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Abstract

ization internet plays a vital
{ life and industries.Internet
ays for satisfying people
lated to various different
e facility which can
tasks easily and

In the era of global
role in all spheres o
is very famous nowad
with various Servicesre
fields. It is a very versatil
help you In completing many
conveniently with few clicks. It can be any work
of daily usage or any specific service which
needs a lot of research and formalities to be
done beforehand, as well as this marketing 1s

not an exception either. Digital marketing has
s in India. People

increased in last a few yeal .
have different views about it. But the fact ig this
digital marketing has tremendous potential to
increase in sales provided businesses should
have knowledge to implement it 1n rlght way.
Online marketing, which is also called m‘gernet

ractive,v1rtual

marketing, involves US€ of inte lling

spaces for the sake ol pmmotmg and Senew

goods and services. [n fact, 7
unicauon

S)"Hc:hronou_s,intern8t~based comil




294 Marketing Management: Theoretical and Practicq] Implicatiop

technologies had contributed ¢, the |
restructuration of major economic SecCtorg ]
including marketing. Being cost-effective

flexible, and fast and enjoying an On!

unprecedented global reach,
marketing has brought about
businesses incredible gains. However, this
effective, new method also involves its special
disadvantages, e.g. lack of personal contact
security and privacy, etc which should be taken,
account for. The present study,concentrateg

upon the impacts of internet-fostered Interactive
Spaces on marketing practice.

internet
different

Keywords: E-marketing, internet, social media,

Introduction

Now it is a well-known fact that what we call ‘marketing’
has undergone substantial changes over the recent years,
and the key role in this transformation has been played
by internet. Internet “refers to the physical network that
links computers across the globe. It consists of the
infrastructure of network servers and wide area
communication links between them that are used to
hold and transport the vast amount of information on
the internet”. Introduction of internet have reshaped the
structure and performance of different sectors, changed
the rules and marketing practioners have no way but to
adhere to it. In fact marketing is just one of numerous
fields have been substantially revolutionized by internet-
based technological innovations. The most prominent
point regarding the advent of Internet to the center stage
of commerce and marketing is that Internet is not
considered merely a new channel of promotion, a new
type among other traditional, pre-Internet types of
marketing goods and services. Quite contrary, it has
brought about a turning point, a complete shift to a new
business model, which results in an inevitable

|




p-Marketing—A New Way of Marketin,,

econceptualization of the VeTy nature of marketi
arketi

pew understanding js inevitable
communication technologi

dynamic environment in whj

objectives of the Study
The objectives of this study are:
1. To define the meaning of online marketing

2. To study the online marketing methods.

3. To analyze advantages and disadv

' . antages
online marketing. ges of

E-Marketing Meaning

E-marketing ‘is ref'e.rred to those strategies and
techniques which utilized online ways to reach target
customers. There are millions of Internet users that daily
access different websites using a variety of tools like
computers, laptops, tablet and smart or android phone
devices, and the number of internet users are increasing
very rapidly. So every business seems to be jumping on
the internet marketing bandwagon. The internet is most
powerful tool that can put any business on solid footing
with market leaders companies. There are many free as
well as economical way on internet to promote your
business. Successful companies must ask themselves
some tough questions about how they will promote their
business online? What their company expectationg are?
And what will be their plan to meet those expectations?
After answer all these questions a company should

design an effective marketing plan.

Methogds of E-Marketing

Thes, - ng.
f€re are various methods of e-marketing
SVen below-

Some are
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1. SEO (Search Engine Op?imfsation): SEQ i h
art of increasing a website"s visibility in online oy
engines such as Google, Bmg, Yahoo, Agk and mq,
more. By using the search engine’s Keyworg system \foff
can increase the ranking of your website angq ensdfe E
is visible when customers search for Your prodyeyy anld
services.

