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PrEfACE

This book  “Essentials of Digital Marketing” is a spin-off of our best 
selling book on “Digital Marketing”. Essentials of Digital Marketing 
has been designed to cater to the requirements of undergraduate 
students of commerce and management.

As in the earlier book, all important topics of digital marketing 
including Introduction, Website for Digital Marketing, Search 
Engine Optimisation, Social Media Marketing, Content Marketing, 
Email Marketing, Mobile Marketing, Web Analytics, Affiliate 
Marketing and trends have been covered in detail. In order to cater 
to syllabus requirement, the additional topics new to this edition are 
as follows:

Traditional Marketing vs Digital Marketing•	

Internet Marketing for Different Business Types: B2B •	
(Business-to-Business) Internet Marketing, B2C (Business-
to-Consumer) Internet Marketing and B2B2C (Business-to-
Business-to-Consumer)

Importance of Online Community in Blogging•	

Email Marketing Process: Overview•	

Email Marketing Campaign Analysis•	

Email Marketing Delivery Checklist•	

Follow-Up Guide for Email Marketing•	

Effectiveness of Viral Marketing•	

The last chapter on trends and concepts include brief write-
ups on topics such as Lead Generation and Management, Influencer 
Marketing, Inbound Marketing, Pay-per Click and Display 
Advertisement or Display Ad.

We hope that this book will definitely be a good handbook 
on digital marketing for teachers and students of all programs in 
commerce and management. Students of computer science and 
computer applications can use the book to develop ideas and 
applications in the field of digital marketing, which is a fast-evolving 
business and employment opportunity.
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I register my hearty thanks to Mr P.K. Madhavan and his team 
in Vijay Nicole Imprints, Chennai, for their continuous support and 
cooperation in bringing out this book and to have published three of 
my books on GST.

 I welcome suggestions from the readers to improve the contents, 
structure, and presentation of the book

.

Dr. LJ. Chaarlas
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1.1 IntroductIon

The internet has penetrated the width and the depth of the whole 
world. It has its touch in what everyone thinks, says, and does. It 
has created a brand-new world in this millions of years old world.  
Not even a single second passes without a person using the internet 
and consuming its content, the digital content. The internet has 
dramatically affected the world of marketing and has totally changed 
the marketing landscape. It has usurped in drastic changes in the 
choices and behavior of the users, especially that of the customers 
or consumers. It has pushed back almost all old and traditional 
methods and media that connected the business with its stakeholders 
especially, the customers.

The internet has paved the way for the phenomenal increase 
in the number of digital tools and has dramatically enhanced the 
effectiveness of the digital platforms and their strategy. It has become 
the source of search for all our occupational, communicative, 
educational, social, financial and recreational needs. It has become 
the best source of brand and product information for all customers. 
It has widened the choices to the consumers and has improved their 
power to choose. Consumers have started to enjoy innumerable  
choices and to exercise greater control over the markets and 
marketing strategy.

Digital communication has gained greater influence over the 
field of business communication and marketing strategy. Marketers 
have been forced to keep themselves abreast with the modern trends 
and technology and to redesign and reengineer their strategy for 
marketing their brand and products. Digital marketing has come 
as a blessing to the world of business and has been adopted by 
the marketers to take advantage of the market-penetrating internet 
and the fast-changing behavior of the customers. It helps them 
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keep themselves at the edge of the modern marketing trends. Every 
organization, business or non-business, has to leverage the digital 
platforms and the opportunities created by the web-world to survive 
and grow. Digital marketing is new-born, but a powerful offspring of 
the web world. It has evolved into an integral part of any developing 
business in the contemporary market conditions.

1.2 dIgItal MarketIng

Digital marketing is the modern marketing tool or method to take 
advantage of the evolving digital technology and especially, internet. 
It is a process of marketing that uses web-based technologies to build 
brand awareness and to improve sales. It is a process of marketing 
where a focused group of audience are targeted with a marketing 
strategy designed especially for them. It is a new and one of the most 
effective strategic initiatives for all types and sizes of business.

Digital marketing is a highly powerful strategy that has 
transformed all the dimensions of the marketing techniques and 
approaches.

Digital marketing is a strategy to leverage the reach of the 
marketers towards the target audience.

Digital marketing is a web-based strategy to:

disseminate marketing information to a focused group of i) 
audience,
create interest on the brands and products among them,ii) 
attract them,iii) 
convert them as customers, and to iv) 
retain them as loyal customers.v) 

It is a marketing platform and a process that uses the internet, 
social media, mobile apps, and other digital communication 
technologies. It gives the marketers direct and focused access to 
their markets.

Digital marketing is a digital tool for:

Establishing online identity,i) 
Creating interest among the audience,ii) 
Generating leads,iii) 
Engaging the leads meaningfully,iv) 
Building up trust and confidence among the leads,v) 



Introduction to Digital Marketing 1.3

Closing the sales, andvi) 
Stimulating customer interactivity.vii) 

It is a process of strategically blending the state of the art 
communication and information technologies with the conventional 
and modern marketing strategy and techniques.

