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Retail customers today want access to products, information, trusted opinions, and 
deals, regardless of whether they are shopping online, in a store, or both. Retailers 
now can deliver interactive, immersive cross-channel shopping experiences that give 
their customers the convenience of online shopping. The paper discusses the concepts 
of digital marketing and various associated topic range from measuring and 
improving digital media effectiveness and search engine optimisation, from social 
media marketing to partner marketing, from mobile marketing to email marketing, 
website design, display advertising, pay per click and detailed marketing analytics. In 
short the paper focuses on any of the established and emerging digital media, tools 
and practices requiring new approaches to marketing, branding and understanding 
customer behaviour and attitudes. Also emphasis is shown to the study of various 
components such as social media marketing for B2C, B2B, not-for-profits, Email 
marketing, running effective digital campaigns, search engine marketing and 
optimization, Internet marketing, reputation management, Website design and 
management, measurement and analytics for social media and digital marketing, 
Mobile marketing, Video marketing, Visual marketing, Employee advocacy, Viral 
marketing and social media, Partner marketing, Social media and sponsorship, 
Affiliate marketing, Integrated digital marketing and Managing digital teams. Finally 
we concluded that the marketers want to reinvent themselves for the Digital Age and 
the readers will have a solid foundation to do their research in Digital Marketing

KEYWORDS:  Digital Marketing, Social Media, Mobile Marketing, Virtual 
Marketing 

Introduction:  

In coming years, as Forester said,“Digital Marketing will be just Marketing”. 
Digital is about finding the best way of achieving goals, normally promoting a brand 
or service, through electronicconnected media. This could be online on the web, 
through specialist Internet applications, or through mobile phoneapplications. Digital 
can also be used to extend the process into a company’s/brand’s inner workings; 
improving the supply chain, gainingdirect consumer or business insight through 
greater transparency and movement of the underlying data. 

It is a well-known fact that digital platforms are changing the fundamental workings 
of many businesses. Music and television have undergone radical changes in just a 
few years as mobile devices are empowering consumers and forever changing their 
habits in terms of how they listen and how they watch.  

A similar, but less apparent, revolution is underway in retail – and the speed of the 
change is far greater than anything analysts predicted just a couple of years ago. The 
influence of digital devices on the shopping journey, a dynamic Deloitte calls the 
‘digital influence factor,’ is not only shaping how customers shop and make decisions 

Abstract 



Online International Interdisciplinary Research Journal, {Bi-Monthly}, ISSN 2249-9598, Volume-09, Feb 2019 Special Issue (03) 

 
w w w . o i i r j . o r g                      I S S N  2 2 4 9 - 9 5 9 8 Page 111 

in-store. It is setting new digital expectations of retailers in terms of how they help 
their customers gather pertinent information to make shopping decisions and 
purchases. 

Review of Literature: The dominant logic of marketing is shifting from the exchange 
of goods towardservice, interactivity, connectivity and ongoing relationships (Vargo 
and Lusch 2004).Technological innovations, new channels, and changing media 
environments facilitate thisshift (Bhattacharya and Bolton 2000), and the question of 
how firms should interact with theircustomers is gaining in importance, especially as 
firms consider the cost differences betweentraditional communications media, such as 
television and sales forces, and electronic media,such as the Web and email (Reinartz 
et al. 2005). The cost efficiency and interactivity of digitalchannels facilitate ongoing 
dialogue between the enterprise and the customer (see e.g.Deighton and Barwise 
2000; Peppers and Rogers 2004). It may strengthen customer loyalty as customers 
feel that Lensmart takes care of their stock and assists them to repurchase at the right 
time with low effort.Customers might perceive emotional value for being personally 
remembered and cared, andappreciate the extra service (see e.g. Cram 2001).CRM 
play a vital role in enhancing an organization’s customer relationship performance 
(Jayachandran et al. 2005). 

Furthermore, the use of CRM applicationsis positively associated with 
improved customer knowledge and improved customer satisfaction (Mithas et al. 
2005). Reinartz and Kumar (2003) show how profitable customerlifetime duration is 
positively related to the number of mailing efforts of the company.Simulations show 
that to maximize customer profitability by optimising spending the dominantform of 
communication should be email (Reinartz et al. 2005). While email is 
substantiallycheaper to send than conventional direct mail, research also suggests that 
it can deliversignificantly better response rates (Brondmo 2000; Di Ianni 2000; 
Rosenspan 2000).  

