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Digital marketing has been considered a new form of marketing and provided new 
opportunities for companies to do businesses Marketing activities conducted via digital 
channels enable advertisers to directly communicate with potential customers in a rapid 
velocity and regardless the geographical location. Digital marketing has been recently 
referred as one of the best means to cut through the mess and interact directly with the 
consumer. Hence, with the trend toward direct, one�to�one marketing, additional 
attention is being paid to the use of the digital channels as a means of effectively 
advertising to consumers. While considering digital channels, the recent development is 
mobile marketing. Indian mobile market is one of the fastest growing markets due to the 
increase in the number of middle-income consumers, and is forecasted to attain millions 
of users in the upcoming decade. Thus, research on digital channel advertising would 
impact greatly on the way business is done. The development and widespread use of 
internet technologies have transformed the way society communicates both in their daily 
and professional life. One of the for the most part important indicator of this 
transformation is emergence of new communication tools. New communication tools 
emerging with the development of technologies are called “digital marketing”. When we 
talk about digital channels, what comes to intellect are Face book, Twitter, Instagram and 
similar social networks that are used online and virtual platforms like web sites, 
Micro blogs and search engines.  
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1. Introduction about Digital Marketing 
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.The 
effect of digital marketing communication on product categories like books, music, 
fashion accessories, clothing, banking. It is the use of technology for better marketing 
performance. Through digital marketing different type of business and organizations has 
gained a tremendous opportunity to increase their sale and to maintain a direct 
relationship with its customers. The increasing use of internet by the young generation in 
India provides an emerging prospect for online retailers.  
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2. Objectives of digital marketing  
 Increase a sale digital marketing can help you to increase sales by stimulating demand 
for a give product or service, by clearly targeting digital marketing campaigns to 
particular groups or customers who are likely to buy or subscribe.  Inform consumers 
about change(s) in a product: informing consumers about a change in products isλ one of 
digital marketing objectives. Whenever there is a change in product (product rename, 
new feature, or whatever), digital marketing can be used to inform the consumers about 
the change.  To create awareness to new variety of product when a company or 
organization newly creates multiple products or services, digital marketing is used to let 
the target audiences or consumers know the different options and what each can do for 
them. This will enable the target audience to make a good decision on which of the 
varieties suits their needs. Introducing a new product to the market introducing a new 
product or service to the market   of objectives of digital marketing. Companies and 
organizations use digital marketing to let the target users know what the new 
product/service is, what it can do for users/consumers, how it will be beneficial to their 
wellbeing, etc.  
 
3. TYPES OF INTERNET MARKETING  
There are several types of internet marketing, some which work alone, which work in 
conjunction with others. Here are some types of internet 
marketing.

 
3.1 Search Engine Optimizer  
Search engine optimizer or SEO for short, is possible for popular search engine to index a 
website and boost it up to the top of the result page.  
� He should revise the structure of website, web pages or blog.  
� He should correct the errors.  
� He should develop his own content.  
� He should manage online campaign.  
3.2 Social Media Marketing  
Social media marketing (SMM) is the process of gaining website traffic or attention 
through social media sites. The goal of SMM is to produce content that users will share 
with their social network to help a company increase brand exposure and broaden 
customer reach. The use of social media services to garner attention and website traffic is 
gaining just as much popularity as the networks themselves.  
� Listening: Know when to engage  
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� Sharing: Turn your buyers into salesmen  
� measuring: Track ROI in social  
3.3 Blog Marketing 
Blog marketing is any process that publicizes or advertises a website, business, brand or 
service via the medium of blogs. This includes,  
� To raise the visibility of our company.  
� To increase the sale growth and profit  
� To make a contribution to our industry.  
� to give the public a look at what goes on within a real live publishing company about 
the feature of their upcoming products.  
3.4 Pay Per Click Advertising PPC  
Stands for pay-per-click, a model of internet marketing in which advertisers pay a fee 
each time one of their ads is clicked. Essentially, it’s a way of buying visits to your site, 
rather than attempting to -earnǁ those visits organically.  
� It based on advertisers‟ keyword list to show relevant content to the user.  
� Using Pay per Click is the quick measurement of success.  
� It creates a highly targeted audience to attract visitors.  
3.5 E-mail Marketing  
Email marketing is a way to reach consumers directly via electronic mail. Unlike spam, 
direct email marketing reaches those interested in your business‟ area of expertise. It 
includes,  
� It’s the easy, effective, and affordable way to keep your customer coming back  
� It should be professional to attract  
� About new product  
� Promoting their products by wishing special events  
� While giving feedback they put information about their product too  
� Save paper and postage  
3.5 Networking  
A business model in which is a distributor network is needed to build the business. 
Usually such businesses are also multilevel marketing in nature in that payouts occur at 
more than one level. The advantages of network marketing include:  
� Flexibility of time  
� More Freedom  
� High chances at success  
� Free Training  
� Easy Business plan  
� Work at Home  
4.CONCEPT OF DIGITAL MARKETING  
Digital marketing is the wave of the future. Businesses turn to the internet to market 
themselves in place of billboards and paper advertisements, and find that it is not only 
more effective, but much less expensive. However, internet marketing plays by an 
entirely different set of rules than traditional marketing does, and it is important to 
understand the basic concepts before embarking on any marketing endeavor. In most 
general terms, any marketing in the Internet should be considered electronic marketing. 
As it has been mentioned, due to the technical peculiarities of the Internet, almost all 
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forms of electronic marketing have certain features of direct marketing. It should be 
noted that marketing by e-mail is not a predominant form of electronic marketing. 
Marketing by e-mail has the notably expressed advantages of electronic marketing, i.e. 
apart from businessmen’s own websites; marketing by e-mail is the cheapest and the 
most accessible Very often marketing by e-mail is identified with a socially undesirable 
or even negative marketing, spam, since social challenges raised by electronic marketing 
manifest themselves in its form rather dislikes. Due to the abovementioned reasons, in 
this article marketing by e-mail is regarded as the fair representative of all types of direct 
electronic marketing.  
5. IMPACT OF DIGITAL MARKETING  
Clearly, marketing's tool kit is experiencing an unsettling amount of change. The boom in 
direct and database marketing, the dawning of electronic commerce, new ways to 
automate sales force management and the sudden blossoming of the World Wide Web all 
suggest that the discipline is under pressure to redefine itself. The stock market is well 
aware that something important is developing; venture capitalists and technology 
companies are making large bets; and students at business schools, alert to any hint that 
their investment in the development of personal skills might have to pay off in a changed 
environment, show particular interest in new methods of market making. Mass marketing 
concepts and practices are taking advantage of new ways to become more customized, 
more responsive to the individual. The challenge facing the companies today is how to 
take strategic advantage of these opportunities to build more desirable products and 
services, build brand equity and increase revenues and profits. The Internet represents 
new opportunities for the marketers and sales people because it provides a wide reach for 
all marketing efforts conducted on it. International markets can be opened up at low 
costs. Advertising and promotion costs in other countries can be significantly reduced, if 
not eliminated. With the use of the Internet there can be continuous customer support. 
Services can be made available through interactive e-mail systems on the net. This saves 
time and money. In addition, feedback (i.e., research data) from the marketplace can be 
likewise collected on an on-going basis, and in many cases, in the form of „real-time‟ 
data. New products and services can be tested through interactive questionnaires on the 
Internet. This feedback forms the basis of market identification and segmentation that 
enables marketers to better position their products. 
 