Digital marketing involves the use of websites, mobile devices, 
social media, search engines, and other similar channels and tools. 
It differs from internet marketing, which is exclusively done on 
websites.

Digital marketing is the most modern strategy to attract 
customers via email, content marketing, search platforms, 
social media etc. This form of marketing involves anything that 
incorporates marketing with customer feedback and establishes two-
way interaction between the company and customer.

The marketing strategy designed to promote brands, products and 
services through online platforms using modern digital technologies 
and internet and social media platforms is called digital marketing.

Digital marketing is also called internet-empowered 
marketing.

1.3 evolutIon of dIgItal MarketIng

Business organizations adopted many activities and methods to 
achieve maximum sale of their products and services by promoting 
them. All these activities and methods put together are called 
marketing. Marketing is done by employees of the marketers or 
by outside agencies known for effective marketing. Traditional 
marketing is done by promoting products through print media and 
television.

The availability of the internet for the public from the 1990s 
brought unimaginable changes in the personal life of consumers and 
the process of marketers for reaching them. The internet brought a 
slew of digital instruments and technologies and new dimensions in 
the business world and became the new and most basic and effective 
tool of marketing.

Marketing analysts and Internet experts analayse the evolution 
of digital marketing in different stages.
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1.3.1 Stage I: emails

The first email was sent from one computer to another computer 
in the same room by Ray Tamlinson in 1971 in Cambridge, 
Massachusetts, using Advanced Research Project Agency Network 
(ARPANET), used by the Department of Defense, United States 
of America.The content of the first email was “something like 
QWERTYUIOP”. ARPANET is the pioneer of the internet. When 
the internet was put to use by the public, sending emails became a 
common phenomenon.

Email is known as the first tool used by digital marketers. In 
the early days of digital marketing, emails were used for marketing 
products and services. Later digital marketers used search engines 
to get themselves noted by the searchers or visitors to the websites 
or blogs.

New Arrival Emails, which are commonly used by digital 
marketers, are emails sent to thousands of customers to inform the 
arrival of new products and their details to create demand. They 
are also used to inform the existing customers of the arrival of new 
collections.

1.3.2 Stage II: development of Web 1.0

The World Wide Web was first conceived at the CERN lab in Geneva 
in 1989. The development of Web 1.0 is the result of the arrival of 
the internet for public use in the 1990s. The internet triggered the 
phenomenal spread and growth of the digital age. The term ‘surfing 
the web’ coined by Jean Armour Polly, a librarian, became very 
popular in the world of web users. With Web1.0, internet users 
were able to search and find the information they sought but were 
not able to share the information through the internet.

1.3.3 Stage III: clickable Banner

The clickable banners introduced in the market and used by business 
houses in 1993 set the transition of marketing strategy from traditional 
to digital. HotWired purchased and used clickable banners for its 
advertisements, for the first time. Because of this shift, many digital 
marketing technologies started to emerge in the marketplace. 
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1.3.4 Stage Iv: launching of Search engines 

Yahoo, known as “Jerry’s Guide to the World Wide Web”, was 
launched in 1994 and was believed to have changed the world of 
business and communication. The success of Yahoo prompted 
the launch of more search engines and toolkits like ‘LookSmart’ 
‘HotBot’ ‘Alexa’ etc., in 1996.

The launch of internet services in India by CSNL in 1995 paved 
the way for digital marketing in India.

1.3.5 Stage v:  Website optimisation

Success of search engines and the changes in the marketplace forced 
many companies to go ahead with website optimization to achieve 
higher rankings in the Search Engine Result Page (SERP).

1.3.6 Stage vI:  launch of google and MSn 

Introduction of Yahoo Web Search by Yahoo, MSN search engine 
by Microsoft and Google by Alphabet in 1998 enabled the widest 
use of the internet for commercial and personal searches and uses. 
Towards the end of the 1990s, digital marketing started to take root 
and started to grow fast and wide.

1.3.7 Stage vII: the Burst of Internet Bubble

The burst of the internet bubble during 2000 literally wiped-out 
small search engines that mushroomed towards the end of 1990s 
and those that survived were left behind. The disappearance and 
marginalization of small and weak search engines left a good space 
for the emergence of giants in the business.

1.3.8 Stage vIII: development of Web 2.0

The first Web 2.0 Conference organized by the O’Reilly Media and 
MediaLive in 2004 initiated the popularity of the term ‘Web 2.0’. In 
that conference Mr John Battelle and Mr Tim O’Reilly defined the 
‘Web as Platform’. In ‘web as platform’, software applications are 
built upon the Web as opposed to  those upon the desktop.