2. PPC (Pay Per Click): Paid Search, alsq known a
PPC, is the management of paid advert -
results of a search engine. Theg
typically placed above, o
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chance to excel at customer
AUl } . il . '
1" ceded in GAINING SOME popularity iy 1 V04 ¢
sul nt you will know how vira] twitter cap he gvltter
e + plus has new great featureg, making oogle
r marketing g1t agreat

S€rvice, [f you have

acco
+ G008
place fo _

5. LinkedIr.t: LinkedIn is the lar
Jtwork for business people and profe
nma11 pusiness owners still don’t
Isnarketing ra.dar.‘Busmess OWRETS are now realising the
salue of this site and the opportunities to byjig
clationships and sales leads. Note that LinkedIn ig more
serious in nature compared to Facebook and Twitter,
approach this social media channel more seriously and
assume that the users will want serious, professional
and informative information. Other popular sites to
consider are YouTube, Pinterest, Instagram and
Foursquare.

gest socia] media
SS1onals but megt
have it on their

6. 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.

7. Blogging, RSS & News Feeds: Blogging.a'nd
ensuring that blogs are visible-involves not just writing
blogs, but creating a blogging strategy that brings
together SEQ, PR, social media and web design. A gogd
blog will be one that attracts natural, organic traff;czl
through effective keyword research, as well ashSi)](: .
traffic. It will be well designed, and it will iszble
‘Onsistent voice that makes it instantly recogt . |
| rketing combines
mix. Some call 1t

, isseminating
olves dljnnels. This
| marketing.

8. Viral Marketing: Viral m@
lany elements of the marketins
“Ontent marketing’, as it always m;. ie ch
"N element of content across f’f;;ll t;f I

C 1 . O 3 4
| “Minclude videos on YouTube, P1¢s
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ICcitiong

as well as traditional elements, bgt the aim is to ensure
that the content captures the imagination of yoyr Mmarket
and that the content spreads naturally through online

communities

Advantage of E-Marketing

L.

Internet provides 24 hours and 7 days “24/77
service to its users. So you can build and make
customers relationships worldwide, and your
customer can shop or order product at any time,

The cost of spreading your message on Internet
i1s nothing. Many social media sites ljke
Facebook, Linkedin and Google plus allow you
freely advertise and promote your business.

You can easy and instantly update your
registered customers or subscribers through
emauil.

Visitors or potential customers of your website

can get up to the minute information on each
visit.

. Ifyou are having a sale, your customers can start

shopping at the discounted prices literally as soon
as they open their email.

. If a company has an information sensitive

business, like a law firm, newspaper or online
magazine, that company can also deliver its

products directly to customers without having to
use a courier.,

Disadvantages of E-Marketing

L.

If you want a Strong online advertising campaign
you have to spend money. The cost of web site
design, software, hardware, maintenance o['youi‘
business site, online distribution costs and
invested time, g]] must be factored into the cost
& Providing your service or product online.



~yarkefing A New Way O/"Mr,:rkt(e{inr}

) Almost over 60% of hOUSGholds
on]in.e. While that NUmbers ar:O:; ' |
growing, your company needs to rEaChﬂhnu.ously
people. Maximum

3. Some people prefer the [jve i ,
buy any prOQuct. And if yourtger;ic;t;onhwhen they
business with one location, thijg m;; ;Sasmall
customers from buying who lives Oso deter
distances. n long

4. Your company should have updated information
on your 31-te. This requires research and skills
and thus timing of updates is also critical.

5. Is your company web site secure? There are many
incorrect stereotypes about the security of the
internet. As a result, many visitors of your
business web site will not want to use their credit
card to make a purchase. So there is a fear in the
minds of your visitors of having their credit card

info stolen.

- Conclusion

With online users growing in India most business have
realized the importance of internet technology in their
daily marketing agendas and they heavily use tech
solutions for our marketing efforts. Lots of businesses

that don’t use the Internet as a marketing channfal will
d for business.

fall behind and this is not going to bel goto few years in
. , : in last a
Online marketing has increased in 1a t it. But the fact

_]fldia. People have different views abou otential to
S this online marketing has tremendous P

: . . hesses should have
Ncrease in sales provided bUSI}rllteivay. Benefits like

.kno“’ledge to implement it in 118 ter brand loyalty

NCreased brand recognition apd bet ;a plan. Digital

“an be gained by effective digital me 2 P ots, boost

marketing Campaign help in redlflcuc.)nsearch engines.
linbound traffic and better f‘fmk]ng mwill continue to
S the Internet evolves, businesses
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refine their online marketing efforts, reaching
number of potential buyers than before.
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