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Digital marketing is often referred to as 'online marketing', 'internet marketing' or 'web 
marketing'. The term digital marketing has grown in popularity over time, particularly in 
certain countries. 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.  Digital 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.  
Even before the Internet there were many different ways to advertise, in different media 
such as radio, TV, newspapers, magazines, as well as via telemarketing or pamphlets. 
Usually the goal was to get a company- and/or product name, a statement etc. 
communicated to as many people as possible for the smallest price possible.  When the 
Internet arose, a number of search options became available. Companies had the option to 
advertise themselves on a larger scale. Due to advertising perception at the time, many 
businesses were assumed to have great value, and thus traded on the stock exchange at 
extraordinary high rates. This collapsed in 2001 at what is commonly known as the dot-
com bubble. After the dotcom collapse, the Internet was almost disregarded because of 
many failing website-based businesses that had expectations to the market and 
assumptions about consumers. However, both consumers and companies continued 
exploring online options. Soon more substantial business models emerged; search 
advertising1 and e-commerce were the new possibilities. Enhancements in targeting 
advertising, and understanding how websites maintain visitors, became relevant. 
Researching consumer’s behavior and buying patterns online began to interest scholars. 
The effect of digital marketing communication on product categories like books, music, 
fashion accessories, clothing, banking and online gaming etc. has been well researched 
by the researchers; but automobile industry despite being one of the largest digital 
spenders has faced dearth of academic studies especially in India. 
Keywords: Marketing, Search Engine and SNM. 
1. Introduction 
The first approaches to digital marketing defined it as a projection of conventional 
marketing, its tools and strategies, on Internet. However, the particularities of the digital 
world and its appropriation for marketing have fostered the development of channels, 
formats and languages that have led to tools and strategies that are unthinkable offline. 
Today, rather than a subtype of conventional marketing, digital marketing has become a 
new phenomenon that brings together customization and mass distribution to accomplish 
marketing goals. Technological convergence and the multiplication of devices have led to 
an opening up of the ways in which we thinking about 
Marketing in Internet and have pushed the boundaries towards a new concept of digital 
marketing—user-centered, more measurable, ubiquitous and interactive. The 
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development digital marketing strategies offer much potential for brands and 
organizations. Some of them are as follows: 
1.1 Marketing  
• Community connections. Internet is a unique opportunity to connect organizations with 
their audiences and users among themselves. This connectivity can improve their 
experience and enhance the relationship with the product, brand or organization. 
• Virility. The essence of Internet as a Web of interconnected nodes makes exponential 
expansion of any content possible. Taking the model of WOM (word of mouth) 
communication, viral communication becomes more relevant due to connectivity, 
intentness and share ability of online platforms that enhance the dissemination of content. 
 
2. Problem Statement 
Problem formulation Based on the before-mentioned questions, we have therefore 
decided to investigate the following: 
• What alternative advertising options does the Internet provide to internationally oriented 

companies? 
• To what extent are internationally-oriented Danish companies aware of such 
alternative advertising options, and to what extent do they take advantage of them? 
• What strategies should Danish companies adopt to take advantage of these options? 
We wish to investigate these questions in an effort to highlight where advertisers have 
options to expand current, and develop new concepts that will give companies the 
option of targeting their campaigns even further. 
What are the alternative options? To understand the options available, a review of 
existing thoughts on the topic is needed. A thorough presentation of the approaches 
companies can undertake, and how they affect the outcome. Moreover, different 
options of advertising online will be discussed, and a presentation on already done 
material will highlight where the current potential is, and what should be carefully 
considered before use. This section should develop into some considerations, which 
expand into the option of carrying out some empirical studies. 
 
2.1 Problem formulation 
Decided against their use; our preliminary understanding is that companies will use all 
the insight they have. 
What strategies should Danish companies adopt? It would be obvious to make 
recommendations based on a study of companies and their strategies, but a far more 
interesting point is whether the end-user is more prone to advertising if conducted 
differently than the companies currently market themselves. We will investigate the 
end-user opinion via questionnaires, and get opinions on the different options 
available. 
 