In line with Fournier’s (1998) ideas, marketers increasingly bring brands 
closer to consumers’everyday life. The changing role of customers as co-producers of 
value is becoming increasingly important (Prahalad and Ramaswamy 2004).  

The role of Digital Marketing Technology and B2B branding: Certainly, as digital 
technology is increasingly used to facilitate the B2B buying process, the role of the 
salesperson in B2B branding appears to be diminishing.  Instead of leading sales, 
marketing and branding conversations, the field sales force now responds to a 
customer who has used digital technology to replace the information-providing role 
that person or group formerly provided. In fact, today’s B2B buyer/customer has the 
ability to conduct much of their pre-purchase search for solutions to their product 
needs and requirements without the need for sales force inputs or even minimal 
personal contact.   This new process is illustrated below.  B2B buyers conduct 
research online and compare vendors before even contacting the salesperson. 
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Control of the Sales Process Has Shifted. 

 
A Shift from Personalized Transactions to Digital Relationships: Business to 
Business (B2B) marketing has traditionally been based on an Industrial Age model 
where firm develops products and services, produces, and promotes them through 
various external resources.  The goal of this process has been to find interested and 
willing customers who will generate revenue for the company. In this approach, the 
relationship between the buyer and seller has been viewed myopically through a 
transaction-relationship rather than through a relationship-centered orientation. With 
such a transactional approach, the inherent belief was that persuasive selling was the 
key element for success in B2B marketing. However, there is increasing evidence that 
digital relationships are rapidly replacing the individual salesperson contacts that have 
been the hallmark of B2B marketing for the past century. 
 
Buyers Work More on Their Own: A recent report indicates that buyers are at as 
much as 90% of the sales cycle by the time they contact a sales representative (Glass, 
2014). In this new era, information transfer often occurs through customer seeking out 
information through search, vertical websites and consortia of like-minded 
purchasers. Such pre-purchase activities commonly result in the buyer’s recognition 
of alternative suppliers.  With the B2B brand salesperson no longer occupying the role 
of ‘trusted advisor,’ the salesperson becomes just another persuasive force that has no 
monopoly on product and service information.  This change in importance and focus 
of the sales force focus has an impact on how sales forces are sized and structured and 
the roles they play in the B2B buying process, the role of the salesperson in customer 
service and the increasing use of digital marketing technologies to manage customer 
contact. 
Branding Activities are Impacted: Branding activities in a business-to-business 
(B2B) setting, formerly conducted primarily through face-to-face interactions by the 
field salespeople are now being conducted electronically.  This dramatic change in 
sales, marketing, and communication activities between B2B organizations is the 
result of the development and implementation of digital and interactive technologies.  
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Four Foundations of Digital Marketing: There are four main foundations of digital 
marketing.  These 'pillars' are Search, social, email and web design.   

 

Digital Era in India: The rapid growth of digital channels in the last ten years has 
been one of the strongest and mostsignificant trends in the industry which is 
revolutionizing how retail financial services companiesoperate. Underpinning this of 
course is the growing access to the Internet, and the proliferation ofmobile 
phones.The weight of India at the international level is quickly growing, with 
demographical data that are outnumbering any Western economy. India is on track to 
reach 155 million mobile Internet users, with urban population still accounting for 
about 80% of them. Projections say that users accessing via mobile will account for 
60% of total Internet users in the country (source: Internet & Mobile Association of 
India). 

The biggest social network in the world recently released some 
news: India reached the impressive 100 million Facebook users mark, getting closer 
to the first of the class – USA, with 180 million users – and keeping a steady growth 
especially in rural areas. 

In India the web is now established as a mass market media channel for the 
wealthy. Email has become a mass market media channel for office workers and 
professional classes. Mobile (for SMS) is a mass market media channel across many 
demographics, but while mobile use is very high, mobile devices and the web will not 
properly converge until late 2010.  