Web 2.0 enabled the participants, especially the customers of 
the digital marketers, to be more active and interactive than being 
passive. The volume of flow of information increased tremendously 
because of the introduction of ‘super information highway’ in the 
field of internet and this provided a boon to the digital marketers and 
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their customers. Internet advertising, evolved as a digital marketing 
strategy and a tool, started to yield huge revenues to digital marketers 
- especially in developed countries.

1.3.9 Stage IX: Surge in Search engine traffic

The start of 2006 witnessed the steep rise and wide surge in the 
search engine traffic.   During this period, Microsoft sidelined 
MSN and launched Live Search to compete with Google and Yahoo. 
Digital marketing was poised to make a phenomenal growth in the 
spheres of focused and personal communication and marketing.

1.3.10 Stage X: emergence of Social networking 
Platforms/Sites

Emergence of social networking sites/platforms opened stunningly 
new and varied methods and opportunities for digital marketers for 
marketing their products and brands.  ‘MySpace’, the first social 
networking site, popped up in the world of the internet, followed 
by Facebook and later by many. New digital marketers ventured to 
see and reach virgin markets and avenues for establishing business, 
while the existing digital marketers started to capitalize and exploit 
them through the social networking platforms.  Posting on social 
media became the top online activity of the digital marketers around 
the world.

1.3.11 Stage XI:  evolution of ‘cookies’

A ‘cookie’ is a text file with small pieces of data from a website, 
stored within a web browser, to identify the computer of the 
searchers, when they use a computer network.Usually, the data is 
the username and the password. Cookies inform the server that a 
searcher has come back to the website. They are designed to track, 
collect and store data that are needed by digital marketers for 
analyzing the browsing habits, and usage patterns of the visitors, 
who frequent their websites.

Though cookies were designed originally to record habits 
and search patterns of the visitors, their use by digital marketers 
dramatically changed over years. They have started to use coded 
cookies to capture data in different ways for different purposes.
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1.3.12 Stage XII: arrival of Smartphones and  
digital devices

The arrival and ubiquitous reach of smartphones and other digital 
devices enhanced the use and reach of digital marketing globally. 
The widespread use of social network platforms supported by 
modern digital devices came as a shot in the arm of digital marketers 
to instantly reach and interact with the prospective and existing 
customers and marketing partners.

1.4 eraS of dIgItal MarketIng

Philip Kotler, the American marketing expert, grouped all the 
twelve stages  explained under the heading  ‘Evolution of  Digital 
Marketing’  into the following eras:

1.4.1 era 1:  Marketing Web 1.0

Web 1.0 allowed only the search for information. Users were not 
allowed to interact with the pages of the web.  In this era, digital 
marketing was similar to traditional marketing.

1.4.2 era 2:  Marketing Web 2.0

Web 2.0 allowed the users to establish relationships with other 
users irrespective of the region or nation, besides searching for 
information. Users started to act as and form a community and 
interacted. 

1.4.3 era 3:  Marketing Web 3.0

In this era, there was a revolution in technology that allowed 
development and application of new technologies, new search 
techniques and new storage techniques. Web 3.0 helped users to 
act proactively and to perform highly personalized works. Semantic 
web was evolving only in this era.

1.4.4 era 4:  Marketing Web 4.0

In the era 4.0 websites were designed to be more interactive and 
to function as virtual assistants, using artificial intelligence.  The 
interaction of the websites  began to be more personalized and 
complete. The virtual assistants were designed to use past user-
specific factors like preferences and behavior.
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Experts have tracked the history of digital marketing up to 4 
Eras by analyzing its evolution and  growth till now. The speed 
with what is happening in the field of technology, digital marketing, 
consumer attitude and behavior may bring out many more eras in the 
future. The digital marketers, to cope with and to keep themselves 
abreast, should closely observe and monitor the world of digital 
marketing and design and develop new campaigns, platforms, and 
strategy.

1.5 tradItIonal MarketIng vS dIgItal 
 MarketIng

Feature Traditional Marketing Digital Marketing
Definition Traditional marketing 

refers to the conventional 
methods used to promote 
products or services 
through offline channels, 
such as print ads, 
broadcast media, and 
direct mail.

Digital marketing 
encompasses all marketing 
efforts conducted online 
through electronic devices 
and the internet, utilizing 
platforms like social media, 
email, and search engines.

Channels This includes various 
offline mediums such as 
newspapers, magazines, 
television, radio 
commercials, and outdoor 
billboards. Each medium 
has its own unique 
audience and impact.

Channels in digital 
marketing include email, 
social media platforms 
(like Facebook, Instagram, 
Twitter), Search Engine 
Optimization (SEO), and 
Pay-Per-Click (PPC) 
advertising, allowing 
for diverse engagement 
methods.

Cost Traditional marketing can 
be expensive, involving 
costs for production, 
printing, and media 
placements. For example, 
TV ads and large-scale 
print campaigns often 
require significant 
budgets.

Digital marketing is 
generally more cost-
effective, with various 
options available for 
different budgets. Many 
digital strategies, such as 
social media marketing or 
email campaigns, can be 
executed at a lower cost.