3. Methodology 
The research is based on quantitative research method. During the quantitative study 
Lithuanian internet users were interviewed to find out the most preferred (efficient) 
online marketing channels. Research object – Online marketing channels efficiency. The 
aim - to determine which online marketing channels are the most effective. Research 
tasks: to investigate how important online marketing content to different screens of 
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electronic devices; to identify the importance of localization in online marketing; to 
identify the effectiveness of Web 2.0; to find out which online marketing tool is the most 
effective. 
 
3.1Search Engines 
Each search engine uses tracing software for websites for their indexing. The software 
used is known as Internet bot, Web crawler or Web spider, and periodically tracks the 
Web looking for new content or modifications on sites. The search engine processes Web 
tracking, while it uses its own algorithm to classify websites and offer its results, as well 
as their order, depending on the search terms used. Therefore, both in order to improve 
the organic result (SEO) and to improve the efficiency of advertising campaigns (SEM), 
selecting a specific search engine is of essence. 
Despite the fact that there are several search engines available (Ask, Bing, Yahoo!, AOL, 
Badu, Yandel, etc.), Google ranks as the search engine with the deepest worldwide 
penetration. In fact, Google is the search engine with the highest market share in most 
countries in the world. In countries such as Japan, Russia, China and North Korea, it 
ranks second. In order to optimize resources for positioning, organizations need to adapt 
to the search engine’s algorithm most widely used when speaking about positioning in 
browsers, usually meaning SEO and SEM action in Google (Fig. 11). 
 
Relating paradigms to the methodological approaches when talking about methodology, 
there are different paradigms that lie beneath the choice of the three approaches. As the 
methodology in each approach differentiates, it is necessary to depict how the four 
components of a paradigm are viewed in order to incorporate the six social science 
paradigms to the three approaches. The conception of reality and science, the scientific 
ideals and the ethical and aesthetical aspects are to be described in Table 1 according to 
the approach of analytical, systems or actor methodological points of view see 
Methodological appendix. 
 
3.2 Does the Internet provide new options? 
The starting point of any research is what has already been examined, and what the 
conclusions of these examinations are. This chapter is divided into two main parts, with 
two subchapters; 
• 1. The traditional Internet marketing 
• 1. B: The traditional marketing strategy 
• 2. The new internet marketing model 
• 2. B: The new marketing strategy 

Traditional retail marketing New internet marketing model 
Firstly to explain the theories of Internet marketing and their current use (i.e.: how 
companies perceive online marketing today), and secondly to recap what options 
companies have in creating marketing plans. Before this, we have included a brief 
explanation of the Internet. 
 
4. SOCIAL NETWORK MARKETING 
Social media are a great opportunity to establish significant relationships and create 
waysofsocialinteractiondefinedthroughdynamicexchangesbetweentheirmembers. Social 
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media is booming in terms of the number and variety of platforms and users. Thus, one 
can find audiovisual platforms such as YouTube, Video and Sound Cloud; image 
platforms such as Flikr, Picasa, Interest or Integra; general social networks such as 
Facebook, Twitter, Google+ or specialized ones such as LinkedIn; news or bookmark 
aggregators such as Digs or Delicious; blogs; and wikis, etc., a vast digital arena where 
they become the new Web winners. Although the notion of a social network is not new, it 
has reached new heights, thanks to Web penetration and connectivity. Social networks 
have developed through platforms that show different types of functions, but common 
features. These features aim at creating a community by connecting users, who can 
interact, discuss, and offer insights or knowledge. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Technology in the case of these platforms also needs to be flexible and conducive to an 
exchange of information. This means that free web standards; and modular architectures 
that lead to complex but efficient applications are usually favored In essence, a social 
network manager is a service that allows individuals to create a public or semi-public 
profile within an enclosed system, to articulate a list of other users they share connections 
with, and to use that list of users, as well as other nodes in the system. The nature and 
nomenclature of such connections may vary from one site to the other such platforms 
become content containers as they grant space and tools for a user who plays an 
increasingly more active role. In this sense, brands and organizations should be part of 
the social conversation and use the interactive channels to listen to their users, who share 
their perspectives, insights and knowledge, or generate value through content 
development. 
 