Digital Marketing Trends: Today, Internet is driving businesses’ growth. Now, no 
marketer can say his/her marketing strategy is complete without 
Internet/Online/DigitalMarketing.  

i. Improved User Experiences: In a bid to optimize websites for search engines, 
many websites had poor user experiences. In future increased usage of tools like A/B 
Testing of the website, Heatmaps and consumer studies to get the User Experience 
right. 
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ii. Social Media moves from Push to Talk: Many businesses have been using social 
media like a TV Channel. The story has been – keep pushing messages and spending 
on Advertisements to get your voice heard. Going forward, brands will need to create 
content which engages in conversations with users – else, brands can except to get 
lost in the sea of content being produced online. 

iii. Clear ROI on Digital Investments: Many Brands started investing seriously in 
digital marketing. Brands will expect to see clear ROI for the digital investments. We 
can expect granular tracking of what’s working and what hasn’t, with a shift to online 
channels which have a higher ROI. 

iv. Social media is no longer an option: According to Nielsen, already in 2011 60% 
of people had learned about a retailer through a Facebook or Twitter post. Today 
social media has become far more than just an option.  

v.PR and customer service join the milieu: Gone is the time when managing public 
relations and customer service was a back office job. And so the marketing 
department must include customer care experts as well as public relations 
professionals. We must reach out to our customers and address their issues instantly. 
vi. Emotions and memories matter: Personal experiences have become an important 
part of online marketing strategy. This is especially true of the Indian hospitality 
industry.  
vii. Blogs have become an important resource for consumers: Despite the 
popularity of Facebook and Twitter, company blogs remain popular with consumers 
and are an important platform for building trust and influencing consumer behavior.  
viii. Email marketing and social media are a killer combination: Brands 
understand the power of email marketing and are integrating it into their social media 
strategies. According Social Media Today, emails with social sharing buttons increase 
click-through rates by 158%. Whereas email marketing informs the customer 
personally and directly, social platforms help to spread messages across a large 
database. 
Summary of Findings: 

1. Digital technology is disrupting the competitive outlook of traditional players. It is 
compelling them to develop a brand in its own rightwith an unwavering focus on 
online distribution to compete with pure players and manage their ecosystem of 
distributors. 

2. Digital technology is the natural choice for enabling the multi-channel consumer 
experience required today. Brands must ensureconsistency in positioning and pricing 
in an open world where comparison is just a click away. 

3. For some, e-commerce is merely an additional sales channel, but for many, it 
establishes a direct link between the brand and the end   consumer. E-commerce 
makes it possible to collect data that was previously captured by distributors, to drive 
more sales, to gain new   markets, and target niche markets with low overheads. 
Therefore, it helps improve brand control and mitigate risks by creating 
newopportunities. 

4. Digital marketing and e-commerce are synonymous with traceability. Increasingly 
cross-cutting, digital initiatives require and set theframework for new methods of 
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working which involve agility and performance measurement over shorter project 
cycles. 

5. Digital technology is a gold mine for consumer knowledge. Brands potentially have 
an enormous amount of insightful and highlyvaluable consumer information at their 
fingertips. 

6. The consumer’s brand experience is also being completely altered by these new 
developments. Finer targeting possibilities, highlypersonalized messages, and 
opportunities for innovative interaction help establish real dialogue and a closer 
relationship between the   brand and the consumer. 

7. Digitizing marketing also helps improve the consumer’s experience. By offering 
them new services and greater responsiveness, brandscan build consumer loyalty. 

8. With digital technology, brands have the opportunity to build a meaningful, direct 
relationship with the end consumer. Consequently,the relationship with the traditional 
distribution network must be rethought and new ways of working together can be 
considered. 

9. B2B2C strategies are a possible solution to this new situation. At the very least, 
they can prevent conflict with the network of distributionpartners and, in the best-case 
scenario; they can strengthen relations with them by closely involving them in the 
operation of the new   sales and information channel. 

10. For multi-channel systems to work, several prerequisites must be met. These 
include deploying the right tools, informing and reassuringall parties concerned, and 
putting together a consistent remuneration and pricing policy. 

CONCLUSION:   

This paper has showcased the benefits of digital marketing. Research on digital 
marketing still has significant gaps, but is no doubt an area of increasing interest. A 
large proportion of the research focuses on the role of digital marketing. It is 
suggested that digital marketing challenges previously established research 
understanding of advertising, as it is argued that the techniques employed in digital 
marketing will prove more difficult for us to critically understand compared to 
traditional advertising. Research has mainly focused on the levels of advertising, the 
number of banner ads, links, videos, logos, and on advergames. It is argued that the 
popularity of digital marketing may influence brand preferences. There is very little 
research to date on social networking sites, mobile and location based marketing and 
product placement, although these are predicted to become increasingly important. 
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