6.PROCESS OF ONLINE PURCHASING  
Many studies frequently mention that there is a vast amount of window shopping taking 
place online but the number or the rate of surfers who turn into purchasers or regular 
buyers are very low. This might happen because of the lack of consumer intention to 
purchase an offering from the online environment at the outset. It might also happen 
because of various problems that arise during online shopping driving the consumer to 
abandon the task in the middle. Therefore, while one stream of research should identify 
the reasons behind the purchase reluctance of consumers, another area of concentration 
should be why people abandon their shopping carts and stop the purchasing process in the 
middle. Such attempts can help to understand how to turn surfers into integrators‟, 
purchasers, and finally, repeat purchases by making them enter into continuous 
interaction with this environment. Common reasons for purchase reluctance are the 
difficulties and costs of distance shipping, inadequate amount of purchase related 
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information, troubles experienced after the purchase such as delivery or refund problems, 
general security fear, and various perceived risks such as financial, product-related or 
psychological risks. On the other hand, the reasons of abandoning purchases are much 
more technical such as unexpected shipping costs or transaction complexity. In other 
words, some consumers accept to shop from the Internet in principle but technical 
complexities or ineffective systems discourage them. Regardless of the pessimistic state 
of events, marketers should not be hopeless about the future. Once the risks consumers 
perceive about shopping through the Web are reduced, the environment still promises a 
high potential for selected consumer segments. Studies show that consumers who search 
for product related information through the Web have stronger intentions to make 
purchases online. Therefore, building on the information advantage can be expected to 
pay off in the future. Constructing effective decision support systems and assisting 
consumers with interactive decision tools are also successful attempts that need to be 
developed further. However, investing on the pre-purchase stages of the decision making 
process is not adequate. Developing and testing the effectiveness of specific “selling” 
strategies and tactics for the cyber market are also crucial. Studies that focus on currently 
unavailable but possible tools of cyber shopping in the future, such as the use of artificial 
shopping agents that work on behalf of consumers in the online market, are also very 
valuable efforts enlightening the road for future studies. Except from content, websites 
can also provide useful functions for visitors. This can be done by using the network to 
make access to information provided by another website possible. For example, Yahoo! 
created a menu for websites that enables owners of other websites to register their URLs.  
types of intermediary have evolved that sort information and bundle our needs and wants 
on the web. They act as “hubs” to buyers and sellers.  
7. CONCLUSION 
Companies should have more risk reduction activities as perceived risk could strongly 
influence consumers “online purchase decisions. And specific types of perceived risk like 
online frauds should be taken care of in different scenarios. Hence, the shopping sites 
should sport a Certificate of Authenticity ( a seal or small sticker  The psychology of an 
Indian consumer is still the same of checking the product physically before purchasing it, 
which creates a mental hurdle for online shopping. So the companies should devise 
certain strategy so as to reduce the scams. The Indian customers want to experience the 
product before to buy the product. So, online stores selling customized products should 
stress more on providing this facility and provide better communication with the 
customers through telephone or online salesperson. People are averse to online shopping 
because there is a difficulty in returning the faulty products. Hence the companies should 
make the arrangement so that try and buy facility is available at the customer doorstep 
and one can return if the product is faulty. Online stores should use effective 
implementation of website factors such as information design, features, communication, 
privacy and security, as a marketing tool by which trust towards the website can be 
created among the consumers and subsequently enhance purchase intention. The only 
worry of consumers is regarding the trustworthiness of some websites, since they have to 
give their credit card details to shop online. Many of the consumers are aware of the 
various online scams due to which they are very concerned and reluctant while providing 
their credit card information online. 
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