4.1. Facebook 
According to [8], Facebook is the largest social media platform. It has more than 1.9 
billion users worldwide. Since Facebook users interact with other users and brands, the 
platform contains a lot of information about its users. Facebook is one of the most 
popular network channels for advertisers, because it enables them to utilize rich data 
about its users to target specific audiences. 
Like Ad Words Search campaigns, Facebook ad cam-pains are organized on three levels, 
i.e. ad, ad set and campaign. Creating an ad campaign starts by setting up a campaign 
goal, then deciding which users to target with the ad, and finally choosing the text, image, 
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and\ placement of the ad. It is possible to promote un-paid posts to increase one’s reach 
among the existing users or to create a new post as an ad. It is possible to create an ad 
that has one image, one video, or multiple images within one ad Facebook differentiates 
three different types of objectives that follow a traditional user path from awareness to 
conversion, through engagement with the post to pur-chase or install the app. Facebook 
offers various user-targeting options based on information about their profile: 
 
4.2. Instagram 
Instagram is a mobile social network for sharing photos and videos and, according to 
[10], it has more than700 million (monthly active) users in the world. Integra enables its 
users to publicly and privately share stock footage and video with Instagram and other 
social networking platforms such as Facebook or TumblrInstagram is a great platform for 
advertisers because it enables them to tell the company’s story visually and excitingly. 
Successful campaigns at Instagram do not sell products or promote discounts, but they try 
to tell the story of the product while providing relevant information thereon. Since 
Facebook took over Instagram in2012, both platforms have the same targeting options. 
Ads on Instagram can be classified based on how they look like and what their objectives 
are. All ads on Instagram are placed in the user feed, both in the append in the browser. 
5. Suggestions 
1) Improve technical advancement in promotion of digital marketing. 
2) Collect and implement the feedback provided by the consumer in the right way. 
3) Provide a transparent and good service to the consumer before and after purchase. 
4) Creating awareness among the people about digital marketing. 
5) Complete description need to provide about the product to the online shoppers 
 
6. Conclusion 
This paper presents digital advertising technologies techniques and their advantages and 
disadvantages. Understanding the way search engines work and advertising thereon are 
the most critical items for quality product promotion. For a potential buyer to find a 
website, it is necessary to optimize it, and thus display the product advertised at the top of 
search. An alternative to search engine optimization is paid Advertising on search 
engines whose most significant Advantage is paying only when a user shows interesting 
the ad, i.e. clicks on it. 
Though the seemingly old advertising model, email marketing allows us to supplement 
all forms of digital marketing mentioned above, primarily thanks to the possession of 
email addresses of already interested users and remarketing. 
Our mission was to find out other possibilities to engage the internet. We found that the 
Traditional Marketing has been used for many years and that companies’ websites are 
founded upon these theories. Throughout our search we discovered that it appears that the 
companies, have been, and still are using internet as a communication tool to a limited 
extent, i.e. one way communication to the consumers (as opposed to new marketing 
models). The literature provided us with some indication of why this is the situation. One 
can call it simplicity for the companies or lack of knowledge towards other ways of using 
the internet. Most important discovery is maybe the fact that the latter has been the trend 
and way to do business. Many companies have not been keeping track on the trends that 
have arisen in the past decade. So the answer to our first question is that, international 
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oriented Danish companies have alternative options available, and are not that far from 
being able to utilize these alternatives. With few correction and a little of extra resources 
it would be possible for most of them to gain a better use of the internet. 
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