

2.1.2 Interactive and Immediate:  
         Consumers can interact with the seller’s site to find the information, 

products, or services they desire, then order or download them on the spot.  
2.2 BENEFITS TO MARKETERS  
  2.2.1 Customer Relationship Building:  

  Companies can interact with customers to learn more about their needs and to 
build customer databases.  
2.2.2 Reduce Costs and Increase Efficiency:  

It avoids the expense of maintaining a physical store, costs of rent, insurance, and 
utilities. Digital catalogs cost less to produce than printing and mailing paper 
catalogs.  
2.2.3 Greater Flexibility - Make changes on the fly:  

Unlike offline marketing such as placing traditional advertisements in magazines, 
newspapers, television, or a paper catalogs whose products and prices are fixed until 
the next printing, an online catalog can be adjusted daily or even hourly, adapting 
product availability, prices, and promotions to match changing market conditions by 
changing a graphic or wording and do it without any problems.  
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2.2.4 Access to Global Markets:  
       The Internet is a global medium, which allows buyers and sellers to click from 

one country to       another in seconds.  
2.2.5 Track Real - Time Results:  

       It allows tracking real-time results using online analytics to determine how 
marketing        campaign is performing. There are ways to track traditional marketing 
efforts, but most the time it cannot be done in real-time.  
2.2.6 Target Specific Demographics in Advertising:  

       It allows in targeting specific demographics such as gender, age, location, specific 
income levels, education levels and occupation 

2.2.7 Variety of Methods:  

There are various methods in online marketing such as audio, video, blogging, 
email, social media and ongoing newsletters.  
2.2.8 Instant Conversion Ability:  

       Through online marketing marketers can get the ability to convert a customer      
instantaneously. This is not the case when evaluating marketing options in traditional 
media such as magazine ads, newspapers or television. Through online marketing not 
only potential customer’s information can be captured, but also capture a sale 
instantaneously by a few  

      clicks of a mouse, when it comes to offline marketing it takes more time to convert a 
customer into a sale not to mention the person power it often requires. 

2.2.9 Measure Results:  
If offers companies unprecedented results tracking and customer behavior 

measurements, easy analysis of results and cross checking ensure the money that is 
spent provides benefits 

3. CHALLENGES FACING DIGITAL MARKETERS 
� Proliferation of digital channels. Consumers use multiple digital channels 

and a variety of    devices that use different protocols, specifications and 
interfaces – and they interact with those devices in different ways and for 
different purposes. 

� Intensifying competition. Digital channels are relatively cheap, compared 
with traditional media, making them within reach of practically every 
business of every size. As a result, it’s becoming a lot harder to capture 
consumers’ attention. 

� Exploding data volumes. Consumers leave behind a huge trail of data in 
digital channels. It’s extremely difficult to get a handle on all that data, as 
well as find the right data within exploding data volumes that can help you 
make the right decisions. 

4. FOUR WAYS TO CONDUCT ONLINE MARKETING  
4.1 Creating an electronic storefront  

         Companies can buy space on a commercial online service or it can open it own 
Web site.      These sites are designed to engage consumers in an interaction that will 
move them closer to a purchase or other marketing outcome.  
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4.2 Placing ads online  
       Companies can place online ads in three ways:  

� Classified ads in special sections of major commercial online services.  

� Ads in certain Internet newsgroups set up for commercial purposes.  

� Buy online ads that pop up while people are surfing the web. Such ads include 
banner ads, popup windows, “tickers” (banners moving across screen), and “road-
blocks” (full-screen ads that users must go through to get to other screens they 
wish to view).  

4.3 Participating in internet forums, newsgroups, or web communities  
       Companies may participate in or sponsor Internet forums, news groups, and 

bulletin boards that appeal to specific special interest groups.  
4.4 Use online e-mail or web casting  

      Companies can send out customer newsletters, special product or promotion 
offers based on customer buying histories. Web-casting or “push” programming 
delivers information of interest to consumers’ desktops. 

5. ONLINE ADVERTISING: RECENT TRENDS IN INDIA 
Online advertising is still in the embryonic stages in India, while in other parts of 

the world it has already taken deep roots. The share of India's online advertising in 
world pie is almost negligible. But developing Countries like India; here Internet users 
are growing very rapidly, it has huge potential. India's leading Advertisers are starting 
to advertise online, but at a very slow pace. Indian companies are also showing keen 
interest in promoting their products or services online. Currently finance sector is most 
dominating sector in online advertising and accounted about 40% of total online 
advertising in India. Some of the leading companies from this sector are HDFC, 
Citibank, SBI, and UTI etc. FMCG goods have just started to come in led by 
companies like Hindustan Lever, Procter and Gamble etc. India is among the fastest 
growing economies of the world. Economic Survey of India has Predicted that Indian 
Gross Domestic Product (GDP) will grow at a rate of 6 % in the financial year 2013-
14.The growth that has occurred in India since the adoption of Industrial Policy of 
1991 coupled with the recent economic recession in the developed western countries 
has made India one of the most sought after business destinations in the world. 

6. ONLINE MARKETING STRATEGIES  
      The question now is not whether companies have to market their good online. It is 

on how    they should market their goods online. Just a website showcasing their 
products does not make a case of marketing online. Anybody with a little technical 
know-how can immediately setup a website. But, they need to bring in customers to 
the website. Strategies have to be formulated in order to have a successful presence on 
the web. It does not matter whether the company is a small one or a larger one. In fact, 
it is imperative for small businesses to go online so that they can stand up to the larger 
companies. Developing a successful internet marketing strategy is an essential part of 
online marketing success. In order to succeed, develop and implement a strategic plan 
that includes all of the following:  
� Develop a Great Product  

� Develop a Web Site to sell  

� Develop a killer marketing strategy  
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Each step plays an important role in the overall strategy and must be developed to its 
fullest potential. If even one step fails, the chances of success will be minimal. 
6.1 DEVELOP A GREAT PRODUCT  

      Try to develop a product which can be delivered to customers over Internet. With 
today’s technology, there is absolutely no reason one cannot create one of the own 
product. The knowledge within own mind is extremely valuable. Everybody good at 
something, has a special talent or some specialized knowledge. Using this knowledge 
can help creating a product. The key to developing a great product is exclusiveness. 
The product should be unique and not be in competition with- of other similar 
products. Try to give potential customers exactly what they want. Develop a high-
quality product that fills a void to increase the chances of success. 
6.2 DEVELOP A WEBSITE TO SELL  

After developing a great product, the next step will be developing a web site. The 
web site must be specifically designed to sell the product. Everything within the web 
site should have one purpose getting the visitor to take action. Words are the most 
powerful marketing tools. The right words will turn the visitors into customers. The 
wrong words will cause them to click away and never return. 
6.3 DEVELOP A KILLER MARKETING STRATEGY  

      Online Marketing Strategy is the final process of strategic plan. The plan must 
include both short-term and long-term strategies in order to succeed. Short term 
marketing strategies are those that bring a temporary boost in traffic. Although these 
techniques are very important to overall-all plan, they are only a temporary traffic 
source and must not be solely relied upon. 
6.3.1 Short Term Marketing Strategies Include:  
� Participating in Forums  

� Search Engines  

� Classifieds  

� Social Book Marking Sites  

� Giving Away Freebies  
6.3.2 Long Term Marketing Strategies:  

      Long term marketing strategies are those that bring you a steady stream of 
targeted traffic over time. These strategies will continue to produce results even years 
down the road.  

     Long Term Marketing Strategies include:  
� Have a Blog / Website  
� Online Advertising  
� Directory Listings  
� Participating in Social Media  
� Online Networking / Social Networking Sites  
� Email Marketing  

Conclusion 
The main purpose of data collection was to study the importance of digital 

marketing in the recent trends. What are the various problems faced by the Digital 
marketing. It also showed how the role of digital marketing helped in development of 
India. “The Role of digital marketing play vital role in business for growth. Because 
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it’s have less time and fewer amounts do advertising through world. And also if any 
changes occurred in product we have to change easily and it create more awareness 
rather than traditional marketing .So it play major part in product awareness (i.e. 
especially in New product introducing).In this digital marketing we have to use so 
many types tools so we got lot of choices in digital marketing. 
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